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Abstract: Many factors cause why farmers do not have the ability 

to maintain their socio-economic life, mainly because it is 

difficult to obtain fresh funds, unavailability of production 

facilities and supporting factors such as fertilizers, superior 

seeds, counseling, and the low attention of local and central 

governments.Explorative and developmental research, which 

focuses on exploratory activities in providing an overview in 

mapping the profile of farmers, including the supply chain of 

vegetables sold to the capital city of Palu, the capital city of 

Central Sulawesi Province as well as a trading center and 

government. The research was carried out around the areas 

affected by the Jono Oge and Sidondo Earthquake and 

Liquefaction of Sigi Regency to look at the marketing chain and 

Palu City to see the supply chain at the Masomba and Manonda 

traditional markets, while to see the perpetrators of the trade 

system were traced based on the location of the traders and 

suppliers domiciled. To find out the suppliers in the traditional 

market, a careful identification is carried out so that the 

percentage (share) of suppliers outside Jono Oge can be 

known.The data analysis used in this research is descriptive.The 

longer the marketing chain in the tomato and chili vegetable 

trading system in the research area around Jono Oge and 

Sidondo which was affected by the earthquake and liquefaction, 

the more inefficient it will be. Thus, marketing channel I for both 

tomatoes and chilies is the one that gives a higher Farmer's 

Share value and is more efficient than marketing channel II. All 

institutions involved in the marketing chain, from farmers, 

traders to retailers, carry out marketing functions, namely 

buying, selling, transportation, storage, processing, 

standardization and grading, financing, risk management, and 

market information. The margin share of producer farmers in 

each marketing channel for each tomato and chili is 84% and 

89.74%, respectively. 

I. INTRODUCTION 

he helplessness of farmers to face market demand is 

caused by many factors, including low productivity and 

the presence of middlemen who easily manipulate prices. In a 

helpless condition, middlemen are free to carry out their role 

as collectors because they take advantage of the momentum of 

helplessness due to various factors faced by farmers.(Abebe et 

al., 2016; Demeulenaere & Piersante, 2020). On the other 

hand, the demand for commodities, especially vegetables, 

continues to increase in line with the increase in population 

which is directly proportional to the level of public 

consumption. The increase in population has opened up 

market opportunities ranging from national, regional and local 

markets(Grillitsch & Sotarauta, 2020; Zeevat et al., 2021). So 

far, the increase in population has not been proportional to the 

availability of vegetable commodities, besides that, vegetable 

consumption per capita is also still relatively low so that the 

opportunities for the vegetable market are increasingly open. 

In areas affected by natural disasters in Indonesia, production 

is disrupted by various factors, such as the lack of availability 

of production facilities, traumatic conditions for farmers to 

rampant traders (middlemen) who give advance purchases to 

farmers. 

In fact, the term appears that farmers only become 

farm laborers who work to pay off debts that have been taken 

from middlemen. The weak bargaining position of farmers in 

the eyes of middlemen is a great opportunity for middlemen to 

take advantage of farmers at will in determining the basic 

price of vegetable production. Market demand for vegetable 

commodities continues to increase from time to time, both 

nationally and locally(Mishra et al., 2020; Sun et al., 2021). 

Especially for farmers who are farming around land areas 

affected by the earthquake and liquefaction natural disaster, 

market demand also continues to increase as market 

opportunities for affected farmers around Jono Oge and 

Sidondo, Sigi Regency, Central Sulawesi.The earthquake and 

liquefaction that occurred in September 2018 in Palu City, 

Sigi Regency and Donggala Regency, Central Sulawesi 

Province, have destroyed various aspects of people's lives 

which greatly impacted the lives of farmers in Sigi Regency, 

especially those affected by the earthquake and liquefaction in 

Jono Oge's agricultural area. and surrounding. 

The economic condition of farmers has deteriorated 

greatly, purchasing power has decreased, and agricultural land 

requires investment in production facilities to recover 

technically. Before the living conditions of farmers were 

restored, the Covid-19 pandemic disaster hit the world, 

including Indonesia. Jono Oge, Sigi Regency, is the area most 
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severely affected by natural disasters. This condition caused 

the productivity of agricultural land affected by the 

earthquake and liquefaction to drop drastically because 

technically there were no production facilities, no counseling, 

limited government assistance, access to price and market 

information, as well as the very massive Covid-19 information 

that had implications for farmers' psychosocial(List, 2020; 

Luciano, 2020). The productivity of damaged land is difficult 

to restore because it requires capital for land clearing, besides 

that the enthusiasm of farmers has also decreased due to the 

impact of natural disasters and the Covid-19 pandemic. The 

economic condition of the community experienced a drastic 

decline so that it also affected the purchasing power of 

farmers, who did not have enough money to send their 

children to higher education levels. The helplessness of 

farmers forced them to take the decision to stop continuing 

their children's education which led to an increase in children 

dropping out of school(Nurhadi et al., 2019; Ahsanuzzaman & 

Islam, 2020). 

