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» 96% feel safe and secure on campus
(International Student Barometer, 2023)
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elcgihe to the new issue of ICEF Insightswhich we publish
n gfontext of immigration policy upheaval in major destina -
and shifting demand for study abroad. There are both
llenges and opportunities resulting from this disruption,
and we explore both in the pages of this magazine.

If there is one opportunity that stands above the rest, it is to take a
close look at how we have been recruiting and hosting international
students over the past few years and to consider whether we need a
new approach. Ever more, a student- rst mindset is required.

This means placing student satisfaction at the forefront of every
interaction and experience a student has with your brand. It means
anticipating students’ needs; leveraging e cient systems and sta
training; and having the capacity, supports, and facilities to promote
student well-being.

Customer relationship management systems (CRMs) and Al can
provide quick service to students, an urgent priority given that %
of students now expect a response to their query within  hours.
These systems can also help agents and institutions to collaborate
and nurture leads.

At the sta level, empathy and communication skills are essential
at atime when students may feel overwhelmed by options and unsure
about which path will allow them to meet their career goals.

To thrive in our new context, we need strategies to recruit only
best- t students, which will improve visa approval rates and avoid
student disappointment due to a refusal or a programme they aren't
suited for. One of our special features is devoted to this topic.

As always, the articles in ICEF Insightscover current trends in
international education and o er ideas for how best to respond to
the change always swirling through our industry.

With best wishes,

Markus Badde
CEO, ICEF

e
An evening reception at ICEF Africa 2024 in Kigali, Rwanda.
ICEFANSIGHTS2025
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Mexicans

1 Canada 17,000 g Nierans

2US 14500
4 Australia_ 3,600 Brazilians

1. UK 72,400
2. Canada 46,000
3.US 17,600
4. Malaysia 4,400
e 5. Germany 4,000

SN ‘

1. Australia 25,000
2. Portu al 17,000
3.US 16,000
4. Canada 15,600

Colombians 5.France 5700

=

1. Australia 39,700
2. Spain 19,400
3. Canada 15,200
4. US 9,100

1. France 10,900
2. Canada 8,100
3. Germany 7,300

Sy

Ll oD

E YOU

1
KNOW? DID

i YOU

Brazilian students KNOW?

are mainly drawn to
Portuguese/Spanish-
speaking destinations

Vietnamessudents

are more likely to study
in Asia than in the
West. The top hosts of
Vietnamese students ‘

for degrees but to
Australia, Canada, Irel
and the UK for English-
language training. > South Korea and Japa

ICEANSIGHTS2025




Pakis tanis

1. UK 34

2. Australia 23

3.US 10

4. Germany 8

[ranians

1.Canada 25,000
2. Turkiye 22,600
3.US 10,800
4. Germany 3,300

;700
/400
200 < Nepalis
200

. Australia

5. Malaysia 4,300

. Japan
. Canada
.Us

. India

Ban ladeshis

1.Canada 15,800
2. UK 15,000
3.USs 13,600
4. Australia 11,800
5. UAE 11,200

DID
i YOU
. KNOw?

Bangladesh a top

market for Japan,
Malaysia, South Korea,
and the UK — but Canac
currently the leading ho
of Bangladeshi students
In ,closeto |,
Bangladeshi students
studied in Canada, up

% over the previous ye
and almost double the
number from

NOTE

The extent to which Chinese
international enrolments have recovered
since the pandemic has not been
disclosed by the Chinese government,
but anecdotes suggest that China has
resumed recruiting in Asian and African
countries. The top ve destinations for
Bangladeshi, Korean, Indonesian, and
Vietnamese students shown on the map
do not include China due to the lack of
publicly available data, but it is possible
that China has regained its status as a
top destination in those markets.

Vietnamese

1. South Korea 70,200
2. Japan 36,300
3. Australia 32,900
4. US 21,900
5. Canada 17,200

Indonesians

1. Australia 21,300
2. Eypt 13,000
3. Malaysia 10,200
4. US 8,500
5. France 5,700

ICEFANSIGHTS2025




Top markets for leading destinatic

Collectively, Australia, Canada, France, Germany, Japan, Malaysia,
the UK, and the US enrol millions of international students

| g

Canada

- 1. India 427,100
N 2. China 101,200,

3. Philippines 48,900 ..

4. Nigeria 46,000 Germany

5. France 27,000 " 1 India 42,6@
Australia 6. Iran 25,000 " 2. China 39,100
1. China 166,400 7. Nepal 20,5@@ 3. Syria 15,600
2. India 126,500 8. Vietnam 17,200 4. Austria 14,800
3. Nepal 62,400 9. Mexico 17,000 5. Turkiye 14,700
4. Colombia 39,700 10. South Korea 15,900 6. Iran 13,300
5. Philippines 35,6@@ _ _ 7. Russia 10,500
6. Vietham 32,900 covorment data for 8. ltaly 10,200
7. Thailand 25,900 international students 9. Ukraine 9,100
8. Brazil 25,000 10 [ICEFIIIES G el 10. Pakistan 8,200

least months in

9. Pakistan 23,400

. Source: German government
10. Indonesia 21,300 fan g

. / data. Higher
. education enrolments only.
Source: Australian

government data for
all sectors in

France :
1. Morocco 43,400 555959990,
DID . . 3
YOuU 2. Algeria 34,300
KNOW? 3. China 27,100
The number of Indian 4. ltaly 21000 i
students iBermanlyas 5. Senegal 17,000
more than doublec;I |rr1]the : 6. Tunisia 15,300
past ve years, and there .
was % growth inthe = . . Srjaln _ 12,100
past year alone, accordiig 8. Cote d'lvoire 11,800
9

to the German Academic . Lebanon 11,200
Exchange Service (). 10. Cameroon 10,9@
= i Source: French government

data. Higher education
enrolments only.
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Malaysia '
. China 39,000°

[ERN

2. Indonesia 10,200 DID
3. Bangladesh 6,3@ YOU
Japan 4. Pakistan 4,300 : KNOW?
1. China 115,500 5. India 4,000
2. Nepal 37.900 6. Nigeria 4,400 § .
3. Vietnam 36,300 7. Yemen 2,900 f;Ts'?eesrlag'?ffv.231'23?555232%
8. Sri Lanka 2,800
4. South Korea 14,900 E 2 200] for UK universities in recent
5. Myanmar 7,8 9. Egypt 2007 ' years, after India, but the
6. Taiwan 7,000 10. Iraq 2,200 UK’s dependant ban that took
7. SriLanka 6,800 . eectin has dramatically
. S.O urce Stat's.ta CEL, dampened demand from this
8. Indonesia 6,600 higher education enrolments key market
9. Bangladesh 5,300 only. _Banglades_h wa; the fastest- :
10.US 4000 growing marketin  in terms © After years of decline, the
' ' OUETAEETNS (e WEIETEED number of Korean students in
government has not made public .
Source; Japan Student enrolment growth for that year). the US b'egan to grow agaln in
Services QOrganization () and picked up speed in
data. Higher education , when Korean enrolments

and language énrplments. in US institutions increased by
over %.

® Nepal has been the number
three source market for
Australia for years, but

( plummeting visa approval
$ <) ratesin  for Nepali
—7\ \ g L us students applying to
: 1. China 289,500 Australian institutions may
UK . 2 inda 266500 e Japen become even e
1. India 173,200 3. South Korea 43,800 contested student market.
2. China 154,300 4. Canada 27,900
3. Nigeria 72.400 5. Vietnam 21,900
4. Pakistan 34,7@ 6. Tawan 21,800
5 US 22.500" 7. Nigeria 17,60@
6. Hong Kong 17,000 8. Japan 16,100
7. Bangladesh 14,900 9. Brazil 16,000
8. Malaysia 13,000 10. Saudi Arabia 16,000
9. Saudi Arabia 9,000 Source: IIE Open Doors  /
10. UAE 8,400 data. International students

enrolled in colleges and university

Source: UK government programmes in the US.

| data. Higher
education enrolments only.
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under pressure

Declining political and public support for immigration
profoundly affects our industry — what can we do?

ternational education

ICEANSIGHTS2025

IT ALL SEEMEDto happen quite
suddenly, and then relentlessly.
Beginning in mid-  and stretch-
ing through , several national
governments — notably those in the
UK, Australia, and Canada - tight-
ened their immigration settings,
increased their scrutiny of education
providers and agents, and made it
more di cult for foreign students
to obtain visas. In the Netherlands,
universities are reducing interna-
tional student volumes to avoid
imminent legislative intervention.
We came to expect an announce-
ment every week or two — whether
it was news of an immediate cap
on new study permits, a massive
visa application fee increase, higher

nancial requirements for students,
amendments to work rights, or the
withdrawal of most dependants’
permission to accompany students.

