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@ Executive Summary (1) — New Zealand as a Study Destination

= ENZ’s focus for action should be on growing consideration of NZ as a place of
study among potential students and parents. Although agents are supportive and
favorable of NZ, this favorable perception among agents did not translate into

good perceptions in students and parents’ minds. Therefore, targeting education
agents is not sufficient.

= Consideration among students and parents is low, mainly due to a lack of familiarity of

NZ as a place of study (as opposed to a place to holiday or live), and weak perceptions
of NZ on factors important to Taiwanese people.

= Consideration of NZ among secondary school parents is the lowest among the key
Western destination countries. The main factors include:

= A lack of familiarity of NZ as a place of study,

= Alack of awareness of NZ's education institutions and educational strengths or
specialties,

= Perceptions of relatively few Taiwanese people having studied in NZ (also resulting in
less positively reinforcing word-of-mouth).

= In conclusion, increasing awareness of NZ as a place of study among Taiwanese
Is probably ENZ's first step to take, as the biggest issue faced is that students and
parents typically do not put NZ in their consideration set when choosing a country.
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@ Executive Summary (2) — Country Choice Drivers

» The most important driver of country choice for Taiwanese students and parents is
the reputation of the intended qualification or the place of study, which is also
consistent among secondary school parents.

= NZ had weak associations with important drivers relating to qualification and specialty
reputation, contributing to lower consideration of NZ generally.

= Same with general parents, secondary school parents are particularly concerned
about student’s safety and care and NZ's favorable associations on these
elements should be reinforced.

= The strongest perceptions of NZ were non-educational factors — lower cost, safety, good
for raising children, good weather etc. NZ was perceived on par with Australia as a lower
cost place of study.

= More focus should also be placed on promoting NZ’s educational strength (e.g.,
qualification, reputation, and the best place of the study), which are key factors in
driving country choice.
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@ Executive Summary (3) — Marketing & Communication

= ENZ may need to revise its marketing approach in Taiwan to communicate more
about NZ's education-specific strengths, particularly regarding the reputation of
NZ’'s qualifications, subject specialties, or institutions. Communicating the ranking
of NZ's schools may be useful as Taiwanese students and parents are likely to be
particularly interested in this information.

= Some areas should be de-emphasized in communications. Although NZ is strongly
associated with good climate and outdoors activities, these factors are less
important to Taiwanese people when choosing a study destination (not a holiday
destination).

= More advertising or PR would be needed to enhance people’s knowledge about
studying in NZ. Apart from the main personal sources of word-of-mouth from
friends, family, and school teacher,

= Traditional media such as TV or print advertising, or possibly PR (maybe sponsored TV
shows) will be a more effective way to reach secondary school parents.

Ipsos Marketing 6



Research Overview

Ipsos Marketing



@ Research Background and Objectives

» Research Background:

=

Education New Zealand wants to increase the share of New Zealand as an
education destination country among Taiwanese students. This research was
commissioned particularly to better understand perceptions of New Zealand
among Taiwanese consumers and their education needs.

» Research Objectives:

=
=

=

4 3

Identify current levels of consideration of New Zealand as a study destination.

Understand perceptions of New Zealand as a study destination, and New
Zealand’s “brand equity”.

Identify the perceived strengths and weaknesses of New Zealand relative to
other competing study destination countries.

Understand willingness to recommend New Zealand among education agents.

Understand which factors drive preference of destination country among
potential students, parents, and education agents.

Understand the usage and preference of information sources.
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@ Research Design

» The research approach included the following elements:

= Potential students / Parents of potential students:

— 150 quantitative interviews with potential students to understand perceptions of destination
countries, drivers of choice, etc.

— 150 quantitative interviews with parents of potential students to understand perceptions of
destination countries, drivers of choice, etc.

= Education agents:
— Two qualitative in-depth interviews to inform the development of the quantitative questionnaire.

— 30 quantitative interviews to understand perceptions of destination countries, willingness to
promote New Zealand, etc.

= Methodology

= Potential students / Parents of potential students: Face-to-face interviewing, with
respondents sampled by referral.

= Education agents: Face-to-face interviewing, with eligible agent list provided by ENZ.

= Sample size:

= 150 potential students: 50% potential university/tertiary students and 50% language
school / vocational training students

= 150 parents of potential students: 50% parents of potential secondary school
students and 50% parents of tertiary/ language school/vocational training students

= Education agents: 30 interviews (including Specialist and non-Specialist agents)

= Geographic coverage: Taipei City, New Taipei City, Taichung City and
Kaohsiung City.
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Key Findings — Results
of Potential Students
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Key Findings
- Importance of Factors
In Country Choice

Potential students and
Parents
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Students & Parents — Overall

For both students and parents, the most important driver of country choice was
the reputation of the intended qualification or place of study.

