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Summary 

Based on the survey that has been done in Timor and Sumba, there are 

some points of conclusion as follows of five commodities on Agricultural product 

i.e. Maize, Cattle, Cashew, Chinese Cabbage, and Coffee is. 

1. NTT is one, out of ten, of maize production center in Indonesia. In this 

region, maize is grown mainly (90%) in rainfed and dryland areas. The 

highest production areas of maize in NTT are located in Timor Island with 

Timor Tengah Selatan district is the highest (22%), followed by Kupang 

District (14 %), Malaka District (10%) and Belu District (8%). While Sumba 

Timur and Sumba Barat Daya are center of maize production in Sumba 

island. The average maize productivity in NTT is about 2.6 ton per Ha with 

the productivity of each district follows the same pattern as for the 

harvested area.  

2. Maize farming in NTT, mainly purposed for daily consumption with only 30 % 

of total production for cash. Even though it was already market orientation, 

the farming remained using simple technology with minimum advance 

farming input.  

3. Maize is available in town, village and sub-district markets in NTT. Generally, 

farmers sell maize at traditional weekly markets in sub-district center. 

During harvesting time in April, may and June, maize is available in all types 

of markets with lower price than no harvesting seasons. There are two kinds 

of maize marketed and most probably consumed in Timor based on kernel 

collors i.e. yellow and white maize. Yellow maize is more preferred than 

white maize as the price of white maize is higher than that of yellow one. 

4. Market participants in NTT are input suppliers, producers (farmers), 

collectors, retailers and inter-island traders. Collectors or inter-island traders 

in Timor do not receive maize from Flores, Alor or Sumba islands, due to 

high transportation costs. However, some good quality of maize from Java 

and Makasar enter Timor and Sumba markets, through inter-island traders 

with closely to the same price with local maize (Rp. 3200 per kg).  
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5. Most of local farmers (78%) sold their crops to collector, 12% to local 

consumer and other 10% to local retailer. Only 10% maize from farmer sold 

to inter sub-district or district or island markets through collector. And most 

of the collector (90%) sold the maize to local trader (retailers) in sub-district 

markets or to city markets (Kupang in Timor and Waingapu in Sumba island).  

6. The most efficient channel in marketing of maize is channel III where 

farmers or farmer groups sell directly maize in the market to consumers. 

This channel has higher return to cost ratio and bigger profit than others.  

7. The highest value added from maize in NTT is gained by traders that those 

dealing with end markets and based on proceesed maize products. While 

lower value gained by farmers are related to unprocessed products. Thus, 

the more activity and treatment put in maize produce, the more value 

added gained by value chain actors.  

8. Maize value chain in NTT faced multifaced constraints, lies from input supply 

until end users, including supporting services, policy/regulation and famer 

institutions. All these constriants are needed a design of value chain 

development strategies/methods and providers, to foster growth and 

competitiveness of maize value chain in near future in NTT. 

9. NTT is the province with the 11th highest cattle population in Indonesia. 

10. The districts in West Timor are the areas with the highest cattle population, 

namely Kupang Regency, South Central Timor Regency, North Central Timor 

Regency. In addition, East Sumba district is also one of the districts with a 

high cattle population compared to other areas. 

11. Cattle's marketing was highly dependent on village-level collectors. Village-

level collectors play a role in marketing, both facilitating the trade of calves 

and adult cattle for inter-island trade and domestic markets. On the 

production input side, the calves marketing chain goes through two market 

chains, namely breeder-vilages collectors sub district collectors-retailer-

consumers (farmers), and the second channel is breeder-vilages collectors-

retailer-consumer (farmers). While the marketing channel for adult cattle 
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(beef cattle), Farmers use two channels, namely selling to village collectors 

and also sub-district collectors. as for the marketing channels in the 

downstream sector, namely channel 1 farmers-collector of village level-

collectors of sub-district level-inter island trades, marketing channel 2, 

farmers-collector of village level-inter island trades, and marketing channel 3 

farmers-collectors of sub-district level-inter island trades. 

12. Creating of added value is carried out by processing in the form of beef 

marketing and processing with processed products in the form of shredded 

and Se'i. In addition, added value by product is also created such as cowhide 

and bone. One of potential development product is developing meet ball. 

Until conducting of the research, trade in of meet ball to Kupang in year 

2020 (January to November) is 22,252 Kg. This is a potential market for beef 

meatball development in Kupang. 

13. The highest value added from cattle in NTT is gained by traders that those 

dealing with end markets. While lower value gained by farmers. Thus, the 

more activity and treatment put in cattle produce, the more value added 

gained by value chain actors.  

14. Cattle value chain in NTT faced multifaced constraints, lies from input supply 

until end users, including supporting services, policy/regulation and famer 

institutions. All these constriants are needed a design of value chain 

development strategies/methods and providers, to foster growth and 

competitiveness of cattle value chain in NTT. 

15. In Cashew nut, the main finding is the low added value created from the 

potential added value that can be created. Cashew nuts production results 

are traded in the form of row material to inter-island trade. The potential for 

added value lost due to the absence of a processing industry reaches 94%. 

Therefore, building a processing industry climate is a strategic issue in 

agricultural development through cashews. In line with this, aspects of 

capital and marketing of processed products are obstacles faced by farmers. 

16. Result showed that there is still huge potency and capacity of developing 



 

Draft report: Value Chain Anallysis of five agriculture commodities 

 

iv 
 

value adding to the commodity through improving value chain performances 

in NTT.  It is shown that most of the cashew are still harvested in bulk, and 

that the transaction is done directly to the farmer who owned the cashew 

plantation by the second trader.  The second trader is then selling the bulk 

to the inter-island trader, also in the form of bulk fresh product, mostly to 

Surabaya.   

17. The limited financial access that the farmers had and the lack of skill to 

improve the products’ value contributes to obstacle.  However, some small 

home industry has been raised in the communities, to be able to improve 

the product value of cashew nut.  To conclude, there are still more work to 

do to improve the human resource on their knowledge and skill and, to gain 

access to the financial resources for better improvement of the product and 

eventually the farmers’ prosperity and well-being.  

18. Domestic production of  hinese cabbage has not been able to meet 

consumer needs throughout the year. There is a supply vacancy in certain 

months, so it must be filled from outside the island, such as the island of 

Lombok for the West Sumba and from Surabaya for the market in Kupang 

City, especially the modern market.  

19. This study found three marketing channels. In the marketing process, 

marketing actors have not implemented good handling practices in the 

transportation, storage, or display in the market. Therefore, losing value due 

to damage is still very high in the marketing process. The creation of added 

value can be done on a farm, namely by producing gradually to meet the 

market throughout the year. The creation of added value in post-harvest is 

done by storing, packaging, transporting, and displaying with Good Handling 

Practices (GHP). The highest price can be obtained when the product is still 

fresh. Therefore, the increase in the value chain is done by keeping the 

product fresh for longer until it reaches the consumer. 
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Project Background 

 

INTRODUCTION 

LMSINDO (Link and Match SMK in Indonesia): strengthening Teacher Training 

in TVET Agriculture in East Nusa Tenggara (NTT) is a multiple-year project to 

strengthen SMK teacher training (in- and pre-service) on national and on regional level 

by enhancing the educational and organizational capacities of the Ministry of Agriculture 

Polbangtan system and SMKs. In particular, there is a focus on strengthening teacher 

training in TVET Agriculture in the East Nusa Tenggara (NTT) province. Strengthening 

linkages (Link and Match), by establishing collaborative frameworks between education, 

government and private sector (triple helix) on national and provincial level, will be 

through a mix of activities, such as: institutional empowerment, full alignment with the 

vocational education system of the Ministry of Agriculture, training of trainers, improved 

curriculum and teaching methodologies/approaches and training facilities, study visits, 

project piloting and scaling up, that also address crosscutting issues such as: 

environmental sustainability, gender equality and equal access for every community 

members, including marginalized people 

The objective of the assignment is to analyze the value chains of 5 identified 

potential NTT commodities of cattle, maize, coffee, chinese cabbage, and cashew nut. 

