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CHAPTER 5 

 

CONCLUSION AND RECOMMENDATION 

 

5.1 Conclusion 

Using PESTEL analysis, it can be concluded that macro conditions in 

Indonesia is good enough to support the development of this industry. From 

the political, economic, socio-cultural, technology, and legal, gives a positive 

effect to the development of English courses in Indonesia. 

At the macro level, the environment condition is still supporting at 

least until 3 or 4 years ahead. Government policies and political situation are 

still good for the development of this industry. Moreover, the economic 

stability is also supporting for the industry development. The Indonesia 

government targeted that the economic growth in 2010 at 5 to 6 percent which 

is good for the business sector. Furthermore, based on the Indonesia President 

speech in front of the legislatives, dated August 16th 2010, Indonesia 

government allocates 23.9% of the government budget to education sector in 

2011, higher than 2010, which only reached 21.73 percent. Therefore, it 

means that education as industry has a very good prospect and the government 

is very serious to improve the wellbeing through education.  
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The concern about education in Indonesia can also affect the growth of 

the business in this industry. Nowadays, people of Indonesia are concern more 

about the education, that is a good value for English Education Services as a 

part of education society.  Moreover, the local language factor is a good factor 

for the growing of the business in this industry. 

Using Porter’s Five Forces analysis, it can be concluded that this 

industry is interestingly enough to enter. Because, the population in Indonesia 

is very large, it means that there is a big opportunity in this market. To enter 

in this industry is not difficult, must have enough capital and technology to 

compete in this market, and should follow the government regulation and 

policies. 

Nonetheless, to compete at the same level in this industry with the 

existing competitors, it necessary to have a differentiation among the existing 

competitor, so it looks new and attractive.  

Based on the SWOT analysis, it can be concluded that Wall Street 

Institute has a strong and familiar brand, Wall Street Institute also has a 

practical and result-oriented way of learning to communicate effectively in 

English: the Wall Street Institute Method and created a differentiation in 

learning English. Through the differentiation and international standard of 

quality, Wall Street Institute can still compete in competitive price and at the 

same time keep wider their business. 
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Wall Street Institute’s innovation strategies are: 

• Flexibility 

No more missed classes! Using the latest interactive learning technology, 

Wall Street Institute allows students to choose the course to fit their needs 

and learn at their own pace and convenience. 

• Unlimited Hours 

No limits! Once the students sign up, they can enjoy unlimited usage of 

the center’s learning resources and social club during their contract period. 

• Small Class Size 

No overcrowded classrooms, and look forward to greater personal 

attention and teacher contact time. Wall Street Institute guarantees a 

classroom size of no more than 4 students. 

• Total English Environment 

Learn real world English in our totally English-speaking environment. 

Wall Street Institute wide range of classroom and social activities will 

help accelerate the students learning process by providing a highly 

interactive environment. 

• Native Speaker Teachers 

At Wall Street Institute, the native English-speaking teachers and staff are 

all professionally trained to provide the students with the highest level and 

quality of service. 
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• Personal Attention 

A personal course consultant will help the students prepare their own 

personal study plan, and will always be on-hand to support, encourage and 

guide the students throughout their course. 

 

Segmentation of Wall Street Institute is middle social status and upper-

socio economic, target market of Wall Street Institute is aged 16 years above, 

and Wall Street Institute positioning themselves as a premium brand of 

English Education Service in Indonesia. In other words, they are also 

positioning themselves as the premium provider of English in a very urban 

and cosmopolitan up-market way, which also the best English Institution in 

Indonesia. 

 

 Wall Street Institute’s marketing strategies are: 

Product. The entire course is divided into 6 stages, with a total of 17 levels. 

Each level is made up of 4 units. The customer can choose the option that 

suits their needs. 

Distribution. Wall Street Institute in Indonesia still operates in Jakarta. Wall 

Street Institute in Indonesia now has 4 centers. The first center that 

established in Jakarta was in Ratu Plaza, 2007. The second center is in La 

Piaza, Kelapa Gading, North Jakarta. The third center is in Pondok Indah, 
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South Jakarta and the latest center, which the fourth center is located in 

Central Park, West Jakarta. 

Promotion. There are several promotion strategies that being use by Wall 

Street Institute, such as; signage, radio, online advertisement, booth, and word 

of mouth. 

Pricing. Wall Street Institute price is the highest price among existing 

competitor in both price per year and price per level. 

