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2026 Executive summary

In our fifth annual Study Abroad Survey, the 2026 Terra Dotta Voice of the
Students confirms that study abroad continues to hold powerful appeal.

Students see study abroad as more than academic enrichment—it is a catalyst for
personal transformation. Time abroad builds independence, adaptability and
confidence, while expanding cultural perspective and global awareness.

Despite strong demand, practical realities shape participation.
Global conflict is a defining factor.

» Geopolitical uncertainty is influencing how students and families assess risk,
increasing demand for real-time travel advisories, clear safety protocols, and
contingency planning. Peer insights from students already abroad are
influential in building confidence.

» Cost remains a significant barrier, impacting decisions on whether students
go abroad and which programs they choose

Students are looking for greater transparency around total cost—not just
scholarship opportunities—making affordability and clarity critical to access.

As students’ interest in study abroad often surfaces in high school and influences
college selection decisions, institutions have an opportunity to broaden their
program discovery guidance for enrollment impacts. And sharing clear costs
early in students’ journeys helps make great decisions - and helps universities be
competitive earlier, when high school students are choosing institutions.

Students rely on university websites and peer recommendations, but also want
more personalized, major-aligned program support.

For institutions, the path forward is clear: reduce friction and reinforce value.
Transparent pricing, flexible program options, and proactive safety
communication—paired with personalized guidance and peer-driven storytelling
—will be key to institutions’ converting strong interest into meaningful
participation.
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2026 Key highlights

e Strong Study Abroad Demand—With Enroliment Impact: Interest in study
abroad remains popular with 73% of students planning to participate—many
in the near term. Importantly, 44% say study abroad offerings influenced their
school choice, reinforcing its role in engagement as well as enrollment.

e Global Conflict Is Reshaping Decisions: Geopolitical uncertainty is now a
central consideration with 79% of students saying global conflicts influence
their decision to study abroad. This elevates the importance of real-time travel
guidance, safety protocols, and contingency planning.

e Cost Is a Defining Barrier: Financial concerns continue to limit participation
with 71% of students citing cost as a key obstacle. Students expect to rely on
aid and scholarships but are looking for greater transparency into total costs—
not just funding options—making affordability and clarity essential to access.

o Experience and Safety Drive Confidence: Students are motivated first by
personal growth (32%), more than career outcomes (19%), but concerns
around safety (33%), geopolitical risk (28%), and parental influence (27%)
remain. Clear, proactive communication and visible support systems are
critical to building trust.

e Guidance and Discovery Gaps Present Opportunity: Students rely on
institutional channels and peers for discovery, but 55% want clear guidance on
programs aligned to their major—highlighting a key gap. Institutions that pair
personalized advising with peer-driven content will be best positioned to
convert interest into participation.
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®
IntereSt In StUdy abroad Study abroad is often considered a rite of passage for college students. For

the fifth year, study abroad interest among U.S. college students remains

remains Strong strong, hovering around 75%.

Students who plan to study abroad Study abroad time frame

Summer 2026
Fall 2026
Spring 2027 61%
Other (please specify) 4%
0% 10% 20% 30% 40% 50% 60% 70%

Sample size = 275 students Sample size = 200 students
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StUdy abroad prOg ra ms impaCt Interest in study abroad starts early in the college journey and, for many,

influences students’ school selection. Nearly half (44%) say study abroad

en rOI I ments offerings influenced their institutional enrollment decision.

1 time interested in study abroad programs Role of institution’s Study Abroad programs in decision to attend?
60% 60%
48%
44%
(0)
40% __ 39% 40%
20% 20% 16%
13% - 13%
0% : : 0%
Freshman Sophomore Junior Senior Yes No It was something | looked
into, but wasn't invovled in
my decision.
Sample size = 200 students Sample size = 142 students
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Internships gaining on
semester-long programs;
Spain is No. 1 destination

Type of program sought

Semester abroad 33%
Internshop

Undecided

Faculty-Led program 2-6 weeks
Research

Exchange program

Language learning/inmersion

Service-learning B 1%

0% 5% 10% 15% 20% 25% 30% 35%

Sample size = 200 students

Most students are planning a semester-long program but one-
third of students want an internship abroad — a 50% increase in
the past year. Europe continues to outpace other destinations of
choice as Spain overtakes previous leaders U.K. and Italy while
plans to study in Australia and Canada drops 50%.