Most Important Factors in Country Choice — Overall

Moid Students Base=151 Parents Base=151
important QQualifications are highly regarded internationally ] Is recognised as Onhe of tge best places to study
st Ti the subject
15t Tier Is recognised as one of the best places to study
the subject QQualifications are highly regarded internationally ]
g Allows the flexibility to choose the Q Encourages students to think for themselves/ ]
2" Tier ' independent thinking

Q Has teachers/ researchers who are highly ]
regarded internationally Q Country is safe / has little crime

) Q Easy to speak/understand the language ]
31 Tier QHas strong standards for the care and protection ]

Encourages students to think for themselves/ of international students
independent thinking

Has strong standards for the care and protection Allows the flexibility to choose the
courses/subjects want to study

of international students

@ Cost of living is not expensive J 6 Very accepting of people from other countries ]
Education institutions are highly regarded
Ath Tier internationally Q Easy to speak/understand the language ]
U Country is safe / has little crime J Q Has teachers / researchers who are highly ]
@ Cost of education is not expensive I [coarded internationally

Less
important @ Very accepting of people from other countries

*Factor importance was derived using MaxDiff ranking
I analysis. Only more important factors are displayed.
Please refer to the appendix for an explanation of MaxDiff

g%?e: ﬁgp%‘f;%%gdgfnftjctors in country choice and detailed importance scores for all factors.




Students & Parents — Overall

Compared with students, parents cared more about students’ care and safety, and being
accepted in the country. In contrast, students were more concerned than parents about

the cost and time required and the diversity of people and culture.

nd Parents

Differences in Factor Importance Between Students a
More More important to o
important  parents ; relatively less
important to students 7
S ;
&
O #
- <<Q> .
L p More important to
# s students ; relatively less
ra 7 important to parents
Less i
important o

Education system encourages
students to think for themselves
(encourages independent thinking)

4 11

Takes less time to complete the
qualification want

12

| have personal experience of the
country

18

Cost of education is not expensive

24

Allowed to work part-time in the
country while studying

27

Country is safe / has little crime

28

Country is a good place to raise
children/ Children will not learn bad
behaviour or bad habits.

30

Many Taiwanese people live or
study there

31

Has strong standards for the care
and protection of international
students

32

People in the country are very
accepting of people from other
countries

34

Country has a wide range/diversity
of people and cultures

Less

More

important—mportam
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Students & Parents — by Subgroups
For parents of potential secondary school students, students’ care and safety, and
being accepted in the country were still important factors.

Most Important Factors in Country Choice — Secondary School Parents

More Base=75

important Is recognised as one of the best places to study
the subject

1st Tier

Qualifications are highly regarded internationally

Q Country is safe / has little crime l
as strong standards for the care and protection
| of international students
@ Tier
3 i Allows the flexibility to choose the
courses/subjects want to stud

6 Very accepting of people from other countries ]

9 Has teachers / researchers who are highly
regarded
4™ Tier {l:t Have personal experience of the country l

Q Is a good place to raise children I

Base: All Respondents lpSOS MarkEting

Q9: Importance of factors in country choice



Key Findings
- Country Preference,

Evaluation, and
Perceptions

Potential students and
Parents
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Key Findings

- Country Preference

Potential students and
Parents
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~ Students & Parents - Overall
M Increasing students and parents’ consideration of NZ as a place of study is strongly

required. For both students and parents, the acceptance level was matched by the extent
of rejection.

Likelihood of Considering Studying in New Zealand

Students Base=151 Parents pgase=151
Very + Somewhat Very + Somewhat Very + Somewhat Very + Somewhat
likely : unlikely : likely : unlikely :
34% 39% 40% 38%

m Very likely ®m Somewhat likely = May or may not ® Somewhat unlikely = Very unIiker|

Base: All Respondents Ipsos Marketing 17

Q5: How likely or unlikely would you be to consider studying in New Zealand?



~ Students & Parents — by Subgroups
@ The likelihood of considering studying in NZ among parents of secondary school students

was on par with general parents.

Likelihood of Considering Studying in New Zealand — Secondary
School Parents

Very + Very + Somewhat
Somewhat likely: unlikely :

Base=75

m Verylikely m Somewhat likely = May or may not ® Somewhat unlikely = Very unlikely

Base: All Respondents Ipsos Marketing 18

Q5: How likely or unlikely would you be to consider studying in New Zealand?