The aim of this Value Chain Analysis (VCA) is to get inputs for i) improvement of SMK 

curriculum and ii) labour market linkage. 

STUDY METHODOLOGY  

This research has been carried out in the Province of East Nusa Tenggara with the 

main focus on the areas of West Timor and Sumba and its comparison with conditions on 

the island of Flores which are relevant to the study. District samples are Kupang and TTS 

districts in West Timor; and Sumba Barat Daya and Sumba Tengah Districts in Sumba 

Islands. All these districts are production center of maize.  This study deals primarily with 

survey data regarding production and data related to local markets (selling and buying 

outlets), key market (suppliers and buyers), marketing volumes and channels 

(distributions), marketing cost, price and margin analyses, product movements, nature of 

competition (market structures), logistics or stand point facilities and material or product 
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handling. This study is mainly based on primary and secondary data. The field activities 

to obtain primary data were limited (due to time and budget constraints, and pandemy 

covid 19 (Figure 1). More detailed methods will be presented in the respective 

commodity reports that are part of this report. 

 

 

 
Figure 1. Research Location: Sumba and Timor Islands (          ) 

 

 

REPORT STRUCTURE  

This Value Chains Analysis (VCA) consists of five commodities, namely: VCA of 

Maize, Cattle, Cashew Nut, Chinese Cabbage, and Coffee. The general outline of report 

structure following: Abstract, Introduction, Reserach Method, Results And Discussion 

(Global, National And Ntt Maize Production And Technology Constraints, Market 

Characteristics & Participants,Maize Value Chain In Timor And Sumba, Chain Structure, 

Price And Margins, Chain Structure And Value Added, Cost And Efficiency, Factors 

Affecting Marketing Efficiency, Value Chain Constrains, Value Chain Development 

Strategies, Conclusion and Recommendations 
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Maize Value Chain  and Marketing Strategy Analyses 

For Small Holders In East Nusa Tenggara Province, 

Indonesia 

 

ABSTRACT East Nusa Tenggara (ENT) Province is driest area in 
Indonesia and it applies archipelago maize dryland farming 
system. In ENT, maize stands as the second main food crop 
after rice. Low productivity and profitability gain from 
maize, it is bacause of low value added and insufficient 
marketing strategy applied by small maize holders. The 
research has been conducted in maize center developoment 
with objectives are to investigate maize value chain and its 
marketing stratgeies, using survey method involving small 
holder maize and tradeers, agroindustries, and related 
supporting agribuiness institutions. Results showed that, 
firstly, maize is not produced at its optimal productivity, and 
its marketing system is not efficient. Secondly, Only retailers 
can create value added of maize and they are managers of 
maize value chain; and then, retailers gain more profit than 
other marketing chain actors, farmers and collectors. 
Thirdly, Small maize farmers have a weak bargaining 
position, it is caused by individual marketing strategy 
implementation with small amount of product sold. Farmers 
should be enpowered, by training and expert supervising, in 
order to enhance their capacity and capability to create 
maize product value added and to improve their skills in 
technology and strategy in making marketing more efficient 
and equitable. It is also suggested that small farmers could 
form collective marketing with other marketing actors and 
collaboration with financial isntutions, industries, academic 
expert and local government. These will lead to increase 
capital, marketing bargaining position, and processing 
industry equpments for the future.  
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INTRODUCTION 

Almost every farmer in East Nusa Tenggara (NTT) cultivates maize every growing 

season. Maize is the second staple food, after rice, especially for people on the islands of 

Timor and Sumba. In addition to food, maize also has functions as feed, cash source 

(finance), fuel and organic fertilizer material.   

Maize is the second important food component for most people in Indonesia, after 

rice. Maize can be consumed in various forms such as grits; popcorn; vegetable corn 
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(fresh, frozen, sweet corn); corn flour to make various cakes, snacks, chips; and others. 

Maize is also used for feed, biofuels, biomass, various syrup drinks and other food 

industry raw materials. 

Problems related to maize agriculture in East Nusa Tenggara Province are low 

productivity, small and scattered business scale, inefficient and unfair marketing system, 

and problems related to the age of farmers. The low level of maize productivity in the 

NTT area in addition to natural factors such as long droughts, is also mainly due to the 

low adoption of right maize cultivation technology (seeds, planting patterns, crop 

nutrients and crop pest and disease management). Factors causing the low application of 

such technology are low cash incomes and farmers' skills. The age of elderly farmers 

(67% of farmers in NTT are over 55 years old) also encourages the low adoption of 

cultivation and post-harvest maize technology. 

The problem of Indonesian maize imports is also closely related to production 

conditions that are much lower than the amount of maize demand. For example, in 2014, 

Indonesia imported 3.6 million tons of maize. The amount of imports decreased when 

compared to 2018 which amounted to 1.09 million tons (CNBC Indonesia, 2020). 

A problem that is no less important in the field of maize agribusiness is its 

marketing problems. With the condition of small agricultural scale and also scattered 

location , has led to high cost of marketing maize in East Nusa Tenggara Province (Adar 

and Jacklyn, 2013). The price of maize in this area fluctuates greatly between the harvest 

season and the season of not harvesting and between regions / districts. Lack of market 

information such as data on inter-market prices, consumption patterns, market growth 

rates, and market preferences to the characteristics of maize products contributed to the 

poor performance of the maize marketing system in NTT. Improvement of the market 

system may be a motivating factor so that farmers and other corn stakeholders understand 

how important management at the agricultural level and at the post-harvest level 

determines the success of maize marketing. 

The main objective of the survey is to identify the availability of production and 

value chain performance and opportunities of local maize  in NTT Province. Detailed 

objectives of this survey are as follows:  Firstly, Provide an analysis of maize availability 

in selected districts in NTT Province. Secondly, Provide a comparative analysis of maize 

price and a comprehensive analysis of the local market (potential suppliers, supply and 

demand behaviour, channels, distribution system analysis, value chain prices and 

margins). Thirdly, Identify the best opportunities for development of maize value chain in 

relation to labour market and vocational school graduate curiiculum development. This 
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study deals primarily with survey data regarding production and consumption patterns, as 

well as data related to local markets (selling and buying outlets), key market (suppliers 

and buyers), marketing characteristics and channels (distributions), marketing cost, price, 

and margin analyses. However,  this study is mainly based on secondary data, as field 

activities were limited, regarding to covid 19 pandemy. 

 

RESEARCH METHOD 

Research Location 

This research has been carried out in the Province of East Nusa Tenggara with the 

main focus on the areas of West Timor and Sumba and its comparison with conditions on 

the island of Flores which are relevant to the study. District samples are Kupang and TTS 

districts in West Timor; and Sumba Barat Daya and Sumba Tengah Districts in Sumba 

Islands. All these districts are production center of maize.  This study deals primarily with 

survey data regarding production and data related to local markets (selling and buying 

outlets), key market (suppliers and buyers), marketing volumes and channels 

(distributions), marketing cost, price and margin analyses, product movements, nature of 

competition (market structures), logistics or stand point facilities and material or product 

handling. This study is mainly based on primary and secondary data. The field activities 

to obtain primary data were limited (due to time and budget constraints, and pandemy 

covid
19

. 