The question is: why? Why would
governments stem the ow of bright
international students capable of
alleviating critical skills shortages
and declining economic productivity?
What ended a post-pandemic en-
thusiasm for welcoming record-high
numbers of foreign students?

The answer is a global migration
crisis that is overwhelming critical
infrastructure, including healthcare
and housing. Related economic
pressures are weakening public
support for immigration and current
levels of international students.

ERIC ODIIN / UNSPLASH



A shift in priorities
The more restrictive immigration
policies signal that the cultural and
economic value of international stu-
dents is now secondary to an urgent
new priority for governments in
many advanced economies: reducing
migration at seemingly any cost.

Among policymakers, there
appears to be litle memory of — or
concern about — the devastating toll
of plummeting international student
numbers during the - pan-
demic. Interrupted student mobility

ows when borders were closed
impacted not only the revenues and
sta of education providers, but
also the fortunes of whole commu-
nities and other business sectors.

When borders reopened, govern-
ments enacted all manner of policies
to attract new international stu-
dents, knowing full well the billions
of dollars at stake. Foreign enrol-
ments quickly surged to record-high
levels in Australia (nearly
in ), Canada (over millionin

), and the UK (over , in
higher education alone in /).

But in tandem with these new
peaks, more and more stories
appeared in national media outlets
about a disturbing trend: growing
numbers of people in major cities
in Australia, Canada, the UK, and
elsewhere struggling to access
a ordable housing and other vi-
tal services, including healthcare.
And all this amidst a backdrop of
surging in ation, rising costs of
living, and economic uncertainty.

The result is a potent political cock-
tail that is making immigration
a hot-button electoral issue in leading
study destinations. For example, in
Canada, % of Canadians respond-
ing to a survey conducted by Leger
in February  said that “there
are too many new immigrants” — a
proportion that had more than dou-
bled over January . This stands
in sharp contrast to a long-stand-
ing belief among Canadians that
immigration is a public good.

A quest for security

The global migration crisis is de ned
by historically high numbers of
people attempting to cross borders
in search of safety and opportunity.
The crisis stems from a horrible
combination of wars, natural
disasters, and crumbling economies.
Any or all of these elements are
present in dozens of countries,
especially in the Global South (a
designation often understood to
contain large swaths of Africa,
Latin America, and Asia). Millions
of people in a ected regions face
di cult or unsafe circumstances.
Many are driven to seek temporary
or permanent settlement elsewhere.
gures indicate that
there were  million international
migrants in  (the latest year
for which global data has been
compiled). Of that total,  million
were labour migrants and  million
were displaced people (mostly
asylum and refugee claimants).

In 2024, 50%
of surveyed
Canadians
said there are
too many new
Immigrants

in Canada

ICEFAINSIGHTS2025
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There are

about 8 million
international
students abroad
today — a tiny
fraction of all
migrants

18 ICEFAINSIGHTS2025

International students, who fall
under the category of “temporary
migrants,” currently number about

million worldwide. This segment is
a drop in the bucket, even a rounding
error, when you consider the total
migrant population of over  million
people. But international students are
nevertheless caught up in the same
migration politics. They are explicitly
counted in net migration gures in
the UK, for example, and in tempo-
rary migration gures in Canada.

What can we do?

There is no debate about the

following facts:

 Rising numbers of people moving
from country to country do place
pressure on local services, labour
markets, and housing markets.

» There remains an undersupply
of housing and healthcare ser-
vices — and persistent concerns
about costs of living and the
economy in general — in many
top study abroad destinations.

» Growing segments of the public
in those destinations want to
see immigration levels reduced.
This has fuelled not only the rise
of ultra-nationalist and/or far-
right movements, but also more
restrictive immigration policies
in liberal democracies such as
Australia, Canada, and the UK.

* What is sometimes known as the
“social licence” a orded to the
international education sector
has been eroded due to shifts in
public support for immigration,

media coverage of unethical
practices on the part of a small
segment of education providers
and agents, and a perception in
some circles that the sector is
more concerned with revenues
than with the well-being of inter-
national students.

Across our industry, we all have a
role to play in restoring the standing
of international education in the
eyes of government and the public.
The way forward includes a renewed
commitment to providing an out-
standing study experience to all
students: in the classroom, through
student services, by securing more
and better student housing, and by
improving graduate outcomes.

It will be crucial to:

 Build stronger links between re-
cruitment and housing availability;

 Align recruitment with labour
market needs;

¢ Collaborate with industry to
improve career outcomes for
international students;

¢ Improve communications
with government agencies
and the public at large;

» Advocate for international student
numbers to be tracked separately
from net migration gures.

We must work together to push
back against policies so sweeping
that they ignore the mutifaceted con-
tributions of international students
to schools and universities and to the
innovative potential of economies.

UNSPLASH
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Re ections on the contributions

of International students

-

In , there were billion-dollar US
startups with a founder who rst came to
the US as an international student. Fast
forward to , and the number of billion-
dollar startups with an international student
founder has exploded to . Barring any
major policy changes over the next three
years, by , the US could easily be the
home of over  billion-dollar companies
founded by an international student.”

\

Applylnsights
(Source: ApplyBoard)

20 ICEANSIGHTS2025

International education
doesn'’t just bene t
individuals. It's also vital to
American diplomacy, to our
economic competitiveness,
even to our national security.”

Secretary of State Antony
Blinken (Sourceforbes)

SANJA DJORDJEVIC/ UNSPLASH
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11 In , over one-quarter
of the world’s countries
() are headed by
someone educated in the

Phil Honeyvslloocjzl. CEO, UK, which is second only
International Education ”
Association of Australia to the USA ()

(IEAA) (SourceThe PIB

House of Commons
Library (Source: UK
Parliament)

~

Knowing us isn’t an imposition — in

fact, often the opposite: research by the
House of Commons shows % of home
students believe ‘studying alongside
their peers from overseas would give
them a better worldview’ and %

said, ‘It would be useful preparation for
working in a global environment.”

English Australia, the national /

association for ELT providers in

Australia (Source:ICEF Monitor) Joyce Yang, writer and
international student alumnus
(Source:The Guardian)

Royal Bank of Canada
(RBC) (Source: RBC)

ICEFANSIGHTS2025 21



Streamline your education
payments with Flywire

flywire

Trusted by millions globally, Flywire ensures a seamless
student journey—from recruitment to payments

Real-time tracking: Track payments, including insurance and GIC

Secure & flexible: Bank transfers, credit cards, e-wallets

Global payment methods: 140+ currencies in 240+ countries

Leading insurance: Compare, purchase and manage OSHC and NZ policies
Competitive rates: No hidden fees, favorable exchange rates

Dedicated support: In-country and around-the-clock multilingual support

Sign up for free!
Manage student info and payments with no cost on the Flywire Agent Platform

Learn: edu.flywire.com / Contact: agent.solution@flywire.com

EBIX CASH ‘ %5
xxxxxxxxxx

FAST, AFFORDABLE & PERSONALIZED
University Fee Payments

Swift and Seamless Service: Experience the epitome of efficiency-transfer
your overseas university fees abroad in mere moments, with no delays,
guaranteed.

Unbeatable Rates: Discover unparalleled savings with our exceptionally
competitive rates for international fee transfers, ensuring you keep more
of your hard-earned money.

Bespoke Assistance: Enjoy bespoke support tailored specifically to each
student-because every educational journey deserves a personalized touch.

Pay your fees with confidence. n
Get in touch today for the best rates and fastest service!

