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ABSTRACT	
  
	
  

This report discusses a case study: learning disability people in Indonesia as the target market 

of Peach Market. Peach Market is a non-profit organization that makes books and content 

with simpler sentences and words. PeachMarket makes content for people with learning 

difficulties to help them easily understand. The report consists of market segmenting and 

market targeting of people with learning disability in Indonesia for Peach Market Company. 

Market segmenting is a process of dividing the potential customers into some groups to make 

it easier for the company to choose the target market. Market segmentation includes 4 factors; 

demography, geography, pyschography, and behavioral. Demography segmentation consists 

of age, gender, income, occupation, marital status, family size, race, religion, and nationality 

of the potential customers. Geography segmentation considers variables such as climate, 

natural resources, and population density of the potential customers. Psychography 

segmentation consists of personality traits, values, motives, interest and lifestyle of the 

potential customers. Behavioral segmentation considers the buying behaviours, in terms of 

shopping frequency and volume of purchase. After segmenting the potential customers, the 

next thing to do is targeting. Market targeting is choosing a group of potential customers 

whom the company wants to sell products and services, and direct its marketing effort. 

 
Keywords: Segmentation, Targeting, Learning disability in Indonesia, Autism in 
Indonesia. 
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CHAPTER 1 
 

INTRODUCTION 
 

1.1 Company Profile 
	
  

1.1.1 Meaning of PeachMarket 

 

In economics, there are two terms called 'lemon market' and 'peach market'. The 

lemon market is the term used for unequal information as the quality(taste) of lemon is hard 

to tell by the appearance. So, whoever knows better about a lemon gets a better lemon. 

However, peach is easy to tell which one is more delicious, and which one is ripe even if you 

don't have much information about the peach. So, the term Peach market as an economics 

term means a condition of perfect information that people in the market have equal 

information awareness. This is the reason that the corporation is named 'Peach Market'. 

Simply, The company named Peach Market because they work for information equality 

because the corporation helps people who have a hard time reading to read and understand 

easily. 

Peach Market was established in 2015. In 2014, Mr. Ham (CEO of the PeachMarket) 

started to write a readable book/easy book with the people he knew. At that time, He did a lot 

of research and met a lot of people with learning disabilities to write his first easy-reading 

book. In 2015, he published his first easy-reading book from a famous book that had already 

been adapted (he made it easy for people with a learning disability) called ‘what men live by’ 

by Tol Stoy. and after that, he established the PeachMarket.  

The real literacy rate in South Korea is ranked the least in OECD. In Korea, many 

people can 'read' the letters (so the literacy rate is very high) but there are many people who 

can't understand the meaning or comprehend the meaning of a sentence (this is about the real 

literacy rate). Some people have a hard time understanding, reading a book and need readable 

books and information. In the PeachMarket, this kind of people is called 'slow learners’ (느린 

학습자) because there are no terms in Korean for people with learning disabilities. It means a 

blind person who needs braille to read, people with learning disabilities need readable books. 

PeachMarket is a non-profit organization that makes books and content with simpler 

sentences and words. PeachMarket makes content for people with learning difficulties to help 

them easily understand. PeachMarket operates programs that fit the individual learning level 
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and enhance the reading experience. Based on the services, Peachmarket has four main 

businesses - easy books, book club, educating mentoring, and peach library.  

In the PeachMarket, they make readable books to improve the real literacy rate in 

South Korea and help people to communicate better because if people know as much 

information as others, it will be easier to talk about things. PeachMarket also makes the 

‘culture of reading’ to spread. PeachMarket has a library called 'a loud library' where people 

can read aloud and express what they think. So the PeachMarket books are mainly for people 

with learning difficulties who need books and information. The company also creates easy 

essays and contents that everyone can easily understand whether they have learning 

disabilities or not. Until now, they try to enhance the educating experience of people with 

learning disabilities and to change social recognition with their books. 

