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1. Introduction

This report represents part of the first and second phases of a recommended
brand planning process. Those phases entail understanding where the
Education Canada Brand is currently positioned within the marketplace and why
it is currently positioned that way. Subsequent phases in that process would
assess where it can be positioned in the future and how to start to change
target audiences’ perceptions, to bring to life the desired Education Canada
Brand.

The report provides context for the brand planning process by outlining the

- global international education market, including [anguage training, in which

Canada is an important player. It considers target audiences, competitor
positioning and Canada’s positioning within that marketplace; and summarize
responses of key stakeholders to the brand planning initiative. It then presents
implications from this research base; make recommendations regarding any

- supplementary research that is considered appropriate; and identify next steps

in the process.

Objectives
The main objectives of this report are:

“. the identification of areas of opportunity for the positioning and
communication of the Education Canada Brand;.

2. the provision of a thorough and proven planning and development roadmap
for the further development of the Education Canada Brand.

Background

This report focuses on exploring where the Canadian education brand is today
and why. And through an understanding of this, seeks to identify possible
positioning opportunities for the Education Canada Brand while at the same
time paving the way for future exploration, further definition and communication
of the most relevant and compelling brand vision for Education Canada.
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Approach

To identify initial positioning opportunities for the Education Canada Brand, the
study, though secondary research and an online discussion among a limited
number of key stakeholders, has undertaken data analyses in order to:

1
2.
3
4.

5.

1. develop an overview of the global marketplace;
~develop initial profiles of your target audiences;
. identify and provide SWOT (Strengths, Weaknesses, Opportunities,

Threats) analyses of competitor brands;

attempt to identify how the current Education Canada Brand is positioned
within the marketplace; and _

begin to solicit endorsement of the initiative among key stakeholders.

The outcomes of each of the pieces of work under the above headings are
presented in the body of the Report as follows.
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Destination Germany

International HE enrollments in Germany increased every year from 1998/99
(103,716) to 2004/05 (180,306) — see Figure 18. Overall, enroliments grew by
74% over this time and growth was especially strong from 2000/01 to 2004/05.

Figure 18 Trends in International HE enrollments in Germany 1997/98-2004/05
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Destination Canada

International HE enroliments in Canada have grown considerably since 1998 -
increasing from 34,509 in 1998 to 82,470 in 2005 (139% growth over this time).
In 2005, foreign enrollments in higher educatlon increased by 6% on the
previous year (see Table 20).

Table 20 December 1 stock of foreign students at Canadian universities 1998-2005
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2.3 LANGUAGE TRAINING MARKET

English and French as Second Language Markets

The language ftraining industry is a worldwide market consisting of many
languages taught both in countries where the language is native to that country
(and cultural immersion is an added bonus) and also in non-native countries
where it is a foreign language.

Canada is a unique market, being a bilingual nation with two official languages -
English and French. French is also the one and only official language in
Quebec, where most native French speakers live, and it shares the title as co-
official language with English in New Brunswick. These two languages have
been taught by Canadian institutions to students from all over the world for over
100 years.

For these reasons it was important to consider the two language training
opportunities that exist within Canada: the English Language (EL) market and
French Language (FL) market. Unfortunately, sources that report
comprehensive language training data for Canada (EL or FL) [or France, the
major competitor in the provision of French Language training] are either not
readily available or do not exist so the following analysis of the language
training industry is a review of the EL market including the leading destinations
for study.

Global Overview of the English Language Market

In analyzing major EL destinations the most reliable data sources available
have been used. However, because of the way in which data is reported and
collected by the different destination countries it is difficult to make comparisons
across destinations; instead the data is better used to gain an understanding of
the market within a particular country. Therefore, the summary chart provided
in Table 1 should be seen as an estimated representation of the global EL
market in the leading English speaking destinations, not as a definitive
assessment and comparison of the destinations total populations. It should also
be noted that the actual size of many of the markets are underestimated given
the methodologies many of the data sources use (some sources only report on
a portion of the market — for example, only those students on a student visa,
students at private institutions and students at member institutions etc.)

Traditionally the key destination markets for English language training have
been the UK, Ireland, the US, Canada, Australia, Malta and New Zealand.

Over the past few years international student enrollments for EL programs
have, for the most part, been increasing. Enroliments peaked in four of the six
countries - UK, Australia, Ireland and Malta - in the latest year in which data is
available for each of those countries (2004, 2005, 2005 and 2004 respectively)
and US enrollments increased in 2004 - the first rise in EL student numbers in
the US since the year 2000.
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market. The most reliable data available for the US EL industry is provided by
the Institute of International Exchange (IIE). The data reported by IIE is a
reflection of annual surveys conducted with US schools but is mostly limited to
members of the American Association of Intensive English Programs (AAIEP)
and the University and College Intensive English Programs (UCIEP). Annual
statistics on the US market underestimate the actual size of EL market as they
mostly include only students at member institutions and only at member
institutions who choose to participate in any given year.

Those caveats notwithstanding, enrollments of EL students in the US declined
every year between 2000 and 2003 before leveling out in 2004. AEI offers
several explanations for this including ‘“the events of September 11 2001,
related security concerns, the subsequent changes in visa procedures and
economic conditions” as factors that continue to impact EL enroliments “more
sharply than enrollments of international students coming to the US for degree
study”. Research conducted by JWT Education® into the EL market indicates
that many EL students are more safety conscious than their university
counterparts and therefore the events of September 11 are more than likely to
have impacted this market.

EL enrollments in the US peaked in 2000 at 85,238 but nearly halved by 2003
when enrollments totaled 43,003 (see Table 44). Enrollments increased by
3.6% in 2004 to reach 44,565. Between 1999 and 2004 enroliments from 14 of
the top 15 source countries for the US decreased. Korea represented the only
growth market over this time. Even Chinese enrollments, which increased
dramatically during that timeframe in destinations such as Australia and New
Zealand, decreased from 1,509 in 1999 to 1,026 in 2004.

The US is perhaps the most diverse of the major EL destinations in that the
leading source countries of students are not likely to be located in just one
region. Although Asian countries (Japan, Korea and Taiwan) accounted for the
top three sources of EL students for the US in 2004, three of the top 11 source
countries were European (ltaly, France and Turkey) and four of the top 15 were
South/Central American countries — Brazil, Mexico, Colombia and Venezuela.
Physical location seems to be a huge draw as historically the US attracts more
students from South America than any other destination, although Australia is
starting to attract an increasing number of EL students from this region.

® The Asian Student of 2000. JWT Education, 2000. The English Language Market: A Global Review.
JWT Education, 2001.
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o 55% were studying in Canada on study permits and 40% were studying
on a visitor/tourist visa or a temporary resident visa;

o 23% of the foreign students came to Canada to study at their language
school for 3 months or less, 68% planned to study in Canada for

between 3 months and a year, and 9% intended to undertake study for.

more than a year;

o 38% of students were paying for their language studies themselves and
59% were funded by their parents;

e most students reported that they found out about their language
programme from an agent (reported by 60% of the students),
friend/relative (19%) or from a website (11%);

e the top three reasons students chose to study in Canada was because it
is a safe country, value for money and because it is a great place to live;

o the largest percentage of language students are from Korea (28%),
Japan (19%), Mexico (17%), Switzerland (8%) and Brazil (5%).

Other data relating to the language training industry in Canada has been
obtained from Language Travel Magazine's Annual Status Survey, which uses
market data gathered from member institutions (comprising education facilities
worldwide) who participate in the Survey each year, to present information on
the main international language teaching markets. In presenting this data it
must be highlighted that this survey represents only a very small number of
schools in Canada compared to the total number of EL providers in this country.
That said, the data provides, at least, some information on the market.

