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Abstract 

This research aims to provide understanding to fishermen as producers of marine fish commodities and marketing 

institutions about which marketing channels provide higher levels of profit than other channels. Furthermore, this 

research also aims to increase knowledge for producers to carry out product verification, so that the added value 

of goods is higher. With product improvements, of course the producer will have more business partners and in 

the end the sales volume will increase and business profits will also increase. This product diversification step is 

a manifestation of a change in producer behavior from catching directly selling (TLJ) to picking and selling 

behavior (POL). The results of this research found that the income received by marketing institutions involved in 

trading fresh sea fish commodities was influenced by the marketing functions carried out. The behavior of 

marketing institutions in each channel where the selling price of fish to consumers increases on average between 

17.50% to 30.67%. The increase in selling prices for each institution is due to the treatment of the marketing 

function, among others; transportation functions, packing, cleaning, maintenance, preservation and so on. With 

the existence of alternative distribution of caught fish as a marketing activity to distribute from fishermen to final 

consumers with the aim of getting more expensive economic value. Collecting traders selling fish to retailers have 

incurred costs for several marketing functions, as well as other marketing institutions so that the price paid by 

final consumers is more expensive. The conclusion is that the longer the fish marketing distribution channel tends 

to be more expensive than the short marketing channel. However, you need to know that the application of 

marketing channels, both long and short, is influenced by the characteristics of the product being marketed. 

Keywords: Business Behavior, Distribution Channels, Fishermen's Income. 

 

INTRODUCTION 

National development is carried out with the aim of achieving several targets at once, namely 

self-sufficiency in the fisheries sector, increasing foreign exchange earnings, increasing wider 

employment opportunities, increasing the income of fishing communities and utilizing and 

preserving natural resources nationally. Pangkep Regency was the area chosen because the area 

is known as a dominant source of livelihood for its people, especially fishermen. The average 

annual increase in production reached 2.11%. And or increased by an average of 203,024.62 

tons/year 

Fish production is increasing from year to year, of course this is an opportunity for marketing 

institutions to become marketing intermediaries from producers to final consumers in the hope 

of getting services through marketing margins. Increasing production as a concept is not only 
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seen from activities to increase the number of products physically produced, but all activities 

that add value to goods and services including the marketing system which is the lifeblood of 

a business mechanism (A. Harizt. 2001. p. 68). As experienced by producers (fishermen) is that 

production increases, but the sales value is often not significant with the level of income 

received. 

The product marketing system in the marine fisheries sector is a very complex system, 

especially since there is the involvement of intermediary institutions (marketing institutions) 

to market them, each of which has different interests and methods. Methods and methods for 

marketing fish from fishermen to final consumers certainly require quite a lot of money. The 

costs incurred by both producers (fishermen) and marketing institutions will influence the high 

cost of goods sold and the selling price that consumers must pay. According to Kenneth, 

Kenneth, (2011), the amount of marketing costs differs from one another because; types of 

commodities, marketing locations, types and number of marketing institutions and the 

effectiveness of the marketing carried out. Marketing treatment as above directly harms 

fishermen/fishermen's households as the main source of income in the fresh wet fish business 

such as; lamuru fish, layan, sibula, skipjack, red snapper and rabbit fish and others. The process 

of distributing fish from producers (fishermen) to final consumers requires various functional 

marketing activities aimed at expediting the process of distributing goods (fish) effectively and 

efficiently to meet consumer needs and desires. The final consumers referred to here are local, 

regional consumers and inter-island entrepreneurs who are considered the final users of goods. 

The marketing function is carried out by marketing institutions that are related or involved in 

the marketing process of an item (fish) which forms a marketing chain or is often referred to 

as a marketing system. 

Pangkep Regency is a research location with several marketing institutions involved in the fish 

trade mechanism, namely; local retail traders, Ponggawa (collecting traders including 

cooperatives), sub-district intermediary traders as agents, district wholesalers, inter-island 

wholesalers and exporter wholesalers. Marketing institutions involved in commodity trading 

have two functions, namely as buyers and sellers, so that in this pair relationship there is a sales 

function on the one hand and a buyer function on the other. The occurrence of these two 

functions of marketing institutions illustrates the transfer of property rights or control rights by 

each institution to fish commodities, thereby causing additional uses of ownership. 