 

1.1.2 Four Main Businesses 

The easy-reading book series is written in simpler sentences and consist of stories, 

sentences, and word guides that have been developed with full consideration of the main 

reader's literacy skills. To make understandable content to everyone, PeachMarket designs 

the books with a specific guide for word styles and size, display of margins and illustration. 

In addition, Peach Market also runs a ‘Bookclub’ group for people who want to read books 

and communicate with other people. It is more important to make a relationship with other 

friends than just taking classes in school, especially for teenagers. At the book club, students 

with learning disabilities and non-learning disabilities can read and discuss a book together, 

share what they know and how they feel about the stories and become friends with each 

other. The book club increases their satisfaction with school life. As a part of the mentoring 

program, PeachMarket educates young people to be mentors who help friends with learning 

disabilities. They also educate teachers in special education on how to use easy-reading 

books in their classes. Through the mentoring program, PeachMarket is trying to improve the 

social recognition of learning disabilities. To enhance the reading experience of people with 

learning disabilities, they continually hold campaigns for all the libraries and schools to have 

easy books. It will also increase library visits frequency of people with learning disabilities. 

 

1.1.3 Vision and Mission of Peach Market 

PeachMarket mission is the improvement of literacy proficiency and equality of 

information for people with learning disabilities. Given that approximately one million 

people have learning disability in South Korea, the company creates various formats of 
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content written in easy sentences. The term ‘people with learning difficulties’ means 

everyone who has difficulty in reading, including people with a developmental disability and 

borderline intellectual functioning (BIF).  

The vision of PeachMarket in 3 years later is to help the one million people with learning 

disabilities in South Korea to read by reading the PeachMarket easy-reading books and to 

understand and get a lot of information. The vision of PeachMarket in 10 years is to become 

an international organization of education that makes readable content for people with 

learning disabilities from all over the world. Through these businesses, what PeachMarket is 

trying to achieve is improving literacy proficiency of learning disabilities, enhancing social 

skills of learning disabilities and spreading reading culture for learning difficulties and non-

difficulties. 

 

1.2 Study Background 

There are four main programs conducted in PeachMarket.Those are easy-reading book, 

book club, education mentoring, and library. Easy-reading book program is one of the main 

programs run by Peach Market Company. In this program, they produce easy-to-read books 

for people with learning difficulty. The books are written with simple sentences to help those 

with learning difficulty understand the concept of the books. The books consist of stories, 

sentences, pictures, and word guides that have been developed with full consideration of the 

main reader's literacy skills. One of the easy-reading books that published by PeachMarket is 

“Re-book”. The second program is a book club. The book club helps the people to meet new 

people and to have discussion about a book. At the book club, students with learning 

disabilities and non-learning disabilities can read and discuss a book together, share what 

they know and how they feel about the stories and become friends with each other. The third 

program is education mentoring. This program is to educate young people to be mentors who 

help friends with learning disabilities. They also educate teachers in special education on how 

to use the easy-reading books in their classes. The fourth program is library. PeachMarket 

provides library to enhances people with learning difficulty to read more. 

Market segmentation is the actual process of identifying segments of the market and the 

process of dividing a broad customer base into sub-groups of consumers consisting of 

existing and prospective customers. Market segmentation is a consumer-oriented process and 

can be applied to almost any type of market. In dividing or segmenting markets, researchers 

typically look for shared characteristics such as common needs, common interests, similar 

lifestyles or even similar demographic profiles. So, market segmentation assumes that 
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different segments require different marketing programs. After doing the segmentation, the 

marketer will find the possible target market by doing market targeting.  

Once the market segmentation has been completed, the company should be aware of the 

needs and wants of its selected segments. It is in the interest of the business to identify any 

untapped needs in the marketplace, as there could be customers who may not be adequately 

served by competitors. It is then necessary to identify the most profitable segments and to 

decide which segments will be served. There are three market coverage alternatives, which 

can be applied; undifferentiated marketing; differentiated marketing and concentrated 

marketing.  