Language Travel's Status Survey reports on the Canadian market for 2004
(drawing on survey results from 44 participating member institutions in Canada)
and for 2005 (results from 43 institutions) showed that its top 6 source markets
— base on student weeks — were the same in 2004 and 2005 (although not in
same order):

e in 2004, they were, in order from 1% to 10th: Korea, Japan, China,
Mexico, Taiwan, Brazil, Switzerland, Vietnam, France and Germany;

e in 2005: Korea, Japan, Mexico, Brazil, Taiwan, China, Canada, Saudi
Arabia, Switzerland, and Spain.

The most dramatic change was recorded in the Chinese market, which declined
from 14.7% of total student weeks in 2004 to 4% in 2005. Other notable
changes in the percentage of student weeks contributed by source markets
were:

e a4.6% growth in student weeks from Korea, which remained the leading
- source market;

e a 3.1% growth in the Japanese contribution, which was again fhe second
largest market for Canada;

o a2.2% growth in student weeks from Brazil;
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3. Target Audience
Primary Target Audience

The Education Canada Brand'’s primary target audience comprises prospective
students who wish to pursue an international education in the following
segments:

undergraduate;

postgraduate;

language — English or French;

further education;

school.

Within the development of the Education Canada brand, research into the
needs and wants of each target audience will be imperative. Data issues
currently make it difficult to pinpoint accurately the numbers within, and
composition of, each segment. '

The following represents key insights and data currently available regarding the
Undergraduate and English Language segments.

Undergraduate Segment

In profiling this market segment and understanding the key decision-making
factors behind undergraduate students’ international education purchases, it is
helpful to draw upon research which has been undertaken into this group. For
example, the JWT Asian Student of 2005 Survey, which followed similar studies
undertaken in 2000 and 1997, and examined the attitudes and perceptions of
more than 500 Asian undergraduate students studying in Australia and the UK,
from the 10 major source markets — China, India, Hong Kong, Singapore,
Taiwan, South Korea, Thailand, Indonesia, Japan and Malaysia. This Survey
explored issues including when students’ decisions are made, how information
is sourced, key selection criteria, standards of education and influencing factors.

It gives a good insight into the purchase criteria of the prospective international

undergraduate student target segment. For instance, it showed that quality and

value for money are among the factors those prospects consider most when
selecting a destination for international study:

e 40% of Asian international undergraduate students choose fo study
overseas in order to access a better quality of education;

o the most important factors when considering a country for overseas study
were quality of education/university; and cost of undertaking study/value for
money;

e and the principal reasons students said they finally chose to study in a
particular destination were: better quality of education, cheaper living
expenses, it offered particular courses they wanted, and the {fuition fees
were cheaper than many other countries.

Importantly, the Survey also showed that students were more likely to choose a
destination country before selecting their course or university.
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Language Segment

A 2004 Canadian Association of Private Language Schools (CAPLS) Survey
which profiled students of Canadian private language' schools found that:

¢ sixty eight percent (68%) of the students are aged between 20-29 years;
e most of the students are enrolled in EL programs;

o fifty eight percent (68%) came from an Asian country — Korea (28%) and
Japan (19%) were the biggest sources;

¢ many EL students go to Canada because they perceive it as a safe place
to study, offers value for money, is a great place to live, with beautiful
nature — and has quality schools;

¢ most EL students study in Canada for three months to one year;

e most are on study permits, though 40% are on visitor/tourist or temporary
resident visas;

e most are work-experienced postgraduates who want to enhance their
education or career. They are highly motivated and ambitious, and 58%
are studying EL for work purposes;

o 38% were paying for their study themselves, while 59% said that their
parents were paying for their study;

¢ the overwhelming majority of students were undertaking EL courses
(96%), with the remaining enrolled in FL or a combination of FL and EL
courses.

" CAPLS Student Profile Survey, November 2004
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Secondary Target Audiences

The secondary target audiences for the Education Canada Brand include Key
Influencers on prospective students’ study. Such secondary target clusters
would include:

parents

agents

teachers (final 2 years of high school)

undergraduate faculty

careers advisors

study abroad advisors

alumni

employers

government in source country

government organisations in source counfry e.g. Bntlsh Council;
Australian Education International (AEl)/International Exchange
Programs (IEP); CEC

scholarship providers

Research has shown the importance of these ‘influencers’ on the international
student purchase decision.

For example, in the above-described JWT Asian Student of 2005/6 Survey:

parents were rated a 3.97 level of influence on study decisions, out of a
possible rating of 1-5, where 1= no influence and 5 = a great deal of
influence. Parents were also the main source of funding for students’
studies for most survey participants;

teachers’ potential influence was highlighted in the fact that 87% of
students first thought about studying overseas while they were still at
school;

it was evident that students are increasingly turning to agents for
assistance with their study purchases. Results from the Australian
component of the Survey (over 300 Asian students studying in Australia
at 10 universities, across a range of disciplines) highlighted the
increasing use of agents by students - both as a source of information
when selecting an overseas institution and as the main link in the
purchase decision, with growing numbers of students using an agent to .
submit their application. This is despite the efforts of many universities
during that time to encourage more direct applications and a reduction in
the dependence on agenis. The oufcome has been that agents have
increased their position from being simply a provnder of information to
also being a source of influence.

Additionally, a 2004 study by CAPLS into private language school
students in Canada showed that 60% of the 1500 students surveyed
found their language program via an agent.
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Further, the Global Directions in Language Travel 2005 Survey
conducted by JWT Education for ALTO (the Association of Language
Travel Organisations), found that Language Schools rely primarily on
international agents to source students — survey participants reported
receiving an average of 58% of their students from international agents.
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4. Competitor Brands

Overview

As seen in Section 2, educational services are a key and growing sector of the
international economy. The international educatlon market within which Canada
is operating is characterized by:

e increasing growth in student humbers — albeit at slower rates in recent
years, most likely a result of terrorism-related security concerns and
improved domestic education infrastructure in source markets. The
global demand for international student places in English-speaking
countries is projected to increase by 160% over the next 15 years to a
total of 2.6 million. East Asia and South Asia, with China and India in
particular, will lead the demand; 2

* increasing competition among established major players and from
traditional source countries such as Singapore, India, Hong Kong,
Malaysia, Thailand and China who are emerging as study destinations in
their own right.

e Apparently on-going competition from France for French language study.
Relevant data, however, was not readily available for this study.

In response to.the developments in the English-speaking sector, Canada’s main
competitors, the other major English-speaking destinations for international
students - the United Kingdom, Australia, the United States and New Zealand -
have implemented changes and introduced initiatives in international education
policy in recent years in an attempt to boost their share of international student
numbers and to remain competitive in the market.”® While most have had
international education promotional programs to varying extents in the global
market for many years, these programs are increasingly supported by
aggressive government sponsored incentives. For example Australia recently
invested $AUD 113 million in marketing education internationally and the UK
has launched a multi-million pound campaign. In the past few years the New
Zealand government has adopted a strategic approach to developing the
sector' and is currently looking at re- positioning its national education brand.

Competitive environment research conducted by Foreign Affairs Canada
showed that of all the countries examined only Canada and the US did not have

“nationwide agendas for international education promotion and marketing”®.
The research also suggested, “that pursuing a coordinated approach is a strong
indicator for a successful international education program” and, “the lack of
organizafion can lead fo branding Canada as an uncoordinated and

12 svision 2020: Forecasting International Student Mobility”, IDP Education Australia, in The
Natlonal Report on International Students in Canada 2002 (CBIE)

'3 AEl Papers — “Australia’s Competitors in International Education” March 2006 Update and
July 2005 Update

“ BC Progress Board: “The Role of International Education: Expanding Student Opportunity
and Economic Development in British Columbia,” 2005

15 “Sustainability Strategy: Live, Learn and Succeed”, Foreign Affairs Canada, March 2005.
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That branding campaign has been part of the Prime Minister’s Initiative (PMI) —
which initially ran from 1999-2005 and was designed to increase the number of
international students studying in the UK and to encourage collaboration
between umversntles colleges, Government and other bodies to promote UK
education abroad.'® The PMI has now commenced a second phase, to run from
2006-2011. The second stage of the PMI will have a wider international agenda
and will aim to:

position the UK as a leader in international education;

increase the number of international students in the UK;

ensure international students have a high quality experience in the UK
build strategic partnerships and alliances; and

maintain the UK's position in major education markets, while achieving
growth in student numbers from a wider range of countries.