To know more: &« digitalfxsupport@ebixcash.com | &, 1800 1202 5 6666

EbixCash World Money Limited
Manek Plaza, 8th Flr, CST Road, Kolekalyan, Kalina, Santacruz (E), Mumbai - 400098
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Better payment systen

It should be easy for students to send you money. But is it?

THERE IS A STORYfamous in
some circles, about an international
student who once sent US$ ,

to an lvy League institution in the
United States. But something went
wrong: the university received the
payment, but then it got lost. The
university apparently did not have
a way to connect the payment

to the student who sent it.

Can you imagine the extra
work, stress, and confusion that
followed? Because the transfer
was not attributed to the student
at the time of payment, the
student spent a di cult few weeks
trying to demonstrate that they
had, in fact, paid their fees.

That is an admittedly extreme
example, but variations on it are
common. Consider the hundreds
of thousands of students studying
abroad today, and you quickly
understand the importance of
making it simpler for students and
families to pay fees across borders,
currencies, and nancial systems.

The point at which a student
makes a payment is a crucial step
towards their enrolment, but it is
one that often doesn’t get enough
attention. In fact, if you don’t make
it simple enough for students to

transfer fees to your institution,
you may be sacri cing student
recruitment and retention.

Financial transactions
of the student experie

The number of institutions that have
been grappling with this problem
explains why a new category of
payment services designed for

the international student sector

is expanding rapidly. Service
providers in this space — such as
Flywire, Convera, EbixCash, Vavita,
Flutterwave, TransferMate, and

are part

nce

ICEFAINSIGHTS2025
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Student

Imagine that a student
in Germany needs to
send US$ , toa
university in the US for
an upcoming semester’s

Conventional funds transfer via banks

Student’s Intermediary Institution’s
bank bank(s) bank

rate and generally an US$ , ineuros at the

Institution

case, the student may not
international transfer fee start of the process, plus even be aware of a balance
as well. There may well bavhatever banking fees areowing until they arrive on
additional fees levied by billed up front, a di erent campus, and they certainly
intermediary banks along amount might end up in  will not be able to trace

tuition. If the student
goes to their own bank

to send that transfer, the student. The result is that during the transfer or if

the way, not all of which the university’s account their payment or monitor

will be apparent to the

(if exchange rates changeany additional charges

during the transfer.

bank will charge a markupeven if the student pays additional banking fees
on the foreign exchange an amount equivalentto come into play). In this

ICEANSIGHTS2025

NexPay — harness technology and

expertise in foreign exchange

and nancial systems to o er

students and their families more

a ordable, faster, and easier

ways to transfer funds abroad.
“When we started, the

international student was completely

neglected in terms of institutions

understanding [these students’]

payment experience,” says Flywire

executive vice president of

global education, Sharon Butler.

“[Institutions] didn’t know that

students climbed mountains and
swam rivers to get payments to them.
You think about all of the investment
that people make in marketing and
recruitment, but that last step, the
payment, is often overlooked”

Localisation is key

The goal is to reduce the complexity
of moving money from country to
country. Ms Butler explains: “If it is
really going to be a great experience
for families, it has to be localised

to that market. We need to allow
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them to pay with something that
is familiar. If it is easy and familiar,
that is a great experience.”

Localisation can take many forms.

For example:

¢ A Chinese student who routinely
uses Alipay Wallet might also
want to use Alipay to pay
international school fees.

¢ The parent of an Indian student
who needs to le tax declarations
when making overseas payments
might appreciate a payment
process that provides them with
those documents and prompts
them to complete and le them.

Beyond transfers

New systems can also eliminate
the need to transfer funds
between countries, by instead
“netting out” funds across foreign
currency accounts operated
by payment service providers.
NexPay CEO, Piew Yap, explains:
“Say a student in Vietham wants
to send AUD$ , to a university in
Australia. Instead of a traditional wire
transfer, we leverage our network of
held funds in multiple countries. For
instance, if we have su cient AUD
funds in Australia, we simply debit the
equivalent amount in VND from our
local account in Vietnam and credit
the university’s account in Australia
with AUD$ , . This minimises
transfer times, reduces transaction
costs, and avoids the complexities
of cross-border remittances”

Speed matters
Speed in payment processing is
another top goal for every payment
provider, and reconciliation — which is
the critical step of verifying payment
X was made by student Y — can often
slow things down. Many experts see
blockchain technology as a solution.

“I believe blockchain technology
will revolutionise the foreign
exchange business,” says Mr Yap.
“One of the most signi cant impacts
is the potential for near-instant
settlement times, eliminating the
traditional delays associated with
cross-border payments. Additionally,
the decentralised nature of
blockchain can reduce the risk of
fraud and improve the overall security
of transactions. As blockchain
adoption grows, we anticipate a
more e cient and streamlined
foreign exchange market”

That speed of processing is more
than just a matter of customer
service or expedited reconciliation.

ICEFAINSIGHTS2025
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“Netting out” payment process

Student Vietnamese Australian Institution

bank bank

The student deposits equivalent fees in Viethamese currency. The payment
service debits the Vietnamese account and credits the Australian account.

The payment is remitted to the Australian institution.

Not everything
can be

simpli ed, but
specialised
payment
services

are making
transactions
easier
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It can also a ect how quickly
students can receive admissions
documents to support visa
applications, be eligible to register
for courses, and arrange housing.

Set exchange rates

Much reporting and reconciliation
is automated within specialised
payment systems, and this opens
the door to new payment models,
such as instalment programmes.
“We o er exible payment plans

to accommodate the nancial
situations of students,” says Mr
Yap. “For example, a student might
choose to pay their tuition fee in

up to instalments [in advance of
programme start], with the exchange
rate set at the beginning of the

payment plan. This allows them

to manage their cash ow more

e ectively, knowing that their rate
won't change throughout the period”

Simple solutions

Sending funds internationally has
always been a complex business with
signi cant compliance and regulatory
requirements and many other

moving parts. Not everything can be
simpli ed, but specialised payment
services are making transactions
easier, faster, more a ordable, and
more transparent for students,
parents, agents, and institutions alike.
As such, they represent an important
new lever for improving international
student experience and satisfaction
by reducing transactional friction.
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Facts & Figures

Stats that provide fascinating insights into our industry right now

P

Top

The best-performing types of Employment outcomes ( 9

content marketing are vide

short-form articles, success

stories, long-form blog pos
and case studies (Source:
Forbes Advisor).

#

Surveyed marketers said

that social media is the mo
common content area in w
they use Al tools, followed

emails and blog posts (Sourcemonths (Source:

HubSpot).

%

Marketers using Al tools w
% more likely than those
who weren't using Al to say
their marketing strategy wa
very e ective in  (Source!

Hubspot).

More than half

0, and internships ( %) are th

top priorities for internation

s, students researching schoc
and programmes (Source:

in
About in students survey
st in March  said they had

hichchanged their destination
by preference in the past
Study
Abroad Consultants).

Three-quarters
ere Study abroad decisions are
increasingly focused on co
according to % of agents
(Source:  Global Agent
Survey ).

72)

Keystone Education Group).

%
The US - chosen by a qua
of surveyed international
students — emerged as the
preferred study abroad
destination in March
following immigration policy
announcements in Australi
Canada, and the UK (Sour
IDP Emerging Futures).

6in 10

InJune , more than %
of prospective international
students said that if Austral
visa application fee were ta
rise (which it then did), they
“might” or “would” change
their choice of destination
(Source: IDP).

)
Japan aims to attract

students by , and other

) Asian destinations such as
e Taiwan( , by )and
al South Korea( , by )

Is are also setting ambitious
targets (Source: Governme
statements).

%+

ed The rate of increase of
prospective international
students applying to or mc
programmes in  versus
was over % (Source:

Keystone Education Group).

%
Almost two-thirds of the wo
5t, population now consider
climate change impacts wh
deciding where to live and
work, and what to buy (UN
Peoples’ Climate Vote ).

terIn January

a,
Ce:

years
, the Canadian
government capped new
international study permits for
at least years, projecting a

% decrease in issued permits
in  thatis tracking to be
much steeper (Source: ).

