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In this brief guide, we’ll approach

two types of offering: E-learning
opportunities and Study Abroad
programs. We’ll explore one of the

greatest benefits that the internet

offers to education businesses: The

ability to gather an international

student body without facing the

costs of conventional, physical

international expansion. And, we’ll

provide some data-based advice on

how businesses and institutions

embarking in such initiatives can

find their place in this increasingly

competitive international market.
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During the last decade,

globalization and technological

progress have affected all facets of

our economy, our culture and our

personal lives.

 

While remote education, student

exchange and study abroad

offerings  aren’t new, this context

of closer intercultural bonds

between nations and ever-

increasing digitalization has given

these programs -and the

businesses behind them- a new

shape, new challenges and a

world of opportunities.

 

 



CONTENTS

05
E-LEARNING: AN INTERNATIONAL INDUSTRY OVERVIEW

14
THE GLOBALIZATION OF EDUCATION

11
LOCALIZATION VS INTERNATIONALIZATION

18
YOUR CROSS-CULTURAL ALLIES



E-LEARNING



I t ’s  harder  than  ever  fo r  s tudents  and  fo r  profess iona ls  to  keep  up

with  the  l a tes t  there ’s  to  know  about  the i r  disc ip l ine .  So  e - l earn ing

becomes  the

 

 

 

 

 

way  to  rece ive  ext ra  t ra in ing  —  or  to  acqui re  the  core  sk i l l s  they  need

to  embark  in  the i r  des i red  profess iona l  journey .

F A S T E S T ,  E A S I E S T ,  M O S T  D Y N A M I C  A N D
C O S T - E F F E C T I V E

E-LEARNING: AN
INTERNATIONAL INDUSTRY

OVERVIEW
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In  2018 ,  the  E -Learn ing  Market  was  va lued  at  around  USD  190  bi l l ion ,

and  i t ’s  expected  to  cont inue  to  grow  at  a  CAGR  of  7%  f rom  2019  to

2025 .

In  recent  years ,  onl ine  educat ion  has  grown  s teadi l y  at  an

internat iona l  l eve l .  We  can  att r ibute  i t  to  the  global  adopt ion  of  the

internet ,  and  the  fas t -paced  evo lut ion  of  our  technology  and  of  our

cul ture .

190 BILLION
GROWTH
7%
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Accord ing  to  “  Onl ine  Educat ion :  Worldwide  Status ,  Chal lenges ,

Trends ,  and  Impl icat ions ” ,  a  s tudy  by  Palv ia  et  a l  publ i shed  in  a  2018

i ssue  of  the  Journa l  of  Global  In format ion  Technology  Management :

In  the  United  States ,  remote  educat ion  i s  r i s ing  as  a

subst i tute  fo r  regular  col lege  educat ion .  

This  can  be  att r ibuted  to  the  h igh
and increas ing cost  of  h igher
educat ion in  the United States
as  wel l  as  to  the  adopt ion  of  a

pace  of  l i fe  that  l eaves  those

a l ready  in  the  workforce  with  l i t t le

t ime  to  cont inue  the i r  educat ion

in  a  convent iona l  way .

“…The growth of  onl ine  enrol lments  in  the
U.S .  has  increased for  the 14th consecut ive
year  i r r e s p e c t i v e  o f  a n  e x p a n d i n g  o r

s h r i n k i n g  e c o n o m y  a n d  r i s i n g  o r  d e c l i n i n g

o v e r a l l  c o l l e g e  e n r o l l m e n t s .  A t  t h e  s a m e  t i m e ,

t h e  n u m b e r  o f  s t u d e n t s  e x c l u s i v e l y  t a k i n g

f a c e - t o - f a c e  c l a s s e s  o n  a  b r i c k  a n d  m o r t a r

c a m p u s  h a s  b e e n  d r o p p i n g  ( … )  I n  2 0 1 6 ,  t h e r e

w e r e  o v e r  6  m i l l i o n  s t u d e n t s  i n  t h e  U . S .  w h o

e n r o l l e d  i n  a t  l e a s t  o n e  o n l i n e  c o u r s e  ( … )  a n d

the proport ion of  students  enrol led in  at
least  one onl ine  course  has  r isen to  over
30%…”
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E- learning was integrated into  educat ional
programs in  the United States  as  ear ly  as  1998,
with  in i t ia t i ves  such  as  New  York  Univers i ty ’s  NYU

Onl ine .  NYU  Onl ine ,  l i ke  many  others ,  fa i led .  These

programs  were  soon  rep laced  by  hybr id  programs ,

combin ing  onl ine  educat iona l  exchanges  (v ideo

lessons ,  chat  rooms )  and  in -person  c lasses .  