The further and higher education sectors and the English Language sector have
come together with the government and the British Council to provide a total of
nearly £7million in 2006-07 directly to promote the objectives of the second
phase of the PMI.

The Education UK Brand

As seen above, the PMI has embraced the development and promotion of a
strong brand for Britain — the Education UK brand - established in 1999 and re-
launched in May this year in response to the changing international education
environment.

“The first PMI taught us that students choose country first and then look fo
select an educational institution. The need for a strong national brand which is
distinctive and differentiates the UK from other countries is therefore very
important. Following 18 months of research and development, the Education
UK brand has been redeveloped and a new visual identity and messaging
framework Is in place. This brand provides us with a flexible and dynamic
communications platform for UK education.

Within the first PMI, the Education UK brand was primarily a student recruitment
tool. In the second phase of this initiative the brand will be extended to provide
a common platform for the wider international education acfivities in which the
UK is engaged.”

The British Council (BC) manages the brand on behalf of the UK Government,
and reports that the Education UK Brand?®
e distinguishes the UK education offer from those of the UK’s competitors;
e represents a recognizable personality for UK education through its visual
appearance and the messages it communicates, thereby working to build
strong emotional connections with students, institutions and partners;
e has generated increased demand for UK education by reinforcing and
developing perceptions — and challenging negative perceptions;

18 Op.cit. British Council Website:
19 ~ Op. it. British Council website
2 |bid
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e is used by the BC in over 85 couniries, whilst 370 universities colleges
and schools in the UK have the required license to use the Education UK
logo in their marketing and communications materials;

o has. been developed using insights from the brand’s managers
internationally, and through consultation with its target audiences; and

¢ generically supports the marketing activity of UK institutions, and can add
value to their own branding initiatives.

Education UK brand workshops are conducted world-wide to help people
understand and reconnect to the revised Education UK brand and to ensure it is
applied accurately and strategically around the world.

Supporting UK Positioning to International Students
Funding, Partnerships/Scholarships

The UK Chancellor of the Exchequer's pre-budget report in December 2005
provided for a 50% rise in government support and funding for the marketing
and pr(2)1motion of British higher education to students outside the European
Union.

Total funding for the global promotion of UK education over the next two years
(2006-7 and 2007-8) will be over £27 million of which £3 million is earmarked for
UK/Africa partnership initiatives, £2 million for UK/Russia partnerships and £4
million for UK/China scholarships and other partnerships (supporting, for
example, academic exchanges and collaboration between centres of excellence
in science and technology), as well as £7.5 million for the UK/India Education
and Research Initiative.

Easing of Immigration and Work Restrictions

The UK has paid attention to enhancing work rights for international students
and the relaxation of visa restrictions as a means of increasing international
student numbers.*

International students completing postgraduate degrees will be allowed to work -
in the UK for up to 12 months after the completion of their studies. The same
employment opportunities will be "available to foreign undergraduates in
shortage sectors such as science and technology, benefiting nearly 50,000
students. Furthermore, the British Government has announced that it will
improve the efficiency of the visa issuing process.

21 Op. cit. “Australia’s Competitors in International Education” March 2006 Update and July 2005
Update
2 Ibid
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environment. These attributes have strengthened Australia’s educational export
industry.®

In recent years the Australian Federal Government has invested heavily in the
promotion of Australia as an attractive destination for international students.

In 2003, in recognition of the importance of the international education sector to
the nation, the Australian Government announced a package of funding to the
sector worth $AUD 113 million over four years.*® This funding supports
enhanced promotion and an expanded presence abroad; the development of an
offshore quality assurance framework; scholarship programs for overseas
students and for Australian language teachers, for fellowships overseas; the
establishment of international centres of excellence and a national language
centre; the strengthening of onshore compliance and quality assurance; as well
as revisions/ resources to support student visa processing.

Furthermore, many Australian universities have been active in promoting
themselves in the international education arena. It can be argued that the
original impetus for this was, ironically, largely due to a need to find additional
revenue sources in response to a reduction in Federal Government funding to
those institutions and international student fees was one effective way to
address this shortfall.

The United States

The US has consistently been the leading destination country for international
students. This has perhaps contributed to its limited attention in the past to
national branding; with its world-leading, premier institutions leading the way in
creating a perception of the nation as the pre-eminent higher education
provider.

But in recent years there appears to have been a slowing in its rate of growth in
international student numbers, likely to be in part as a result of terrorism
concerns and new visa security/approval procedures following September 11,
increasing tuition fees, and increased competition from other countries. For
example:

¢ in 2002/3 in the US there were 586,323 international students studying in
the United States, however the percentage increase of international
students from 2001-2002 was only 0.6%%";

e in 2003/4 there was a 2.4% decline in the number of international
enrolments from 2002/2003 -~ with a 5% decline in undergraduate
enrolments and a 2.4% increase in postgraduate enrolments — a trend
observed since 2000;

e in 2004/5 565,039 international students enrolled at US colleges and
universities, a drop of 1.3% from 2003/4. However the number of
students enrolling in US graduate schools rose one per cent in 2005.
While the increase is small it follows several years of decline in

25 ° Op. cit. “Opportunity Begins at Home — Enhancmg Canadian Commercial Services Exports.”
From The National Report on International Students in Canada (CBIE).
2 Ibid
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enrolments, srgnalllng a possible turnaround in the downward trend since
September 11

US Brand Positioning

The US does not have a generic brand positioning; although it |s recognized as
the, “brand leader for university qualifications in major markets.”

However in response to the above performance results, the US has recently
paid more attention to its positioning in the international education marketplace.
In particular, it endeavoured to make American higher education appear more
open and accessible to international students, particularly in the period following
September 11, when stringent student immigration restrictions were enforced
as a national security measure and perceptions arose that the US was no
longer a welcoming destination for international students.

Nonetheless, its profile worldwide and resultant international education market
share remains considerable. To support this sector the US has established an
Education USA website for international students, currently provides support for
a network of 450 Education USA offices around the globe which actively
promote United States higher education internationally and offers extensive
scholarships for international students (e.g. Fulbright).

The US amended legislation in 2005 in order to position itself more attractively
to international students, and to help regain lost ground in attracting the world’s
best and brightest students®®. These amendments require better cooperation
among relevant federal government departments in facilitating international
student recruitment, streamlined procedures for international student academic
exchanges, the development of international marketing campaigns similar to
those initiated by competitor nations (UK, Australia), and the creation of
innovative web-based resources and more efficient processing of student visas.

As a result, the US is implementing targeted marketing strategies such as
university fairs and in-country recruitment. Education USA website information
is being updated to be more welcoming and informative. Admissions processes
are being expedited and overseas missions are being encouraged to promote
the value of US education.

At a federal level the US also hosted a University Presidents’ Summit with
approx. 70 college and university presidents participating, in January this year.
The Summit addressed how to attract foreign students and to achieve an
enhanced focus on international education. Following this Summit the Bush -
Administration announced a package of measures aimed at enticing more
foreign students to attend American institutions and at sending more Americans

%8 Op. cit. “Australia’s Competitors in International Education” March 2006 Update and July 2005
Update
2 “Catchrng the Light: Positioning NZ Education” Brian Richards, June 2006

% Op. cit. “Australia’s Competltors in International Education” March 2006 Update and July 2005
Update
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provides information about New Zealand study and course options, institutional
profiles, and about living in New Zealand. New Zealand institutions are
encouraged to list their profiles and course details on the website for an annual
fee. New Zealand institutions and other approved groups who wish to use the
industry brand for their own marketing purposes, must apply to Education New
Zealand and sign a contract before gaining access to brand resources. New
Zealand brand attributes listed on the website include: British-based education
system; world-leading programs/degrees; recreation in paradise; warm and
welcoming environment; and high quality living conditions.