The mechanism for buying and selling fresh fish commodities caught by fishermen at sea from 

producers to intermediary traders (marketing institutions) consists of three types of transaction 

behavior, namely; (1) active-active type, namely each active between the seller (producer) and 

buyer, and usually this type occurs when fishermen have a production volume equal to demand, 

(2) active-passive type, namely active producers offering their production results due to an 

increase in production output, but buyers are less active, and usually this type occurs when 

supply is greater than demand, as a result prices are determined more by buyers including 

marketing institutions, (3) passive-active type, which is the opposite of the second type above, 

where buyers are more active in demanding goods (fish) and sellers (producers) are less active, 

which may be due to reduced production results, and usually the prevailing prices are more 
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influenced by producers. The buying and selling function, which is usually called the exchange 

function, is very important to reduce barriers to the transfer of property rights in an effort to 

provide satisfaction to consumers by considering effective and efficient marketing channels. 

With the change in ownership fish goods through an exchange function, then the above 

activities function to add value to ownership of the product. The final consumer will be willing 

to pay a certain amount of money equal to the value of the product, if the product is perceived 

and able to provide a satisfaction value commensurate with the money that must be spent, 

including service and product quality. 

Fish trade with market quality standards is largely determined by the final consumer, so the 

role of marketing institutions is very necessary because the marketing function is mostly carried 

out by marketing institutions because they have sufficient capital to do so. With the costs 

incurred to meet the quality standards desired by consumers, the selling price determination 

also has an influence, or in other words, the price paid by consumers is more expensive than 

consumers going directly to producers (fishermen). Marketing functions related to product 

quality include; sorting/cleaning, storage, cooling, packaging and transportation. Meanwhile, 

others include product management discipline to avoid waste/damage. According to Avonina, 

S. (2010), the amount of marketing costs differs from one another because; types of 

commodities, marketing locations, types and number of marketing institutions and the 

effectiveness of the marketing carried out. 

The high basic price that consumers have to pay will reduce the level of consumption and real 

income of consumers and consumers will tend to think of alternatives by substituting purchases 

for the needs of the goods to be purchased, such as buying fish at an expensive price, it is better 

to buy tofu/tempeh or eggs at a higher price. Affordable and high nutritional value. 

 

RESEARCH METHODS 

a. Research Location 

The research was conducted in two districts, namely Pangkep Regency and Maros Regency, 

South Sulawesi Province with the basis for choosing these locations because these two areas 

are the areas that supply the largest number of sea and land fishery products among other 

regions. And another reason is that the majority of people depend on this sector for their 

livelihood, namely around 56.27% on average (source, BPS South Sulawesi Province in 

Figures 2010). Then, it is hoped that these two areas will be designated as research objects in 

the future, when the results of the research will be taken into consideration by the local 

government in preparing short and medium term development plans. 

b. Population and Sample 

The population in this study was to select several farmer-fisherman groups from both regions 

which had a minimum of 5-10 members. Based on statistical data for each of these two regions, 

78 farmer-fisherman groups have been recorded, which means they have a membership 

population of ± 624 people, and if each member has a minimum of 3 family members, this 

means the number of people living in this sector is 1872 soul. 
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c. Types and Sources of Data 

The data obtained in this research includes primary data sourced from empirical data directly 

collected from the research location through direct observation, interviews and distributing 

questionnaires. The next data is secondary data obtained through reviewing the literature in the 

form of books, journals and required documents related to the research. 

d. Data Collection Techniques 

The technique used to obtain data is to use several methods, namely; interviews, distributing 

questionnaires, and literature studies. The data collection method by distributing questionnaires 

is intended to find out and compile data about the volume of wet fish production and the sales 

value received as well as the level of profit after expenses for the production factors used. 

Meanwhile, the data obtained through interviews is how many marketing institutions are their 

business partners. And to what extent the level of marketing efficiency is relative to the chosen 

marketing channels. Meanwhile, data obtained through literature studies, journals and so on is 

knowledge that has research relevance. 

e. Data analysis 

Based on the data obtained from the research results, the following analysis can be made: 

(1). Marketing margin. 