So, this report will explain the segmentation and targeting that have been done by the 

writer for the company. This report identifies the potential segment and target market for 

PeachMarket. This report also explains the challenges encountered by the writer while doing 

the marketing research for the PeachMarket.   

 

1.3 Problems Formulation 

This research attempts to determine the people with learning disability in Indonesia as the 

target market of PeachMarket. The following are some of the specific issues that investigated 

in this research: 

1. How is the company (Peach Market) to find its specific disability target market?  

2. How to develop STP of Indonesian target market for Peach Market? 

3. How to provide the market analysis for indonesian market that suitable for disability 

book published? 

 

1.4 Report Objectives 

This research attempts to determine the people with learning disability in Indonesia as the 

target market of Peach Market. The following are some of the specific issues that investigated 

in this research:  

1. Learning the company (Peach Market) to find its specific disability target market   

2. Developing STP of Indonesian target market for Peach Market 

3. Providing market analysis for Indonesian market that suitable for disability book 

published. 

 

1.5 Benefits of Internship 

1.5.1 Benefits for The Student 
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The internship helped the student to get real experiences in the workplace, to acquire more 

knowledge about marketing and procedures of a company. It also helped the student to 

improve her ability in the workplace by using the knowledge from the university as the basic 

theory to solve the problem of Peach Market.  

 

1.5.2 Benefits for The University 

The university gains information and knowledge about company management. The university 

also gets the contact of the company from the student that already did the internship in the 

company.   

 

1.5.3 Benefits for The Company 

The intern helped the company to acquire more knowledge about marketing theories. The 

company also get more information from the research done by the intern. In addition, The 

company has been assisted in finding out the information about the potential segment and 

target market. 
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CHAPTER 2 
 

LITERATURE REVIEW 
 
2.1 Theoretical Review 

 
2.1.1 Segmentation 
 

Market segmentation is a consumer-oriented process and can be applied to almost any 

type of market. In dividing or segmenting markets, researchers typically look for shared 

characteristics such as common needs, common interests, similar lifestyles, or even similar 

demographic profiles. So, market segmentation assumes that different segments require 

different marketing programs, as diverse customers are usually targeted through different 

offers, prices, promotions, distributions, or some combination of marketing variables 

(Camilleri, 2018). 

Once the customer segments have been identified and profiled, the marketer must decide 

which segment to target. Diverse customers will have different expectations. For instance, 

there may be customers who will value a differentiated, high-quality service, while others 

may be more price-sensitive. Not all firms have the resources to serve all customers in an 

adequate manner. Trying to serve the entire market could be a recipe for disaster. The overall 

aim of segmentation is to identify high-yield segments. These are likely to be the most 

profitable groups of customers or may hold potential for growth. Hence, the most lucrative 

segments will usually become target markets (Camilleri, 2018). 

By dividing the market into segments, marketing managers can acquire a better 

understanding of the needs and wants of customers. This enables them to customize or 

‘tailor’ the company’s marketing activities more accurately and responsibly to the individual 

customers’ likings. Segmentation marketing supports businesses in meeting and exceeding 

their customers’ requirements. It may also allow them to evaluate the competitors’ strengths 

and weaknesses. This way, they could discover business opportunities in the market, which 

were not served well (Camilleri, 2018). 

Market Segmentation includes (a) demographic, (b) geographic, (c) psychographic and 

(d) behavioral. 

a. Demographic segmentation involves dividing the market into groups that are 

identifiable in terms of physical and factual data. The demographic variables may 

include; age, gender, income, occupation, marital status, family size, race, religion, 

and nationality. These segmentation methods are a popular way of segmenting the 
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customer markets, as the demographic variables are relatively easy to measure 

(Camilleri, 2018).  

b. Geographic segmentation involves selecting potential markets according to where 

they are located. This segmentation approach may consider variables such as climate, 

terrain, natural resources, and population density, among other geographic variables. 