In 2004 the New Zealand Government announced a four-year $NZD 40 million
(8US 25 million) international education package to, “boost the fortunes of its
education export industry’®® and to, “enhance its strategic approach to
international education, recognising the important social and economic benefits
of the sector to the economy. The focus of the funding is on: strengthening the
quality of international education provision; enhancing links with target countries
overseas; and promoting research, innovation and diversification.”®” The
package provided for education counsellors in Malaysia, the US and Europe;
more scholarship places; and the development of satellite campuses, e-learning
and off-shore courses. %

The New Zealand Govemment has also changed student visa policy to provide
more opportunities to international students to gain work, and to make New
Zealand a more competitive destination for international students by easing
work restrictions for students and their partners.

Perhaps reflecting a questioning as to whether branding efforts to date have
differentiated New Zealand appropriately, in June 2006 a series of New Zealand
brand repositioning workshops were held.

In August this year at the annual Education New Zealand Intemnational
Education conference, Dr Michael Cullen, Minister for Tertiary Education
outlined a new direction for the sector and additional promotional spending. He
outlined his approach as four goals that will form the basis of the new agenda
for international education: *

¢ New Zealand students will be equipped to thrive in an inter-connected
world; ‘

e New Zealand education providers will be strengthened academically
and financially through international links; _

¢ international students will be enriched by their education and living
experiences in New Zealand; and

e the direct economic and social benefits to New Zealand form
international education activities must grow to their full potential.

% Education Canada Branding 2006 Action Plan — “Building the Education Canada Brand
Across Key Export Sectors” CAPLS AGM, November 2005

%7 The National Report on International Students in Canada (CBIE).

3 Op. cit. “Australia’s Competitors in International Education” March 2006 U pdate and July 2005
Update _

% International Education: the way forward; Hon Dr Michael Cullen, 17 August 2006
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EduFrance presentation Kits;
a series of EduFrance student guides filled with practical information
on study programs in France and associated EduFrance services.

EduFrance is also involvéd with its partners through:

EduFrance forums, international events in which EduFrance brings
representatives of French institutions together with international
students; '

major meetings in the world of international education (including
World Education Market and NAFSA);

conferences and roundtables on higher education and research in
France;

tours in France and abroad;

EduFrance promotional publications including multilingual brochures,
CD-ROMs, videos and posters;

EduFrance coordinates a network of expert consultants in education,
engineering, science, technology, and other fields;

the coordinating contacts between its partners and its 175 member
institutions with whom-it maintains close and continuous contact.

EduFrance has contributed to the increasing number of international students
who have chosen to study higher education in France in recent years.
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5. Current Canadian Education Positioning in the Marketplace

Canada’s international education industry has an estimated $CAD 4 billion
economic impact;*' and Canada has enjoyed growth in international student
numbers over the past decade.

Canadian educators are reported to have, with varying degrees of
understanding and commitment, realised that education presents an important
economic opportunity. As the number of Canadian students at the elementary,
secondary and university levels is expected to decline sharply in several
provinces over the next few years, universities and school boards are realising
the economic importance of recruiting more international students. “* However
one commentator suggested that “...despite the growth of Canada’s education
exports, it is clear that Canada is not keeping pace with the potential growth of
the market for the provision of international educational services.”

The positioning of Canadian education internationally is partly undertaken
through the Canadian Education Centre Network (CECN) - a private,
independent, non-profit company, originally founded in 1995 using government
of Canada funding, which ended in spring 2005. CECN promotes and markets
Canada as a study destination for international students through offices
globally. Canada’s brand attributes promoted within the Study Canada website
managed by CECN include: '

one of the best places in the world to live;
high standard of living;

welcoming environment;

beautiful environment;

a safe place to study;

a high tech country;

and a bilingual nation.

Provinces and institutions also undertake their own marketing activities. Most
Canadian embassies and consulates abroad also do promotional activities in
their countries of responsibility, particularly in markets where there is no CECN
office. However, there is a lack of regional cooperation and strategic
coordination. The recent creation of the "Edu-Canada" unit at Foreign Affairs
and International Trade Canada is an important step forward in the coordination
of international education promotion.

Nonetheless, despite the significant value of the international education sector
to Canada, research indicates that the country has not developed a cohesive
national education brand positioning -

“A recent study commissioned by the Adustralian Government found that
Canada’s positioning as a desirable destination for international education and

! Asia Pacific foundation of Canada, Canada Asia Commentary Number 40 - Canada Missing Opportunity
in the Booming China Education Market, Carin Holroyd, January, 2006

2 Asia Pacific foundation of Canada, Canada Asia Commentary Number 40 - Canada Missing Opportunity
in the Booming China Education Market, Carin Holroyd, January, 2006

® From The Conference Board of Canada “Opportunity Begins at Home — Enhancing Canadian
Commercial Services Exports” April 2006,
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training is less clear than the UK, USA or Australia and that the most distinctive
feature about an education in Canada is that it is not distinctive at all!”**

“While there are examples of increased coordination and collaboration,
(Canada) has yet to significantly unify -its efforts, particularly in terms of
marketing Canada as a destination to study....as well as a lack of consistent
and deliberate messaging abroad.” *°

“Canada’s lacklustre performance compared to NZ, Australia the UK and the
US cost the country billions of dollars in lost economic activity.”

“We lack national coordination and support that other countries enjoy”*°

The impact of the absence of a strong national brand could be a contributing
factor towards the fact that Canada is not top-of mind for prospective students,
as is perhaps reflected in the results from a recent (2004) Canadian Bureau for
International Education (CBIE) Survey of International Students, called “Canada
First". This Survey comprised 1,700 international students at colleges and
universities across Canada, and showed that only 60% of participants saw
Canada as their first choice country; and that rising tuition costs were a major
issue for these students — of concern given the importance of perceived value in
students’ study decision criteria, as seen earlier in this Report. More
encouraging were the students’ ranking of Canada’s education quality as the
top reason for choosing to study there, closely followed by safety, and the fact
that more than 90% of participants were satisfied with their Canadian study
experience and that 83% would recommend it to friends.

One writer delved into the impact of the lack of a Canadian brand identity in a
specific international education marketplace - China*’. They said that, “despite
strong historical ties between China and Canada and the presence of a large
Chinese-Canadian community, Canada has not been able to match the strong
appeal of American education, particularly at the university level. In comparison
fo its main competfitors, notably Australia, New Zealand and the United
Kingdom, Canada lacks a coordinated national marketing effort, and has not
made a sustained commitment to recruit overseas students. There is, in sharp
contrast to the other nations, no Canadian brand identity in the Chinese market.

. While the Government of Canada is constrained by its lack of constitutional

authority in the delivery of educational services at home, it has been generally
absent from the promotion of Canadian education overseas. Yet at the
institutional level Canadian school districts, colleges, universities and private
institutions have taken independent and creative steps to enhance their
presence in the Chinese market. These range from aggressive recruiting
campaigns to the establishment of campuses in China. However, a sharp rise in
the number of Chinese university spaces in recent years, a large and growing

“4 BC Progress Board: “The Role of International Education: Expanding Student opportunity and
Economic Development in British Columbia” .
& The National Report on International Students in Canada 2002

“6 Education Canada Branding 2006 Action Plan — “Building the Education Canada Brand
Across Key Export Sectors” CAPLS AGM, November 2005

7 Asia Pacific foundation of Canada, Canada Asia Commentary Number 40 - Canada Missing
Opportunity in the Booming China Education Market, Carin Holroyd, January, 2006
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number of foreign-owned institutions in the country, and strong international
competition, is already dampening the flow of new Chinese students fo Canada.
Without rapid and concerted efforts in China and elsewhere, Canada will forfeit
its place in this successful and lucrative service /ndustry It will also jeopardize
Canada’s future ties with Asia.”