Many factors cause why farmers do not have the 

ability to maintain their socio-economic life, mainly because it 

is difficult to obtain fresh funds, unavailability of production 

facilities and supporting factors such as fertilizers, superior 

seeds, counseling, and the low attention of local and central 

governments. The government is still focused on providing 

temporary housing and permanent housing. In a slumped 

condition, the status of farmers' land ownership is also unclear 

due to a shift in boundaries after the liquefaction event. This 

problem requires the full involvement of the government so 

that farmers can obtain legal certainty. At a time when farmers 

were in a slump, poor, and lost their zest for life, the Covid-19 

pandemic hit the whole world, including Indonesia. Central 

and local governments issued Lock Down policies. All people 

are prohibited from doing activities outside the home to 

prevent the transmission of Covid-19(Liu et al., 2020; 

Wammes et al., 2020). This policy has added to the burden of 

living for farmers, which is getting worse because they have 

no other source of livelihood except only from farming 

activities on agricultural land affected by liquefaction. In the 

traumatic conditions caused by the earthquake and 

liquefaction, the information about the severity of Covid-19 as 

a deadly virus added to the fear of farmers and their families. 

Reports containing the number of positive people for 

the corona virus, the number of deaths that continues to 

increase day by day on social media causes anxiety and fear of 

farmers (Ahmed, 2020; Kumar & Somani, 2020). In a panic 

situation, government assistance is the only way to save the 

lives of farmer households, which generally have 3 to 4 family 

members. The news of the Covid-19 pandemic that is endemic 

throughout the world is very scary for farmers in maintaining 

their farming which is the only source of life in meeting their 

daily needs.(Dupas et al., 2020; Su et al., 2020). Information 

on the Covid-19 pandemic is very broad and fast across all 

parts of the world, both information sourced from official 

media that can be accounted for and information that is false 

or hoax.(Rollett et al., 2020; Zhong et al., 2020). This bad 

information directly affects the various activities of farming 

families who generally have a low level of education. Their 

work spirit plummeted, life was filled with suffering and 

uncertainty, and even a number of farmers had to accept the 

fact that some of their families were declared reactive after an 

initial examination was carried out if there were suspected 

symptoms of Covid-19. 

People living in rural areas, especially farmers who 

were affected by the earthquake and Liquefaksi natural 

disasters around Jono Oge, Sigi Regency, experienced 

prolonged suffering. Vegetable commodity agricultural 

products have so far been channeled through intermediary 

traders to be sold to inner-city markets, which has also been 

hampered by government policies that have implemented a 

lock down to reduce human contact through the application of 

"Social Distancing". Two situations and conditions that affect 

the lives of farming families are traumatic due to the natural 

disaster in September 2018 and the very massive information 

on the Covid-19 Pandemic and the lack of assistance and 

facilities that can be accessed by farmers. The strength of the 

Covid-19 pandemic information is difficult to contain, 

especially issues related to the number of people who have 

been infected and died(Ulhaq & Soraya, 2020; Yanti et al., 

2020). 

The Sigi Regency Government, through its 

instruments, has helped raise horticultural farmers so that they 

are able to return to their activities. Horticultural agricultural 

products are gradually recovering after approximately two 

years of being affected by the earthquake and liquefaction. 

Vegetable production data in Sigi Regency for the last five 

years(BPS, 2021).Currently, there are several changes in the 

marketing channels of vegetables produced by farmers due to 

the shock of a very powerful natural disaster. The choices of 

vegetable producer farmers are starting to be able to sort and 

choose so that determining the right marketing channel is 

expected to have an impact on Farmer Share and also the 

more diverse Market Share. Paying attention to the condition 

of tomato and chili producer farmers, where helplessness is 

the main factor why prices are easy to play with. Based on this 

consideration, besides farmers should be given advice to 

broaden their horizons in marketing their harvests, it is also 

hoped that they can market directly to traditional markets and 

modern markets in Palu city so that the margins obtained are 

higher. That is the reason why this research was conducted in 

order to find the best soluli related to the market chain, 

especially the commodities of the four types of vegetables. 