Markets can be divided into regions because one or more of these variables could 

differentiate customers from one region to the next (Camilleri, 2018). 

c. Psychographic segmentation could be used to segment markets according to 

personality traits, values, motives, interests, and lifestyles. A psychographic 

dimension can be used by itself to segment a market, or it can be combined with other 

segmentation variables. The psychographic variables are used when purchasing 

behaviors correlate with the personality or lifestyles of consumers. Diverse consumers 

may respond differently to the businesses’ marketing efforts (Camilleri, 2018). 

d. Lastly, Behavioral segmentation is defined as the segmentation of the market 

according to individual purchase behaviors. Behavior-based segmentation is 

conspicuous with the benefits sought from the product, with the identification of 

specific buying behaviors, in terms of shopping frequency and volumes of purchase, 

et cetera (Camilleri, 2018).  

 
2.1.2 Targeting 
 

After dividing the market into some groups, it is important for the company to choose 

the potential market for which the company will offer products and services. A target market 

is a group of customers whom the company wants to sell their product and services as well as 

direct their marketing effort. Therefore, it is important for the company to identify its target 

market because without identifying the target market the company can waste a lot of money 

and time when doing marketing and selling (Kenton, 2019). The company can select the 

target market at several levels such as mass marketing, segmented marketing, niche 

marketing, and micro marketing levels (Kotler & Armstrong, 2014, 225). 

a. Mass Market 

The mass market is known as the undifferentiated market. It is a strategy in which the 

company offers the product and services without segmenting the whole market. So, the target 

market for the mass market is the whole market. This strategy is the opposite of segmented 

and niche marketing. (Spacey, 2017). 
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b. Segmented market 

The segmented market is also known as a differentiated market. It is the strategy in which the 

whole market is segmented by the company into several groups of a target market. In 

addition, the company sells its products and services to several different target market (Kotler 

& Armstrong, 2014). 

c. Niche market 

The concentrated market is another name of a niche market. The niche market is one kind of 

market targeting plan. A company focuses on one particular segment that has potential 

customers. To get a strong market position, a company has to acquire knowledge about the 

customer, what customers need, and what they want. (Kotler & Armstrong 2014, 226.)  

d. Micromarketing  

Micromarketing is a process of market targeting plans that aim for a specific group of 

customers in a concentrated market. In the case of micromarketing, a company offers 

products and services to target customers directly. (Twin 2019.)  
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CHAPTER 3 
 

METHODOLOGY 
 
3.1 Types of Research 
 

Leedy & Ormrod (2015) stated that the researcher makes the research methodology as 

the general approach in carrying out the research project; to some extent, this approach 

directs the specified tools the researcher chooses. According to Astalin (2013), qualitative 

research has drawn up under a combination of observations, interviews, and document 

reviews. 

Therefore, this study case uses a qualitative research method to describe the results 

from the writer’s achievement into the internship report program in Peach Market Company. 

The study case consists of the problems faced by the company and the writer helps the 

company to solve them with the theories learned in university mixed with the culture of the 

company. The results provide recommendations and information needed by the company. 

 
3.2 Data Source 
 
The data gained by the author  are divided into two sources: 

a. Primary Data 

 Primary data is the data originates from the researchers with the specific purpose of 

using problems in the study. According to Malhotra (2010), primary data is the data 

originated from the author for the specific purpose of addressing the research problem. In 

this study, the primary data obtained from the interviews and discussions with a number of 

employees of Peach Market regarding the job description given to the author and the 

problems of the company. 

 

b. Secondary Data 

According to Malhotra (2010), secondary data is the data collected for some purposes other 

than the problem at hand. Secondary data obtained through a collection of literature studies 

derived from books and research journals for the purpose of supporting the validity and 

correctness of the primary data. Secondary data usually serves as a reference because it 

originates from sites that provide information relating to the research study. 