 

One  could  s tate  that  a lmost  a l l  educat iona l

programs  in  Major  Univers i t ies  are  hybr id

programs ,  s ince ,  nowadays ,  in tegrat ing  dig i ta l

communicat ion  channels  and  plat forms  i s  a  ra ther

s tandard  way  to  enhance  the  educat iona l

exper ience .

Austra l ia  was  a lso  a  ra ther  ear ly  adopter  of

onl ine  educat ion  programs ,  with  pioneer ing

ventures  l i ke  Open  Univers i t ies  Aust ra l ia ,  a

partnersh ip  of  l ead ing  educat iona l  ins t i tut ions ,

establ i shed  in  the  ear ly  2000s .  The  greatest

cha l lenge  Aust ra l ia  has  i s  the  l ack  of  uni formity

in  bandwidth  connect iv i ty  across  the  nat ion .  To

br idge  th i s  gap ,  the  synchronizat ion  of  onl ine  and

of f l ine  content  should  be  re f ined .  

India ,  on  the  other  hand ,  i s  re lat i ve ly  new  in  the

game ,  but  i t ’s  fu l l y  embrac ing  a  future  of

re f ined  plat forms  with  in te l l igent ly  des igned

user  exper iences ,  a  gamif ied  l earn ing  process ,

peer - to -peer  l earn ing  and  onl ine  mapping .

Accord ing  to  the  aforement ioned  s tudy ,  “ t h e
o n l i n e  e d u c a t i o n  s y s t e m  i n  I n d i a  c u r r e n t l y
s t a n d s  a t  U S  $ 2 4 7  m i l l i o n  w i t h  a n  a v e r a g e  o f
1 . 6  m i l l i o n  u s e r s ;  i t  i s  e x p e c t e d  t o  g r o w  t o  U S
$ 1 . 9 6  b i l l i o n  w i t h  a r o u n d  9 . 6  m i l l i o n  u s e r s  b y
2 0 2 1 ” .
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Many  factors  contr ibute  to  th i s  favorable  l andscape .  Some

of  them  are :

The  thr i v ing  e - l earn ing  sector  in  Ind ia  can  be  in terpreted  as  the

abso lute  oppos i te  to  the  e - l earn ing  sector  in  the  MENA  reg ion .

 

 

 

 

 

 

 

 

Regard less ,  some  e - l earn ing  pro jects  by  univers i t ies  partner ing  up

with  governments  are  very  s lowly  gain ing  t ract ion .  But  there ’s  s t i l l

much  to  be  done .  This  i s  a lso  the  case  fo r  South  Afr ica  and  Ghana ,

with  the  sector  progress ing  in  sp i te  of  regulatory  di f f icu l t ies .  

But  th i s  shouldn ’ t  be  in terpreted  as  an  unchanging  s tate  of  af fa i r s ,

wherever  there  i s  an  underserved  demographic  or  a  technology  that

hasn ’ t  been  se ized  to  i t s  fu l l  potent ia l ,  there ’s  a  chance  fo r  growth .

Outstanding growth in  internet  and
smartphone penetrat ion

Favorable  government  pol ic ies ,  as  wel l
as  government-run e- learning in i t iat ives

Growing demand from profess ionals
(both working and job-seeking)  as  wel l
as  f rom advanced students

In the Middle East and North Africa, internet penetration is rather low,
online learning is viewed with distrust, and online educational programs

by praised foreign institutions are rarely available in Arabic.



E-LEARNING: ASSESSING
EXPANSION OPPORTUNITIES
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Conduct  a  thorough  analys i s  of  potent ia l  ta rgets  fo r  expans ion .  

Thanks  to  technology ,  you  won ’ t  even  have  to  set  foot  on  your

target  reg ion  to  get  ins ider  ins ight .  Research  re levant  

potent ia l  partners  in  your  ta rget  reg ion  and  reach  out      

to  the  r ight  people  through  L inkedIn  or  v ia  emai l .

You  can  go  reg iona l  or  look  fo r  underserved  s tudents  in  complete ly

d i f fe rent  parts  of  the  wor ld .  Regard less ,  co l lect  informat ion f rom
rel iable  sources ,  such as  consultancies ,  industry  journals ,  media
out lets  f rom your  target  demographic  that  provide throughout ,
r igorous  market  coverage.  And ,  of  course ,  s tar t  network ing  and

discuss ing  with  potent ia l  a l l ies  f rom  your  ta rget  loca le .

W h a t  a r e  y o u r  g e o g r a p h i c a l l y  c l o s e r
u n d e r s e r v e d  d e m o g r a p h i c s ?  

W h a t  a b o u t  c o u n t r i e s  y o u ’ r e  c l o s e d  t o  i n
c u l t u r a l  o r  l i n g u i s t i c  t e r m s ?
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To  make  a  genera l  assessment  of  your  ta rget  market  and  your

poss ib le  place  in  i t ,  we  recommend  us ing  two  models :  the  PESTEL
model  ( to  analyze  the  macro )  and  the  SWOT  model  ( to  assess  your

company ’s  place  in  th i s  new  set t ing ) .