Students & Parents — Overall
Lack of familiarity with NZ was the major barrier for Taiwanese people to consider studying in NZ.
Enhancing knowledge of NZ as a place of study (not just holiday) is the first step to encourage people to
study there. The perceived safety of NZ was a key driver to consider studying there, for both students
and parents.

Motivators and Barriers to Considering Studying in New Zealand
( Reasons for Reasons for )
NOT Considering Students Parents Considering Students Parents
Studying in New Zealand Studying in New Zealand
Base 99 90 Base 20 28
% Don't know enough about New Zealand \/Country is safe/ has little crime 35 32
to consider it 55 67 v’Is a good place to raise children/
: Children will not learn bad behaviours 20 21
X The country is not the| best place_s t(_) or bad hobbies
study the subject you're/ your child is 29A 16 v’ Manv Taiwanese peoole live or stud
interested in y peop y 20 14
there
% Don't know anyone living or studying 24 31 v/ Friends/family recommend it 15 7
there/have not lived or studied there
v’ Cost of living is affordable/not 10 1
_ _ . expensive
X Friends/family recommend not going 14 12 v Easy to be accepted in educational 10 11
there institutions
% Not manv Taiwanese peoole live or v’ Cost of education is affordable/ not 5 18
y peop 11 11 expensive
study there v’ Yourself/friends/family live or stud
X Education institutions do not have a there/have lived or stﬁdied there y 5 14
good reputation/ not top ranking 10 17
schools
X Cannot easily speak/understand the
\ language 10 9 Only mentioned by >10% (among total) are shown)
A denote significantly higher result at 95% confidence
level, comparing Students and Parents
Base: Those who were somewhat unlikely or very unlikely to consider studying in NZ
Q8: For what reasons would you not consider studying in New Zealand? .
Base: Those who didn't prefer NZ but were likely to consider studying in NZ [psos Market"]g 19

Q7: For what reasons would you consider studying in New Zealand?



Students & Parents — by Subgroups

Lack of familiarity with NZ as a place of study was the common key barrier to
consider studying in NZ, including parents of secondary school students.

Motivators and Barriers to Considering Studying in

School Parents

New Zealand — Secondary

Reasons for Reasons for Considering
NOT Considering Studying in
Studying in New Zealand
New Zealand Base 15+
Base 44 v’ Country is safe/has little crime 40
X Don’t know enough about New Zealand to 57
consider it v/ Cost of living is affordable/not expensive 33
X Don’'t know anyone living or studying there/have
: . 34 , _ , _
not lived or studied there v’ Is a good place to raise children/Children will not 97
learn bad behaviours or bad hobbies
X Friends/family recommend not going there 18
v Many Taiwanese people live or study there 20
X Education institutions do not have a good 14
reputation v/ Cost of education is affordable/not expensive 20
X Not many Taiwanese people live or study there 14 v/ Friends/family recommend it 7
% The country is not the best places to study the , v Easy to be accepted in educational institutions 7
subject interested in v’ Yourselfffriends/family live or study there/have -
lived or studied there
\ Only mentioned by >10% (among total) are shown )
Base: Those who were somewhat unlikely or very unlikely to consider studying in NZ
Q8: For what reasons would you not consider studying in New Zealand? .
Base: Those who didn't prefer NZ but were likely to consider studying in NZ [psos Market"]g 20

Q7: For what reasons would you consider studying in New Zealand?



Preferred Destination Study Countries
Students

Base=151

66
USA/America

Australia

Canada

UK

Japan

Students & Parents — Overall

Students and parents had similar preference for destination countries — USA first and NZ
last among key competitors. Among students, NZ was preferred on par with Japan.

Parents

Base=151

USA/America

Canada

Australia

UK

New Zealand

New Zealand
m Preferred
countries
Europie_an = Most
countries preferred

Base: All respondent

Q1: Which countries are you currently considering studying or training in?

Q2a: Which of these countries do you currently most prefer?

Japan
m Preferred
countries
Europte_an = Most
countries preferred

A denote significantly higher at 95% confidence level,
comparing Students and Parents
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Students & Parents — by Subgroups
Among secondary school parents, their preference toward NZ was on

par with UK and close to Australia.

Preferred Destination Study Countries — Secondary Sc  hool Parents

Base=75
USA/
America
53
Canada
Australia
28
UK 11
27
New Zealand
9
m Preferred
12 countries
Japan .  Most
preferred
Base: All respondent .
Q1: Which countries are you currently considering studying or training in? Ipsos Market"]g 22
Q2a: Which of these countries do you currently most prefer?



Key Findings

- Country Evaluation

Potential students and
Parents
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M Measuring NZ’s “Brand Equity”

= We used “Attitudinal Equity (AE)” to measure how strongly people want to study in
each country (NZ and key competitors).