 

 

 
Figure 2.1. Research Location: Sumba and Timor Islands (          ) 
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Data Sources 

Data on maize production and price were obtained from secondary sources such as 

Badan Pusat Statistik (BPS) and Dinas Pertanian dan Perkebunan  publication, or other 

related sources. Interviews were also conducted with Government staff of relevant 

departments such as Food Crop; Industry, Trade and Cooperative Department at District 

or provincial levels (to find out general information related to production, consumption, 

demand, price, and market policies).  For marketing analysis, the study used a multistage 

sampling method in selecting sample markets and respondents. The first stage was to 

decide sample markets by using a purposive sampling technique. The market places 

chosen to represent all the traditional market places in districts are those which are 

considered to be the busiest market places. Therefore, in Kupang, the market samples are 

Pasar Inpres Naikoten Kupang, Oesao, Baun, Camplong and  Takari. Whereas, market 

places in TTS are Pasar Inpres Kota SoE (city market), Niki-niki and Oinlasi (central 

TTS area), Panite and Batu Putih (South TTS) and Kapan in the North TTS district. In 

Sumba Barat Daya markets are Market Omba Komi in Tambolaka, Mangura market and 

in Waikabubak city market in Sumba Barat. In Sumba Tengah district, data were 

collected at farmer level, traditional city market. 

The second stage was choosing survey respondents. At least 4 respondents in each 

market location, consisting of farmers and traders at different levels (collectors or 

retailers). Respondents were chosen by using also purposive sampling techniques 

(stopping people on the street method). The total sample is 49 respondents (22 farmers, 7 

collectors, 16 retailers and 4 inter-island traders) (as shown  at Table 2.1). 

 

Table 2.1.  Respondent of Research 

No Respondent Total Activity 

1  Farmers/Farmer Group  25  Interview, SGD, Observations/field 

assesment  
2  Collectors & Wholesalers 15  deep interview  
3  Retailer & Processors 20  deep interview 

4  PAP (inter island trader)  4  deep interview  
5  Input Supplier  5  deep interview  
6  Consumers/end markets 5 deep interview 

7 Government  8  SGD  
8 Poultry Farms/Farmers 3 SGD (hanya untuk maize) 

Data Analyses 

Descriptive (qualitative and quantitative) to characteriaze the situation: Link issues 

on production, post harvest, marketing channels and systems, prices, products, Margin, 

Farmers Share, Marketing Efficiency, Marketing Cost and Constraints (gab analyses) and 
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strategies for future development of the commocity  

Descriptive analysis on maize production was done in order to know Indonesian 

and NTT maize position in the World and  Indonesia, respectively. Maize production in 

Nusa Tenggara Timur province was analysed in order to determine maize production 

center within the province. The break down analysis of maize production according to 

sub districts in sampel districts was also carried out to determine the production center 

within the district. Descriptive analyses was based on tables and figures created from 

production secondary data collected in this survey. 

The analysis of marketing of maize value chain in this study focuses on market 

characteristics, marketing channels (value chain pattern), marketing volume (production 

and consumption balance), marketing cost-price, marketing margin, consumer 

preferences and marketing strategies. A comparative analysis between channels and 

market locations was based on the information gathered from the two districts; especially 

in accordance with prices and margins created by different types of marketing 

participants, channels and markets.   

In relation to descriptive analysis of maize production and marketing systems, the 

study does not cover some other important aspects, including quality and seasonality of 

maize availability; types or varieties of maize produced; consumer and market segments, 

product movements, logistics,  market information, and product order processing. 

Limitations related to data and time availability, and other constraints. Data only based on 

secondary sources since field survey to obtain primary data were limited. 

Several quantitative calculations are also carried out, especially in marketing 

analysis using the following formulas: 

1. Marketing Marjin (MM) = Pr – Pf   (1) 

2. Farmer‘s Share  (FS) = 100% - ((Pr – Pf)/Pr )) x 100%   (2) 

3. Marketing Fee (K) = (Hj – Hb) – B  (3) 

4. Marketing Eficiency (E) = B/Hj x 100%   (4) 

5. R/C ratio R/C = K/B (5) 

6. Break Event Point (BEP): 

6.1. BEP Productions : BEPP = total Cost Production/price (6) 

6.2. BEP Prices:  BEPH = total Cost Production/Productions (7) 

7.Capital Usage Eficiency (EPM) = (variable cost/total cost) x100%  (8) 

Descriptoions:  

Pr : consumer price/retailer price  

Pf : price at the farmers level 

Hj : selling price at the marketing agency  

Hb : price of bying product at the marketing agency  

B : cost of marketing product, and  

K : Marketing fee 

7. Market Integrations: using the concept of correlation. 
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rPrPf = coefficient of correlation of prices between retailers and producers. 

If the correlation coefficient is equal to one, it means that there is perfect 

integration between the market at the farmer level and the price at the trader level 

which means the market is perfect. Thus, it is said that the marketing system is 

efficient. Conversely, if the correlation coefficient is not equal to one, it means that 

there is no perfect integration of prices between the market at the farmer level and 

the market at the retailer (consumer) level so it is said that the marketing system is 

inefficient. 

8. Elasticity of price transmission is the ratio of relative change at the 

producer level (Pf) to relative price at the merchant level (Pr) (Mahreda, 

2002). 

Pf

Pr

Prd

dPf

PrPr/d

Pf/dPf
Et   

ET = Elasticity of price transmission 

dPf = change in selling price at the producer level 

dPr = change in selling price at the merchant level (retailer) 

If:  

Et = 1: The sensitivity of the change in nisbi price at the level of farmers 

(producers) is the same as the change in nisbi price at the level of 

the retailer ( retailer ) 

ET > 1: The sensitivity of nisby price change at the farmer (producer) 

level is greater than the change in nisbi price at the level of the 

retailer ( retailer ) 

Et < 1: The sensitivity of nisby price change at the farmer (producer) level 

is smaller than the change in price nisbi at the level of the retailer 

( retailer ) 

Information: 

MP  : Marketing Margin 

Pr  : price at the retailer and/or end consumer level  

Pf  : prices at the farmer level (or previous marketing agencies) 

Hj  : selling price of products at marketing institutions   

Hb  : the purchase price of the product at the marketing agency  

B  : the cost of marketing the product and  

K  : Marketing advantages 

Ski  : Share (share) of the profits of the 10th marketing agency 

Ki  : The advantages of the 10th marketing agency 

N  : Number of samples 

   2
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RESULTS AND DISCUSSION 

 

Global, National and NTT Maize Production and Technology Constraints  

Indonesia is the eighth largest maize producer in the world. However, the U.S. and 

China are still the largest producers of maize. Maize production in Indonesia in 2014 was 

19.01 million tons (FAOStat, 2019). In the same year, miaze production in the U.S. 

amounted to 377.5 million tons. Data released by FAO in 2019 for the 10 largest maize 

producing countries in the world is as illustrated at the Figure 2.2. 

 

Figure 2.2. Maize Productions year 2014 (juta Ton) 

Sources: FAOStat, 2019 

 

Maize  production centers in Indonesia are dominated by the provinces of East 

Java, Central Java, Lampung, South Sulawesi and East Nusa Tenggara (NTT) (Statistics 

Indonesia, 2019). From Figures 2.3a and 2.3b, East Nusa Tenggara Province has been 

among the ten largest provinces in maize production in Indonesia. 

 
Figure 2.3a. Average of maize land planttions in Indonesia year 2012 - 2015 (Ha) 

Source: Statistic Indonesia, 2019 
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Figre 2.3b. The average maize production in Indonesia Year 2012 - 2015 (Tons) 

Source: Statistic Indonesia, 2019 

 

The average maize productions in East Nusa Tenggara Province in the period 

2012-2018 was 2.6 tons / ha, much lower than the national productivity level of 5.01 tons 

/ ha (BPS NTT, 2019). While West Java Province is still ranked number one with a 

productivity level of 7.2 tons / ha (Statistics Indonesia, 2019). 

In Figure 2.4, the following are listed maize production centers in East Nusa 

Tenggara Province in the period 2014-2017.  South Central Timor regency and Kupang 

regency are the main centers of maize production.  

 
Figure 2.4. Average Corn Planting Area 2014-2017 (Ha) in East Nusa Tenggara Province 

Source: BPS NTT, 2019 
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Although area of cultivation, production, and yield tend to increase from year to 

year, there were some constraints to adopt  technology in relation to the improvement of 

all the three indicators above (Subandi 1998; Suhariyanto 2000; Maamun et al 2001; 

Kasryno 2002) i.e.: 

a) Maize is grown mainly (89%) in rainfed and dryland areas, with low soil fertility and 

erratic rainfall, and is often exposed to drought condition 

b) Maize is growth in less developed or remote areas 

c) Farmers are small landholders, have little formal education, lack of cash capital. 