To measure the size of the marketing margin at each marketing institution by the channels 

through which the product reaches the final consumer are: 

   M = B + π 

Where :  

M = Marketing margin 

B = Marketing costs 

Π = Profit 

                                                                                       (Steven, 2011 ) 

The total marketing margin can be determined by adding up the margins for each marketing 

institution involved in marketing wet fish, namely: 

                       M = Y1 + Y2 + Y3 + --------------- Yn 

Where : 

                       M = Total margin 

                       Y1 = Marketing margin at market level 1 

                       Y2 = Marketing margin at market level 2 

                       Y3 = Marketing margin at market level 3 

                       Yn = Marketing margin at market level n 
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To calculate the profits of marketing institutions, the formula is used: 

Π = TR – TC 

Where: 

Π = Profit from each marketing agency involved. 

TR = Total revenue (total revenue for each marketing institution)  

TC = Total costs incurred by marketing institutions. 

(2). Marketing Efficiency 

To measure the level of marketing efficiency, the formula is used: 

Marketing Costs 

EP =                                                                                  x 100 % 

The value of the product being marketing 

(3). Analysis of factors that influence marketing margins 

To determine the factors that influence marketing margin, multiple regression analysis is 

carried out with the formula: 

Y   = bo +biX1 + b2X2 + Ei 

Where: 

Y   = Marketing margin 

X1 = Marketing costs 

X2 = Marketing profits 

Bo = Parameter to be estimated 

 

RESULTS AND DISCUSSION 

a. Post-Marketing Treatment of Marine Fish 

So that the quality and smooth marketing of fresh sea fish is a routine business fishing 

community in Pangkep Regency, the marketing concept is the main factor that influences 

fishermen's income levels and needs special attention, so that the prices received by fishermen 

remain reasonable, so post-marketing treatment plays a very important role. In Pangkep 

Regency, it is the focus of research on the fresh sea fish trade, especially studies on the behavior 

of marketing institutions which influence fishermen's income levels and provide an illustration 

that post-marketing activities are carried out by fishermen only at the initial stage, namely 

fishermen only carry out fishing at sea, preservation , transportation and sale in fresh form. 

Meanwhile, the sorting, cleaning, preservation, packing and transportation stages are generally 

carried out by marketing institutions. 

 

1
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To carry out efficient post-marketing, fishermen must change their marketing patterns from 

mono-channel to multi-channel. The findings obtained in this study are the existence of a 

mono-channel marketing system, where some fishermen have regular subscriptions to 

intermediary traders who are usually called ponggawa, where this institution provides 

capital/loans to fishermen in need in advance with business contracts for the fish caught by the 

fishermen.  

Sell to the intermediary trader. In this type of business contract model, prices are generally 

determined by the trader and tend to be less profitable for fishermen. For details on post-

marketing treatment of fresh sea fish, see the following chart: 

 

Figure 1: Post-Marketing Treatment of Fresh Sea Fish 

Post-marketing activities are generally carried out by marketing institutions, including retailers, 

collecting traders, wholesalers, agents and inter-island traders with more work being done by 

their workforce. Meanwhile, fishermen as producers of fresh fish they catch prefer to sell it 

directly to intermediaries or marketing institutions and carry out less marketing functions. This 

is done because fishermen have several limitations such as; time and costs to carry out the 

marketing process, so that the price paid from intermediary traders is not significant in relation 

to the income received. Marketing in principle is the flow of goods from producers to 

consumers. This flow of goods can occur because of the role of marketing institutions, where 

the role of these institutions is very dependent on the prevailing market system and the 

characteristics of the flow of goods being marketed. Therefore, this concept is often termed 

marketing channels, whose function is very important, especially in looking at price levels in 

each marketing institution. 
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Table 1: Activities of marketing functions carried out at various levels of behavior of 

fresh sea fish marketing institutions 

 

Table 1. above, it can be seen that post-marketing activities by implementing marketing 

functions are generally carried out by marketing institutions so that the costs incurred directly 

increase, thus affecting the total cost per unit of product/fish. In this description, it appears that 

in the marketing process from producers to final consumers, marketing institutions have an 

important role in the trade of fresh sea fish which has benefits and interests for all parties, 

including increasing local income and employment opportunities. 