 

The awareness of Wall Street Institute Indonesia is getting higher from 

time to time. The company keep maintain and develop the strategic step to 

escalate the brand awareness of Wall Street Institute. 

DSF (Direct Selling Force) is the highest contributor factor of the Wall 

Street Institute brand awareness.  Referral is the second highest 

contributor factor of the Wall Street Institute brand awareness. Signage is the 

third highest contributor factor of the Wall Street Institute brand awareness. 

Those above are the tops 3-contributor factor of the Wall Street Institute brand 

awareness in Indonesia. 

The brand loyalty of Wall Street Institute Indonesia keeps increasing 

since 2007. The number of renewal that shows the loyalty is increasing in 

each branch.  

55% of the whole renewal is in Wall Street Institute Ratu Plaza 

branch. 26% of the whole renewal is in Wall Street Institute Lapiaza branch, 
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and 19% of the whole renewal is in Wall Street Institute Pondok Indah 

branch. 

Based on the internal survey, that 62% of students in Wall Street 

Institute Indonesia are satisfy with “meet my expectation”, 26% of other 

students are satisfy with “above my expectation”, 6% of other students are 

satisfy with “far above my expectation”, 4% of other students are dissatisfy 

with “below my expectation”, and the last 2% of students are dissatisfy with 

“far below my expectation”. 

Wall Street Institute strategic target is customer that value a highly 

service and quality of English. Wall Street Institute basis of competitive 

advantages are; flexibility of the course schedule that suit the customers time, 

international recognition and standard quality, and creating a new different 

style of learning English. 

Wall Street Institute product line are; small class, only 4 students 

(encounter class), Speaking Center with multimedia English System, 

Complementary class, Social Club and Chat Corner, The village, an online 

Wall Street International community, and Harvard ManageMentor. 

Wall Street Institute production emphases are Wall Street Multi-

method and Harvard ManageMentor. 

Wall Street Institute marketing emphasis are; online advertising in 

some famous and most visited site, Wall Street students as the brand 

ambassadors, internet marketing, and Direct Selling Force (DSF). 
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Wall Street Institute’s keys to sustaining the strategy are; established a 

corporation with Harvard Business Publishing, focused in strengthen the 

business in Jakarta, keep increasing the price regularly, and escalate and 

maintain the brand as a premium brand of English Education Service. 

Differentiation strategy is very important not only to the company but 

it’s important to the customers as well. In this case, customers were choosing 

Wall Street Institute because they saw it different and unique. Customers were 

considering many aspects of Wall Street Institute that totally different with 

other competitors before they chose Wall Street Institute. That’s why the 

differentiation strategy is really important to customers because they will look 

at the different and better one. 

The differentiation that conducted by Wall Street Institute really works 

in boosting up the business. They are using many different methods to create a 

differentiation and offer a better way of learning English. 

 

5.2 Recommendation 

 

• Wall Street Institute should wider the business in other big cities in Indonesia, 

such as; Surabaya, Medan, Bandung, because the opportunity is still big, the 

market is still growing as well. Moreover, while focusing in Jakarta, Wall 

Street Institute should open more branches in Jakarta to compete stronger with 

other competitors and cover more area. Wall Street Institute should wider the 
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business to cover more area that might have a demand across 

JABODETABEK. 

• Wall Street Institute should stronger their brand awareness in Jakarta and 

consider to conduct a complete market research to analyze how big is the 

awareness of Wall Street Institute as the English course since it was 

establihsed. This aims to determine and plan for the next strategic step for the 

company. 

• Wall Street Institute should develop the internet marketing to a better level. 

Using Google search engine, there is no Wall Street Institute website show up 

at the first page when somebody want to find any infomation about English 

course in Jakarta. Surprisingly, another competitors are show up at the first 

page of Google search engine. It means that Wall Street Institute may loss 

many opportunities to get prospects to know about Wall Street Institute as the 

English course that exist in Jakarta. 

• Wall Street Institute should apply more technology involvement in terms of 

promotion. Wall Street Institute may use a Social-Media Marketing such as; 

Facebook, Twitter, YouTube, etc, to promote the brand and sell the product as 

well. It has to be up-to-date and become closer to the lifestyle of the people 

nowadays. Wall Street Institute should increase the intensity of the promotion 

either brand or sales. 
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• Wall Street Institute should create a good offer and a more flexible, and 

customize program to cover the request from companies that prefer some kind 

of in-house English training. 