 

MARKET ANALYSIS

COMPANY ANALYSIS  WITHIN THE MARKET

Once  you ’ve  fu l l y  unders tood  your  context ,  and  dec ided  that  i t ’s

favorable ,  i t ’s  t ime  to  set  act ionable  short - te rm ,  mid - te rm  and  long -

te rm  goals ,  among  them  those  re lated  to  how  your  product  wi l l  need

to  be  adapted  to  succeed  abroad .  And yes ,  adapt ing your  product
wi l l  be  necessary .

Pol i t ica l

Economica l

Soc ia l

Technology Lega l

Env i ronment

P E S T E L

S W O T
Strengths Weaknesses Opportunit ies Threats



E-LEARNING: 
PLATFORM LOCALIZATION VS.

PLATFORM INTERNATIONALIZATION
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TRANSLATION ISN'T  ENOUGH
 

For  a  success fu l  expans ion ,  we  should  t rans late  our  plat form  in to  the

language /s  of  our  ta rget  demographic  —   But  t ranslat ion isn ’ t
enough.  There  are  many  aspects  of  our  in ter face  that  should  be

adapted  fo r  our  new  audience .

LOCALIZATION INTERNATIONALIZATION
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THESE ASPECTS ARE TAKEN CARE OF THROUGH LOCALIZATION
AND INTERNATIONALIZATION.

When  we  local ize  a  product ,  we  make  the  necessary

changes  so  i t  blends  with in  the  cul ture  of  our  ta rget

demographic ,  so  i t ’s  fu l l y  ass imi lated .  

When  we  internat ional ize  a  product ,  on  the  other

hand ,  we  make  the  necessary  changes  so  i t  can

compete  at  an  in ternat iona l  sca le  without  being

recognized  as  the  product  of  a  spec i f ic  cul ture .  

Bas ica l l y ,  in  loca l i zat ion  we  embrace  a  cer ta in  cul ture  and  change

accord ing  to  the  s tandards  i t  sets .  And ,  when  we  in ternat iona l ize ,  we

do  the  oppos i te :  W e  r e m o v e  c h a r a c t e r i s t i c  c u l t u r a l  c u e s  a n d  c h a n g e
i n  f a v o r  o f  n e u t r a l i t y .  Internat ional izat ion helps  us  create  a
template ,  a  base for  the product  to  be local ized whi le  remaining
consistent  and recognizable .

SURPASSING THE CHALLENGE OF
INTERNATIONALIZATION
 

In  a  2016  s tudy ,  Malays ian  scholars  Hazwani  Nordin

and  Dalb i r  Singh  proposed  a  potent ia l

methodolog ica l  approach  to  surpass  some  of  the

main  chal lenges  of  in ternat iona l izat ion .

Two  of  the  main  chal lenges  are :  

A cultura l ly  “neutra l”  interface looks  d i f ferent ly
depending on who you ask .  Since  our  cul ture  i s  to  us  l i ke

water  i s  to  f i sh ,  web  deve lopers  of ten  inser t  e lements  of  the i r

own  cul ture  in to  the  “neutra l ”  in ter face ,  without  not ic ing  i t .

A lack of  common,  homogenous standards  for
internat ional  website  des ign

 

Cons ider ing  the  complex i t ies ,  cul tura l  awareness  and  in tegra l

v i s ion  that  loca l i zat ion  and  in ternat iona l izat ion  requi re ,  these

processes  are  best  l e f t  in  the  hands  of  profess iona ls .  That  way ,

i t s  high  costs  wi l l  become  high  ROIs .



INTERNATIONAL
PROGRAMS



THE GLOBALIZATION OF
EDUCATION
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INTERNATIONAL STUDY PROGRAMS
 

The  of fe r  of  s tudy  abroad  programs  i s  r ich  and  diverse ,  with

qual i ty  opt ions  fo r  s tudents  fo r  a lmost  a l l  l eve l s .  Some

programs  are  deve loped  by  l ead ing  academic  ins t i tut ions ,

to  fos ter  in ternat iona l  research  and  knowledge -product ion .  

 

Other  programs ,  f rom  community  as  wel l  as  academic

inst i tut ions ,  have  cul tura l  exchange  as  i t s  main  goal .  

Br ie f  programs  des igned  to  immerse  s tudents  in  the i r

second  l anguage  are  a lso  numerous  and  worth  ment ion ing .