= Two inputs were used:
Q1

Performance
How would you rate each How important is this
country in terms of your

country to you?
overall feelings? _ _
! (10 pt)' ’ (Attraction relative to (7 pt)

competition)

Q2
Appeal

= AE results can be interpreted as below:
Low Med High

consider % Proportion of people Attitudinal Equity

(%)
New 77 4 8 o Among the countries, NZ
Zealand / has a “share of mind” 10%.

This shows how much

people “like” NZ overall,
relative to their liking of
competitors.

% of people with varying strengths of desire to study in
NZ; e.g. 5% have a weak desire to study in NZ,
whereas 9% have a strong attraction to study in NZ.

In NZ's case, a key barrier is that 77% do not even
consider studying in NZ.
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Students & Parents — Overall

is required to lift consideration of studying in NZ.
Although USA is dominant, its brand equity is stronger among parents than students.

Attitudinal Equity of Each Country

NZ's brand equity was similar among both students and parents, with a lack of consideration
being the key contribution to weak brand equity. Increasing knowledge of NZ as a place of study

Not m Base=151 Not Parents Base=151
consider consider
(%) m 0~20 = 20~40 = 40 and above (%) m 0~20 = 20~40 = 40 and above
USA 34 18 34 30 USA 34 14 43 35
Australia 60 - 19 17 Canada 55 - 22 19
UK 64 - 15 13 Australia 62 - 17 14
Canada 63 14 10 13 UK 71 11 12 11
New New
Zealand " h. - 10 Zealand 4 h. = 9
Japan 75 . 9 9 Japan 87 7 6
Europe_an 81 - 5 6 Europ(—?an 89 3
countries countries
Singapore 98 {I 1 1 Singapore 94 3 2
China 97 Fl 1 China 94 Ft 2 2
Base: All respondent
Q3: How would you rate each of the following countries in terms of your overall opinion of it as a place
to study?
Q4: I—?o?/vuirr%lportant is your relationship with each of the following countries to you in terms of being a IpSOS Marketing 25

place to study?



Students & Parents — Overall
Among parents and students who considered one country more important than others, students based
this perceived greater importance on the country’s good environment, while parents were more affected
by having relatives or friends living there, reflecting the relatively greater importance of students’ safety
and care to parents. _
Reasons For Rating One Particular Country the Most Important

(Overall Students Parents | YSA Students Parents New Zealand Students\
Base 65 45 Base 24 25

<Envi s> 75 23 <Environments> 71 64 Base 6
nvwonmer? S _ v' Is a good place/ suitable <Environments> 100

v" Good environment/ beautiful 28 A 4 place for learning the 29 8 L,
natural scene language Good

: . environment/

v" Is a good place/ suitable place 15 13 v Country has a wide beautiful 50
for learning the language range/diversity of people 25 12

s H o oo/ and cultures natural scene

as more job vacancies/ easy _ v .
to find jobs/part-time works/ 14 9 v' Many Chinese people Good climate 33
: : . 17 12
intern jobs live in the country <Cost> 33
v .

v Country has a wide People in trt\_e co;mtry alre - . v C_:(_)St of |
range/diversity of people and 11 9 Very accepling ot people living/study is 33
cultures from other countries affordable/not

<Schools/ Qualifications> 54 40 '

v' Country is safe/has little crime 6 18A Q expensive

o v' Has many top

v' Familiar with the language/ schools/schools with 25 16
culture/ Can speak the local 8 13 good reputation )
language v Has many schools to There were no parents

Schools/ lificati 37 1 21 8 rated NZ as the one most
<Schools/ Qualifications> 3 choose from important country. Thus,

v Has many top schools/ schools <Others> 8 40A only students’ result is

. : 12 11
with good reputation , . . shown for NZ..
v Have relatives/friends in A
v . . .
CHOaLL\J/r(]etrreIatlves/ friends in that 11 20A
y *Only NZ and USA are shown; only reasons mentioned by
\ more respondents are shown j

A denote significantly higher at 95% confidence level,
comparing Students and Parents

Base: Those who select one most important country [psos Marketing 26
Q4a: For what reasons is [country] so important to you?



Key Findings

- Country Perceptions

Potential students and
Parents
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Country Perceptions and Performance
The following slides use a “biplot” to show country performance on attributes, as
well as correlation between attributes. This example shows how to interpret the

chaurt. Australia
|

/ Point of
! projection for
Canada.

[ |
Canada

The angle between the vectors represents
their correlation (relationship) with each other.
The greater the angle, the less correlated to
each other.

The longer the line the more discriminating
that attribute is across the countries.
Countries close to each other are perceived
similar.