£ + billion

From /[ to [/,

the UK’s Graduate Route
programme led to ,
additional international

ia’s rst-year enrolments and

pre

contributed £ . billion

(net) to the national economy
(Source: Universities UK/
London Economics).

+.%

Ireland’s English-language
sector had record-high
enrolmentsin (. %

higher than before the
pandemic), as did Australia’s
English-language training
providers (Source: Marketing
English in Ireland and
Australian government data).

of
QS considers Canadian
universities, University of
Toronto (# ) and University of
British Columbia (# ), to be
among the world’s top most
sustainable universities, along
with University of California,
Berkely (# ), The University of

rld’'$anchester, UK (#), and The

en

University of Auckland, NZ (#)
(Source: QS).
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Midway through the s, it is astonishing how much has
changed since we braved, and then emerged from, the -
pandemic. International student demand for study abroad
bounced back quickly, remains strong, but is di used across
more destinations. There is more openness to alternatives.
More understanding of how programmes link to career
opportunities. Targeted marketing and admissions strategies
—including a greater focus on student t — are much
needed. It's a new era, and it's time to listen more,
sharpen screening, collaborate, and
embrace the power of data.

What
Next?

ICEFAINSIGHTS2025
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Research highlights
the importance of
quick response times
and programmes that
provide an extra edge
in the marketplace
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f you think about it, one of the most pressing questions we all want
answers to is, “What do students really care about when making
study abroad decisions?”

The answers will dier based on factors including a student’s
country of origin, degree of nancial security, and intention to return
home or seek permanent residence in a new country. But if we take
a macro lens and explore signi cant global research conducted this

year, we get insights into common themes to consider when recruiting

and hosting students.

Practical priorities
Keystone Education Group’s State of Student Recruitment survey
asked more than , students not just what they consider when com
paring institutions, but also what matters to them in a programme. If
you look at the chart on page , there are some clear implications. For
example:

At the institution level:

» Gather and communicate data on graduate employment
outcomes. If this is hard to come by, feature successful alumni in
marketing campaigns.

« Highlight rankings. If programme/ eld rankings are more
impressive than institutional rankings, focus on those.

« Understand that accommodation is a top ve issue for students
researching institutions. Good student housing is a competitive
di erentiator.

At the programme level:

« Programmes become more competitive if they have an

internship/work placement component. This priority was cited
% more in  thanin

« Students need to know about funding and fees sooner rather
than later. Don’t make them hunt for answers in these areas, and
don't let them (or you) be surprised late in the game when they
realise they can't a ord your programme after all.

Speed matters
One of the statistics we saw cited the most this year is Keystone’s nding
that % of students expect a response within hours —a % increase



=
(

o

~
Top factors in uencing student choice
/
...in a school
4 ™
Employment Reputation
outcomes & ranking ...In a programme
Unique/ International Work Funding
specialist community _placeme_nt/ opportunities
programmes internship
Accommodation A ordable Opportunities
fees for networking
/
Source: Keystone Edu;ation Group’s Teaching
State of Student Recruitment Report sta
(2024)
/

Programmes become
more competitive if
they have an internship
or work placement
component
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over . What's more, % expect a response immediately, up %
since

Student recruitment rms Edi ed and Uniquest collaborated on the

edition of the Enquiry Experience Trackemystery shopping sur-
vey, which found that too many student leads are being neglected. Six
international student personas “shopped” institutions in Australia,
New Zealand, Europe, and North America. They submitted their ques-
tions through enquiry forms, live chat, social media, email, and peer-to-
peer platforms. The highlights on the left show where there is room for

ICEANSIGHTS2025

Mystery improvement.
Sh0pp|ng E cient sta structures, a well-implemented customer relationship
highlights system, and Al tools can help to respond to the need for speed in interna -
tional student recruitment (see page for more).
\\
Communication is crucial
60 IDP Education conducted important research this year looking at how
felt all their much international students are in uenced by government policies in
questions were destination countries. The answer: a lot, as you can see on page
answered Institutions and associations must continue to advocate for responsi -
ble policies that address immigration needs without damaging the abil -
50 ity of countries to attract talented international students. At the same
got a warm and time, institutions and agencies must endeavour to communicate poli -
friendly feel cies in a timely and accurate manner to students and to provide expert
advice on applying to programmes that o er them the highest chance
45 of being accepted.
said their
enquiry Open to alternatives
experience was . . . .
sexcellent” During the pandemic, students got used to having back-ups to their pre -
ferred destination — and to thoroughly researching border policies, vac -
3 3 cination and test requirements, and rules about on-campus study. These
research habits are proving useful again.
did not feel In response to quickly changing immigration environments, students are:
persuaded or . . . .
inspired « Exploring alternative places to study, researching cost of living,
fees, visa rules, etc.;
2 5 « Looking into programmes tied to labour market demand. Canada
) ) and New Zealand are two examples of countries that now tie
Zmrjer;gtornesceewe better post-graduation work rights to programmes leading to
speci ¢ occupations (and those occupations are not always
2 O -based).
go'ﬁor\';tu%et a In addition,a QS survey of more than , international students
) interested in business schools found that demand is spiking for pro -

grammes that:
« Include a focus in other elds, re ecting the niche and
increasingly specialised needs of global employers;
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The impact of policy

e
[

of prospective and applied students are aware
of policy changes in their intended study destination

of prospective students are reconsidering their study abroad plans,
unsure how policies will a ect them

of prospective and applied students say policy updates
have a high impact on their study abroad decisions

Source: IDP Education’s Emerging Futures research (2024)

« Have a sustainability orientation. The survey found that an
institution’s commitment to sustainable values (including the
UN'’s Sustainable Development Goals, or SDGS) is now a top three
factor a ecting students’ choice of institution.

The QS research suggests that there is an urgency to informing students
about niche potentials of programmes. Think of ways to market pro -
grammes in a creative light that goes well beyond mere description.

Eager for ROI
Students choose to study abroad for many reasons, but research shows
time and again that employability is the top driver. For the past ve years,
for example, “future career impact” has topped the list of student moti -
vations ( %) on i-graduate’s International Student Barometer (ISB).
This year, the ISB included , international students studying at
institutions in  countries, and as always, its data is de nitely worth
paying attention to.

More than half
of students keep
up with policy
updates that
would affect
them in major
destinations

ICEFAINSIGHTS2025
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“When
graduates can
unpack what
they have
gained abroad,
employers
become
keener in
hiring that
person.”

— Nannette
Ripmeester
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Nannette Ripmeester, i-graduate’s director of client services for Europe
and North America, wrote in ICEF Monitorearlier this year:

“What can institutions and providers do to support this quest for

employability? Take employability skills seriously. Globalise your

curricula, build in global orientation and skills training because

that career workshop at the end of a study programme will not be

enough to create employable graduates. Maybe it all starts with

the understanding that, for recruitment of new students, you need

to start at the end of the student journey by taking steps to ensure

better graduate outcomes for your students.”

Ms Ripmeester also believes that institutions — especially through their
career services department — must help students to maximise the impact
of their study abroad experience:
“When we asked employers [in two Erasmus Impact studies] if
they recruit students simply because they have studied abroad, ...
we found there is no guarantee that study abroad in itself makes
someone employable — there is more needed to make that happen.
For starters, a graduate should be able to explain what they have
gained while being abroad and how these skills can support them
in their new role. When graduates can unpack what they have
gained abroad, employers become keener in hiring that person.
When that graduate can ‘repackage’ their skills in the language
of a hiring manager (word of warning: there is no one-size- ts-
all approach — this may di er per sector and per country), an
employer is more likely to be interested in that graduate. After all,
study abroad provides, by its very nature, situations where people
develop the skills sought after by the future world of work.”

Key takeaways

There is a theme running through this issue: think like a student. Think
about their priorities, how they make decisions, their demand for imme -
diate answers, and their increasing willingness to consider alternative
destinations and programmes. Consider their need to show employ -
ers why investing in study abroad was such a good decision. Successful
alumni are perhaps the best asset you have. Their success can drive the
sustainability of your programmes, your marketing, and your reputation
in key target markets.
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The way
forward

Shifting to more strategic and
student-centred recruitment
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his year’s sweeping policy changes in Australia, Canada, and the
UK have created major challenges and confusion for thousands of
schools, universities, agents, and students. But they also underline
the signi cance of goals that many in our industry have already
been pursuing, such as improving student experience and being
more deliberate and targeted in marketing.