b. Marine Fish Marketing Channels 

Marketing of sea fish, especially fresh fish which is usually called wet fish (from the sea) and 

land fish (pond fish) in Pangkep Regency, there are several marketing institutions in the process 

of being transferred from producers to final consumers. There are several traders/intermediary 

marketing institutions involved in the marketing process, namely; (1) collecting 

traders/ponggawa, (2) commissioners, (3) wholesalers, (4) retailers/pagangang to final 

consumers. Fishermen as producers of fresh sea fish (wet fish) generally search for fish in the 

sea day and night by catching, preserving, transporting and then selling them to marketing 

institutions/intermediary traders in baskets. For more details, the marketing channel for wet 

fish (sea fish) in Pangkep Regency is the place for marketing institutions and final consumers. 

Business costs and income. The marine fish commodity in the fisheries and marine sector is 

the main source of income for the majority of the population of Pangkep Regency, where this 

area is known as one of the areas that has many fishing islands, hence the name Pangkep 

Islands. The marketing channels through which the marine fish trade passes in Pangkep 

Regency are as follows: 
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Channel I 

Analysis of costs, margins and profits on this channel can be seen in table 2. Below: 

Table 2: Analysis of costs, margins and income at collector level traders (Rp/Kg) 

 

Source: Primary data after processing 

Table 2. Above provides an illustration of the income received by intermediary 

traders/collectors, there are several types of fish where marketing functions are not carried out, 

but this does not affect the level of income but tends to increase, such as for baronan fish and 

lamuru fish. The behavior of marketing/collecting institutions in this channel has determined 

sales prices to increase between 17.50% to 30.67%. Furthermore, the analysis of costs, margins 

and income for sub-district wholesalers can be seen in table 3 below: 
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Table 3: Cost, Margin and Income Analysis at District Wholesaler Level (Rp/Kg) 

 

Source: Primary data after processing 

Table 3 above contains several treatments for the types of fish processed by sub-district 

wholesalers which are related to marketing functions such as sorting and packing activities so 

that the costs incurred by these marketing institutions quite influence the level of income. Then, 

these wholesalers make sales margins to district/city wholesalers of between 10% and 15.59%. 

When compared with the activities of marketing functions between collecting traders and sub-

district wholesalers, more collectors do it, so there is a difference in the percentage increase in 

selling prices, in this case it is higher received by collectors. Furthermore, analysis of costs, 

margins and income levels for district/city wholesalers can be seen in table 4 below: 

Table 4: Analysis of Costs, Margins and Income for Regency Wholesalers (Rp/Kg) 
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Table 4 above describes marketing activities to sub-district wholesalers, namely after 

purchasing fresh sea fish from collectors then carrying out several marketing function activities 

by paying different amounts of total costs for each type of fish. The difference in total costs 

incurred directly affects the level of income and margin received by sub-district wholesalers, 

however, the mark-up level is between 9.19% and 15%. Paying attention to the results of the 

analysis of expenditure and income obtained by this marketing institution is not too far from 

that of collecting traders. Based on the results of an interview with the head of the marine fish 

traders group in Labbakang Regency, Dg. Jamal, he said that the price increase applied to 

consumers, both industry, retailers and household consumers, was not too high with an average 

of 12%. Furthermore, analysis of costs, margins and income at retail level traders can be seen 

in table 5 below: 

Table 5: Cost, Margin and Revenue Analysis at Retailer Level 

 

Table 5 above, after processing the results data on marketing activities carried out by retailers, 

has obtained analysis results, namely, where this marketing institution (retailer) has three 

marketing activities carried out, namely; transportation of goods, preservation and levies and 

all three of them incur costs as described in table 5. Then, with the expenditure paid to these 

three marketing functions, the level of income obtained by retailers decreases so it can be 

concluded that the more marketing functions are carried out by marketing institutions then the 

costs of the marketing process also increase so that the retailer's income/profit level decreases. 