II. RESEARCH METHODS 

Types of research 

Explorative and developmental research, which 

focuses on exploratory activities in providing an overview in 

mapping the profile of farmers, including the supply chain of 

vegetables sold to the capital city of Palu, the capital city of 

Central Sulawesi Province as well as a trading center and 

government. In addition, an inventory of the pigs involved in 

productive activities related to the distribution of vegetables 
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was also carried out. Development research (Developmental 

research) uses a vegetable supply chain development model 

which is intended as an effort to increase the income of 

vegetable producing farmers around the Earthquake and 

Liquefaction Affected Area of Sigi Regency, 

Location, Time and Source of Research Data 

The research was carried out around the areas 

affected by the Jono Oge and Sidondo Earthquake and 

Liquefaction of Sigi Regency to look at the marketing chain 

and Palu City to see the supply chain at the Masomba and 

Manonda traditional markets, while to see the perpetrators of 

the trade system were traced based on the location of the 

traders and suppliers domiciled. To find out the suppliers in 

the traditional market, a careful identification is carried out so 

that the percentage (share) of suppliers outside Jono Oge can 

be known. This research was conducted for two months, 

starting from August to September 2021 (eight weeks). Data 

was collected through the main respondents, namely (i) 

producer farmers around the areas affected by the earthquake 

and liquefaction of Jono Oge and Sidondo, Sigi Regency; (ii) 

collector traders; (iii) retailers; (iv) sellers in the market; and 

(v) vegetable consumers in the traditional markets of 

Manonda and Masomba. Producer farmers and collectors are 

determined purposively, while consumers in traditional 

markets are determined according to what is found. 

Respondents in the trade system were traced from producer 

farmers to the perpetrators of the trade system. 

Data Collection Methods And Data Analysis 

The data collection  method in this study is a census 

method that uses all the population. Population defines as 

farmers who grew   both chili, tomato, mustard and onion 

farmers around the Jono Oge area affected by the liquefaction 

natural disaster in Sigi Regency. In addition, 3 collecting 

traders and 6 retailers will be interviewed in traditional 

markets, including consumers who were found shopping 

during data collection. 

The data analysis used in this research is descriptive. 

● Marketing margin is calculated using the 

formula(Mohammadi̇ et al., 2020): 

𝑀𝑟 = 𝑃𝑟 − 𝑃𝑓 

With the meaning of each symbol: 

Mr = Marketing Margin 

Pr = Price at merchant/retailer level  

Pf = Price at farm level. 

● Profit margin is calculated using the 

formula(Nariswari & Nugraha, 2020): 

𝑃 = 𝑀𝑟 − 𝐶 

With the meaning of each symbol: 

P = Profit 

Mr = Marketing Margin 

C = Marketing costs 

● Farmer's Share 

 Farmer's share is an analytical tool that can be used 

to determine the efficiency of the trade system from the 

perspective of farmers' income.(Turland & Slade, 

2020)defines farmer's share as the percentage of the price 

received by farmers as a reward for the farming activities they 

do in producing a commodity. Farmer's share is expressed in 

percentage (%). 

 𝐹𝑠 = {
𝑃𝑓

𝑃𝑟
} 

With the meaning of everysymbol: 

Fs = Farmer's Share (%) 

Pf = Price at farm level (Rp) 

Pr = Price at the consumer level (Rp) 

● Market Share (Market Share) 

 Market share isa calculation in the form of a 

percentage of total sales of commodities traded to 

consumers(Paré et al., 2020). Market share in the marketing of 

chili, tomato, mustard and shallot vegetables is determined by 

the percentage of each vegetable commodity and where the 

market potential is the most dominant. 

III. RESULTS AND DISCUSSION 

Overview of Research Sites 

This research was carried out around agricultural 

areas affected by the Earthquake and Liquefaction in Jono 

Oge, Sigi Biromaru District, Sigi Regency, with the outside 

the area is about 204 ha with a population of 568 people 

consisting of 290 men and the rest 278 women. Of the total 

area available, 30 ha is commercial landha farmer 

respondents. The sampling locations were not only in Jono 

Oge Village but also included other villages around the area 

affected by the Earthquake and Liquefaction, including some 

belonging to the Sidodndo I and Sidondo II areas. Food crops 

that are generally developed by farmers in the research area 

are vegetables and secondary crops, but this research focuses 

on vegetable crops, namely tomatoes and chilies. 

The marketing channel as previously mentioned is 

that there are two patterns used by producer farmers in 

marketing vegetable commodities from farmers to final 

consumers, as presented in Figure 4.1 below.  