Important conversations are taking place across our sector about
lessons learned from the events of this year and how to move forward,
including at the inaugural ICEF Monitor Global Summit that took place
in London in September

This article is based on the dialogue at that event, and even if you
haven't been directly a ected by volatile policy settings, read on for
insights on fresh approaches to recruiting and hosting foreign students.

Focus on student t

Without doubt, meeting enrolment targets and diversifying sending
markets remain essential goals. But there is a growing consensus that
there must be an overarching mission to attract students most suited
to programmes, national policy parameters, and economic trends.
This mission can be accomplished by placing a greater emphasis on
recruiting for student t.

This approach involves creating protocols and processes designed
to build a carefully targeted prospect pool. Admissions o ers are then
sent only to students who have met criteria qualifying them as likely to
acquire a study visa and complete programmes successfully.

At the end of the day, students enrolled in programmes that match
their goals, academic preparedness, and nancial means are much hap -
pier than students who — because they weren't well screened — soon
struggle with courses, mental health, language issues, cultural adjust -
ment, or a higher cost of living than they can a ord.

Sharpening the recruitment lens makes particular sense in destina -
tions that have withessed rapid growth in international student num -
bers over the past few years. That growth put pressure on housing, pro-
gramme capacity, and student support services. It has made it more
di cult for some institutions to apply quality controls and improve
graduate outcomes.

How to measure success

Dr Fanta Aw, executive director and CEO of NAFSA, says that “economic
value is absolutely important, that is indisputable, but we have to put
students at the centre.”
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She elaborates: “This means our insti-
tutions need a student success model [to
guide them]. Outcome data is absolutely
important. Pathways to employment are
absolutely important. Fit is very, very im -
portant. And we've been very clear with
our institutions: Do not bring international
students if you do not have the structures
in place to do right by those students and
their families”

Students have their

own criteria

Joanna Kumpula, head of international
education and integration support at Tam -
pere University in Finland, points out that
students, too, are thinking more carefully
about t: “International students are be -
coming much more discerning ... they are
now looking for niche programmes and
speci ¢ career paths, and institutions must

recognise these individual goals rather
than relying on broad assumptions.”

Better screening leads

to better outcomes

Marie Braswell, associate vice president of
global strategy and market development at
Canada’s Centennial College, says: “Instk
tutions often look at student success only

in terms of enrolment numbers, but we need to assess whether stu -
dents are achieving academically and integrating socially.” Ms Braswell
emphasises that diversi cation strategies remain important, but at the
same time, “We also have to think about economic feasibility: Are stu -
dents able to meet the cost-of-living requirements for a visa?”

Judith Lamie, pro vice chancellor for international engagement at
Swansea University in the UK, explains that rm entrance requirements
are required to ensure an institution is selecting students who are ready
for programmes: “We should be careful about lowering entry standards
for international students ... this is not sustainable and sets them up

for failure”

2N
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Bene ts to
institutions

ICEANSIGHTS2025

Clarity on what to promote
in di erent countries/
regions and to di erent
types of students;

Ability to provide clearer
guidance to agents, who
can then help to screen
leads;

Improved visa acceptance
rates;

Greater stability for
enrolment management
because accepted
students are more likely to
receive visas;

Productive conversations
with employers because
labour market needs have
informed recruiting.

Bene ts to
prospective students

Better study abroad
experiences for students
who are academically
prepared and have

su cient funds;

More clarity on what an
institution and country
o ers them;

Advice about which
programmes provide
clear pathways to
post-graduation work
opportunities;
Information about
pathway programmes
and language training
should these be needed
for admission.
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Ms Braswell and Ms Lamie’s points emphasise that o ering a “quality”
experience starts well before a student is admitted. It starts as soon as
the student makes contact, whether through the website, social media,
an agent, or institutional sta.

Strengthening the narrative

“We know that demand for international student mobility is going to be
there,” says Bobby Mehta, pro vice-chancellor for global engagement
at the University of Portsmouth in the UK. “Understanding where it is,
what it is, and how we can work together to [recruit e ectively] in a safe,
compliant, and organised way is the challenge we need to address as we
go forward. [This approach] will provide national and global assurance
of international education’s broader value.”

The shift from quantity to quality

A shift to student- t recruiting may change the amount of budget or sta
time allocated at various points along the enrolment funnel — especially
at the beginning of the transition. Preparing for recruiting will become
almost as important as recruitment campaigns, because:

« Ideal student personas will need to be developed;

» Marketing and admissions sta must be crystal-clear on policies,
education systems, and assessment standards in target markets;

» Agents must be thoroughly vetted and receive excellent training;

» Marketing materials, social media, and website content and
structure will likely need tweaking to encourage only best- t
students to apply;

« Student journey mapping and CRM training will be essential to
keeping all teams collaborating and nurturing the most promising
leads (see page ).

Once the shift is underway, international recruitment will be more

e cient than any kind of volume strategy. Along with a promising pros -
pect pool, you will also have much better ratios of students approved for
visas, completing programmes, landing high-skilled and well-paid jobs,
and transforming into powerful alumni.

What's more, your admissions sta can concentrate on reviewing

higher quality applications rather than sifting through mountains of
unsuitable ones.

Don’t forget the data
Student t is also about better data collection and analysis so you can
make evidence-based decisions to drive your recruitment plans and track

ICEFAINSIGHTS2025
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what is and isn’t working. Which overseas

schools and cities are yielding the ideal stu -

dent pro le for your programmes? Which
agents? If you don't track what is and isn’t
working, the result will be sub-optimal.

“Recruitment is now much more data-
driven,” says QS chief executive o cer
Jessica Turner. “Knowing employer needs
is crucial for aligning recruitment with la -
bour markets.”

Collecting data on post-graduation out -
comes — outcomes that will improve as you
commit to student- t marketing — is also
incredibly important. This is because:

* Students want to know what proportion
of graduates go on to get jobs — it
proves ROI;

» Employers are impressed by good
graduate outcomes;

» Peak body associations are in dire need
of more data to show governments the
value of international education — and
that means:

¢ Quantifying value in more ways
than revenue or economic
contribution;

« Demonstrating that international
students are indeed essential to
lling skills gaps and innovation.

NAFSA’s Dr Fanta Aw underlines the need for better data by saying: “As
international education increasingly works to link student mobility to larger
economic goals, the necessity of data to help address skills gaps and meet
labour market demands is increasingly obvious.”

Dr Aw provides examples: “The fact that we can cite that one in four of the
United States’ billion-dollar start-ups was founded by former international
students is powerful. We can show that % of the major companies making
advances in Al have been established by former international students. That's
important. We use this data to prove the value of international education.”

GETTY IMAGES FOR UNSPLASH+
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Study in Canada
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Study in Canada

Your Assurance of Quality
Kindergarten to Grade 12 Education
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Live and Learn
in Canada

Representing over 1100 public
high schools from coast to coast

Vivre et apprendre
au Canada

Représentant plus de 1100 écoles
secondaires publiques d'un océan & Fautre

Achieve

Connexions

Succes

Care
Integrity

Qualité
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Sparked in part by the widespread
adoption of online learning during
the pandemic, we continue to see
explosive growth in virtual high
school programmes worldwide. The
factors behind that surge are clear,
and they include major improvements
in the technologies and practices
that support online learning,
massive demand for high-quality,
international high school programmes,
and expanding adoption of online
learning by governments and other
stakeholders around the world.

“Virtual high schools are opening
up new opportunities for students
around the world,” says Dr Igor
Sarjinsky. “This is leading us to new
models for teaching and learning
as well as new ways for students to
prepare to come to Canada to study
at either the high school or post-
secondary level.”

Dr Sarjinsky would know: he
is the principal and founder of the
Rutherford School, a private high
school based in Toronto offering
grades 9 to 12 with a strong focus on
STEM subjects (science, technology,
engineering, and math). During the
pandemic, Rutherford introduced its
online division: Canada Zoom School

(CZS). Like Rutherford, CZS is fully
accredited by the Ontario Ministry of
Education, meaning that graduates
from the school are awarded a
Canadian high school diploma, an
invaluable foundation for post-
secondary study or even permanent
residency in Canada.