Therefore, they are not able to apply modern inputs (seed, fertilizer, chemicals) 

properly. 

d) There are no price incentive for the gain, and price of inputs are high 

e) Distance of maize production areas from seed and feed industries can be enlarged 

f) Poor management system make it difficult to ensure good seed quality 

g) Improve hybrids bred by government research institutes receive little promotion and 

hybrids bred by private companies are expensive. 

h) These constraints are not the same for each province in Indonesia and they determine 

productivity of maize from each province differently.  

Market Characteristics & Participants 

Maize farming in Nusa Tenggara Timur, especially in Timor and Sumba, is mainly 

for daily need consumption and not for cash crop purpose, since more than 70% of the 

crops are not sold to the market. However, around 30% of the farm is already market 

oriented despite the fact that simple technology with minimum advanced farming inputs 

is still being practiced by most farmers. Farmers sell maize at traditional markets (weekly 

markets in sub-district center). They also sell other products such as various kinds of nuts 

(i.e. peanuts), pulses and cassava.  

Marketing is an important activity to obtain value and profit from produced crops. 

With marketing every player or participant, individually or in group, should fulfill  its 

needs by creating or trading a product he/she has with another individual or group 

(Kotler, 1993). Marketing participants consist of producers, collectors, retailers and inter-

island traders. Marketing is performed on every activity from conception (business 

philosophy) to price, promotion to distribution, to create an exchange of value to satisfy 

an organization, individual or participant goal (Burns Alvin C & R.D.F. Bush, 2000).  

Marketing processes are embedded in marketing participants‘ role:  

Producers/farmers have an exchange function (selling function), physical function 
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(transport function and storage function) and facilities providing function (risk taking 

function and financing function). A producer means a person who actively cultivates 

maize as well as participates in marketing activities.  

a) Collectors take role in exchange function (selling and buying function), physical 

function (storage), service providing function (packaging function). A collector is a 

trader who actively collects and purchases maize directly from the producer and sells 

it out to retail seller or inter islands trader. Collectors usually work and live near to 

producing villages to have good and close relationships with producers. 

b) Retailer‘s role is embodied in an exchange function (sell and buy function), physical 

function (storage) and facilities providing function (processing, standardization and 

grading function). In the maize supply chain, the retailer is usually a small trader who 

sells maize directly to the consumer or sometimes to another retailer. Retailers sell 

mix commodities in store, including vegetables and pulses. 

c) Inter-island traders take role in exchange function (inter-island trading and purchasing 

function), physical function (storage) and facilities providing function (processing, 

standardization and grading). 

Marketing activities conducted by maize stakeholders in NTT are presented in 

Table 2.1. 

Table 2.1. Harvest and Postharvest Activities at Different Level of Maize Marketing 

Participants in ENT, 2021 

Stakeholders* Harvest and Postharvested Activities* 

Farmer Harvests and cleans the maize, then packs it and sells it. Grading and labeling 
not applied. Processes manually white maize kernel into de-hulled maize 

(bose) and sells them in the markets. 
Collector  No particular treatment. Received maize was sold soon after being obtained 

in order to get enough profit to cover cost. Some collectors also process 

maize to become dehulled maize, very fine grits and other types of maize 
grits to sell in markets 

Retailer/ 
Processor 

Purchase the crop from collector and/or farmer, and sells it back to end user. 
No specific treatment to improve quality. Some retailers also process maize to 
become maize dehulled, very fine grits and other types of maize grits to sell 

in markets 
Inter-island 
Trader 

Drying, cleaning, packaging (without label), chemical for pest and disease in 
storage are applied. Between 8-10 % dirt is left in this particular activity. 

Inter-island traders also process maize to become maize grits for feed or other 
needs using their own machinery.  

Consumer End user of product (processed or unprocessed) 
*stakeholders and types of activities are the same for Timor and Sumba study areas. 

Source: Primary data, 2021. 
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Maize Value Chain in Timor and Sumba 

Chain Structures 

The maize supply chain of maize is complex. Activities are ranging from input 

suppliers untill end consumers.. As explained above, maize goes through several channels 

and phases before it is delivered to the end user. Overall market linkages for maize in 

Timor and Sumba are showed in Figure 5. It can be seen that 99% of the maize from 

farmers at Sub-district are marketed in local markets located in villages or sub-district 

center.  Only 1% of the maize produced in sub-districts is marketed to other places or to 

town markets.   Also, it can be seen that, like in Timor, Kupang city‘s market is the center 

of marketing activities during the maize season ranging from April to September. Kupang 

markets receive maize from various suppliers namely from Surabaya, Makasar, Belu, 

TTS, TTU, Rote, Sabu or from sub-districts around Kupang city (Takari, Semau, 

Camplong, Oesao, Amarasi and Amfoang). These sub-district markets also have inter-

linkages with other sub-district markets or with other district markets in West Timor. 

Interview results with inter-island traders in Kupang showed that collectors or inter-island 

traders in Kupang, even in TTS, do not receive maize from Flores, Alor or Sumba 

islands, due to high transportation costs. However, maize from Java and Makasar enter 

Kupang markets, through inter-island traders in Kupang, with low cost and the same price 

as local maize (Rp. 3250 per kg). Maize from Java and Makasar is considered to be of 

good quality. It is because the production technology in those areas is better than the one 

found in West Timor, particularly in terms of maize varieties. Farmers in Java and 

Makasar plant hybrid varieties, while West Timor farmers dominantly plant local 

varieties.  

Overall, marketing channels in NTT Province are the same that channels those 

have been discussed in Timor case. The best way to purchase maize in Timor is trough 

local markets (weekly sub-district markets, close to farm gate prices) with farmers as 

retailers. Direct purchase benefits farmers and buyers. Indeed, the price of maize offered 

direcly by farmers is lower than the one proposed by collectors or retailers at city 

markets. However, the volume of maize sold by farmers is smaller than the one sold by 

collectors. For the TTS district,  most of the farmers (78%) sold their crops to collectors, 

12% to local consumers and 10% to local retailers. Only 10% of maize from farmers is 

sold to inter sub-district or district markets through collectors; while 90% are sold to 

retailers at sub-districts or city markets. Respondent performance in marketing chains in 

Kupang is shown by Figure 3. Most farmers (72%) sold their crops to collector, 19% to 

local consumers and 9% to local retailer. Only 5% of maize from farmers was sold to 
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inter sub-district or district markets through collectors. And most of the collectors (70%) 

sold the maize to local trader (retailers) in sub-district markets or to city markets 

(Kupang). Collectors, particularly inter-island traders, also receive maize from Java or 

Makasar (25%). Livestock Industry as a consumer also receives maize from Java or 

Makasar (75%) or collectors (25%). Thus, there are two main sources (suppliers) for 

maize markets in West Timor: Java or Makasar and local farmers. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
Figure 2.5. Marketing Channels  For Maize In NTT. 
Remarks: 

   : irregular market supply during season 

   : regular market supply during season 

 %  : Percentage maize volume distributed by marketing stakeholders  

Channel I  : Farmer/Farmer group  Collector  Retailer  Local consumers 

Channel I I : Farmer/Farmer group  Retailer  Local consumers 

Channel III : Farmer/Farmer group  Local consumers 

Channel IV : Farmer/Farmer group  Collector Inter sub-district markets  Other Sub-

district or District Consumers and Markets and to inter island traders 

Channel V : Farmer/Farmer group  Collector Retailer Markets  local consumers  

Channel VI : Farmer/Farmer group  Retailers  Other Sub-district or District Consumers 

and Markets 

Source: Survey Data Calculated, 2021 

 