Program countries of interest

Spain 33%
United Kindom
Italy

Ireland

France
Australia
Germany
Canada

Japan

Costa Rica
Denmark
South Korea

Mexico

0% 10% 20% 30% 40%

Green Increase from 2025

S le size = 200 student
ample size students Red Decrease from 2025
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Global conflict and safety

Geopolitical instability and global conflict — both those ongoing and new - have a
direct influence on students’ study abroad decisions. Institutions that prioritize
proactive communications and strong duty of care safety and emergency
practices will help ease worries and ensure continuity during turbulent times.
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° ° While geopolitical instability is an ever-present factor, heightened
GIObaI ConﬂICts Inﬂ uence StUdy and deepening conflicts may have more college students — and

e o their families — on edge. Four out of five students say international
abroad deC|5|ons conflicts are a factor in their study abroad decisions.

Do international conflicts imapct decision to study abroad

Yes
22%

No
78%

Sample size = 200 students
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Geopolitical uncertainty is reshaping how students and families

EaSing StUdent Worries evaluate risk, driving a growing need for real-time travel updates,

transparent safety measures, and well-defined contingency plans.

What universities could offer to ease worries

Real-time travel advisories and risk assessments

Clear safety protocols and emergency support systems
Details on evacuation or contingency plans

Guidance from university safety or risk management experts
Communication with students currently studying abroad

Information about how conflicts impact specific regions

0% 5% 10% 15% 20% 25%

Sample size = 142 students
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Student communication

while abroad

Ongoing communication with study abroad office

Email 31%

(I'ext messaging

Application platform
In-person

Social Media
Zoom/video conference

Phone

Chatbot

4%
Wechat 4%

0% 5% 10% 15% 20% 25% 30% 35%

Sample size = 200 students

Email still reigns in students’ communication with institutions, but
nothing beats a live phone call for staying connected with parents
while abroad. Text messaging is a consistent and dominant
channel for all communication.

University communication methods while abroad

Email 76%
Cl'ext messages | 45"/)
An app on my phone 33%
Phone calls 29%
| don't know 8%
0% 20% 40% 60% 80%

Sample size = 200 students

Parent communication methods while abroad

Phone calls

Text messages

Email

An app on my phone

0% 20% 40% 60% 80%

Sample size = 200 students
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Program costs & funding

Cost is the biggest hurdle to study abroad, shaping both participation and
program decisions. More than funding alone, students want clear, upfront pricing
so they can fully understand and justify the investment.
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The biggest barriers tO study Cost continues to be the No. 1 reason limiting the number of

students who study abroad-with safety a close second.
However, more students than last year said nothing can prevent

abroad them from studying abroad.

Reasons for not wanting to study abroad What prevents students from studying abroad

Cost/finances 71%

Financial concerns 44%

General safety concerns

Family responsibilities Geopolitical issues (wars, civil unrest,

terrorism, etc.)

| have not heard of it Worried parents

Academic program requirements

| don’t know anythlng about it Cultural differences (concerns over race,

gender, religion, and identity)
Extracurriculars (such as varsity sports or
leadership roles in student groups)

Academic concerns

Cultural issues (i.e. not sure if the country

Geopolitical issues (wars, civil unrest, would welcome POC or LGBTQ+ students)

terrorism, etc.) have decreased my interest _
Concerns over another pandemic

Other (please specify) [l 3% < Nothing! All systems go!
0%  10%  20%  30%  40%  50%

Sample size = 75 students Sample size = 200 students

© 2026, TERRA DOTTA, LLC.