This year, Rutherford is launching
a new online division alongside CZS
called Global Virtual Learning (GVL).
GVL will draw on the same curriculum
and learning system as Rutherford and
Canada Zoom School, but what makes
it different is that all GVL programmes
will be delivered in collaboration with
local partners around the world.

Dr Sarjinsky explains: “Our vision
for Global Virtual Learning is that it is
an equal partnership with locally based
agents or educators in a network of
sites around the world. We will provide
the live streaming school programme

Under this model, students of
different ages and grade levels will
study together in the same facility,
but will of course all be able to follow
grade-appropriate course material
in their virtual classrooms. That

AH[LELOLW\ RSHQV WKH GRRL

a wide variety of students with access
to a high-quality Canadian secondary
school programme. For example,
GVL can serve as a university
pathway programme for high school
leavers or for those who have been
out of high school for a few years.

It can also be a foundation or
preparatory programme for students
transitioning to post-secondary
education in Canada. Students gain
the advantages of a Canadian diploma,
a good grounding in a Canadian high
school curriculum, and the ability

to reference their Canadian study
experience when it comes time to

IURP RXU KHDG RIAFH LQ aPilyROteR studlyQudrmit Eokpursue

local partner will provide the classroom
facilities, student support, and social
or extra-curricular activities. The local
GVL site will not be registered as a
school but as a virtual learning centre,
which reduces the administrative
burden and the need for more
extensive regulatory compliance.”

further studies in Canada.

With all those advantages in mind,
GVL is projecting that its network
will scale to 50 learning centres
around the world by 2027. “It's like
a franchise to operate a Canadian
school in your home country,” adds
Dr Sarjinsky.
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Internationalisatior
goalm 10 leading
estinations

2IAFLDO JRYHUQPHQW VWUDWHJILHYV VD\ D ORW L
KRZ IRUHLJQ VWXGHQWY IDFWRU LQWR QDWLROQEL
LPPLJUDWLRQ DQG HFRQRPLF GHYHORSPHQW JRI

k people working in our industry what “interna -
A:nalisation" means, and you'll get answers. For
s@me, it simply means attracting a certain volume
of foreign students to a campus. For others, the goal
is broader: programmes, campus, and partnerships are
designed to have a global avour.

At the government level, the concept of internation -
alisation changes over time and according to consider -
ations that include foreign enrolment growth rates,
labour market gaps, demographics, geo-politics, domes -
tic politics, and the need to participate in global science
or research projects.

The o cial international education strategies high -
lighted on pages to emphasise the great extent
to which foreign students gure into larger narratives
around globalisation, security, and soft power. As those
narratives evolve, so too do the strategies.

ANDREW BUTLER/UNSPLASH

ICEANSIGHTS2025
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Australia

Strategy for International
Education —

Priorities

Y4 Pursue sustainable growth

Y, Diversify student nationalities

Y4 Meet national skills needs

¥ Enhance student experience

Y. Improve global
competitiveness

International
enrolment goal

No, rather a cap on the
number of new students
beginning in

Target markets
Not speci ed.

International student
population ()

, (+ %y-0y).

Canada

International Education
Strategy —

Priorities

Y. Encourage Canadian
students to go abroad,
especially to Asia

Y, Diversify (source countries
and students’ elds, levels of
study, and locations of
study within Canada)

Ya Increase support for Canadian
educators

Y4 Increase scrutiny and
regulation of agents

Y4 Invest more in digital
marketing

International

enrolment goal

No, rather a cap on new study
permits for , ,and

Target markets

Brazil, Colombia, France,
Indonesia, Mexico, Morocco,
Philippines, Thailand, Turkey,
Ukraine, Vietnam.

International student
population ()
[ (+ %y-O-y).

France

Bienvenue en France

Priorities

Y4 Diversify beyond Africa

Y Triple scholarships

Y. Simplify visa processes

Y2 Make it easier for students
to nd housing

Y. Increase French campuses/
partnerships abroad

International
enrolment goal
, international students

by

Target markets

Expand recruiting outside Africa.

International student
population ()

» (+ % y-0-y).

Not being pursued anymore as the government is trying to curb international student numbers.

2 All sectors.

3 Expired in March . A new strategy is in development.

All sectors.
Higher education only.
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Ireland

Global Citizens

Priorities

Y, Attract the highest quality
students and researchers

Y. Adopt a “moderate” growth
strategy of about %

%, Position Ireland as a
thought leader in talent,
innovation, and science
policy in “small advanced

Germany economies”
Strate Y2 Enhance student
= experience

1 i
Priorities '/» Measure impact of

international students
beyond enrolments and
economic value

Y+ Make Germany a top ve
study abroad destination

% Increase academic success
of international students

% Increase share of
international academics at
German universitiesto %

Y. Encourage German students
to study abroad

% Invest in more collaboration
with foreign institutions

International
enrolment goal

, international students
by —metin

Target markets
Not speci ed.

International student
population ()
. (+% y-0-y).

ICEANSIGHTS2025

International
enrolment goal

% of overall student
population by
— nearly met (international
students now
compose % of overall
student population).

Target markets
Vietnam, Thailand, South
Korea, Africa, South America.

International student
population ()
, (+ %y-0-y).

Higher education only.
Identi ed in the previous strategy.
Higher education only.
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Japan
Council for the Creation of
Future Education Goals

Priorities

Y. Improve learning
environments to attract
promising foreign students

¥ Send , Japanese
students abroad by

% Develop a multinational
labour market

Y. Make it easier for foreign
graduates of top
universities to immigrate

¥, Streamline visa processes

International
enrolment goal

, by

Target markets
Not speci ed.

International student
population ()
, (+ %y-0y).

Higher education and language education.
1 Higher education only.

Malaysia

Education Blueprint —

Priorities

%, Claim position as an
international education hub
with a di erence: values-
driven and globally relevant
education

Y. Provide rich cultural
experiences, balance of
quality and a ordability,
and good quality of life

Y+ Reach new markets through
innovative programmes and
partnerships

Y Improve and streamline visa
and immigration processes

¥, Communicate niche
strengths in academic
and research expertise
(e.g., Islamic banking and
nance, and tropical-related
science and technology)

International
enrolment goal

, by
Target markets

Iran, East Africa, China,
India, Indonesia.

International student
population ()
Over , (+ % over

).

ICEFAINSIGHTS2025
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New Zealand

International Education
Strategy -

Priorities

Y4 Diversify sending markets and
products, services, and modes

of delivery

Y4 Spread out international
enrolments across regions

Y4 Prioritise student well-being
and excellence of education

%, Commit to a sustainable
sector that brings economic,
social, and cultural bene ts to
the whole country

Y4 Retain talented international
graduates

International

SOUth Korea enrolment goal

Study Korea K Project No.

Priorities Target markets

Y4 Expand scholarships for China, India, and intent to
ese students diversify further.

¥, Stimulate economy through
foreign talent

¥ Enhance global
competitiveness of domestic
universities and high-tech
companies

YaBecome atop “study
abroad powerhouse”

Ya Increase Korea's share of the
global study abroad market
from % to %

International student
population ()

v (+ % y-0-y).

International
enrolment goal

, by
Target markets

China, Vietnam, Poland, UAE,
India, Pakistan.

International student
population ()
, (+ % y-0y).

ICEANSIGHTS2025

UK

International Education Strategy
to ( Progress Update)

Priorities

Ya Increase education exports to
£ billion per year by

YaHost , international
students per year

%, Expand transnational education

Y, Collect accurate and coherent
data for the sector

Ys Improve visa processes for
students, including increased
personalisation

International
enrolment goal
, by —metin

Target markets

China, Hong Kong, Kenya, Nigeria,
South Africa, the Middle East and
North Africa, Latin America, and
the Association of Southeast Asian
Nations (e *e°).

International student
population ()
, (+ %y-0y)..