 



International Journal of Research and Innovation in Applied Science (IJRIAS) |Volume VII, Issue II, February 2022|ISSN 2454-6194 

www.rsisinternational.org Page 46 
 

Figure 1.  Forms of Marketing Channels around the Jono Oge area 

Based on the two forms of marketing channels around Jono 

Oge, each marketing channel can be described as follows: 

1. Marketing Channel Form 1  

Marketing chain form 1 has a shorter market chain where 

from producer farmers directly sell to retailers, then retailers 

to final consumers with the following Figure 1: 

 

If the marketing chain is shorter, marketing costs are more 

efficient, besides that producer farmers get a bigger margin 

because there is no price game. Before harvest time, farmers 

have informed retailers in Masomba and Manonda Traditional 

markets, so that when farmers deliver their harvests, retailers 

are ready to buy them. Need more information.  In the study  

how many retailers contacted by one farmer?  Do retailers 

agree to by all the quantities offered by famers? Based on the 

theory quantity supply to the market depends on the quantity 

demanded by purchases.  Marching demand and supply is not 

clear. 

2. Marketing Channel Form 2 

The form of marketing channel model 2 shows that farmers 

producing tomatoes, chilies, mustard greens and shallots 

around the area affected by the earthquake and liquefaction in 

Jono Oge, sell their crops to middle men. Producer farmers 

provide information to collecting traders to come to the 

location where the vegetables are harvested. Furthermore, 

transactions are carried out between producer farmers and 

collector traders. After the harvest has been purchased by the 

collectors, it is then forwarded to retailers who will sell them 

to final consumers, with the following channel pattern: 

 

This marketing chain scheme is longer so that marketing costs 

are higher than with marketing channel 1. As a result, the 

margins obtained by the producer farmers are smaller. 

Marketing Agency 

Farmer 

As a commodity producer of tomatoes, branches, 

mustard greens and shallots, farmers are those who carry out 

cultivation practices that produce commodities that are traded. 

Farmers are also the first parties to carry out marketing 

activities in the marketing channel system so that they are 

positioned as marketing institutions that are upstream. In 

carrying out the transaction function, farmers as producers 

make sales to collectors and retailers, considering that there 

are only two marketing institutions involved before reaching 

the final consumer. In carrying out transactions, farmers 

receive cash funds from collectors at locations where 

vegetable commodities are produced, Meanwhile, if it is 

farmers who deliver directly to retailers, transactions are 

usually carried out at Masomba and Manonda markets after 

the agreed time for delivery of vegetables and payment. In 

determining the size of the transaction, sales volume is seen 

from the weight in kilograms and the calculation in the 

transaction is also calculated based on the number of 

kilograms traded, both tomatoes and chilies. 

Collecting Merchant 

The existence of collectors is one of the institutions 

in the marketing channel that makes purchases of vegetables 

to farmers who produce directly at the production site. 

Furthermore, the collecting traders resell to retailers in 

Masomba and Manonda markets, Palu city. Those who 

practice as middle man, as many as 3 people who have been 

customers of producer farmers around Jono Oge, the 

plantation area affected by the earthquake and liquefaction. 

The three middlemen have a relationship as colleagues in 

running a business in the same area. The price received by 

farmers from their respective collectors; Rp. 5,000 for 

tomatoes and Rp. 39,000 for chili. These prices are valid at 

the time of the interview during the study, 

Retailer 

The existence of retailers in the vegetable marketing 

chain is a marketing agency that is on the cutting edge 

considering that its existence interacts directly with final 

consumers, who are marketing actors who interact directly 

with consumers. Retailers also have a wide network because 

each retailer has customers with high loyalty. To maintain 

consumer loyalty, the price is really maintained so that 

consumers do not think there is a game. The key to the price 

at the retail level is the price paid to the collectors with the 

assumption that they do not have too large a margin at the 

producer farm level with at the retail level so that consumers 

do not feel disadvantaged. Existing prices at the retailer level 

from the collectors vary, respectively; 

Marketing Function 

Farmer Packing Functions 

The marketing functions of farmers as producers of 

tomatoes, chilies, mustard greens, and shallots carry out the 

exchange function as part of the agroproduction subsystem in 

the agribusiness system, namely (i) the exchange function, 

which is intended to start from the procurement and purchase 

of seeds or seedlings to the sale of crops to collecting traders 

and/or retailers who come to locations where production 

farmers carry out cultivation practices as well as become 

locations for buying and selling commodities for tomatoes, 

chilies, mustard greens, and shallots, which in terms of 

payment during transactions generally use cash funds in the 

field. (ii) The physical function, a function at the research 
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location around Jono Oge, did not occur considering that the 

buyer, in this case the middleman who came to the location 

where the production was carried out, especially traders who 

are part of the marketing institutions involved in channel 2. 