The cost & funding of study
abroad

Estimated costs

61% of students estimate

/ costs $5-15k
40% 37% Up from 11% in 2025

I(\ 549 26% I(\
(0]

20%

14%

0%

Less than $5,000

Between $5,000 Between $10,000

and $10,000 and $15,000

Over $15,000

Sample size = 200 students

While most students estimate study abroad costs to be
$5,000-%$15,000 and rely heavily on financial aid and scholarships,
the number of students estimating the costs to be more than
$15,000 has more than doubled in the past year.

Funding options

Financial aid

Scholarships

71% of students rely on

financial aid and/or

Paying myself scholarships

TexIncluded in tuitiont Messaging

0% 10% 20% 30% 40% 50%

Sample size = 200 students
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Student supports

Feeling informed...

ed @ Somewhat informed @ No, | lacked details

..finding the right
program for me

..managing
tuition/financial aid

..fulfilling requirements
to make sure time spent
abroad will align with
your individual degree
and major requirements

..transferring credits

0% 20% 40% 60% 80% 100%

Sample size = 200 students

Many students feel somewhat informed about the decision factors

for study abroad but want clearer guidance on finances, credit
equivalency and program selection.

Ways to provide better support

Better financial aid information
and cost transparency

Clearer course credit transfer /
equivalency guidance

More detailed pre-departure
preparation (culture, logistics, safety)

More frequent communication and
updates throughout the process

Better housing guidance or
support abroad

More information about safety and
emergency resources

More peer mentorship or access to
past participants

Better advising to help select the
right program

Help with visas, travel logistics, and
documentation

Opportunities to connect with other
students going abroad beforehand

Career guidance connecting study
abroad to future jobs

0%
Sample size = 118 students

6%
6%
6%
4%
3%
2%
5%

8%

10% 15%
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Marketing study abroad

How institutions promote study abroad plays a critical role in moving students
from interest to action, with peer stories and clear, accessible information often
carrying more weight than traditional messaging. Institutions that combine
authentic student voices with personalized, easy-to-navigate program guidance
will be best positioned to drive engagement and participation.
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Prog ram discovery University resources and word of mouth drive initial awareness,

while YouTube and Instagram lead social discovery.

How students 1Ist learned about study abroad programs Social media channels where they learned about it

University website 17% 40% s T

37%

Family 16%

Social Media 20%

Friends

University orientation
20%

University information session
(in-person or virtual)

15%

Faculty 1%

10%
University marketing literature

(pamphlet, brochure, etc.)

4% 4%
| 0%
0% 5% 10% 15% 20% Youtube Instagram Tik Tok Snapchat X (formerly twitter) Facebook
Sample size = 200 students Sample size = 27 students

© 2026, TERRA DOTTA, LLC.



H Most students rely on university websites and advising for
StUdy abroad StUdent plannlng planning but want more peer insights guidance.
More than half of students want major-matched program

reSOu rces guidance — indicating a institutional opportunity.

Where students find most information Funding options

Guidance matching me with

programs catered to my major 63%

40% 379%

Database of reviews/experiences
from past students

26%

(0]
23% Dedicated study abroad
20% office/advisors
12% Informational sessions from
program providers
(o)
& Peer mentors who have studied
abroad
0%
Online, my In-person or Talking to Third party Written
school’s study virtual friends program materials, Ai chatbot 23%
abroad website meetings provider collateral
websites 0% 10% 20% 30% 40% 50% 60% 70%
Sample size = 200 students Sample size = 200 students
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Peer experiences and institutional guidance strongly influence

Prog ram deCiSiOn faCtOrS study abroad decisions while location and cost have the final say.