A country’s position/ performance on an
attribute is obtained by “projection”. The
closer the country is to the upper end of the
vector, the more strongly it was rated on that
attribute (not the distance between the country
and the attribute).

g,%?

e.g. the cg,rre/l'étion of '

#24 vs. #25 is greater / @_
)

than#24 vs. #32. /
-

F

|

Point of projection

for UK.

1 O 2
5

/1 e.g. Aus performed the best on

/| #29, followed by NZ and
., Canada. USA and UK performed
AN \the worst on #29.

[N
~

i ~
] S

i SN

/ S

/' *In the following slides, because there

are too many attributes (%1 in total) in
one chart, only the NZ related-attributes
and top important factors are listedon,
the same slide. Please refer to the next
slide for the detailed attributes.
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@ Detailed attributes used in the biplots

N

62 e

10

11

12
13
14
15
16
17
18
19
20
21

Education institutions are highly regarded internationally
Education institutions are historic / have a long history
Has teachers / researchers who are highly regarded
internationally

Quialifications are highly regarded internationally
Famous/highly regarded people have studied in the
country

The country is recognised as one of the best places to
study the subject interested in

Education system encourages students to think for
themselves (encourages independent thinking)

Allows the flexibility to choose the types of
courses/subjects want to study

Has relatively small class sizes (small number of
students per class)

The number of tests required for each course is relatively
few

Takes less time to complete the qualification you/ your
children want

| have personal experience of the country

Easy to get information about studying in the country
My friends/family recommend it

School teachers / school advisors recommend it
Education agents recommend it

Easy to get a scholarship

Cost of education is not expensive

Cost of living is not expensive

Easy to be allowed in the country / get a visa
Academic requirements are not too strict

22

23
24
25

26

27
28

29
30
31

32

33
34

35
36
37
38

39
40

41

Easy to be accepted in educational institutions in the
country

Easy to travel to/from Taiwan

Allowed to work part-time in the country while studying
Easy to be allowed to stay in the country after studying

Has a formal alumni network that allows you/ your
children to easily maintain contact with fellow students
Country is safe / has little crime

Country is a good place to raise children/ Children will
not learn bad behaviour or bad habits.

Country has a good climate / weather

Many Taiwanese people live or study there

Has strong standards for the care and protection of
international students

People in the country are very accepting of people from
other countries

Has friendly homestay families

Country has a wide range/diversity of people and
cultures

Has a long history / culture

Has a lively, exciting lifestyle

Is a very convenient place to live

Country has a wide range of outdoor/adventure activities
available

Easy to speak/understand the language

Is a country internationally recognised as being
innovative

Is a technologically advanced country
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Students & Parents — by Subgroups
For secondary school parents, NZ was safe, good for raising children and with good
climate/weather.

Country Perceptions — Secondary School Parents

A 4
%? ?)5 Accepting of people from ‘?’9
%L 6 other countries 14
%1, 3§ , 4-USA
. 11/ Have personal
1 Cina(éa CQ exp 'ence 37 Allows the flexibility to
Australia m ‘ 3 25) 33 - 15’3] choose courses

@ 7Encourages independent
thinking

3
. the ---uﬁm ©26

NZ
N — yatienal students
28 T Qualifications are highly regarded
27 T 4
Hasteachers who are-highly regarded 3

D
1

27 Country is safe / has little crime ’&;

28 Country is a good place to raise children/ Childr  en will not learn bad behaviour or bad habits.

29 Country has a good climate / weather 3%

* Other attribute are less associated with NZ, and the detailed attributes names are listed in the previous slide.

* Red highlighted attributes are top important ones for parents.
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Students & Parents — by Subgroups

For secondary school parents, qualification was the main driver for
preference across countries.

Reasons for Preferring a Country — Secondary School Parents
( USA/ Canada Australia UK New \
America Zealand

Base 54 39 23 19 16

v Qualifications are internationally recognised 59 51 57 | 79B | | 75 |

v I](;L:;self/fnends/famlly live or study there/have lived or studied 59 51 50 53 50