This lack of unified branding and national brand presence has been reported as
being largely due to:

e The provincial jurisdiction over education and consequent reluctance by
‘the national government to take a leadership role in developing a
national education brand, as alluded to above and supported elsewhere:
~ “The Canadian education system is characterized by jurisdictional

fragmentation, which has hampered efforts to promote and facilitate
trade in higher education services. Canadian education services are
dealt with separately by 13 different provincial and ferritorial bodies,
with no identifiable national political leadership. This has hindered
efforts to build a ‘Canadian brand’ of education that could be sold to
the rest of the world.*®”

— “Despite consistent lobbying by all of the organisations involved in
international education such as CBIE, the Association of Community
Colleges in Canada (sic) and the Association of Universities and
Colleges of Canada), the federal government has not assumed a role
in international education. Perhaps worried about the perception that
international students are ‘taking’ places away from Canadian
students seeking entry into elite professional programs, the Canadian
government has shied away from major pronouncements or co-
ordinated recruiting efforts. Ottawa is also sensitive to its lack of
constitutional authority in the field of education.”*

¢ The fragmentation and involvement of many players in the promotion of
Canadian international education makes it difficult for the sector to have
a coherent and coordinated presence in the marketplace.®® For example
there is a plethora of organizations in the education sectors that are
involved in the Canadian education export industry, providing support or
advocacy for international education:
— Association of Canada Community Colleges [ACCC]
- Association of Universities and Colleges of Canada [AUCC]
—= Language Industry Association [AILIA]
— Canadian Association of Private Language Schools [CAPLS]
= Canada Language Council [CLC]
- Canadian Education Centre Network [CECN]
— Canadian Bureau for International Education [CBIE]
— Canadian Higher Education Commission

48 45 OP- cit “Opportunity Begins at Home - Enhanclng Canadian Commercial Services Exports”.
“ Holroyd, C. Asia Pacific Foundation of Canada, Canada Asia Commentary Number 40 —

“Canada Missing Opportunity in the Booming China Education Market”, January, 2006

50 Op. cit “The Role of International Education: Expanding Student opportunlty and Economic

Development in British Columbia”
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Under-funding of international education and related market research:

“Canada has consistently under-funded international education in
comparison to other OECD nations. According fo the AUCC, on a per
capita basis Canada contributes $US 0.80 while Australia, the US and
Japan contribute $US 9.07, $US 4.70 and $US 4.94 respectively. With
budget cuts announced for the CECN in 2005-6, this is a disturbing trend
for a growing and important sector, particularly in light of ramping up of
financial support for international education by a number of countries

" around the globe. ...Canada has invested very little in terms of market

research fo identify future student mobility trends and international
student choice factors as well as fo examine and analyse competitor
strategies on an ongoing basis.”

Provincial Activity

As there is no federal coordinating agency for international education in

Canada, new initiatives are typically implemented on a provincial basis.

Many provincial governments are beginning to become more involved in
promoting international education; and several provinces have developed
international education strategies in order to maximise their share of the
international education market. For example®*:

¢ In 2001 Alberta launched an “International Education Strategy.’

e In 2002 Quebec launched a muiti-million dollar pilot program to
promote its educational expertise internationally. This pilot program
supported the development of promotional materials; the province's
involvement in trade shows, education fairs and international forums;
general student recruitment efforts; and delegations to and from
overseas markets. The pilot project was given ongoing budget status
and now receives $CAD 10 million annually from the Quebec
government.

e The Government of Ontario, the province with the largest number of
international students, recently contracted with CECN to develop an
“Ontario Pavilion” for use at international education trade fairs. The
initiative will develop a distinct image for Ontario at these events.

+ In Nova Scotia, a co-operative industry association of education and
training providers (EduNova) works with its members to raise the
profile of the province’s education and training programs abroad. Its
focus is on collaborative international recruitment activities and the
identification of international project opportunities.

e In December 2005 the British Columbia (BC) Progress Board, an
independent panel of senior business and academic leaders in BC,
released a report on the role of international education in that
province. It said that although $CAD 2 billion is generated annually
from international education in BC, the province is not well placed to
respond to the increasingly competitive education marketplace. The

! The National Report on International Students in Canada, CBIE 2002

52 Op cit “The Role of International Education: Expanding Student opportunity and Economic

Development in British Columbia”
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report details several proposals for enhancing the province's
international education sector. >

While provincial involvement in promoting international education is a welcome
development, it does not supplant the need for support of Canadian education
at a Federal level. ®* It can also create some confusion offshore — for instance,
when provincial initiatives or trials result in different service levels to prospective
students.

ii Op. cit “Canada Missing. Opportunity in the Booming China Education Market”
Ibid A
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Implications from this information

Research outlined earlier in this Report shows the importance of destination in
an international student’s decision about where to study. Most students choose
their destination (country) first. In light of this, the successful positioning of
Canada as an attractive study destination is critical. This is particularly the case
in view of the increasingly aggressive competition and marketing from emerging
and established suppliers — especially Canada’s English-language speaking
competitors, as discussed above.

Therefore, the over-riding outcome from information presented above is the
need to develop and manage a strong, attractive national education brand for
Canada. This proposition is supported in the literature;

“We need a more appealing brand to attract si‘udenz‘s — (one that is) strong'and
exciting”

“Canada needs strong brandmg fo increase its share of the global international
student marketplace...

‘A Canadian brand of education that can be sold to the rest of the wond is
required.”®

Other implications from the information detailed in the Report are that such
brand development and management would require:

e Endorsement, collaboration, agreement and co-operation between the
national and provincial governments, and between government and
industry associations. This Report found positive results from
collaboration across the industry in the Prime Minister’s Initiative (PMI) in
the UK; and the US government is now mandating collaboration in regard
to international education initiatives among relevant government
departments within the US.

* A strong leadership role by the Canadian government — as seen in the
- competitor analysis, in the UK, Australia, New Zealand and latterly the
United States, the federal government has realised the need for — and .
economic and social benefits from - actively leading the way in
positioning their countries strongly in the international education arena.

e The appointment or establishment of a single national entity with
responsibility for coordinating brand development and ongoing brand
management, to avoid fragmentation of efforts; and with adequate
funding. For example it was seen that the British Council manages the
“Education UK” Brand, and Education New Zealand manages the “New
Zealand Educated” Brand.

% Op cit “Building the Education Canada Brand Across Key Export Sectors”
% Op. cit. "Opportunity Begins at Home — Enhancing Canadian Commercial Services Exports”
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s Central funding for national branding initiatives, including associated
market research as identified in the report into student choice factors,
competitor strategies, future student mobility trends etc.

e Consistent national messaging, to avoid any confusion in prospective
students’ minds offshore about the Canadian offer.

e Comprehensive target profiling to understand various segments’
particular needs and wants. At present there appears to be little
information on Canadian target segments.

s Improvements in data collection to ensure strategies are based on
realistic, accurate and up-to-date market assessments.

e Support for international partnerships, exchanges and scholarships, and
internationally-relevant research — which have increased in recent years
in many competitor destinations:

— to enhance the appeal and accessibility of Canada as a study
destination;

— to augment Canada’s positioning and status within the international
education arena.