Greatest influence on decision Ultimate factor in decision

College or university (academic Location 8%
[0)
advisors, study abroad officers, etc.) 38%

Cost
Fellow students/friends i know
and trust

Foreign institutional

offering/partnership
Family

Academics

Other students (that i don’t know)

sharing their experiences online School recommendation

0% 10% 20% 30% 40%
0% 10% 20% 30% 40%

Sample size = 200 students Sample size = 200 students
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Program promotions

Importance of methods to promote study abroad programs

® Veryimportant @ Somewhat important

Friends or peer recommendations

University website

One-on-one advising meetings

Social media (posts from other
students)

Professors / faculty

Social media (official university
accounts)

Virtual group info sessions

In-person group info sessions
Email communications

Information fairs

%

Sample size = 200 students

Not at all important

¢ Not very important

8%

10%

1%

12%

Peer recommendations, study abroad advisors, and university
websites are the most effective channels for promoting study
abroad programs.

Most important promotion method for study abroad programs

Friends or peer
recommendations

One-on-one advising meetings

University website

Social media (posts from other
students)

Professors / faculty
In-person group info sessions

Social media (official university
accounts)

Email communications

Virtual group info sessions

0%

Sample size = 200 students
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The value of globalization

In an increasingly interconnected world, study abroad equips students with the
global perspective, cultural fluency, and adaptability needed to navigate complex
international environments. These experiences not only broaden worldviews but
also prepare students to contribute meaningfully in a global economy.
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Students respond most favorably to personal growth

Reasons to Study abroad and cultural immersion messaging. Personal growth
messaging outperforms career/workforce framing
(32% vs. 19%).

Most compelling description of Interest in virtual travel programs Interest in domestic travel programs
program

Friends or peer

recommendations 28%

One-on-one advising

; Absolutely
meetlngs

20%

Very interested
22%

University website

I'd consider it

Social media (posts
45%

from other students)
Would need
to learn more

52%
Professors / faculty | E
In-person group info

sessions Not interested

26%

Social media (official
university accounts)

Email communications

Virtual group info
sessions

2%

Sample size = 200 students Sample size = 200 students
0% 5% 10% 15% 20% 25% 30%

Sample size = 200 students
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Study Abroad motivators

Importance of Study Abroad to development

Very important

Somewhat important

Not very important 6%

Not at all important 2%

0% 10% 20% 30%

Sample size = 200 students

40%

40%

50%

52%

60%

Nearly all students planning to study abroad say it is important to
their personal development, with personal growth, an interest in
travel and global career preparation emerging as the strongest
motivations.

Primary reason for interest in study abroad program

Personal growth 37%

Because i love to travel

To prepare myself for a
global workforce

Because i've never been
out of the country
before

| want to strengthen my
language skills

Because my friend did it
and loved

0% 10% 20% 30% 40%

Sample size = 200 students

© 2026, TERRA DOTTA, LLC.



Students advice to institutions
about study abroad

Top things to make programs more accessible

Help me learn about
financial aid for study
abroad

Make the process easier

Help me align programs
to my field of study

Increase student body
awareness

Embrace virtual
programs

Sample size = 200 students

0%

5%

10%

15%

20%

25%

30%

32%

35%

Students consistently identified expanded financial aid and
stronger alignment between study abroad programs and their
major as the biggest opportunities to improve accessibility and
the overall experience.

Adyvice to improve the experience

Easier access to financial

33%
aid °

Easier course equivalency
determination

More advising to select
the best program

Better or more frequent
communication
throughout the process

Better pre-departure
briefing

8%

0% 5% 10% 15% 20% 25% 30%  35%

Sample size = 200 students
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Conclusion

The 2026 Terra Dotta Voice of the Students survey reinforces a clear reality:

Demand for study abroad is not the challenge as students continue to see these
experiences as transformative, shaping who they are and how they engage with
the world.

But turning intent into participation requires institutions to meet students where
they are.

e Geopolitical uncertainty has raised the bar for safety communication and
real-time guidance.

» Cost transparency—not just access to funding—has become critical to
decision-making.

e And students are looking for more personalized, major-aligned pathways
and authentic peer perspectives to build confidence in their choices.

With study abroad influencing college selection, institutions have a timely
opportunity to lead.

Those that simplify access, communicate clearly, and elevate the value and the
experience of study abroad will not only reduce barriers—they will stand out in
an increasingly competitive landscape and turn student interest into lasting
impact.
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Methodology

OBIJECTIVE:
Terra Dotta wanted to learn more about the demand for studying abroad
among college students.

