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International Education and Training

In Queensland

—  » Caimns
2,475 (1.84%)

— Townsville
1,860 (1.38%)
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Whitsunday Region
122 (0.09%)

Rockhampton
291 (0.22%)

Sunshine Coast

— 3,945 (2.94%)

—— Brisbane

91,996 (68.40%)

——» Gold Coast

28,423 (21.60%)

—— Ipswich

928 (0.69%)

———— Logan-Beaudesert

1,918 (1.43%)

Toowoomba
2,044 (1.52%)

135,156 international
student enrolments from
over 160 countries in 2018.

2 cities ranked in the top
100 of QS Best Student
Cities rankings 2019*

Over 300 registered
institutions with 10
universities

China
31,014 (11.97%)

India
13,762 (4.68%)

Brazil
12,480 (14.32%)

South Korea
7,272 (1.37%)

Colombia
6,286 (11.56%)




Agenda

Welcome & introductions

Study tours, professional development & edutourism
Market context

Key success factors

A consortium approach

Academic integrity

Developing an itinerary

Marketing & other considerations

Close & networking



Study Tours Defined

. Short term programs from half a day to five weeks

- Combination of education, cultural exchange and tourism and/or
edutourism activities

- Inclusive of domestic educational field trips/excursions, summer camps,
Study Abroad programs and life long learning schemes

- Unique opportunities for learning and development that are not
available within the home institution

- May or may not produce a formal study outcome/qualification
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Elements of Study Tours

May include:

. Classes at English language schools
- Local school visits
- Visits to vocational colleges/universities

- Leisure focused tourism products including the reef, rainforest & Australian
wildlife

- Interactive experiences outside of the classroom

- Homestays or farmstays for accommodation

- Behind the scenes tours of organisations such as hotels, hospitals and councils
- Edutourism products

. Attendance at events for cultural experiences or special interests
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Professional development groups

- Focus on professional and personal growth

- Short-term tours that provide executive, business and professional
programs to showcase Australian/ Queensland innovations and success
stories

- Typically 1-2 weeks in length

- May combine executive education topics, business leader forums, field
studies, site visits and leisure time that may involve tourism product

- Can be instrumental in increasing knowledge sharing, enhancing cross-
cultural awareness, fostering business and research opportunities, and

encouraging return travel for business or leisure.
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Edutourism Defined

- Tourism experiences designed or adapted to meet teaching, learning &
experience requirements

- Hands-on learning within a tourism context, with potential for outcomes
for local research or community programs

- Delivered as stand alone products within a study tour itinerary OR

- Packaged to offer authentic, immersive education programs of
approximately 1-2 weeks in length

- May or may not produce a formal study outcome/qualification
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Key Success Factors

1. Trading on your strengths

« Program or product can't be copied or
fulfilled in the student’s home country

« (Can position your product/program as a

quality, unique offering

« Raises reputation & attractiveness of
destination for education



Trinity Bay High
School, Cairns

The tourism operators have
developed experiences
distinct from their leisure
tourism offerings

Leverages iconic tourism attractions to
attract international students

Success with Orpheus Island
Our Classroom in the Rainforest program

Collaboration with JCU, a consortium
of high schools & and tourism
operators

Students have hands-on rainforest
research time at JCU’s Daintree
Rainforest Observatory

Students undertake scientific
experiences in tourism context —
Jungle Surfing & Eye on the Reef
citizen science reef survey



. EXERCISE: What are your destination’s strngs or
niche specialty areas that do or could provide a point -
of difference to attract participants for study tours 2

and edutourism experiences?




Key Success Factors

2. Customising to your market'’s
needs

« Get clear on the outcomes the students,
parents, school organisation is seeking
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Key Success Factors

2. Customising to your market'’s
needs

Other considerations...
« Use the right language/terminology

Understand pricing expectations




Tangalooma Resort — Global Link
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Higher Ground
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Exercise: What |nS|ghts from these examples did
you find helpful or inspiring?




Key Success Factors

3. Collaborative approach

« Tourism operators reaching out to
education institutions

« Sharing resources and information,
managing logistics and increasing

capacity

Study Clusters are important facilitators
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Academic integrity

- Must meet your market'’s
educational requirements

- Work with education
institutions/specialists to identify
and develop required program
content

- Education messages flowing
through the entire program




Marine Biologist for a

Day, Sunlover
Cruises

Sunlover Education delivers
programs for students

Adapt and customise GBR
experiences to achieve required
learning outcomes for students/their
schools

Links directly to the current
Australian curriculum across all
year levels

Provides a unique GBR experience
for students and teachers
Students presented with a
certificate of participation



Itinerary development

Factors to consider....
- Delivers outcomes students/tour group are seeking

- Language skills — tour has to provide opportunities to build skills OR
English language is a given and the focus is on education outcomes

- Activities have academic rigour as appropriate
- School groups value a certificate of achievement
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R Exercise: Create a 3 day itinerary for.a studen
group for the Greater Whitsundays region
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Marketing

Classic study tour distribution channel

‘ONSUMERS | RETAILERS INBOUND TOUR SUPPLIERS

Overseas travel agents OPERATORS Schools/Higher
or online agents (ITOS) Education Providers

and/or Wholesalers ~ \  and specialised Accommodation

education agents Day Tour Operators
Attractions
Transport and
Other Service Providers
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Marketing

Key take outs from best practice operators —
- Make relationship building a priority of marketing activity

- Identify potential partners amongst local tourism and education
providers

- GO to market as a holistic destination

. See Toolkit for lists of marketing tactics operators and institutions are
using
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Other considerations

Time of year

December—Ilate January
domestic summer camps

January (from 1st for 1 month)

Late Jan-early Feb (10 day period
prior to Chinese New Year or 10
days after Chinese New Year) for
winter vacation camps

February—March spring camp
April domestic camps

End June—mid August
summer camps

July—August summer camps

September—October
domestic camps

November—early December
school travel period

AUSTRALIA

JAPAN
AUSTRALIA

CHINA

USA, JAPAN

AUSTRALIA

JAPAN

Indigenous cultural
components
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Defined Study tours, Professioﬁﬁaml grou

NS and Edutourism

Explored 3 key success factors — Trading on your strengths,

Customising to your market needs, Co

laborative approach

Identified what taking a consortium approach would involve

Developed some sample itineraries for

region

Noted ways to ensure academic integrity

Looked at marketing methods and other considerations
| Any questions?
» Feedback — online survey




Thank You

Visit our corporate site:
teq.queensland.com

Subscribe to our eNewsletter:
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Follow us on: S

Twitter @teqld | e
Instagram  #thisisqueensland