Based on maize production orientation, value chain structure for NTT is divided 

into three channels. Channel 1 (subsistance) shows the predominant channel of maize in 

NTT: farmers that cultivate maize for their own consumption. Channel 2 (commercial 

human consu,ption) shows farmers that are growing and selling maize that is ultimately 

used for human consumption and processing into snacks. Channel 3 (animal feed) shows 

the small but growing channel of maize used for animal feed in NTT.  The three channels 

are shoewn in Figure 2.6.  
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Figure 2.6. Chain Structure Based On Maize Production Orientation 

Source: Jaclyn, et al., 2013 

Channel 1: Subsistence: Maize has been cultivated in NTT for several hundred 

years. The majority of farmers in NTT grow a type of ‗local‘ maize that they cultivate 

with retained seed from the previous years‘ harvests. This is typically a white variety of 

maize that local farmers find to be more weevil resistant than the subsidized (yellow) 

composite varieties such as ‗Lamuru‘. No fertilizer or other inputs are used with the local 

seed variety. Farmers traditionally plant the maize in the same hole as other crops such as 

sweet potato, cassava, mungbean and sometimes even rice. After the harvest season, the 

farmers tie, bundle, and dry a portion of the maize over the kitchen fire and put the rest of 

it in the sun. The maize intended for consumption (rather than for seed) is stored (in some 

parts of NTT it is stored in a raised hut-like structure called a ‗lopo‘) and consumed as 

needed. In rare cases, or in a bad production year, farmers purchase seed from the market. 

But rather than purchasing seed, they purchase grain to use for seed. ensuring that there is 

enough maize to feed their families for the year is the primary goal of farmers growing 

maize in NTT. Their cash income is likely to come from other sources, such as animal 

husbandry or selling other crops like betel nut and cashew. 

Channel 2: Commercial human consumption: There is a small but growing number 

of farmers in NTT who are both consuming and selling maize. Almost all of the members 

of one farmer group interviewed in Kupang district, for example, were selling 
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approximately 50% of their harvest. For this channel, the maize varieties include both the 

more traditional local white variety as well as yellow varieties of maize that are primarily 

either from composite or hybrid seeds. The seeds are retained, distributed by the 

government, or purchased on the market from input suppliers. Other inputs such as 

fertilizers and pesticides are used only for composite and hybrid seeds. At the time of 

harvest, farmers sell to traders and local collectors after drying the grain. Traders may 

then sell the grain themselves in the wet markets; to other wet market retailers; or to 

traders whose ultimate sales outlet is individuals purchasing grain for household 

consumption. Storage and transportation are largely functions of the collectors and 

traders. It is important to note again that NTT is a net importer of maize, and much of the 

yellow maize used for household consumption and also processed into snacks is imported 

from Sulawesi and Java in order to satisfy growing local demand. 

Channel 3: Animal feed: This represents a small but growing end market for the 

maize grown and traded in NTT. A good portion of the maize destined for animal feed in 

NTT is also imported from Java and Sulawesi, given that local production does not meet 

demand. One Kupang-based poultry farmer who was interviewed, for example, has 

imported 100% of his maize for the last two years due to a shortage in local supply. This 

compares to previous years in which he used approximately 70% local maize. The value 

chain map and actors for channels 2 and 3 in the NTT map are essentially the same. The 

main difference is the primary end markets – poultry farms and farmers using maize for 

feed. Some of the retailers are selling maize directly to consumers for household 

consumption, while others are grinding it and selling it to small-scale poultry producers 

as an input into animal feed. 

Prices and Margins  

Farmers who sell their products directly to consumers gain higher benefits (up to 

50%) than farmers who sell maize to collectors. For example, selling price in TTS and 

Kupang at farmer level in July 2021 was Rp. 3200,- per kg, while at retailer level is Rp. 

3.600 per kg. Farmers and collectors do not exercise sorting, grading or labeling before 

they sell their products. Inter-island traders and bigger collectors do limited sorting to 

separate good and bad quality of maize only. However, no further treatment is applied to 

keep a good quality of maize product.  

At inter-island traders, chemicals to avoid pests and diseases (fungus) were 

applied in storage activity. Price differences between seasons (harvest and no harvest 

time) are high (Table 2.2, Figure 2.7). To avoid this, inter-island traders and wholesalers 

only buy maize at April to August each year. During this period time, the price of maize 
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is lower than other months of the year (pers.com with inter-island traders in Kupang, July 

2021). 

Tabel 2.2  Average Price of Maize at Different Marketing Channels and Participants
 

Marketing 

Channel 
Price (Rp/Kg) 

Farmer Profit 

R/C 

ratio 

Share 

(%) 
Rp/Kg 

  Farmer Collector Retailer 

Inter-

island 

Trader 

Margin     

I 3200 3400 3600   400 88,88 150 0,60 

II 3400   3600   200 94,44 50 0,33 

III 3600       0 100,00 1700 17,00 

IV 3200 3400   3600 400 88,88 100 0,33 

Source: Primary Data, 2021 

Price for yellow maize during 2020-2021 is fluctuated; ranges from Rp.3200 per kg 

(at harvest season (April – August) to Rp. 7000 per Kg at no harvesting time Jan-

February) (Figure 2.7). 

 
Figure 2.7. Average Retailer Market Price of Yellow Maize at Different Time of Buying 

and Selling within a Year of 2020 in Kupang Capital City of NTT Province 
Source: Calculated from Survey Data, July 2021. 

 

Storage facilities at farmer‘s and collector‘s level are very limited. They use plastic 

bags and no special place is allocated to storage. Acceptable storage facilities can be 

found in wholesaler and inter island warehouse for maize and other crops. Due to limited 

storage facilities in the farmer‘s house, the farmers normally sell their maize right after 

harvest to avoid storage damages. With an overwhelming amount of maize stored in the 

inter-island storages, the maize price could go down in the harvest season. 

This difference is due to lack of maize supply.  Supply and demand is the crucial 

point to form price of maize. When supply is less than demand at the same time, the price 

goes up; and vice versa. This condition is worsened from December to February, when 

transportation becomes a constraint for the maize marketing process. At this time, land or 

sea transportation in NTT is difficult, so  rural areas are uneasy to reach. Lack of supply 
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of maize at this time causes high prices. In this context of lack of maize supply, 

communities choose to consume other agricultural products such as cassavas or bananas.  

The price of maize in different  markets also differs according to the kind of maize 

produced (Table 2.3). 

Table 2.3. Different Price (Value) Based on Different Products
1) 

in NTT 

Maize Types Price 

(Rp/Kg)* 

Noticed 

1. Yellow local maize 4 000 Kernel 

2. White maize 6 000 Kernel 

3. Glutinous maize 8 000 Kernel 

4. White dehulled maize (white) 9 000 Half way process 

5. Maize grits (yellow) 10 000 Clean & ready to use/cook 

6. Maize grits (white) 11 500 Clean & ready to use/cook 

7. Very fine maize grits (yellow) 5 000 Rough flower 

8. Yellow maize grits 6 000 Size ¼ of whole kernel 

9. Yellow maize grits 7 000 Size ½ of whole kernel 

10. Introduced maize (bisma) yellow 5 000 Kernel 

11. Weevil infested maize 3 000 Feed for chicken and pig 

12. Smoked maize 3 000 Kernel 

13. Maize bran 1 000 Feeding pig 

Average price at retailer markets (processed and unprocessed products)  in Kupang in the second 

week of July 2021 (it is not a harvesting season for maize).  

* Price (Rp/Kg) in SoE (TTS) and Kupang is the same at retailer market level in the second week 

of January 2011. 

Source: Calculated from Primary Data, 2011. 

 

 The following figures (Figure 2.8 and Figure 2.9) show different types of maize 

products (processed and unprocessed maize, yellow and white maize) sold in selected 

markets in TTS and Kupang. 

 

     

Figure 2.8. Different Types of Maize Products (processed and unprocessed, yellow and 

white) Sold in Selected Markets in NTT, July 2021. 