Producer farmers who do not carry out physical functions, do 

not share all the risks arising from the distribution and 

transaction processes, but the risks are borne by the collecting 

traders who come around the area planting tomatoes, chilies, 

mustard greens, and fried onions in Jono Oge and its 

surroundings. (iii) Facility Function. The function of the 

facilities carried out by farmers is when sorting or separating 

the size and shape and appearance of each type of vegetable 

that will be purchased by collectors in accordance with 

agreements that have been culturally carried out for years. 

Although this sorting function is the responsibility of producer 

farmers. 

Merchants' Marketing Functions  

Collector as one of the institutions involved in the 

marketing chain has; (i) marketing function, a marketing 

function for tomatoes, chilies, mustard greens, and shallots 

purchased from producer farmers in an exchange function, 

namely the buying and selling function. In addition, traders 

also carry out (ii) physical functions, a transportation function 

and management functions in which there is packaging which 

makes it easier to transport from the Jono Oge area as a 

production area, played by producer farmers. In addition to 

these two functions, there is also (iii) a facility function, a 

function in which there are sorting activities, display 

improvement (grading), additional process financing, risk 

responsibility, and also related to information related to 

tomato vegetable products, 

Merchant Retailer Marketing Functions 

Retailers as institutions involved in the marketing 

chain of tomatoes, chilies, mustard greens, and shallots around 

the areas affected by the earthquake and liquefaction, have 

functions, among others; (i) Exchange function, a function 

performed by retailers as well as a function carried out by 

collecting traders, namely the buying and selling function. 

Buying from collectors or from producers and selling to final 

consumers. In this buying and selling function, retailers buy 

from institutions in the marketing chain, including buying 

directly from producer farmers, in addition to collecting 

traders. (ii) Physical Function, a function where retailers 

perform the functions of transportation and storage, both of 

which are carried out if vegetables are distributed to 

consumers, but if vegetables are tomatoes, chilies, mustard 

greens, and shallots are not sold out in one day, so proper 

storage is needed to prevent the vegetables from rotting. At 

least the quality expected by consumers has not changed so 

that it can still be sold the next day or the next. (iii) Facility 

function, a function performed by retailers, including sorting 

vegetables that change shape due to temperature or time, and 

the risks arising from this function are the responsibility of the 

retailer. 

Marketing Margin 

The marketing margin, which consists of costs and 

profits, can be determined by conducting an analysis of 

marketing institutions. The value of the marketing margin is 

determined by subtracting the selling price from the purchase 

price from each institution involved in the marketing chain, or 

in other words looking at the size of the price difference 

between the farmer and each involved institution until the 

price reaches the consumer level so that the price is detected 

at the producer level, which is commonly referred to as farmer 

share (Fs). This margin share is the percentage of the price 

spread to the consumer's purchase price. Price grouping is the 

purchase price and marketing costs according to the marketing 

functions carried out in the marketing chain. 

It can be explained that in this study, information 

was obtained starting from the costs, benefits, and marketing 

margins of tomato vegetables in marketing channel 1, 

presented in Table 1 as follows: 

Table 1 The amount of marketing costs and margins Tomato Marketing 

Channel 1 

N

o 
Description 

Selling/bu

ying price 
(Rp/kg) 

Marketing 

costs 
(Rp/kg) 

Share 

Margin 
(%) 

1 Producer Farmer    

 Selling price 5,000  84.00 

 Production cost  941.73 15.60 

 Profit  4058.27 67.60 

 Marketing Margin    

2 Retailer    

 Purchase price 5,000   

 Selling price 7,000   

 Marketing Fee  310 4.42 

 *Packaging  120 1.70 

 *Transportation  150 2.14 

 *Marketing loss  40 0.57 

 *Profit  1,690 24.14 

 *Marketing Margin 2,000   

3 Consumer    

 *Purchase price 7,000  100 

Source: Processed Primary Data Results (2021) 

In marketing channel 1 as presented in Table 1 above, 

it can be seen that farmers sell their tomato crops for Rp. 

5,000/Kg, or 84% of the final price received by consumers 

with production costs reaching Rp. 941.73/Kg so that farmers 

get a profit of Rp.4. 058.27/Kg. In general, retailers in 

marketing channel 1 buy tomatoes from farmers who are 

picked up directly at the land where the vegetables are 

harvested, namely around the land areas in Jono Oge and 

Sidondo that were affected by the earthquake and liquefaction. 