4 The_ countr){ is recognlgeo! as one of th_e best places to study the 54 44 48 748 44

subject you're/ your child is interested in

v" Friends/family recommend it 50 64 57 58 69

v Education institutions have good reputation 50 51 65 68 69

v' Many Taiwanese people live or study there 33 33 48 32 56

v’ Easier to speak the language 31 18 22 37 31

v Country is safe/has little crime 31 28 48 32 50

4 E()el:)rﬁ):ﬁe:g the country are very accepting of people from other o8 13 26 21 31

v Isa gqod place to raise .chlldren/Chlldren will not learn bad o8 26 30 21 50

behaviours or bad hobbies

v Easy to be accepted in educational institutions 24 26 26 37 50A

v/ Can work in the country after studying 22B 5 26B 16 19

v Cost of living is affordable/not expensive 20 28 22 16 38

v' Takes less time to complete the qualification 20 23 22 11 25

v Close to Taiwan 15 8 13 11 19

v Cost of education is affordable/not expensive 11 21 30A 11 38A

v Easy to be allowed in the country/get a visa 9 15 13 16 31A

v Education agents recommend it 9 13 17 11 31A )

*Only 5 main countries are shown
A/B/C/D denote significantly higher at 95% confidence level
Figures highlighted by [__] are the top reasons for the country
Base: All respondents [psos Marketing 31

Q6: What are the main reasons you are considering studying in [Preferred Country]?



Students & Parents — by Subgroups
Qualification and specialty of the institution were the areas to improve for NZ among
secondary school parents, since they are poorly linked with NZ while they were the key
concerns when considering a country to study in.

Factor Importance vs. Perceptions of NZ — 5 Has teachers / researchers who
Secondary School Parents are highly regarded internationally]

4 Qualifications are highly regarded
More ) internationally

important - The country is recognised as one
) # 6 of the best places to study the
Factors important to subject interested in

e

parents but NZ had Education system encourages
weak performance 7 students to think for themselves
- (encourages independent thinking

Allows the flexibility to choose the
8 types of courses/subjects want to
2 study

o 12 | have personal experience of the
-7 country

e Easy to be allowed in the country
Factors less important to 20 jhet a visa

parents that NZ 23 Easy to travel to/from Taiwan

o performed strongly on 54 Allowed to work part-time in the
e country while studying

. Country has a good climate /
- 29
-7 weather

p /‘/ ¢ 20 Has strong standards for the care
o 3. 024 31 and protection of international

Less - 38 students
importa -7 Country has a wide range of
- 38 outdoor/adventure activities

— available
Lower agreement Higher agreement

(fewer people agree on (more people agree on .
the attribute) the attribute) Ipsos Marketing




Key Findings
- Information Sources

and Communication
Perceptions

Potential students and
Parents
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Students & Parents — by Subgroups

Word-of-mouth was the main information source of secondary school

parents, mainly from family, friend

Information Sources for Country Choice —

Information Sources for Country Choice

Family

Friends

Base=75

s, and school teachers.

Secondary S chool Parents

Websites Ever Visited

Education USA Base=75

(educationusa.state.gov/)

Teachers/school staff

NewZealandEducated.com
(www.newzealandeducated.com)

Articles in
newspapers/magazines

Education expos

Education agents

Websites promoting
studying in the country

Online forums/blogs

Advertising (TV, print,
outdoors, etc.)

Websites of specific 9 ® Information
education institutions source
Social media 9 = Most
(Facebook, etc.) 1 influential

Base: All respondent,
Q11: Now we would like to ask you about how you get
information to help you choose a country to study in.
Which of these sources have you already used to get
information about countries you are considering studying in?
Q12: And which source has had the most influence on you

so far in deciding which country to study in?

www.aec.org.tw/

Education UK/British Council

(www.educationuk.org) /
Study Canada 7
(www.studycanada.ca/)
Education au/in Canada 4
(www.educationau-incanada.ca/)
Study in Australia 3

(www.studyinaustralia.gov.au/)

All respondent,
Have you ever visited any of these websites?

Base:
Qlla:
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Students & Parents — by Subgroups

NZ had the lowest promotion awareness among key countries, and
traditional media was the main sources of the advertising.

Awareness of Country-Specific Promotions — Secondary

Awareness of Country-Specific Promotions
Base=75

47

Al A i
USA/ America 63

Canada
55

Australia
51

UK

New Zealand
28

. = Unprompted
None/ Don't 21| _wareness
know 19 | = Total
awareness
Base: All respondent,
Q13: Have you seen or read any information or advertising

promoting studying in a particular country? If yes, which
countries were those?

Q14: And have you seen or read any information or advertising
promoting studying in these countries?

School Parents

Sources of Awareness of NZ-Specific Advertising

Base=21

Advertising (TV, print,

33
outdoors, etc.)

Articles in

: 29
newspapers/magazines

Education expos 29
Education agents

(including their websites) 2

Websites promoting 19
studying in the country

Online forums/blogs 14

TV programs 14

Social media

10
(Facebook, etc.)

Base: Those who had ever seen NZ advertising,
Q15: Where have you seen or read information promoting
studying in New Zealand?
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Students & Parents — by Subgroups

Allowing part-time works and country/ school information were the key
message take-out from the NZ advertising for secondary school parents.