The  perks  of  s tudy ing  abroad  go

beyond  bui ld ing  an  in ternat iona l

resume .  Accord ing  to  more  than  40

years  of  research ,  in ternat iona l

academic  exper iences  fac i l i ta te

internat ional  awareness ,  language
learning  and  cross -cul tura l

communicat ion ,  civ ic  engagement ,

enhance  sel f -conf idence ,  and  ign i te

creat iv i ty .
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For  ins tance ,  accord ing  to  research  publ i shed  in  the

Journa l  of  Appl ied  Bus iness  and  Economics  in  2017 ,  

Web  3 .0  gives  us  a  re f ined ,  cost -ef fect i ve  too lk i t  to  engage

students  who  might  be  in terested  in  growing  with in  the i r

f ie ld  of  expert i se ,  immerse  in  the i r  second - l anguage ,  or  add

internat iona l  exper ience  or  credent ia l s  to  the i r  resume .

Market ing  your  program  at  an

internat iona l  sca le  can  be  chal lenging ,

with  every  aspect  of  your  s t rategy

ra i s ing  severa l  quest ions .   In  the  next

sect ion ,  we ’ l l  touch  on  some  key

aspects  of  in ternat iona l  market ing

st rategy .

“ T h e  l i t e r a t u r e  a n d  d a t a  i n d i c a t e s  t h a t
internat ional  study between the US and
China is  benef ic ia l  to  both countr ies .  T h e
e c o n o m i c  w o r t h  o f  C h i n e s e  s t u d e n t s  i n c r e a s e s ,
w h i l e  b o t h  t h e  U S  a n d  C h i n a  a s  n a t i o n s
b e n e f i t ,  a n d  t h e r e  s e e m s  t o  b e  a  corre lat ion
between Chinese students  who study
abroad in  the US and China’s  GDP.  I n  t h e
f u t u r e ,  C h i n a  s h o u l d  p r o m o t e  s t u d y  a b r o a d  f o r
t h e i r  s t u d e n t s  a n d  d e t e r m i n e  m e a s u r a b l e
o u t c o m e s  t o  a s s e s s  t h e  b e n e f i t s  m o r e
o b j e c t i v e l y .  As the br idge between the China
and the USA strengthens the benef i t  to  both
countr ies  increases . ”



EDUCATION MARKETING AT
AN INTERNATIONAL SCALE
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MULTIPLE CHANNELS,  MULTIPLE DATA SOURCES
 

Once  you ’ve  dec ided  which  markets  to  ta rget ,  one  of  the

most  important  processes  you  should  embark  on  i s  that  of

des ign ing  a  winning  market ing  s t rategy .  Two  of  the  main

advantages  of  th i s  s tage  of  dig i ta l  market ing  i s  that  we  can

count  on  several  channels  to  del iver  our  message  and

promote  our  product ,  and  we  can  eas i l y  gather  and
evaluate  data .  In  consequence ,  our  campaigns  can  be

versat i le ,  in formed  by  data ,  and  easy  to  opt imize .

SOCIAL 
MEDIA

INSIGHTS INSIGHTS

COMPANY
BLOG

INSIGHTS

EMAIL
CAMPAIGNS

INSIGHTS

PAID
ADVERTISING
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Reaf f i rm  your  va lue  propos i t ion ,  and  assess  i t  cons ider ing

cul tura l  factors .  Cul ture  conduces  market ing ,  and  you

probably  don ’ t  have  to  l eave  your  home  country  to  see

ev idence  fo r  i t .  

The  ava i lab i l i t y  and  ease  of  col lect ing  in format ion  i sn ’ t

exc lus ive  to  campaign  des ign  and  implementat ion .  Col lect

ins ights  on  your  new  ta rget  demographics ,  the  soc ia l  media

plat forms  they ’ re  in ,  and  the  publ icat ions  and  in f luencers

they  t rust .  Al l  these  are  potent ia l  market ing  channels .

Make  sure  you  rev i se  your  dig i ta l  market ing  s t rategy

per iod ica l l y ,  and  t reat  a l l  data  as  act ionable  in format ion .

CULTURALLY- INFLUENCED RECEPTIVENESS

For  ins tance ,  a  2015  s tudy  by  Univers i ty  of  Sydney

Scholars  found  that  As ian  Amer icans  are  espec ia l l y

recept ive  to  market ing  messages  that  highl ight  the

disadvantages  or  costs  of  not  acqui r ing  a  product

or  serv ice .  Be  aware  of  cul tura l  preferences  and

f rame  your  message  accord ing ly .



YOUR CROSS-CULTURAL
ALLIES

LOCALIZATION
&  INTERNATIONALIZATION
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TRANSLATION

CREDENTIAL

EVALUATION

SOLUTIONS

SERVICES

SERVICES

SERVICES

Comprehensive solutions by a

multidisciplinary team of linguists,

marketers and developers.

Interpreting by mother tongue professionals,

available over-the-phone or in person. Quality

services at a short notice.

Accurate document translation services.

With proper certification, notarization or

affidavits for no extra fees.

Fast and accurate academic evaluation services

by a team of accredited specialists.
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A 武
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