Recommended Branding Components

Recommended Canadian branding components include:

a focus on the perceived high quality of Canadian education — as reported
above, a CBIE Survey showed that quality is the leading draw card for
students to the country;

actively marketing Canada as “a first-choice destination for advanced
education” — to raise the percentage of students who nominate it as their
preferred place of study;

management of perceptions about Canada as a study destination offering
value for money - an important factor for prospective students, especially
given concerns highlighted in the CBIE Survey about Canadian tuition fees;

leveraging Canada’s perceived strengths in one of its strongest, most visible
international student sectors - the English Language segment - identified
by CAPLS as its: :

— multicultural nature — open to diversity;
- perception as being a safe country;
— high value on premium education;

- percegtion as having a neutral accent — easy fo understand and
tearn.

leveraging off the respected Canadian Brand — “Canada’s national brand

7 Op. cit “Building the Education Canada Brand Across Key Export Sectors”
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image is particularly strong ....in August 2005 the Anholt-GMI Nation Brands
Index placed Canada just behind Australia in terms of international brand
power. The study noted that Canada is viewed as being a better place to
live, work and invest than the UK or the US.”®

The Report has also noted the need for the brand to be refreshed at appropriate
intervals — to retain relevance within the changing international education arena.
Such brand re-assessments have been undertaken by the UK and New
Zealand. /

A further implication arising from the findings in earlier sections of the Report is
the need to consider the inextricable link between immigration matters (related
to issuing of student visas and foreign student work opportunities, for example
to cover living and tuition costs) and international student enrolments. To shore
up their efforts to position themselves attractively to international students, there
has been some lessening of immigration restrictions and of restrictions on
international student work allowances in each of the UK, US, Australia, and NZ
in recent years — and Canada has lately followed with somewhat improved
conditions and eligibility requirements for certain students who want to work in
Canada.

To support its branding initiatives, Canada should ensure accessibility by
legitimate targeted foreign students to the Canadian market, and conS|stency of
immigration policies for students in all provinces;

“As part of the overall branding of its educational services, Canada should
address how to make it easier for Ie§q/t/mate students to enter and become fully
engaged in (its) education system.”

%8 Op. cit. “The Role of International Education: Expanding Student Opportunity and Economic
Development in British Columbia”

Op. cit "Opportunity Begins at Home — Enhancing Canadian Commercial Services Exports”
April 20086.
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Next Steps

Next steps will include:

identification of what information is still needed — what additional primary
research is needed;

endorsement by key stakeholders of development of Education Canada
brand,;

establishment of a working group to progress the initiative;

develdpment of, and agreement to timetable for brand development and
implementation;
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ADDENDUM

A. NEMR Roundtable Discussions Write Up

Attendees

Johanne Boucher
Nathalie Dubois
Nejat Gorica
Robyn Inman
Stephanie Dion
Georgina Galloway
Jennifer Humphries
Gerry La Belle
Phillip Landon
Calum MacKechnie
Diane Mills
Michael Polan
Mary Jo Lynch
Claude Martel
Chris Musial
Valerie Richmond
James R. Rossiter
Gary Stairs
Gardiner Wilson

Dr. Smita Sengupta
Tom Tunney

SUB-GROUP EXERCISE:

Yves E. Beaudin
Susan Birley
Ava Czapalay

~ Louise-Esther Fortin

Jennifer Keller
John Manning
Julia Danos

Bo Hansen
Denise Lecavalier
Brenda McCavour
Waldemar Riemer
Darcy Rollins
George Molloy
Dan Rizzoli
Harley Trudeau
Elaine Armstrong
Suzanne Bubic
Julia Drew-Watt
Dominic Gosselin
Morris Krymalowski
Sonal Pathak

Drew Fagan
Chris
Greenshields
Christine Mckay
Marie-Francoise
Potvin

Renetta Siemens
Helen Smiley
lan Williams
Valerie Sirois
Jean-Philippe
Tachdjian

JWT Education:
Allison Doorbar
Sheryl Prince

What is your vision of the Canada Education and Training Industry

Brand?

1. Define the Targethudience
e Primary Target Groups
e Secondary Target Groups

2. What do you want the target audience to say, think and feel about
Canada as an education destination in 3 — 5 years?

3. What do you think could be some of the core differentiating attributes
and/or personality traits that could distinguish the Canada Education
Brand from other destination education brands?
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B. Key Stakeholders’ Perspectives

Two sequential research efforts were conducted to gain insights from key
Canadian stakeholders regarding the development of a Canada Education
Brand.

The first initiative, a research questionnaire, was implemented in October 2006
and provided feedback from twenty-one participants. The second initiative,
consisting of six one-on-one interviews, was conducted in February 2007 as a
means of supplementing the discussions facilitaied at NEMR in October which
were hindered by last minute schedule changes resulting in significant loss of
time for the discussion sessions.

The initiatives were designed to accomplish the following:

e gain initial insights regarding perceived obstacles to determining and
implementing a unified Canada Education Brand, perceptions of the brand’s
current strengths and weaknesses and desired advertising themes; and

e provide actionable direction for the design and development of further
exploratory research among a larger sample of Canadian officials as well as
other primary target audience groups.

Details for each research effort among this critical target group are provided
below.

Research Questionnaire

Twenty one Key stakeholders were solicited to participate anonymously in a
research questionnaire. The group consisted of representatives from the
following sectors and categories: ' '
¢ (Canadian thinkers on internationalization
e Recruiters '
- Post-secondary education
— Language Training Industry
Canadian representatives abroad
Training Industry
E-Learning Industry
Provincial government officials
Federal government officials

The questionnaire consisted of five closed-ended questions and seven open-
ended questions and included both an English and French version. Three out of
the four French speaking recruits completed the questionnaire and all of the 17
English speaking recruits participated. While all respondents did not provide
feedback to each and every of the 13 questions in the questionnaire, the vast
majority were comprehensive in their responses.

The results of the questionnaire are provided below.
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Key Stakeholders’ Perspectives (continued)

One-on-One Interviews

Six additional key stakeholders were solicited to participate anonymously in
one-on-one telephone interviews. The lines of inquiry followed the
questionnaire cited above. However, all questions were open ended allowing
for participants to articulate their opinions and perceptions in their own words.
While interviewers speaking both fluent English and fluent French were
available to conduct the interviews, none of the interviewees requested to be
interviewed in French. :

Overview of Findings.

The six participants were all in senior level positions in their respective
organizations with titles including President, Director and Executive Director.
Three out of the six were employed by public educational institutions; the others
by a federal organization and private companies (including one non-profit). Five
out of the six participants were well seasoned in the education sector with
relevant experience ranging from 10 to 30 years. One participant had no
education sector experience but was a veteran in the branding arena.

The six participants were very willing to participate and were appreciative of the
opportunity to articulate their concerns and hopes regarding the Canada
Education Brand. For the most part there was consensus regarding
perceptions of the brand’s strengths and weaknesses as well as preferences for
visual elements of the brand. Overall, responses were fairly consistent with the
twenty-one responses to the questionnaire with a few varying comments worth
noting. While there was a general sense of optimism about the concerted effort
to develop the Canadian Education Brand there was sufficient frustration and
skepticism to warrant proceeding-with caution and care.

Brand Perceptions

The participants were each asked to share their top of mind perceptions of the
Canada Education Brand. While two out of the six participants stated a Canada
Education Brand does not exist for comment, “high quality education” followed
by “safe” and “tolerant/welcominglfriendly” were top of mind positive attributes
most commonly mentioned by the others. In addition, “affordable” was cited by
one respondent, who also cautioned that these atiributes are “All good things
but they don't differentiate us from our competitors and those are not all frue.
We are not as friendly as we think we are.”

On the other hand, two respondents shared negative perceptions including
“disorganized”, “decentralized” and perhaps therefore “leaderless”. Those who
were seen as running the education business were cited as incompetent — they
“don’t know what they're doing at least in the public sector; maybe not in the
private universities.” In addition, Canada was deemed “non-compelifive” given
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the perceived lack of establishing partnerships and was considered to be
“behind the ball - we're losing ground on the international level.” This particular
respondent warned that, “...other countries are working hard and placing far
more emphasis on the value of internationalization. They are moving ahead and
we are not!”