Information Received from New Zealand Advertising — S
School Parents

Base:
Q16:

econdary

( Base
v Allows work part-time

v Instructions of schools/subjects

v’ Instructions of the culture/
environment of this country

v' Beautiful natural scene
v' Has small classes

v' Cost of living/study is
affordable/not expensive

v' Less crimes/safe

v' Good environment for studying
\_

21
19

14

14

14
14

10

10

Those who had ever seen NZ advertising,

Thinking about all of the information you have seen or read promoting studying in New Zealand, [psos Marketing

what messages or content do you most remember?
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Appendix

- Detailed Results

Potential students and
Parents
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Appendix

- Detalled Results of

Factor Importance &
Explanation of MaxDiff

Potential students and
Parents
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MaxDiff — Analysis Approach for Determining Importance of Factors
Affecting Country Choice

= When identifying the importance of the various factors influencing country choice, we used a
technique called Maximum Difference Scaling (MaxDiff). This approach ensures more
differentiation between factor importance, compared with simple importance ratings, and is
easier for respondents to do compared with ranking a long list of factors.

= Respondents were shown a series of choice sets (see example below), each set containing
a different combination of factors. The series of sets and combination of factors was
controlled by a rotation design. Respondents chose which factor was most important to them
and which one was least important.

Most Important

Y

least important to you?

When considering different which country you might want to study in,
among the five attributes shown here, which is the most and which is the

Least Important

Ease of getting a student visa

Friends / family living in the country

Have lived in the country | travelled there

Availability of scholarships

Reputation of education institutions

HEESA N

* |[n analysis, an important
score was then generated
for each attribute. The
Important scores is a ratio-
scaled rating,
subsequently rescaled
from O to 100, representing
the probability of an item
being selected.
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Rank

1

Parents

Most Important Factors

Attribute Score

The country is recognised as 5.83
one of the best places to study
the subject interested in

Qualifications are highly 5.64
regarded internationally
Education system encourages 5.11

students to think for themselves
(encourages independent

thinking)

Country is safe / has little crime 4.67

Has strong standards for the 4.61
care and protection of
international students
Allows the flexibility to choose  4.47

the types of courses/subjects

want to study

People in the country are very  4.26
accepting of people from other
countries

Less Important Factors

Rank Attribute Score

~ Students & Parents — by Subgroups
Detailed Importance Scores of Each Attributes — Secondary School

29
30

31

Least Important Factors

Rank

Attribute Score
Easy to get a scholarship 1.41
Country has a good climate / 1.29

weather

Has a formal alumni network that 1-27
allows you/ your children to easily
maintain contact with fellow

students

Education institutions are historic / 1.19
have a long history

Has a long history / culture 1.16
The number of tests required for 1.11
each course is relatively few

1.11

Famous/highly regarded people
have studied in the country

Easy to be allowed in the country / 1.01
get a visa

Easy to travel to/from Taiwan 0.98
Allowed to work part-time in the ~ 0.83
country while studying
Education agents recommend it DL.0%
Country has a wide range of 0.74
outdoor/adventure activities
available
Has relatively small class sizes ~ 0-68
(small number of students per
class)
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Appendix

- Detalled Results of

Country Importance and
Country Performance

Potential students and
Parents

Ipsos Marketing 41



Performance and Importance — Secondary School Parent s by Country

Performance Importance
Base=75 Mean Base=75

Mean

e 77 AMEON 37 EESMSE |, VS ser s 20 [aEd

uk 752 [EIREEY 20 [28iN[12 ENE uk s+ GO 27 @7
Canada 7 [ 23 871116 BB canada 500 B8200 35 2a
Australia 6.88 [[28] 16 200 19 ELME Australia 4.97 [E§T28 32 24 9
seatapa 663 [ 19 INSZNN AT D) (o0 o7 NN 57 ESE[eI]

china 6.26 [411 INS2ZNN[27 T EENE  china 443 BR200 19 EESERNTI0 M
singapore 6.07 £8 16 71 16 IEAEN4 singapore 443 ENLZN 23 [0 12 B
Japan 5.37 {8 817 IECNIEEE 94  Japan 4.09 '}- 28 [l28 27 E

uropean 5 o5 S INEANERE N2ON S V07" 2 oo Ea T AN EENEED

countries countries
B Perfect(10) ®m9 " 8 m7 m6 m5 m4 m3 =2 mReallybad (1) [® Veryimportant (7) ®6 © 5 m4 = 3 m 2 ® Not at allimportant (1)