 

Figure 9 shows that retailers can create more values of maize, that is about greater 

than 33% compared to unprocessed maize. The price of processed products of maize is 

more than double compared to maize kernel (unprocessed). Interviews with retailers in 

SoE and Kupang markets show that a peak in the price of maize (it is about Rp. 7000 per 

kg for yellow Maize kernel) will occur in February this year. Retailers forecast that the 
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price this year will increase about 30 to 40% compared to the year before. This is due to 

heavy rain in the production centre that caused low production of maize. Some areas are 

caused by Sroja disaster in April 2021. 

 
Figure 2.9. Price of Processed and Unprocessed Maize products 

The following figures (Figure 2.10) show market price and margin at different 

marketing channel of maize (based on production cost in 2021) in NTT (calculation 

survey data from TTS and Kupang districts in Timor island.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
Figure 2.10. Value Chain, Prices and Margin (Rp/kg) in NTT (unprocessed yellow maize) 

 Remark:  
*   :Yellow maize farm cost-return analysis from Dinas Pertanian & Perkebunan Provinsi NTT, 2020. 

 #   :farmer groups at study location 

      : maize marketing channels  

: selling price at farmer level minus production cost (Rp/kg) 

: price at consmuer‘s level minus cost of production (Rp/kg).  

Channel 1  : Farmer/Farmer group  Collector  Retailer  Local consumers 

Channel 2 : Farmer/Farmer group  Retailer  Local consumers 

Channel 3 : Farmer/Farmer group  Local consumers 

Channel 4 : Farmer/Farmer group  Collector Inter-island trader  Local consumers  

Source: Primary Data, 2021 
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In both districts, farmers prefer to choose collectors. This can be explained by the 

close relationship collectors tie with farmers. In the economic crises situation, farmers 

often sell their produce before harvesting time (forward sale) to collectors that they know 

well. Direct selling to collector bears no cost for farmers that always buy their maize at 

the farm gate point.  

Based on marketing margin analysis, the best way to purchase maize in both 

districts is through local markets (weekly sub-district markets, close to farm gate prices), 

where farmers act as retailers. At this stage, price of maize is lower than the one offered 

by collectors or retailers at city markets. However, the volume of maize sold by farmers 

is smaller than the one sold by collectors. 

Chain Structure And Value Added  

Value chain is an activity that can transform input to output that has value to 

customers and it can bring business to be competitive. The principle value added listed on 

Table 2.4 represent findings from survey respondents in Timor and Sumba island. It can 

be seen that highest value added from maize is gained by traders those dealing with end 

markets and based on proceesed maize products. While lower value gained by farmers are 

related to unprocessed products. Thus, the more activity and treatment put in maize 

produce, the more value added gained by value chain actors. 

Table 2.4. Maize Value Added in NTT 

Sector/ 

Stakeholders 

Product Output 

Rp/Kg 

Input 

Rp/Kg 

Value 

Added 

% 

 Rp/Kg 

Primary (Production)           

Farmer Dry kernel 3.500 1.800 1.700 3,94 

Secondary (Processing) Grits 9.000 3.500 5.500 12,73 

 Retailers, Inter-island 

traders 

 Home industry, small scale  

    

Tertier  Food snack, 

services 

45.000 9.000 36.000 83,33 

Trading & end markets           

TOTAL  VA       43.200 100,00 

Sources: Survey 2021 

 

    

Cost and Efficiency  

Marketing efficiency is a ratio between marketing costs and selling price. 

Marketing efficiency is used to measure marketing processes on a particular commodity. 

Measurement results on several marketing partcipants involved in yellow maize 

marketing in 2021 is highlighted below. 
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Table 2.5 show that maize selling prices in every marketing participant is very 

different. This difference reflects a marketing pattern which plays a significant role in 

price determination. It is related to the cost spent by every player. The longer the 

marketing channel that a commodity passes through, the more costly it will be. Increasing 

selling price is the only way to recover marketing cost. Marketing costs in this study are 

transportation and packaging costs only. Joint costs such as labor and other operational 

costs (including processing cost) are not included.  

Table 2.5. Maize Marketing Efficiency Level in NTT 

Marketing Cost (*) Price Efficiency Margin Farmer Profit R/C ratio 

Channel Rp/kg Rp/kg % Rp/Kg Share (%) Rp/Kg  

I 250 3400 7,35 400 88,88 150 0,60 

II 150 3500 4,29 200 94,44 50 0,33 

III 100 3600 2,78 0 100,00 1700 17,00 

IV 300 3400 8,82 400 88,88 100 0,33 

Source: Primary Data, 2021. 

 

Study results show that the price of yellow maize has increased significantly in 

2020 compared to the previous years. The demand for maize in 2020 was high. There was 

therefore an opportunity of increasing customer‘s preference on this product. Customer 

awareness was increased by a government program on maize development. Maize has 

been set as one of NTT provincial government‘s commodity development priorities since 

2008. 

Based on the observed marketing channel, distance from producer to consumer, 

length of marketing chain and price determination system, which was done by the farmer, 

some indicator of marketing efficiency was showed in Table 2.5.  

 The table also show that the most efficient maize marketing channel is the 3
rd

. 

From the table we know that the highest marketing margin was earned through the 1
st
 

marketing channel which was IDR 400 per. This figures shows that there were big 

differences on cash amount received by farmer. The smallest marketing margin was 

found for the 3
rd

 channel. Based on this indicator, selling directly from the farmer to the 

local consumers is the most efficient marketing channel. 

Farmers are limited in working capital (human resources and cash), which is 

essential to reach broad marketing areas such as consumers in other islands. Study results 

show that only a limited number of maize farmers take place in the 3
rd

 marketing channel. 

Farmers go to markets with more than one purpose, namely to sell maize, peanuts or 

livestock.  
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Cost and efficiency at farmer level is presented in Table 2.6, as an example of 

Kupang key maize farmer in Oebola Village in 2021. 

Table 2.6. Cost-Efficiency at Farmer Maize Production 
  Partial Budget for Maize           

  Total Area of maize farm 1 ha 

 

  

  Varieties of maize local   

  Harvest: Self consumed  1350 kg (47.37%)   
  maize kept for seed 50 kg (1.75%)   

  Maize sold 1450 kg (50.88%)   

  Drying  method sun dry, smoke in the kitchen   

  Season Dec - April 2020/2021   

          Rate    

  Items  unit Qty Unit (Rp/unit) Amount  

A Revenue 

 

  

 

    

  Main product_______ kg/ha 2850 kernel 3500 9.975.000,00 

  Total Revenue Rp/ha       9.975.000,00 

B  Material Cost           

  Seeds/Seedlings Kg/ha 25 

 

10000 250.000,00 

  Fertilizer kg 80 Manure 1000 80.000,00 

  Total material costs Rp   
 

  330.000,00 

C  Labor Cost           

  Land Preparation md 57,14 tractor 30000,00 1.714.285,71 

  Planting  md 5,71 

 

30000,00 171.428,57 

  Weeding md 25,71 
 

30000,00 771.428,57 
  Harvesting md 8,57 

 

30000,00 257.142,86 

  Post Harvest (threshing) md 4,29 

 

30000,00 128.571,43 

  Post Harvest (drying) md 3,43 

 

30000,00 102.857,14 

  Total Labor cost         3.145.714,29 

D Other cost 

 

  

 

    

  Gasoline/transport Liter 10,00 

 

10000,00 100.000,00 

  Total other cost         100.000,00 

E Total costs (B+C+D) 
 

  Rp/ha   3.575.714,29 

F Gross Income (A-E) 

 

  Rp/ha   6.399.285,71 

    

 

  $/ha   533,27 

  R/C ratio 

 

  

 

  2,79 

  Return to Labour 
 

  
 

  3,17 
  % Labour Cost to Total Cost 

 

  %   87,97 

  Break event point (BEP): 
 

  

 

    

      BEP for Production 
 

  Kg/Ha   1.021,63 

      BEP for Price  
 

  Rp/kg   1.254,64 
  Capital used efficiency     %   9,23 

 

From data on Table 2.6, there almost 50% of maize total production is used for 

own consumption, and the rest is for cash to fulfill needs for choldren schools and other 

needs. The data represented here also show the opportunity cost if this farmer did sell the 

maize and pay for inputs and labour. As noted above, the majority of farmers in NTT 

produce maize for their own consumption using retained seed and little to no inputs. With 

the exception of farmers in the Kupang district who are beginning to sell maize (in 

addition to what they produce for their own consumption), the example provided above 

would be relatively similar for most maize farmers in NTT. They tend to sell 

commodities (such as betel nut or livestock) other than maize for cash. 