 
 
 



	
   23	
  

3.3 Research Design 
 

As a research design, this research is the case study research design. A case study 

claims to recommend a wealth profundity of data that is not normally offered by different 

techniques. With numerous factors, the contextual analyses can be recognized as a complex 

set of conditions that produce a particular demonstration. It is a profoundly multipurpose 

research method. It can utilize all techniques for information and all methods of data 

collection from testing to interviewing. The most simple method is an illustrative portrayal of 

a solitary occasion or event. The more complex is the analysis of a social situation over a 

period of time. The most complex one method is the extended case study which follows 

occasions including similar entertainers over some stretch of time empowering the 

examination to reflect changes and modifications (Astalin, 2013).  

Case study research is used to describe an entity that forms a single unit such as a 

person, an organization, or an institution. Some research studies describe a series of cases. 

This research is to describe the problem faced by an organization, which is information about 

learning disabilities in Indonesia. Therefore, the researcher conducted a survey and fact-

finding investigation to get the information needed by the organization.  

 
3.4 Data Collection Method 
 

In performing qualitative research, an interview is a set of techniques for collecting data 

from individuals and/or groups through structured, semi-structured, or unstructured 

questioning formats. Typically, semi- or unstructured, open-ended, informal interviewing is 

preferred to allow for more flexibility and responsiveness to the topic to come up for both the 

interviewer and respondent.  

Therefore, the data is collected using interviews as tools of the survey. In the survey 

method research, participants answer questions administered through interviews.  After the 

participants answer the questions, the researcher describes the responses given. In order that 

the survey can be both reliable and valid, it is important that the questions are constructed 

properly. 
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3.5 Time and Place of Internship 
 

The internship was carried out at Peach Market precisely located in Gangnam-gu, 

Seoul, Republic of Korea. The period time of the internship was a month, starting from 

February 10th , 2020 until 3rd  March 2020. The work hours for the internship started from 9 

am-6 pm Korea time. Due to the bad condition of the country (caused by the Corona Virus), 

the author ended the internship earlier. 

 
3.6 Unit of Analysis 
 

The Peach Market has been interested to expand their business to other country and 

Indonesia becomes one of their target markets. The company think that they can get more 

information because the researcher is from Indonesia. Therefore, the researcher was assigned 

to work as the marketing researcher to find all of the information that the company needed to 

know about their target market in Indonesia. The researcher worked alone because the 

company does not have a marketing department. The CEO or representative of the company 

did have a discussion about the data that the researcher found and they guided the researcher 

when the researcher conducted the research. The researcher also did some interview with the 

CEO and the number of employee to know the company market and to understand the market 

that they need. 
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CHAPTER 4 
 

ANALYSIS OF PROGRAM IMPLEMENTATION 
 

4.1 Learning Dissability in Indonesia 
	
  

The latest data from The Central Bureau of Statistics in 2017 revealed the total of special 

needs children is as much as 1.6 million people. 70% of them were not getting a proper 

education and it means that almost 1 million disabled people did not get any education. Of 

the 30% of disability people, only 18% of them were getting the inclusion education. There 

were 115.000 people going to extraordinary schools and 299.000 people going to regular 

schools that have been chosen by the government for disability people. 

 

Here is the data of the total people with disabilities in Indonesia based on Susenas (survei 

Sosial Ekonomi Nasional/ National Social Economy survey) 2018. 

1.  Aged 2 - 6 years old = 33,320,357 people 

People with medium disabilities = 1,150,173 people 

People with heavy disabilities = 309,784 people 

2. Aged 7 - 18 years old = 55,708,205 people 

People with medium disabilities = 1,327,688 people 

People with heavy disabilities =433,297 people 

3. Aged 19 - 59 years old = 150,704,645 people 

People with medium disabilities = 15,834,339 people  

People with heavy disabilities =2,627,531 people 

4. Aged  > 60 years old = 24,493,684 people 

People with medium disabilities = 12,073,572 people  

People with heavy disabilities = 3,381,134 people 
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Table 1. The percentage of school participation of special needs children above 5 years old 
 
The chart shows the number of school participation of special needs children above 5 

years old based on the Central Bureau of Statistics in 2018. 