When asked to define the Canada Education Brand’s current strengths and
weaknesses, responses were generally consistent with the top of mind
attributes. The most commonly mentioned strengths were:

e “High quality education”

- “We should promote quality. There is a lot of opportunity for Canadian
graduates fo further their education and pursue careers because of the
quality education.”

- “We have a great education system — a North American system
(considered very good by international standards). We provide good
supervision of our students through the system to make sure they have
the tools to be successful.”

o ‘Less expensive”; .
o ‘Being a multicultural country we are very warm and welcoming”; and

“Safe”

Other single mentions included the general reputation of Canada, “ranked
around the world as the 3" greatest nation to live in terms of reputation” and a
reference to Canada’s research capabilities, albeit unenthusiastic - “We have
pretty good research labs.”

Although not necessarily a strength, one participant felt the fact that Canadian
education stakeholders were beginning to collaborate was significant progress
that now puts Canada in the game - “We are finally understanding what the
international market is all about. We finally are getting together and getting
support from the government - makes us look like we are truly ready to be
players in the market.” |

The list of weaknesses of the Canada 'Education Brand cited by participants
was more varied than the list of strengths but nonetheless compelling and in
some instances quite critical.

Two participants shared the opinion that a significant weakness is an
international lack of awareness of what the Canada Education Brand stands for:

“There is no national unitylidentification. People don’t know much about
Canada as a whole. They may know a province or a particular university or
institution, but not Canada as a brand. We don’t represent ourselves
internationally. We represent ourselves in specific countries for specific
reasons from an institutional standpoint.”

. “Nobody knows who we are overseas as a country or from what | hear in the
education sector. There is a real void to what the Canada Eduction brand
offers.”

Page 87




Education Canada Brand Roadmap JWT Education

The “decentralization of managing higher education” has been heard before
among respondents to the questionnaire, participants in discussions at NEMR
as well as among these six interview participants. However, one interviewee
felt compelled to state what was felt to be at the heart of this particular issue,
that because of decentralization, “...we are our own worst enemy because we
can't get ftogether as a country fo promote ourselves as a whole.” This
participant continued, somewhat emotionally, to provide a fairly negative and
judgemental view of the playing field, stating, “The provinces act like babies, the
public universities don’t know what they’re doing and who knows what goes on
in the private universities.”

Another participant shared a fairly pessimistic, somewhat defeatist point of view,
stating the current effort to formally brand Canada as an education destination
was too little too late — “This process that is happening now (with regard to
branding) is five years too late. We had our chance fo capitalize on this
international education market when 9/11 happened. Though terrible for the US,
it could have been our ticket to making the rest of the world aware of who we
are and what we offer not only in education, but in fourism and other industry.”

Two participants shared perceived weaknesses that hadn’t previously surfaced
in any significant way among respondents to the questionnaire, NEMR
attendees or in any -other relevant research. The first weakness was described
as a critical short-sightedness among some universities that “they lose money
when they take in foreign students... because foreign students are not funded
by the government like the Canadian students are.” The other perceived
weakness speaks to the larger, more intellectual issue of globalization and
suggests a potentially damaging ignorance or shortcoming - “Canada doesn’t
understand the added value of international students at the PhD level. We are
not looking at the future of our country in the world. How can we compete if we
do not bring in the best and brightest of our future generations? How can we
become a leader in research and education if we don't recruit and keep good
PhD candidates?”

Other single mentions included being “second string to the USA”, Canada’s
notorious cold weather, the perception that due to current Canadian immigration
laws, it is “very difficult for student fo come to Canada”, and the lack of “star
power institutions” to compete with the likes of the “UK’s Cambridge and Oxford
or the USA’s Harvard, Yale and MIT.”

Lastly, one respondent continued a theme from a previous question, stating that
Canada’s tendency to emphasize low price, natural beauty and the “...friendly,
warm, fuzziness of Canadians” put Canada in a weakened position as they are
not true points of distinction.

Comparisons to Competifors

Participants were asked to list which five education destinations they believe
are Canada’s top competitors. Not surprisingly, the US, Australia and the UK
were cited by all six participants as among the top five competitors, followed by
New Zealand mentioned by four respondents. Two participants cited China
among the top five competitors, calling it an “up and coming threat”. Germany
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and lreland were each mentioned once with Germany being noted as “now
offering a lot of English programs.” A somewhat interesting inclusion albeit by
one participant was Nordic Countries.

Atfter listing Canada’s perceived competitors, participants were asked what they
felt were Canada’s ownable and sustainable advantages as an Education Brand
over these key competitors. Most of the responses are consistent with
previously stated strengths. “Quality of academics” and “Offers various
lifestyle sladventures” were each mentioned by five out of the six participants.
“Quality of overall education experience”, “Wide variety of programs and
courses” and “Safe country” received four nominations respectively. “Fun place
(fo study)” followed with three mentions and a “Good study environment” and
‘low cost tuition” were each cited twice. It is interesting to note that “folerance”
for others and “good value for money” each received only one mention as a
distinguishing advantage along with a few other more random references.

Key Obstacles

When asked to list what they believed to be the top three obstacles to the
successful identification, development and implementation of a desired Canada
Education Brand, many weaknesses previously presented were reiterated
although some were further defined, simplified or were expanded upon more
broadly. -

The lack of a clearly led, unified country approach was considered a significant
obstacle, summarized by one participant as “Everyone, every place has his or
her own agenda and doesn’t care about promoting the country as a whole fo the
world as an education destination.” One respondent was practically pleading to
the provinces to “understand that this will only help them.” Absence of
government support was also cited - “We don’t work together as a country with
the support of our government.”, and with a more direct reference to funding -
“Canada has simply not invested money in making people aware that Canada is
a desired education destination.”

Image was cited as a key obstacle, specifically the image Canadians hold of
themselves as the “friendliest, safest people in the world”, especially among key
stakeholders of the Canada Education Brand, as well as the image Canadian
schools hold of themselves as ‘“the best”. In both cases, the self image was
considered to be inaccurate among the international marketplace — “We are no
nicer than Australia or New Zealand nor are we any safer.” And “We think we
have the best (schools) and again, they are very good, but not necessarily
better than all the schools in the USA like Harvard and Yale or the UK such as
Cambridge or Oxford.” Interestingly, the participant who mentioned image
added that self image alone is not the obstacle, but the inability of Canadians to
accept or believe that they are wrong about their image. Separately though
inextricably linked to the issue of image, another participant stated a critical
branding challenge as the key obstacle — defining “why are we
betterluniqueldifferent than other countries?”
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Visual Elements

On a somewhat lighter note, participants were asked what visual elements they
think a Canada Education Brand should include. Consistent with other related
research, the maple leaf and the Canadian flag (including the color red) were
mentioned the most although only by half of the participants. The physical
beauty of the country was mentioned twice, once with the caveat that “We need
fo emphasize the diversity of the people, the urban, suburban and rural beauty,
but with people who represent us!”

All other responses received single mentions including the following:

e the name Canada;
words relating to students and education - “The words must not be-
bureaucratic but it should be young and appealing to the young”;

e Canadian celebrities - “High profile people - actors, politicians, athletes -
who have graduated from Canadian colleges/universities.”; and

o leveraging the CTC work

When asked what visual elements they thought the Canada Education Brand
should NOT include, there was greater consensus. Four out of the six
participants mentioned “moose”, “mounties”, “mountains” and “polar bears”,
Overarching, inclusive comments, such as “no animals” and “stereotypical
symbols  or anything cliché” were mentioned three times.