Cost structure at farm production is dominated by labor cost (88%) and capital 
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used efficiency is about 10%. Low level used for modern inputs has caused low 

productivity, that is only 57% of its  potential one. From the calculation above, it is 

suggest that there is 43% opportunity to increase maize production in the future. Based on 

a selling price of Rp. 3500/kg (about USD 030), expected margin per hectare is USD 533. 

While in Java maize production is at margin of USD 3000 (BPS, 2020).  

Influencing Factors in Maize Marketing Efficiency  

Maize marketing efficiency level was influenced by several factors such as selling 

price, marketing cost, the length of marketing channel and producer-collector-retailer 

relationship. 

a. Selling Price 

A comparison between farm gate price and end user price reflects gained profit by 

farmers. The smaller gap on the price, the higher the farmer‘s share. Selling directly to 

the consumer can be an insentive for the farmer to produce a better quality crop.  The 

main factor identified as responsible for the gap between farm gate price and consumer 

price is high transportation cost and limited harvest technology. The production center 

area where the study was conducted was a hilly and mountainous area which obstructed 

commodity traffic and caused higher transportation cost. Improvement on transportations 

facilities and post harvest technology would increase farmer‘s share and therefore 

marketing efficiency. Maize selling price is related to farmer income level. The higher the 

farm gate‘s price, the higher the farmer‘s income; it is ceteris paribus. Higher income 

motivates farmers to use modern inputs (high quality seeds, fertilizer and other inputs) in 

maize production.  

b. Marketing Cost 

Marketing costs have a big impact on marketing efficiency. Indeed, high marketing 

cost causes high selling prices to end user. This condition generates higher absolute 

efficiency values, which means more inefficient marketing activity. Marketing activity in 

these study areas is seasonal marketing activity. Producer, as well as collector transport 

the crop using public transport to local market or district market or provincial market. 

Motor vessel or iron boat are used to transport maize to other islands. Low transportation 

infrastructure in the area causes high cost to move the crops to other area. It has a direct 

influence on marketing efficiency. 

c. The Length of Marketing Channel 

The length of a marketing channel depends on the number of marketing 
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participants involved in. The less marketing participants are involved in the marketing 

channel, the shorter the channel could be and the more efficient the channel is. The 

efficient marketing channel is characterized by minimum price gap between farm gate 

price received by producer and price which end users have to pay. It is understood that 

every entity involved has expenditure and risks to cover up, as well as reasonable profit to 

make. Poor infrastructure and low post harvest technology drive various losses in 

marketing channel.  

d. Farmer and Trader Relationship 

This variable is important because it determines which marketing channel is going 

to be chosen by producers. This study shows that 60% of producers know their buyers 

quite well. It is not a surprise since the traders live and work in the same village with the 

producers. For that reason most of producers (72%) have chosen 1
st
 marketing channel, 

which is in reality an inefficient channel.  

The study reveals that most of the producers (80%) relied to the collector to come 

and buy their crops. Producers do not actively deliver the crops to the market or trader 

warehouse. High transportation cost and speculative markets make producers reluctant to 

sell the crop by themselves. In this case, producers take a position as price takers who 

have to subject to price offered by the traders or collectors. Collectors and/or traders act 

as market channel managers. In others instances, traders take advantage of farmer‘s 

sudden (emergency) cash need to take over the farmers‘ crops, even when the crops are 

still young (―ijon‖ system) by giving away loans to the farmers as crop down payment 

(forward sale). These situations put traders on a superior position to bring down the farm 

gate price. Therefore, farmer‘s share value in this situation is low and brings about an 

inefficient market channel. 

Interviews with farmers also concluded that pieces of key information, such as 

information on technology and market, were relatively rarely obtained from stakeholders. 

These kinds of information circulated as mouth to mouth information in the villages or 

village markets.  

Value Chain Constraints 

Some important contraints listed below represent findings from primary survey 

interviews by the research team.  
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a. Lack of knowledge and skills in production technologies and marketing 

strategies.  

Farmer‘s weaknesses such as inability to purchase modern farming inputs, limited 

farming knowledge and skill in production and post harvest technology, and marketing 

strategies; lack of motivation to improve every limitation and weakness, are general 

maize farmer condition in NTT province. Limited access to information on efficient 

maize farming could be minimized with capacity building and strengthening farmers 

group, as well as group marketing to secure a better bargaining position in the market. 

Harvest and post harvest methods practice by farmers are insufficient. Farmers are not 

well aware of the criteria of good quality of maize in terms of water content and maturity. 

Farmers also have a lack of knowledge in marketing information. Farmers only have a 

partnership with local collectors and individual marketing. There is a need to empower a 

good marketing group in the local maize industry.  

b. Traders are better positioned in making deals with farmers 

Traders, mainly from capital sub-district or district cities, usually make their initial 

decision on when to buy maize on the basis of maize prices at the retailers markets or 

wholesalers. Farmers have little knowledge about the city daily wet markets, let alone the 

markets in other places. Farmers were told that the markets in other markets or in cities 

were sluggish and if they didn‘t sell their product with the price they suggested, the 

prospect would be worsen. Because there was little farm investment apart from labour, 

farmers generally would sell with any price suggested by traders. Farmers‘ bargaining 

position is weak. In most developing countries, farmers are perhaps the ones who have 

received least value from the chain, and traders, particularly wholesalers, are often the 

ones that are able to extract more value (Wei, et al., 2002). Even though, Traders have 

improper knowledge and skills in marketing and product quality, they have better 

position in marketing of maize in NTT. 

c. Technologies for Product Development are limited 

Farmers lack technical knowledge from planting to effective use of agro-chemicals 

and post-harvest handling, limiting their yields and income. Government extension has 

not effectively satisfied the need for technical information and training, nor is it equipped 

to do so. Subsistence level farmers in NTT consume the majority of maize they produce 

and face losses due to poor post-harvest storage conditions (which subject the maize to 

infestation with mice and weevils). Weevil infestations render the maize even more 

susceptible to Aflatoxin (Cooke, 1998). As a result, an already vulnerable and food-
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insecure segment of the population face risks due to losses of their staple crop.  Efforts by 

NGOs to introduce affordable technologies for grain storage have been, for the most part, 

ineffective. 

Maize farmers in NTT generally lack the necessary knowledge and skills to 

maintain the quality of their harvested maize. Farmers get their return immediately after 

the product is paid for by traders. Farmers do not care whether or not the traders make 

any profit. The traditional practices in harvesting, collecting and transporting causes low 

quality. Harvesting practices are careless. Farmers often harvest maize mixed with the 

soils. There are no post-harvest treatments which resultes in the attack of storage by pests 

and diseases. Improved seed varieties should be produced and tested at the local level for 

distribution to local farmers (local farmers should be trained to produce their own high 

quality seeds from the local varieties). Farmers should be able  to get good quality seeds 

at the right time, place, and volume in order to ameliorate the quality of maize on the 

market.  

Packaging varies, but for many farmers who sell maize, packaging consists of 

using nylon bags or bamboo baskets to sell in village, district or provincial markets. 