Channel II 

In the marine fish marketing structure, it appears that producers and marketing institutions have 

distance and time to the final consumer, including the costs incurred by each marketing 

institution to deliver the product/fish being marketed based on the channels traversed. This 

second channel involves two marketing institutions, including; collectors and dealers. For 

greater clarity, the following can be described quantitatively regarding the total costs, margins 

and level of income obtained by each institution in table 6 as follows: 
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Table 6: Cost, Margin and Revenue Analysis at Collector to Retailer Level (Rp/Kg) 

 

Table 6 above provides an illustration that the level of income obtained by collecting traders is 

higher than through the first channel. This happens because this channel is short and the selling 

price is more expensive because the purchasing volume of retailers is smaller than the 

purchasing volume of sub-district wholesalers. Meanwhile, the cost price and sales price have 

a mark-up of between 10.17% and 30.67% with different profit levels based on the marketing 

functions carried out by each marketing institution.    

c. Margin and Revenue 

Marketing of fresh sea fish production obtained by fishermen through several marketing 

channels results in different results or business profits for each marketing institution due to 

marketing function activities, time and costs incurred. This can be seen at the level of margin 

and income for each marketing channel in table 7 as follows: 

Table 7: Analysis of Margin and Revenue in Channel I 

 

Table 7 above describes the amount of income and marketing margin for each channel through 

which goods/fresh sea fish reach the final consumer. The highest sales price in this channel is 

at the retail level at IDR 73,150/kg, while the highest margin level is at the collecting trader. 

The difference in margin income for each channel is due to the activities of marketing 
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functions, costs and the number of marketing institutions. The collecting traders are at the 

forefront as intermediary traders between producers/fishermen and other intermediary traders 

so that this marketing institution has many marketing function activities which can be seen in 

table 1. Furthermore, analysis of margin and income in channel II in table 8 is as follows: 

Tabel 8: Analisis Marjin dan Pendapatan pada Saluran II 

 

Table 8 above provides an illustration that differences in margins, costs and income levels of 

each marketing institution in each channel are caused by the treatment of the marketing 

function. For example, collecting traders selling fish to retailers have incurred costs of IDR 

8,725/kg and the sales level is IDR. 40,593/kg. Meanwhile, at the retailer level, the selling price 

has been set at Rp. 54,582/kg, but the costs incurred were Rp. 4,825/kg so there is a cost 

difference of Rp. 3,900/kg between collecting traders and retailers. Next, the margin and 

income analysis in channel III can be seen as follows: 

Table 9: Channel III Margin and Revenue Analysis 

 

Table 9 above provides an illustration that the level of expensive sales is at retailers because 

the goods/fish received are at the third level from producers. With the stages that goods go 

through to the final consumer through wholesalers and retailers, the price received by 

consumers is IDR 78,752 with costs of IDR. 4,825/kg. Meanwhile, the lowest margin level is 

at the collecting trader level, but the income level is the highest. This occurs because the 

marketing function is treated more than other marketing institutions. For channel IV with 

margin and income levels, see the following table: 
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Table 10: Margin and Revenue Analysis at the Channel IV Retailer Level 

 

d. Marketing Channel Efficiency 

Marketing efficiency is basically the ratio of marketing output to input. Marketing output is the 

final sales result received, while marketing input is the funds used to process and transport the 

product so that it arrives in the hands of consumers. 

The efficiency of marketing channels for fresh sea fish from producers to consumers in the 

Pangkep area to other areas can be seen in table 11 below: 

Table 11: Efficiency and Profits of Fresh Sea Fish Marketing Channels in Pangkep 

Regency 

 

Source: Primary data after processing 

Table 11 above shows that the income from marketing fresh sea fish in channel III is IDR 

33,039/kg with an efficiency level of 22.20%, while the lowest income is in channel IV 

amounting to IDR 8,202. There is an assessment of the level of marketing efficiency for fresh 

sea fish products to find out which channel is more efficient by getting a greater level of profit, 

although in theory it says that a short marketing channel is an efficient one, but in this study it 

has been found that the efficient channel is the which results in a higher level of profit. 

 

CONCLUSION 

In this research, after being carried out, several study results have been obtained using a matrix 

cost, margin and income analysis approach so that it can be concluded temporarily as follows: 

1) The costs, margins and income levels of each marketing agency are different. 

2) The level of income earned by marketing institutions differs from each other. 

3) Marketing efficiency of agricultural and fisheries sector products through short marketing 

channels. 

4) The high marketing margin for each channel is influenced by the activities of marketing 

functions. 

5) The marketing function influences the level of product quality and increases sales volume. 
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