112 Al sectors.
13 Higher education only.
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Family ties

'KHUH LQ WKH ZRUOG FDQ LQWHUQDWLRQDO VW,
JR LI WKH\ ZDQW WR EULQJ WKHLU IDPLO\"

al research consistently nds that quality ofedu -
G;on, work rights, career aspirations, tuition fees,
costs of living greatly in uence where students
choose to study. But another crucial — and less studied
— factor for many students is whether their family mem -
bers (i.e., dependants) can accompany them abroad. If it
seems there might be an opportunity to do so, students
then explore questions such as:

« Is the right to bring dependants restricted to
those studying in certain levels or elds of study?

* Which family members are eligible? Spouses/
partners and children? Extended family?

« Can dependants stay for the entirety of a study
programme?

e Can spouses/partners work? Full time?
In any job?

 Can children attend public schools for free or
do tuition fees apply?

Bringing family linked to greater success
The rights of dependants are especially consequential
for students intending to study abroad for years, rather
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than months, and for those aiming to work or
immigrate after graduating. The longer students
stay abroad, the more likely they are to need
their family with them, whether to maintain
emotional bonds, help raise children, or inte -
grate family members into the student’s new
community.

Consider that:

« International students frequently experience
culture shock, social isolation, loneliness,
and di culty making friends when they are
studying far from home without their family.

* Research shows that foreign students’
success cannot be measured by their
academic performance alone. Another
key gauge is a student’s ability to engage
with and positively contribute to a host
society. This ability increases when students
are supported by family and community
connections.

Dependants’ rights restricted in
some destinations
Policies a ecting the families of international
students have always been important, but they
do not usually capture media headlines. That
changed this year when Canada, France, and
the UK rejigged rules as part of an e ort to curb
migration (see page ). Speci cally:
1 Canada: Only spouses/partners of students
pursuing degrees at the master’'s ( months or
more), doctoral, or professional level are eligible
for an open work permit.
T France: Only if a student has lived in France
for at least months may dependants join
them, and unmarried partners must be at least

years of age, up from
T UK: Dependants can come to the UK only if
the student is on a government scholarship or
enrolled in a research-oriented postgraduate
programme. Family of taught master’s students
and undergraduate students cannot join.

The impacts of changes to dependants’ rights
are already being felt by educators in Canada

SOROUSH KARIMI/UNSPLASH



Are dependants
allowed to join?

Yes

Yes

Only if student has resided in France
for months. Unmarried spouses
must be at least years of age.

Yes

No

In general, only if student is enrolled

in postgraduate courses of more than
months, with the exception of

undergraduates from just under

countries (mostly in the Middle East).

Yes

No, but the spouse and children
of graduate students can visit for up
to weeks with a special pass.

Only if student is in a research-
oriented postgraduate programme
or on a government scholarship.

Yes, if they go through a detailed
process.

Opportunities for dependants
IN major destinations

Which dependants
can join?

Spouses/partners and dependant
children.

Spouses/partners and dependant
children.

Spouses/partners and dependant
children.

Spouses/partners and children
under and over .

None

Spouses, dependant children,
and parents.

Spouses and dependant children
can get visitor visas, and in some
cases, work visas/student visas.

None for longer than weeks.

Spouses/partners and dependant
children.

Spouses/partners and dependant
children.

Are dependants

allowed to work

Yes

Yes, if student is in

a -month+ postgraduate
programme or
professional programme
(e.g., Doctor of Medicine).

Not on a tourist visa but
eventually if they get a
residence permit.

Yes, with a residence
permit.

No

Yes, with permission
from the immigration
department.

Yes, if student is enrolled in
certain elds of study and/
or levels of study.

No

Yes, if over the age of .

No

r

"N

* Saudi Arabia, Bahrain, UAE, Turkey, Qatar, Azerbaijan, Palestine, Kuwait,
Yemen, Iran, Syria, Oman, Jordan, Lebanon, Irag, Libya, Maldives.

ICEFAINSIGHTS2025 59



60

ICEANSIGHTS2025

and the UK. They are experiencing lower demand
from key non-EU markets, especially Nigeria and
India, according to various data indicators (e.g.,
applications, visas processed, deposits, visas
granted).

Which countries are the most open

to dependants?

The more restrictive rules in e ect this year
in Canada, France, and the UK are now in line
with those in Ireland, Singapore, and the US.
Germany and New Zealand o er more opportu -
nities (if students meet certain conditions or are
enrolled in certain levels/programmes).

Technically, Australia occupies the middle
ground. Spouses/partners and children under
the age of may join international students
in Australia, and partners can usually work (
hours per fortnight if the student is an under -
graduate and unlimited if the student is in a
research-oriented postgraduate programme).

However, partners/spouses must show sav-
ings of AUD$ , , and each child must have
funds of at least of AUD$, . This is on top
of the AUD$ , required for the main stu -
dent applicant. In e ect, the amount of savings
required of students and their dependants —and
the new, non-refundable visa application fee
of AUD$, —is enough to discourage many
international students with families from apply -
ing to Australia.

Canadian institutions, too, are experienc-
ing lower demand this year from Nigeria due to
dependant policies.

The coming months will provide a more com -
plete picture of how signi cantly rules about
international students’ families a ect destina -
tion choice. Our guess is that it will change the
decisions of thousands of students who want
partners to be able to work, and to have chil -
dren with them, while they study.

FAUXELS/PEXELS



How much do dependant policies impact mobilit

Students planning study

abroad are often in uencedof
ctdependant visas fell by

by policies that would a e
their family.
Immigration o cials
in the UK issued nearly
dependant visas in
. While some students
attached to those visas
would still have chosen
the UK if they hadn't bee
able to bring dependants,
many would not have,
as suggested by some
theoretical math:

n foreign enrolments in UK

In the rst three months
, the number of

% compared with the
same period in . The
number of visas granted
main (student) applicants
fell by %. If we applied
that partial-year drop
of % tothe

universitiesin /it
would equate to
fewer visas granted to m
student applicants.

tostudents would be minim

aicompared to less than .

Of those , students,
the largest losses would
be from non-EU countries
including Nigeria and Indi
The impact on Chinese

a.

al,
if we go by “dependant-to
main applicant ratio” tren
In , for example, UK
Home O ce data indicate
that the dependant-to-
main-applicant ratio for
Nigerian students was . ,

for Chinese students.

Is.

It is not surprising,

therefore, that:
,* InJanuary

, the
Enroly Data Insight
platform registered a

% decrease in UK visa
issuances to Nigerian

students.
Between March  and
March , the number

of Nigerians applying for
study visas fell by %
according to UK Home
o ce data.
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Mapping the student jol

Good data, student-centric strategies, and a
customised CRM are must-haves for recruitment

are committed to your organisation’s internation -
Ylisation goals and targets and dedicated to guiding
tudents to the programmes that suit them best. But
commitment and hard work are one thing and having the
right supports to achieve results is another.
Is your organisation optimised for international student
recruitment? Consider the following questions:
* Where are students discovering your
school/university?
* What proportion take the next step
(e.g., engage, enquire, apply)?
» What are common pain points for students
trying to interact with your institution?
* What are individual students’ goals,
priorities, barriers, and interests?
* Which communications and website
content do students engage with, and
which do they ignore?

If you don't have these insights, it could be time for
your institution or agency to invest in student journey
mapping and a customer relationship management sys -
tem (CRM).

RYUTARO/PEXELS; UNDRAW
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What is the student journey?
The path that students follow from rst aware -
ness of an institution to enrolment is called the
student journey. It can also be extended to en-
compass graduation and even employment.
The journey metaphor illustrates how many
decisions students make as they proceed to-
wards enrolment, and it prompts institutions
and agents to:
» Map out all the brand touchpoints and
phases of engagement/activity that can
in uence a student’s decision to enrol;
» Create a plan to nurture leads at each
phase;
» Make customer satisfaction a priority
from the time a student indicates interest
to the time they graduate.

Studyportals envisions the student journey as
a series of actions that leads take: discover,
shortlist, apply, commit, prepare, and study.
We illustrate and annotate this progression on
pages — .

What is a CRM?

Salesforce explains: “A CRM system helps with
contact management, sales management, agent
productivity, and more. CRM tools can now be
used to manage customer relationships across
the entire customer life cycle.”