METHOD:

Data collection was conducted online (via an online panel) among
college students in the US. Respondents were required to be enrolled at
a public or private institution.

QUOTA AND QUESTIONNAIRE:
There were 275 interviews conducted from February 18-March 5, 2026.
The survey took about 5 minutes, on average, to complete.




Respondent profile

40% 39%

32%
30%
275 FOCUS ON STUDENTS Respondents oo .
0 ()
TOTAL RESPONDENTS INTERESTED IN STUDY by student
ABROAD PROGRAMS. situation 10% 11%
(0}
0%
College College College junior College senior
freshman sophomore
Business,
management,
marketing, and Health
related support ~ Professions
services and related
5 programs .
21% 0% . Private
Biological - bear:liarts 3 8%
and sciences,
Respondents somedial s SESPEEEUR S s
by major 13% romente Engineering SfOCia' Of InStItUtlon
12% _ sciences .
11% Education (excluding Public .
YT o neren Public
o affairs) s?rvk.:e 62%
professions
6% Lega.\l
5%
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Respondent profile

55%

Respondents Respondents
by institution by planning to
study abroad
3%
r
Doctorate-granting Master's Colleges and Baccalaureate Colleges Associates Colleges
Universities Universities
70%
60%
50%
Respondents by date  40%
Respondents P y
of program 30%
by program
20%
type 4% 2o
70 2% 1% 10%
S:gz::r Internship Undecided F‘a)cr::gljtgf\d Research E;Zzigie legil.ilsg/e E;r:rl\(i:sé O% Summer 2026 Fall 2026 Spring 2027 Other
(please specify)

immersion
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Worldview and student outcomes

35% 35%

[
Wordiview .
Conecction to
[ ]
im :
pact ] local community
20%
5% 0%
It has not impacted my It has moderately impacted my It has profoundly impacted me by Much less . Somewhat Ie§s Equally connected Somewhat mo.re Much more.
perspectives worldview by exposing me to new challenging my global assumptions conngcted while conne‘cted while conngcted while conngcted while
ideas and beliefs studying abroad studying abroad studying abroad studying abroad
50%

o 0 O,
Cross-cultural communication 80%

Adaptability and resilience

Most Collaboration in diverse Surprlses abOUt
important teams cultural differences
Ski"S or Learning a new language
leassons
Problem-solving in new
Iea rned situations Dining and food Social.norms and Educational system Art and aesthetics
customs etiquette and values

0% 20% 40% 60% 80%
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Terra DOtta YY) TERRADOTTA

for Global
Engagement

SEE FOR YOURSELF.

We invite you to learn how Terra Dotta can help you streamline your international
education processes.

Reach us online or contact your
Our cloud-based, modular solutions encompass Terra Dotta representative

study abroad, international student and scholar
services (ISSS), student engagement, global
engagement dashboards, and travel risk
management—including our award-winning
AlertTraveler® mobile application.

www.terradotta.com sales@terradotta.com

Offering a seamless user experience, the
platform serves as a hub for institutions’ global
experience programs, pulling in relevant cross-
campus student data to enable advanced
global engagement analytics.




	2026 STUDY ABROAD SURVEY:
	THE VOICE OF THE STUDENTS
	The fifth annual Terra Dotta study abroad students’ survey.
	Ongoing communication with study abroad office
	University communication methods while abroad
	Parent communication methods while abroad
	What prevents students from studying abroad
	Feeling informed...
	Ways to provide better support
	How students 1st learned about study abroad programs
	Social media channels where they learned about it
	Where students find most information
	Greatest influence on decision
	Ultimate factor in decision
	Importance of methods to promote study abroad programs
	Most important promotion method for study abroad programs
	Most compelling description of program
	Interest in virtual travel programs
	Interest in domestic travel programs
	Importance of Study Abroad to development
	Primary reason for interest in study abroad program
	Top things to make programs more accessible
	Advice to improve the experience

	Appendix