- Not/ Never go to school = 23.91% 

- Still going to school = 5.48% 

- Left school/ not going to school anymore = 70.62% 

 

The higher the age group of the disabilities, the lower the school participation rate.  

The highest rate for the school participation rate is from age 7-12 years old and it was 

91.12%. The lowest rate for the school participation rate is from age 19-24 years old and it 

was 12.96%. 

 

  
Table 2. The level of education for people with disabilities above 15 years old 
 
The chart shows the level of education for people with disabilities above 15 years old in 

2019. 
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- Not/ Never go to school = 21.22% 

- Did not finish elementary school = 30.54 

- Elementary school = 25.83% 

- Junior High School (JHS) = 9.76% 

- Senior High School (SHS) = 9.85% 

- University = 2.8% 

 

The low number of learning disabilities who received education was caused by 

various factors. Some of the factors were the lack of adequate school infrastructure, the lack 

of teaching staff that can teach the disability students, and others. 
 

Riyani T Bondan, Chair of the Indonesian Dyslexia Association, revealed, in the 

world, 10 to 15 percent of school children has dyslexia. With the number of school children 

in Indonesia around 50 million, an estimated 5 million of them suffer from dyslexia. While 

Dr. Kristiantini Dewi SpA (a child specialist who studied dyslexia) said the total of dyslexia 

could be around 10% to 20% in every population. She gave an example if there is 30 kids in 

the class then 3 to 6 people must be dyslexia but the levels can be mild or severe. Based on 

auticare.id (2019), it was predicted that the total of people with autism were 2.4 million 

people with an expected increase of 500 people every year. 

The difficulties that faced by the government are the human resource for teaching the 

disability students and the varieties of disability in every place, as they are spread in all over 

Indonesia. The disability can be diverse in every city/ region and it urges the government to 

ensure all of them getting the right education. 
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Table 3. The number of people with disabilities in 2018 

 

The chart shows the number of disabled people in every province. The red color (left) 

shows people that have a severe disability and the yellow (right) shows people that have a 

medium disability. The varieties of disabled people consist of vision, hearing, fine motor, 

gross motor, speaking, intellectual, specific learning difficulties, attention or difficulties, and 

emotions. 
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After getting all of the data on disability in Indonesia, the company chooses autism in 

Indonesia as its target market. Therefore, the company needed to find more information about 

autism in Indonesia and the company asked the writer to find all the information related to 

autism in Indonesia. 

 

4.2 Autism in Indonesia  
	
  

The population of autism in the world is always increasing every year. Until now, there is 

no exact amount of the autism population. This is related to the unavailability of a good 

system for diagnosis and data collection of individuals with autism from the government and 

the lack of knowledge & understanding of ordinary people about ASD. Although there is no 

exact amount of people with autism in Indonesia, the government has published the predicted 

amount of people with autism in Indonesia.	
  

	
  

In 2015, it was recorded that 1 per 250 kids had ASD in Indonesia and more or less there 

were around 12.800 kids with ASD and 134.000 people with ASD.	
  

	
  

In 2018 Deputy Assistant for Children with Special Needs Ministry of Women's 

Empowerment and Child Protection (PPPA  Ministry), Indra Gunawan said: "the calculation 

of the number of people with autism refers to the incidence and prevalence of autism, namely 

two new cases per 1,000 population per year and 10 cases per 1,000 population". He 

explained, the population of Indonesia was 237.5 million with a growth rate of 1.14 percent, 

referring to the data from the Central Statistics Agency in 2010. Therefore, people with 

autism in Indonesia are predicted to have 2.4 million people with an additional 500 people 

per year.	
  