The consulting rm Higher Education Market -

ing (HEM) elaborates on what a CRM can do:

» Contact management — build and store
individual contact pro les, segment them
according to your needs, and track your
interactions with each one.

» Team management — collaborate,
schedule tasks, track leads, and plan
workload.

« Communications tools — log and detail

communications with contacts via phone,
email, SMS, instant messaging, physical
meetings, and even social media.

» Reporting — synthesise valuable, granular
data on your audience and your own
team’s work into reports that can be used
to improve your e orts.

Consider what is truly expensive
It's common for marketing and admissions
teams to be told by management that their ex -
isting systems (e.g., their original, poorly per -
forming CRM or Excel) have been paid for and
must therefore remain in place. This is a huge
mistake for at least three reasons:
1. Excel does not o er marketing
automation.
2. An outdated CRM that nobody knows
how to use is pointless.
3. What is truly expensive is recruiting
ine ciently and ine ectively.

When sta lack tools or training to respond
immediately and helpfully to prospective stu -
dent queries, they can easily lose leads through
no fault of their own. When they are trained on
a well-con gured CRM, they can focus on pro -
viding the strategic thinking and human touch
that remain crucial to customer service.

Alejandra Otero, founder and CEO of educa
tion marketing and recruitment consultancy
geNEOus, says:

“Viewing [CRM and sta training on it]

as a cost is missing the point. Remember,
cost is part of an equation. If the cost

is outweighed by incoming revenue, it

is not a cost; it is an investment that is

payingo”
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Common pitfalls

Ms Otero’s company helps institutions and
agents to replace ine cient marketing and ad -
missions structures and technologies with new
systems and ways of working. These systems are
set up with one overarching goal: to track and
nurture student leads along the student journey
to enrolment.

When brainstorming geNEOus, Ms Otero con-
sidered common issues that can derail a recruit -
ment drive:

« Slow responses to student enquiries .
According to Keystone Education Group’s
State of Student Recruitment () global
survey, of students expect a response
within  hours, preferably through
email ( ) or instant messaging ( , a
marked increase over ).

the customer’s
progression
from interest to
conversion. For
example, “l wanted
to buy this, but the
checkout took too
long and asked for
too many personal
Customer friction details.” Or, “No one
is when a customer got back to me on my
encounters question.” Or,
something that “I could never nd
makes it di cult or a way to talk to an
annoying for them  actual human — all the
to buy a product website gave me was
or service. In other  a chatbot.”
words, it is anything
that frustrates

66 ICEFINSIGHTS2025
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» Lack of coordination. Ms Otero explains:

“We have seen cases where agents are
recruiting diligently and according to an
institutional contract, but the admissions
team isn’t aware that the agent channel

is even being used. The marketing team
knows, but this information hasn’t been
shared or isn't visible in the CRM to
admissions. The student — after having
spoken to an agent — contacts admissions,
and admissions tells them they aren’t
working with agents. This undermines
both the agent’s and institution’s
trustworthiness in the market. The silos
within an institution should not hinder
student experience.”

Frustrating processes . Asking students to
complete many forms with the same basic
information, or overly long forms, is a sure
way of annoying leads. So is a website
chatbot that leaves students with no
answers and no idea where to turn to next.
Lack of personalisation . Are you collecting
the right information from students to
personalise your communications? Ms
Otero notes that when students click

on a paid ad or search on a webpage,
heated zones where they have lingered
can provide data on their top interests
(e.g., programmes, scholarships, etc.).
Marketing may have this information, but
admissions should have it as well for their
own interactions with students.

Limited collection/use of data . Ms Otero
says: “Everyone should have data showing
where leads are at in the student journey
— whether you're an agent, an admissions
o cer, or a marketing director. That data is
like gold. It reveals opportunities as well as
signs that a lead is about to drop 0. Data
signals where an intervention is required
(e.g., a personalised email, an application
fee waived, an early admissions o er).
Many clients think they need more leads,
but better lead management through a
CRM is really what is required.”

UNDRAW



Customisation is key

When Ms Otero’s team begins to work with a
client, the rst thing they do is an audit of what
data is available (and often not being used) and
how marketing and admissions are functioning
and interrelating. The team discovers where
leads are coming from, enrolment trends, op -
portunities for better synergies between depart -
ments, and common points at which prospects
are leaving the enrolment funnel. Ms Otero says:

“You have to know what is and what is
not working before coming up with a
plan. Every institution is unique, so when
we implement a CRM or train sta on

new systems, it's always customised.
Everything you do should be for a reason,
and each element of a plan must relate to
all the other elements.”

A main goal is always to empower people:
“It is amazing how much more satis ed and
committed marketing and admissions teams
become when they have the right tools to do
their jobs well”

Student- rst thinking

A good way of approaching recruiting and ad -
missions management, says Ms Otero, is to ask:
“Am | making it easy enough for students to (a)
become aware of our brand, (b) interact with
our sta and agents, and (c) enrol?’ Part of that
is collecting and acting on data, and the oth -
er is responding quickly and well to students.
A CRM empowers sta with good data, and it
frees them from the impossible task of respond -
ing immediately to all queries.”

No need for chaos

Students now have almost endless ways of dis-
covering institutions and deciding whether to
enrol. They have far more resources available to
them now as they research — just think of all the
social media channels they are active on!

Without student journey mapping and asso -
ciated data, it is next to impossible to properly
identify and nurture leads. The result is that
leads are poorly managed or even squandered
and the ROI on your recruitment e ort su ers.

A student-centred strategy, backed by an ef-
fective CRM that everyone on the team knows
how to use, is a reliable path to meeting your
recruitment goals and achieving better student
outcomes. As sta become adept with new sys -
tems, and as students achieve more success,
everyone wins.
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The student
journey

The student becomes aware

that your institution is an

option, whether through a

school counsellor, an agent, a
' student fair, social media, or
otherwise. If intrigued, they
explore your website, social
media channels, programmes,
and campus facilities.

The student applies to
your institution (and
likely others as well).

The student weighs the pros
and cons of your institution
versus a narrowed-down list
of alternatives. They may
decide to engage with a
student ambassador, agent, or
admissions counsellor, or they
may submit an online enquiry.
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The student prepares
for travel, seeking out
information to enable them
to feel comfortable getting
to and settling into their
new home abroad.

The student receives an

o er of admission and
prepares a visa application.
Ideally, their application is
approved, and they enrol.

The student arrives on
campus, moves into their
new home, and begins
attending classes.

There are a couple of important points to consider
about the phases of the student journey:

A During phases — (discover, shortlist, apply)
the student can easily lose interest if they receive
poor service from marketing and admissions
teams or if their digital experience is sub-par.

A During phases — (commit, prepare, study)
if the student is not well supported and treated
like a VIP, they will begin their study abroad
experience and life on campus with a negative
mindset. If so, they will share their experience
with friends and family back home, weakening
your branding in that market.

It's essential to have a great plan for every phase —
one designed to nurture leads and reduce customer
friction. A CRM is the optimal tool for executing

your plan, not least because it automates key
actions needed to keep leads progressing rather
than dropping out. Students expect immediate
answers and timely customer service, and marketing
automation is made for that reality.

ICEANSIGHTS2025
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AGENT VOICE

Quick responses to
gueriesl/issues

Fast application processing

Scholarships/discounts

Flexibility with

admissions process

Commission terms

Fast invoice payment

Flexibility with payment
options/cancellation terms

Half of agents responding

to our Agent Voice

survey ranked quick responses
to questions as the number one
way that schools and universities
can support them in recruiting

e ectively. Relatedly, “fast
application processing” came in
at number two at  %.

These ndings re ect the fact
that agents are working with
students who demand answers
about visas, fees, scholarships,
housing, and other questions
almost instantly (see page ).
Speedy communications with
agents are therefore directly
linked to an institution’s ability
to nurture best- t student leads.

This year more than ever,
students are turning to agents
to help them make sense of the
barrage of policy changes and
signi cant hikes in application
fees and savings requirements
in top destinations. Providing
agents with accurate, up-to-date
information is an absolute must.

ILLUSTRATION: SERGE BLOCH
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