The average amount of sales reached500 kg to 1000 Kg with 

the farmer's selling price of Rp. 5,000/Kg (80% of the final 

price received by consumers). The marketing costs incurred 
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are Rp.310/kg which is the accumulation of packaging costs 

of Rp.120/kg and transportation costs of Rp.150/kg, while the 

marketing loss is Rp.40/Kg. For these expenses, the retailer 

earns a profit of Rp. 1,690/Kg, a marketing margin of Rp. 

2,000/Kg. 

In addition to the marketing channel pattern 1, the 

following is a description of the marketing pattern for tomato 

vegetables in marketing channel 2. 

Table 2 The amount of marketing costs and margins Tomato 

Marketing Channel 2 

N

o 
Description 

Selling/Buyi
ng Price 

(Rp/Kg) 

Marketing 
Fee 

(Rp/Kg) 

Share 
Margin 

(%) 

1 Producer Farmer    

 Selling price 5,000  84.00 

 Production cost  941.73 13.45 

 Profit  4058.27 57.97 

 Marketing Margin    

2 Collecting Merchant    

 Purchase price 5,000   

 Selling price 7,000   

 Marketing Fee  340 4.85 

 *Cart/Bakul fee  100 1.42 

 *Labor  50 0.71 

 *Transportation  150 2.14 

 *Marketing loss  40 0.57 

 Profit 2,000 1.660 23.71 

 Marketing Margin    

3 Retailer    

 Purchase price 7,000   

 Selling price 8.000   

 Marketing fee  325 4.06 

 *Packaging  100 1.25 

 *Transportation  150 1.87 

 *Labor  50 0.71 

 *Marketing loss  25 0.31 

 Profit 1,000 675  

 Marketing Margin    

4 Consumer    

 *Purchase price 8.000  100 

Source: Primary Data Processed (2021) 

Based on table 2 above, it can be seen that the sale of 

tomatoes in channel II is at a price of Rp. 5,000/Kg (84% of 

the final price received by consumers) to collectors with a 

production cost of Rp. 941.73/Kg and a profit of Rp. 

4,058.27. /kg. In channel II, collecting traders buy tomatoes 

from farmers who are generally picked up to farmers' fields 

around the Jono Oge and Sidondo areas, where these areas are 

affected by earthquakes and liquefaction. Collectors then sell 

the tomatoes to retailers at Manonda and Masomba Markets 

with an average sale of around 500 kg to 1,000 kg with a 

selling price to retailers of IDR 7,000/Kg (87.5% of the price 

received by final consumers). 

The marketing costs incurred by the collecting 

traders are Rp. 

Furthermore, retailers sell tomatoes to consumers 

both in Manonda and Masomba at a price of Rp. 8.000,-/Kg 

with a marketing cost of Rp. 325,-/Kg so that retailers earn a 

profit of Rp. 675,-/Kg from a marketing margin of Rp.1,000,- 

/kg. 

 The costs, benefits, and marketing margins 

of chili vegetables in marketing channel 1 are presented in 

Table 3 as follows: 

Table 3 The amount of chili marketing costs and margins in Marketing 
Channel 1 

N
o 

Description 

Selling/bu

ying price 

(Rp/kg) 

Marketing 

costs 

(Rp/kg) 

Share 

Margin 

(%) 

1 Producer Farmer    

 Selling price 35,000  89.74 

 Production cost  1161.61 2.97 

 Profit  33,838.39 86.76 

 Marketing Margin    

2 Retailer    

 Purchase price 35,000   

 Selling price 39,000   

 Marketing Fee  350 0.89 

 *Packaging  125 0.32 

 *Transportation  150 0.38 

 *Marketing loss  75 0.19 

 *Profit    

 *Marketing Margin 4,000 3.650 9.39 

3 Consumer    

 *Purchase price 39,000  100 

Source: Primary Data Processed (2021) 

In marketing channel 1 for chili vegetables as 

presented in Table 3 above, it can be seen that farmers sell 

chili harvests for Rp. 35,000/Kg, or 89.75% of the final price 

received by consumers with production costs reaching Rp. 

1,161.61/Kg. earn a profit of Rp.33,838.39,-/Kg. In general, 

retailers in marketing channel 1 buy tomatoes from farmers 

who are picked up directly at the land where the vegetables 

are harvested, namely around the land areas in Jono Oge and 

Sidondo that were affected by the earthquake and liquefaction 

and not farmers who bring them to retailers. The average 

amount of sales reached500 kg to 1,000 Kg with marketing 
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costs of IDR 350/kgwhich is the accumulation of packaging 

costs of Rp. 125/kg and transportation costs of Rp. 150/kg, 

while the marketing loss is Rp. 75/Kg. For these expenses, the 

retailer earns a profit of Rp. 3,650/Kg, with a marketing 

margin of Rp. 4,000/Kg. 