	
  

Currently, the global incidence of autism is increasing. The report of the Center for 

Disease Control and Prevention declared that the prevalence of autism increased from 1 per 

150 population in 2000 to 1 per 59 in 2014. In 2019, the number of people with autism in 

Indonesia was estimated to reach 4 million people. They are often referred to as Autism 

Spectrum Disorder (ASD). The highest deployment is in areas with a high population density 

ratio, for example, West Java with cases estimated at 25 thousand people.	
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Currently, there has been a lot of information about handling autism in Indonesia such as 

the opening of various therapy centers, establishment of various foundations that care about 

children with autism, and also seminars either from domestic or abroad that discuss the issue 

of autism. Handling autism that was once considered impossible, it can eventually be applied 

to children from an early age, although not many parties can do it. Most of the autistic 

children in the small cities were taken to Jakarta (capital city) because of the lack of 

treatment in their regions.	
  

 
4.3 Extraordinary Schools in Indonesia 

 
Based on the Ministry of Education & Culture in 2016/2017, there are 2.070 

extraordinary schools in Indonesia. 545 of the extraordinary schools are public school and the 

rest 1,525 are private school. For elementary schools, there are 121 public schools and 133 

private schools. For junior high schools, there are 20 public schools and 96 private schools. 

For SM (senior secondary schools), there are 13 public schools and 61 private schools. The 

rest are 391 public schools and 1.235 private schools.  
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Table 4. The overview of private extraordinary school in 2016/2017 
 

The table above shows the overview of private extraordinary school by provinces in 

2016/2017. It shows the total of schools, new entrances, pupils (students in the school), 

repeaters, and drop out students. The total of new entrants are 17.217 students, the total of 

pupils are 73.845 students, the total of repeaters are 2.279 students and the total of dropout 

are 95 students.  
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Table 5. The continued overview of private extraordinary schools in 2016/2017 
 

The table above is the continued private extraordinary schools. The table shows the 

graduates, HM & teachers, education staff, classes (study group), and classrooms. The 

amount of graduates are 2,364, the amount of HM & teachers are 15,254, the amount of 

education staffs are 574, the amount of classes are 19,178, and the amount of classrooms are 

12,384. 
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Table 6. The overview of the public extraordinary school in 2016/2017 

 
The table shows the overview of the Public extraordinary schools by provinces in 

2016/2017. It shows the amount of schools, new entrants, pupils, repeaters, and dropouts. The 

amount of public schools are 545, the amount of new entrants are 10,774, the amount of 

pupils/students are 47,399, the amount of repeaters are 1,899, and the dropouts are 38. 
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Table 7. The continued of the overview of the public extraordinary school in 2016/2017 

 
Table 7 displays the continued public extraordinary schools. It shows the amount of 

graduates, HM & teachers, education staff, classes, and classrooms. The amount of graduates 

are 1,592, the amount of HM & teachers are 9,403, the amount of education staffs are 1,087, 

the amount of classes are 10,750, and the amount of classrooms are 7,343. 

 
It can be concluded that: 

1. The total of extraordinary schools are 2.070. 

2. The total of new entrants are 27.991. 

3. The total of pupils/students are 121.244. 

4. The total of repeaters are 4.178. 

5. The total of dropouts are 133.  

6. The total of graduates are 3.956. 

7. The total of HM (headmaster) & teachers are 24.657. 
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8. The total of education staff/ non-teaching staff are 1.661. 

9. The total of classes are 29.928. 

10. The total of classrooms are 19.727. 

 
4.4 Segmenting & Targeting of target market 

 

Segmentation is a strategy of dividing the target market into several groups. Segmentation 

helps the company to specifically choose the target market and to do the marketing efforts to 

the target market. In this case, the writer was asked by the company to find information about 

the learning disability in Indonesia. It shows in chapter 4.1 that the total of special needs 

children is 1.6 million people. 70% of them did not get a proper education and it means that 

almost 1 million disabled people did not get any education. Of the 30% of disabled people, 

only 18% of them got the inclusion education. There were 115,000 people going to 

extraordinary schools and 299,000 to regular schools that had been chosen by the 

government. Therefore, there are still a lot of people with a disability that do not have a 

proper education.	
  