Support for the Brand

Lastly, the six interviewees were each asked if they support the development of
a desired Canada Education Brand. All six of them responded positively. Four
of the six chose the opportunity to share some additional comments, with two of
them cautioning the development of a brand separate from the CTC work - “We
need to make sure that this couniry doesn’t go crazy branding everything
separately. We need to all tie infto some major country branding effort (like with
the CTC). We will be in the same boat five years down the road with 15
different brands; that's like having no branding - where we are now.” Another
respondent revealed a level of scepticism that could potentially be damaging to
the momentum moving forward if felt by a significant number of stakeholders - “/
don't believe Canada will actually spend the money to develop the brand the
way it should or could. In my mind it's not the brand that is the issue; it's the
lack of investment fo get the brand out there that is the issue.” And one of the
interviewees provided the following quote that has the sound of a rallying cry for
all key stakeholders:

“International education is moving away from going on holiday to gefting
a serious education that is going fo help me in the future, therefore we
need fo get the point across to the world that we, Canada, can and do
provide that. A Canadian education will provide serious education that
will help build a resume and help people get opportunities and jobs in the
future.”
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Summary of Responses®

*Responses are presented randomly within each question.

Type of organization:

Public educational institution (three participants)
Federal organization (also a crown corporation)
Private non-profit company

Non- Government, private company

o ¢ o o

Current position:

Director of International Education

Executive Director Global Brand Integration

President (three participants)

Associate VP Academic Infernational & Director of International office

How long have you been in that position?

9 months
13 months
9 years

10 years
11 years
16 years

* & & ¢ o

How long have you been working in the education sector?

Never

10 years

14 years

25 years

30 years (two participants)

o ¢ & o o

Please briefly provide your background in the sector (industry).

o "l worked for another college in a similar capacity and before that | ran a
study abroad office.”

e “All of my time has been spent in this organization.”

e “High School teacher”
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o “First Director of International office at a University for the last 7 years and
prior to that a full time professor at the university level.”

o ‘I did the same thing with a different partner for a different company.”

e ‘I have been in branding for 14 years. I've worked for Disney for 10 years
then | worked for Park Canada.”

In terms of students and their influencers (parents, teachers, career advisors)
who do you typically work with/address in your current position? If prospective
students who wish to pursue an international education, at what level of study?

o “We work fo promote Canada as a whole.”

o ‘I typically work with the agents overseas. | do work with some students at
the first and second year University level.”

o “I work with the other VPs and other colleagues at the direction of the
University. | also work with Deans and Vice Deans of the programs of
undergraduate level.”

e “We work with the institutions themselves, not students. We only speak to
students after they have purchased our insurance.”

o “Staff, international connections, administrative people and students — that’s
10% of my time. Ages 12 — 70 years old and all levels, individuals and
corporate.”

* ‘I have no direct contact with parents, students or advisors. | work with my
staff who does that.”

What are the top three words or phrases that come to mind when you think of
the Canada Education Brand?

¢ "Not aware a brand exists. None come fo mind because it's so diluted.”

o From the student perspective it’s:
1. Safe - political stability of the country
2. Tolerant.country
3. High quality of education

From my perspective it’s:

1. Disorganized

2. Incompetence - the people who run this business don’t know what they’re
doing at least in the public sector maybe not in the private Universities.

3. Leaderless '
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1. High quality
2. Welcoming environment
3. Safe environment

1. Decentralized — our country doesn’t work strategically as a whole from a
government stand point.

2. Non competitive - on an international level because we don’t establish
partnerships.

3. Behind the ball - we're losing ground on the international level. This area
of education has and continues to make great strides and other countries
are working hard and placing far more emphasis on the value of
internationalization. They are moving ahead and we are not!

“Non existent. There is no Canadian brand!”

What it is:

1. Friendly

2. Safe

3. Affordable

"All good things but they don’t differentiate us from our competitors and
those are not all true. We are not as friendly as we think we are.”

What it should be:

1. Quality

2. Value for money

3. Respected (recognized internationally)

What do you believe are the strengths of the Canada Education Brand?

“High quality. Being a multicultural country, we are very warm and
welcoming. A safe environment. Beautiful environment in which to
livelstudy.”

“The quality of our education. The multicultural environment we have
available. Less expensive.”

“The fact that it is tied to Canada. Canada is ranked around the world as the
3" greatest nation to live in terms of reputation. Because of that | think
students would want to study in this country. Beyond that they are not
marketing themselves like other countries.”

“We are finally understanding what the international market is all about. We
finally are getting together and getting support from the government - makes
us look like we are truly ready to be players in this market.”

“We have a great education system — a North American system (considered
very good by international standards). Our tuition is less expensive than
many other countries’ (except Europe). We provide good supervision of our
students through the system to make sure they have the fools to be
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successful. We have pretty good research labs.”

“We should promote quality. There is a lot of opportunity for Canadian
graduates to further their education and pursue careers because of the
quality education.”

What do you believe are the weaknesses of the Canada Education Brand?

[ ]

[ ]

“The decentralization of managing higher education — we are our own worst
enemy because we can’t get together as a country to promote ourselves as
a whole. The provinces act like babies, the public universities don’t know
what they’re doing and who knows what goes on in the private universities.

We're always second string to the USA.”

“Nobody knows who we are overseas as a country or from what | hear in the
education sector. There is a real void fo what the Canada Eduction brand
offers.” '

“Cold weather. To a lesser degree, a lack of brand name institutions such
as the UK’s Cambridge and Oxford, USA’s Harvard, Yale and MIT. We
don’t have the same star power.”

“Canada doesn’t understand the added value of international students at the
PhD level. We are not looking at the future of our country in the world. How
can we compete if we do not bring in the best and brightest of our future
generations? How can we become a leader in research and educatlon if we
don’t recruit and keep good PhD candidates?

Our immigration laws are terrible for incoming students. We make it very
difficult for student fo come fo Canada.

Because foreign students are not funded by the government like the
Canadian students are, there is a ridiculous feeling by many universities that
they loose money when they take in foreign students”

“There is no national unitylidentification.

People don’t know much about Canada as a whole. They may know a
province or a particular universitylinstitution, but not Canada as a brand.
We don't represent ourselves internationally. We represent ourselves in
specific countries for specific reasons from an institutional standpoint.

This process that is happening now (with regard to branding) is five- years
foo late. We had our chance fo capitalize on this infernational education
market when 9/11 happened. Though fterrible for the US, it could have been
our ficket to making the rest of the world aware of who we are and what we
offer not only in education, but in fourism and other industry.”

“Pushing low price.
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Wide variety of programs and courses

Safe country

Fun place (to study)

Good study environment

Low cost tuition

Good value for money

Easy to get a study visa

Possibility of immigrating after graduation

Good career prospects in home countries after graduation

A uniqueness fo the country

Multicultural folerance for other cultures, religions, colors,
creeds

AlalajalaladiN(w] DS

What do you believe are the top three obstacles to the successful identification,
development and implementation of a desired Canada Education Brand?

“Canada has simply not invested money in making people aware that
Canada is a desired education destination.

The provinces are a bunch of squabbling hens who can’t or won’t cooperate
with each other effectively. We don’t work together as a country with the
support of our government. Everyone, every place has their own agenda
and doesn'’t care about promoting the country as a whole to the world as an
education destination.”

“Lack of country unification andlor support in this area.

A misunderstanding of what's happening on a global level in international
education on our country’s behalf.
Lack of recognition of the importance of this sector internationally.

And immigration laws are much too difficult.”
“Federal government support.

Unification of the country - the provinces have fo understand that this will
only help them. They shouldn’t and can’t fight it.

From both government and provincial perspectives the obstacles are all
based on cooperation and support.”

“The image Canadians have of themselves will get in the way. We think we
are the friendliest, safest people in the world. We are not, but don’t tell us
that because we won’t believe it. We are no nicer than Australia or New
Zealand nor are we any safer.

The image our schools have of themselves. Our perception of our
universities is not the world’s reality. We think we have the best and again,
they are very good, but not necessarily better than all the schools in the
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