 Next to the pattern 1 pemasaran marketing channel 

above, the following is a description of the marketing pattern 

of chili vegetables in marketing channel 2 as presented in 

Table 4 below. 

Table 4.5 The amount of marketing costs and margins Chili Marketing 

Channel 2 

N

o 
Description 

Selling/Buyin

g Price 

(Rp/Kg) 

Marketing 

Fee 

(Rp/Kg) 

Share 

Margin 

(%) 

1 Producer Farmer    

 Selling price 35,000  89.74 

 Production cost  1161.61 2.97 

 Profit  33,838.39 86.76 

 Marketing Margin    

2 Collecting Merchant    

 Purchase price 35,000   

 Selling price 39,000   

 Marketing Fee  380 0.97 

 *Cart/Bakul fee  120 0.30 

 *Labor  80 0.20 

 *Transportation  150 0.38 

 *Marketing loss  30 0.07 

 Profit 4,000 3,620 9.28 

 Marketing Margin    

3 Retailer    

 Purchase price 39,000   

 Selling price 40,000   

 Marketing fee  320 0.80 

 *Packaging  90 0.23 

 *Transportation  150 0.38 

 *Labor  50 0.13 

 *Marketing loss  25 0.63 

 Profit 1,000 675 1.68 

 Marketing Margin    

4 Consumer    

 *Purchase price 40,000  100 

Source: Processed Primary Data (2021) 

From the results of the analysis as presented in Table 

4. In marketing channel II for chili vegetables, it can be seen 

that farmers sell chili harvests for Rp. 35,000/Kg, or 89.75% 

of the final price received by consumers with production costs 

reaching Rp. 1,161.61/Kg. so that farmers get a profit of Rp. 

33,838,39,-/Kg. Collectors buy tomatoes from farmers who 

are generally picked up from farmers' fields around the Jono 

Oge and Sidondo areas, where these areas are affected by 

earthquakes and liquefaction. 

Collecting traders then sell the chilies to retailers at 

Manonda and Masomba Markets with an average sale of 

around 500 kg to 1,000 kg with a selling price to retailers of 

Rp. 39,000/Kg (97.5% of the price received by consumers). 

The marketing costs incurred by the collecting traders are Rp. 

380,-/Kg so that the collectors get a profit of Rp. 3,620/Kg 

with a marketing margin of Rp. 4,000, -/Kg. 

Furthermore, retailers sell tomatoes to consumers 

both in Manonda and Masomba at a price of Rp. 40,000,-/Kg 

with a marketing cost of Rp. 320,-/Kg so that retailers earn a 

profit of Rp. 680,-/Kg from a marketing margin of Rp.1,000,- 

/kg. 

Farmer's Share 

To find out the results of the distribution of prices 

received by farmers compared to prices at the final consumer 

level, the calculation of Farmer's share (Fs) is used which is a 

comparison of the price received by farmers with the price 

paid by the final consumer and is expressed as a percentage 

(%). 

Table 5 Percentage of farmer's share in each marketing channel of tomatoes 
and chili 

Channel 

Marketin
g 

Farmers Selling Price 

(Rp/Kg) 

Consumer 

Purchase Price 
(Rp/Kg) 

Farmer's 

Share (%) 

Tomato 

I 5,000 7,000 71.43 

II 5,000 8.000 62.5 

Chilli 

I 35,000 39,000 89.74 

II 35,000 40,000 87.50 

Source: Primary Data Processed (2021) 

Based on Table 5, it can be seen that each marketing 

channel of tomato vegetables with a different percentage of 

farmer's share. Farmer's share of tomatoes in marketing 

channel I was 71.43%, higher than Fs in marketing channel II, 

which was 62.5%. This shows that the longer the marketing 

chain of a commodity, the smaller the Fs received by 

farmers(Fatmawati & Zulham, 2019; Osterhoudt et al., 2020). 

Each marketing agency involved in the marketing chain 

determines the margin(Sharma et al., 2020; Althunian et al., 

2020), and with a long marketing chain in the end it is the end 

consumer who bears the high price (Dvir & Strasser, 2018; Li 

et al., 2021). The Fs value in the tomato marketing chain I 

compared to the marketing chain II for tomatoes has a 

difference of 8.93%, where the difference reflects the lower 

farmers' income due to the involvement of other marketing 

institutions.(Argüelles et al., 2018; Purwawangsa et al., 2021). 