	
  

After getting the information, the company chooses a specific disability, which is autism. 

The writer was asked by the company to find all information about the autism in Indonesia. 

The information shows that people with autism in Indonesia are predicted to have 2.4 million 

people with an additional 500 people per year. Based on the demography, Jakarta has been 

one of the cities with abundant number of autistic people due to the migration of autistic 

people whose regions provide less treatment. In 2019, the number of people with autism in 

Indonesia was estimated to reach 4 million people, comprising those who are still going to 

school, graduated, and not go to school. Therefore, the company asked the researcher to find 

information about autism in Indonesia that still going to school, graduated, and not go to 

school. 	
  

	
  

The researcher found that based on the Ministry of Education & Culture in 2016/2017, 

there are 2.070 extraordinary schools in Indonesia. The information also describes the 

number of new entrants, student, repeaters, people who dropped out, and the graduates. The 

information helps the company to the number of autistic people in Indonesia and know the 

number of people in every city.  
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After doing the segmentation and getting the information, the company decided its target 

market. Choosing the target market or targeting is a process of choosing a group of people in 

which the company will do the marketing efforts and do the selling process. Targeting helps 

the company to reach its potential customer easily and effectively. That is why the company 

needs to do the targeting. After discussing the potential target market, the target market that 

chosen by the peach market company is the autistic students in extraordinary schools in 

Indonesia. 	
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CHAPTER 5 
 

CONCLUSIONS AND RECOMMENDATIONS 
 
 

5.1 Conclusions 
 

The Peach market is a non-profit organization that makes books and content with 

simpler sentences and words. It makes contents for people with learning difficulties to help 

them easily understand things as they are the target market. Peach Market operates programs 

that fit the individual learning level and enhance the reading experience. It has four main 

businesses- easy books, book clubs, educating mentoring, and peach library. The company 

planned to expand its business to other countries, one of which is Indonesia as they were 

interested in learning disabilities in this country. They thought that they could obtain more 

information on the topic as the researcher is from Indonesia.  

 The researcher has found a lot of information about the learning disability in 

Indonesia and done some segmentation & targeting. Segmentation divides the potential target 

market into several groups to make the company easier to choose the target market or do the 

targeting. First, the researcher found information about the population of disabled people and 

the learning disabled people in Indonesia. After the discussion, the company chose a specific 

group of disabilities, which is autism in Indonesia. In 2019, the number of people with autism 

in Indonesia was estimated to reach 4 million people. From the education aspect, the 

company obtained the information that there are 2.070 extraordinary schools in Indonesia and 

there are 121.244 students in such school, which among them 27.991 are the new entrants. 

Targeting is choosing a specific group of potential customers to be the target market 

of the company. After conductiong the segmentation and some information have been 

obtained, the company had a discussion with the researcher. The company finally chose the 

students in Indonesia’s extraordinary schools to be the target market of The Peach Market.  
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5.2 Recommendations  
 

5.2.1 For Companies 

 

1. Companies must consider the importance of marketing roles in the organization, such 

as controlling and managing social media and company web to stay connected with 

customers as well as attract new customers. 

2. Companies must consider building marketing department in the future to help them 

grow and expand business to other countries. 

3. Companies can maximize the use of marketing strategy, such as having a promotion, 

events, etc to gain the attention of potential customers and to attract new customers. 

 
5.2.2 For Future Interns and Future Studies 
 

1. Future interns must understand the company well to give the best marketing solution 

to the company and give more contribution to the company while doing the 

internship.  

2. Future studies should develop their research more on the target market and give more 

options for the company to choose the target market.  

3. Future studies should provide more information and have more discussion with the 

company to give the best to the company.   
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Appendices 4: Certificate of Internship from the Company 
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Appendices 5: Documentation pictures with CEO & Staff of Peach Market 
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Appendices 6: Workplace of Peach Market 
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