All Respondents _ o Base: All Respondents
How would you rate each of the following countries in Q4: How important is your relationship with each of the
terms of your overall opinion of it as a place to study? following countries to you in terms of being a place to study?
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Appendix

- Detailled Results of
Country Perceptions

Potential students and
Parents
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Students & Parents — Overall

Detailed Country Perceptions — Secondary School Pare  nts (attributes 1-

_---

Country has a good climate/weather 28V 15V
Country is safe/has little crime 44 35 37 19V 41
Easy to get information about studying in the country 41 44 53 71 A 43
Easy to be allowed in the country/get a visa 41 15V 51 43 43
g:;)(l;rgtéﬁ :v i?) Srogrdbﬂgcr:eotsb::;se children/Children will not learn 40 35 32 23§ 45
Allowed to work part-time in the country while studying 39 17V 25 37 52
Easy to travel to/from Taiwan 37 25 35 40 45
Country has a wide range of outdoor/adventure activities available 37 20V 33 37 48
Easy to be accepted in educational institutions in the country 33 7V 37 37 31
(I:Oeltj)r[])tlreielg the country are very accepting of people from other 33 29 51 & 50 A a1
Cost of living is not expensive 32 4V 17V 17V 20
Academic requirements are not too strict 32 5V 27 27 35
Has a lively, exciting lifestyle 31 23 41 57 A 43
Is a very convenient place to live 28 39 55 A 68 A 32
Easy to speak/understand the language 28 40 44 A 71 A 24
o10; What countrios can apply o the statement? Ipsos Marketing

Significant notation:  A/V denote significant higher/ lower than NZ at 95% confidence level.



Students & Parents — Overall

Detailed Country Perceptions — Secondary School Pare  nts (attributes 16-

_---

Cost of education is not expensive

Is a country internationally recognised as being innovative 27 31 24 504 20
I;:::Sr)elatlvely small class sizes (small number of students per o5 19 24 21 24
Many Taiwanese people live or study there 25 33 60 & 81 A 33
Education sy_stem encourages _students to think for themselves 24 404 30 A 70 A o5
(encourages independent thinking)

Easy to be allowed to stay in the country after studying 24 5V 32 40 A 25
Has friendly homestay families 24 19 36 36 32
C(I)ISV\YVSaﬁE[)E[JotZteug?/XIbI“ty to choose the types of courses/subjects 21 304 48 A 68 A 27
Education institutions are highly regarded internationally 20 69 A 41 A 854 23
\Tvzl;ets less time to complete the qualification you/ your children 20 13 27 354 o5
The number of tests required for each course is relatively few 19 7V 15 23 21
My friends/family recommend it 19 19 41 & 50Aa 23
Education agents recommend it 19 374 36 A 56 A 23
Country has a wide range/diversity of people and cultures 17 28 41 A 24 29
Qualifications are highly regarded internationally 16 61A 40 A 84 A 21
(B;%e:: Velklufteccc?unndtﬁtreys%gr? gtp?pl; t:o7t5he statement? lpsos Marketing

Significant notation:  A/V denote significant higher/ lower than NZ at 95% confidence level.



Students & Parents — Overall

Detailed Country Perceptions — Secondary School Pare  nts (attributes 31-
41)

_---

H ron ndards for th re and pr ion of international

as strong standards for the care and protection of internationa 16 33 A 32 A
students

The country is recognised as one of the best places to study the
subject you're interested in

Easy to get a scholarship 15 5V 23 27 12

15 41 A 43 A 68 A 17

Has a formal alumni network that allows you/ your children to

A A
easily maintain contact with fellow students 15 Sla S5 61 13
Has a long history/culture 15 72 A 354 68 A 13
Has teachers/researchers who are highly regarded internationally 13 57 A 37 A 79 A 12
| have personal experience of the country (visited/lived there A A
before, or have friends or family who have lived or studied there) 13 23 43 47 20
Is a technologically advanced country 12 45 A 41 A 84 A 17
My teachers/school advisors recommend it 11 25 A 40 A 51 A 20
Education institutions are historic/have a long history 9 67 A 32 A 76 A 12
Famous/highly regarded people have studied in the country 8 56 & 24 A 84 A 11
Base: All Secondary parents , n=75 .
Q10: ~ What countries can apply to the statement? _ lpsos Market"]g

Significant notation: ~ A/V denote significant higher/ lower than NZ at 95% confidence level.
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@ Questionnaires

Questionnaire:
Potential Students

Microsoft Office
Word od¥é

Questionnaire:
Parents of Potential
Students

Microsoft Office
Word od¥é

Questionnaire:
Education Agents

Microsoft Office
Word od¥é

Ipsos Marketing
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Thank you!
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