The same thing also happened to chili, where the Fs value in 



International Journal of Research and Innovation in Applied Science (IJRIAS) |Volume VII, Issue II, February 2022|ISSN 2454-6194 

www.rsisinternational.org Page 50 
 

marketing channel I was 89.74% while in marketing channel 

II it was 87.50 percent. This condition indicates that the Fs 

value in channel I is more profitable for farmers than 

marketing channel II as a result of the length of the marketing 

chain involving more and more marketing agencies 

involved.(Bannor et al., 2021; Milford et al., 2021).Section 

Marketing Channel Efficiency 

Efficiency in marketing channels is important in 

realizing the success of marketing activities by looking at 

marketing margins, farmer's share value which is determined 

from the selling price of commodities traded by 

producers.(Hao et al., 2018; Kholifah & Hartanti, 2021). Price 

efficiency shows the ability of prices and price indications for 

sellers and provides information to consumers as a guide in 

the use of production resources in terms of production and 

marketing.(Reshetko et al., 2021; Tadesse et al., 2021). Using 

the concept of marketing costs, a marketing system is 

categorized as efficient if it can be implemented at a relatively 

low cost(Savitri & Natariasari, 2021; Shen et al., 2020). 

Based on the calculation of the value of the 

marketing efficiency of tomatoes, an efficient marketing 

channel is marketing channel I. A marketing channel is called 

inefficient if the share received by farmers (farmer's share) is 

less than 50% (Bhanot et al., 2021; Yemelyanov et al., 2021) 

and is called efficient if the value of Fs is greater than 50% 

(Pratama & Nuswantara, 2020; Schoolman et al., 2021) by 

using the concept of marketing costs, as well as a marketing 

system that is carried out using the lowest relatively low cost 

(Ferré et al., 2018; Daadi & Latacz-Lohmann, 2021). If we 

look at the two tomato marketing channels, basically they are 

both efficient, but with a difference in the value of Fs, 

marketing channel I is more efficient with a difference of Fs 

of 8.93%. according to(Soekartawi, 2006), if you want to 

determine the efficiency can use the equation; 

 𝐸𝑝 =
𝑇𝐵

𝑇𝑁𝑃
𝑥 100% 

Where the EP (Efficiency) describes marketing efficiency, TB 

(Total Cost) as the total marketing cost, and TNP is the total 

value of the product that must be paid by the end consumer. In 

this method, the value of marketing efficiency is shown from 

the comparison of marketing costs incurred by marketing 

agencies with prices to final consumers(Cain, 2021; Rasidin et 

al., 2018). 

To find out the efficiency of each tomato marketing channel 

in Jono Oge and Sidondo, it is presented in Table 6 below. 

Table 6 Efficiency levels in each Tomato and Chili marketing channel 

Marketin

g channel 

Total Marketing 

Cost 

(Rp/Kg) 

Prices at the 

Consumer Level 

(Rp/Kg) 

Efficiency Level 

(%) 

Tomato 

I 310 7,000 4.43 

II 665 7,000 9.50 

Chilli 

I 350 39,000 0.88 

II 700 39,000 1.79 

Source: Processed from Primary data (2021) 

 Based on the data in Table 4.7 above, it shows that 

both tomatoes and chilies, which have the highest marketing 

efficiency are in marketing channel I compared to marketing 

channel II. Efficiency in channel I can be achieved due to a 

shorter marketing chain(Novita & Prajanti, 2020; Patel & 

Tsionas, 2022), because the longer the marketing chain and 

the more marketing agencies involved, the higher the 

marketing costs required (Kumse et al., 2021; Nurfadila et al., 

2021). This is related to activities that include packaging, 

transportation and the existence of a loss in marketing or 

marketing loss(Siong Chung & Low, 2021; Xie et al., 2021). 

IV. CONCLUSION 

The longer the marketing chain in the tomato and chili 

vegetable trading system in the research area around Jono Oge 

and Sidondo which was affected by the earthquake and 

liquefaction, the more inefficient it will be. Thus, marketing 

channel I for both tomatoes and chilies is the one that gives a 

higher Farmer's Share value and is more efficient than 

marketing channel II. All institutions involved in the 

marketing chain, from farmers, traders to retailers, carry out 

marketing functions, namely buying, selling, transportation, 

storage, processing, standardization and grading, financing, 

risk management, and market information. The margin share 

of producer farmers in each marketing channel for each tomato 

and chili is 84% and 89.74%, respectively. 
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