Sometimes, at the markets, farmers grade the maize into some categories by looking at 

the size and varieties of the maize. Maize with bigger size and white varieties are first 

grade, second grade is medium or small in size and yellow varieties.  

d. Infrastructure are poor 

Poor road conditions in all provinces (particularly during rainy season) increase the 

cost of transportation for farmers and collectors, adding to expenses and limiting 

revenues. High inter-island transportation costs significantly increase the cost of imported 

maize (from EJ) into NTT for traders, and ultimately for consumers. 

Selling conditions, also, are poor. Farmers have a few avenues to sell their maize 

namely to sell by themselves at the streets at any time; to sell, by themselves or through 

traders, at the sub-district markets open once a week; and to sell, by themselves or 

through traders, at the district daily market in some capital cities within NTT. These retail 

outlets‘ conditions are poor. Products  are often exposed to direct sunlight for days in the 

markets or a long streets, protected only by very simple materials such nylon bags, 

cartons or tree shadow or nothing at all. 

e. Lack of storage facilities 

There are limited storage facilities in farmer‘s and trader‘s warehouse. Maize is 

never stored more than three weeks at the farmer‘s or retailer‘s level , except for 
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consumption or for seeds for the following year. Farmers stored maize only on ―second 

floor‖ in their traditional house, without care about the water content. This type of storage 

induces maize lost up to 50% (pers. Com with I Wayan Mudita, Researcher at Undana). 

Local maize which is characterized by a small size and a low water content is not suitable 

for feeds (pers.com with PT Unggas Nusa Timor, 2
nd

 week of July, 2021). 

Improved storage facility could be enable to manage supply and avoid 

overwhelmed market in harvest seasons. It is an opportunity to leverage more than 30% 

more profit. Inter-Island traders have the best facilities to store. If any treatment is applied 

during storage, it deals with nylon bag packaging (about 50 kg or 100 kg per bag), 

targeting  mice, pests and bacteria. With this kind of treatment, inter-island traders can 

store maize for six months. It is about Rp. 300 per kg cost for those treatments, including 

hired labor cost. As a result, traders get considerable profits outside of harvesting times 

whereas farmers are struggling. If the price at harvesting time is Rp. 3000 per kg, it can 

be Rp.7000 per kg out of harvesting time (up to 60% higher than price at harvesting 

time). This condition creates a big gap benefit between harvesting and no harvesting time 

of maize in the study areas or between farmers and big traders.   

f. Lack access to finance.  

Due to limited access to finance, farmer‘s depend on money lenders for farming 

investments. They also make forward sales for loan settlement or immediate cash needs. 

There is a need to investigate farmer‘s financial management and farming management to 

transform maize farming from subsistence farming to an agribusiness farming system. 

g. Policy.  

Subsidized inputs (namely seed and fertilizer) curb the growth and competitiveness 

of input supply retailers and distributors. Some inputs supply retailers have experienced 

decreases in sales volumes after the subsidy program for seed and fertilizer was 

introduced (about ten years ago).  

Value Chain Development Strategies 

McColl-Kennedy Kiel (1999) defined marketing strategy as a tool or method used 

to coordinate and plan marketing resources such as product, price, promotion, place and 

people. Burns and Bush (2000) defined marketing strategy as a selection of target market, 

captive market and marketing mix (product/service, price, distribution/place, promotion) 

which is needed to meet target market needs and requirement. In this study, discussions 

are focused on strategies and methods that farmers use to sell their maize production, and 



 

Draft report: Value Chain Anallysis of five agriculture commodities 

 

28 
 

also to foster growth and competitiveness of the maize value chain in NTT.  

The marketing strategies practiced by maize farmers in the study areas are shown 

in Table 2.7. Farmer‘s skills and knowledge in value chain strategies is very low. Low 

marketing technology and strategy skills has lead the maize market to establish only 

around the production center. This condition was worsened by low land productivity, 

while market demand is high. As a result, local maize price is higher than maize price 

from other areas, such as Java and Sulawesi.  All these strategies are the same for all 

districts in NTT, due to the same value chain activity and participant characteristics and 

problems.  

This study identified market actors in the maize value chain who have incentives 

and interest to provide these soulutions as part of their commercial operations. These 

market actors face risks and challenges inimplementation some or all these strategies. 

Tabel 2.7. Value Chain Development and Viable Solution Design 

Strategy Existing practice Viable solution Design Existing/Potential 

Providers 

Product No use of modern 

input production have 

caused Low 

productivity, hence 

low farmers income 

Provision of technical 

information for farmers on 

production and post-harvest 

handling to increase yields 

and income 

input supply 

manufacturers, 

wholesalers, retailers 

feed mills 

Increase access to improved 

seed varieties, such as 

varieties with resistance to 

downy mildew, for farmers 

seed companies 

Low product quality, 

processed product 

diversity, and limited 

in packaging, grading 

and labeling/branding  

labeled packaging, grading 

based on seed size and 

variety, non chemical 

product, appropriate post 

harvest technology (to 

produce grits, snacks), 

appropriate product 

handling pre-sales and 

during sales.  

      agricultural 

equipment suppliers, 

wholesalers

Provision of appropriate 

and affordable 

multipurpose  drying 

facilities for farmers and 

traders (not only for maize 

but other crops as well) 

      agricultural 

equipment suppliers

Provision of appropriate 

technology for traders to 

test for moisture for maize 

and other commodities 

      agricultural 

equipment suppliers
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Strategy Existing practice Viable solution Design Existing/Potential 

Providers 

Price    Market price 

information limited

   . Access to price 

information for farmers and 

traders

mobile phone carriers 

   Price 

determination 

dominated by trader 

who followed market 

price 

   Market price competed 

in several grades 

wholesale buyers 

   Forward sales 

method price have 

different price with 

per kg sales at harvest 

date 

   Establish marketing 

group among producers 

with a partnership with 

traders 

  

   Non existence of 

Marketing group or 

industry partnership

    

Promotion       Limited direct 

selling and promotion 

(exhibition)

 Labeled product mobile phone carriers 

      Non existence 

of market information 

and partnership

 Advertise  wholesale buyers, 

    Exhibition  mass media (news 

papers) 

    Industry forum   

     Seminar/workshop   
Distribution      Farmers have 

not special selling 

stand at wet market

  Rent a special selling 

stand at market

input supply 

manufacturers, 

wholesalers, retailers 

     Local 

marketing orientation

     Java market and 

export orientation

feed mills 

     Transport: 

public and ships

     Partnership with 

service transportation to 

Java and Bali

  

Stakeholders Farmers and trader 

have limited 

knowledge and skill 

on production 

technology, agro 

industry, and 

marketing. 

Capacity building (training) 

and communication among 

stake holder in terms of 

production and postharvest 

technologies, quality 

storage and digital 

marketing of  maize. 

agricultural equipment 

suppliers, feed mills 

Source: Primary data, 2021 
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CONCLUSION AND RECOMMENDATION 

Conclusion 

Based on the survey that has been done in Timor and Sumba, there are some points of 

conclusion as follows: 

1. NTT is one, out of ten, of maize production center in Indonesia. In this region, maize is grown 

mainly (90%) in rainfed and dryland areas. The highest production areas of maize in NTT are 

located in Timor Island with Timor Tengah Selatan district is the highest (22%), followed by 

Kupang District (14 %), Malaka District (10%) and Belu District (8%). While Sumba Timur 

and Sumba Barat Daya are center of maize production in Sumba island. The average maize 

productivity in NTT is about 2.6 ton per Ha with the productivity of each district follows the 

same pattern as for the harvested area.  

2. Maize farming in NTT, mainly purposed for daily consumption with only 30 % of total 

production for cash. Even though it was already market orientation, the farming remained 

using simple technology with minimum advance farming input.  

3. Maize is available in town, village and sub-district markets in NTT. Generally, farmers sell 

maize at traditional weekly markets in sub-district center. During harvesting time in April, 

may and June, maize is available in all types of markets with lower price than no harvesting 

seasons. There are two kinds of maize marketed and most probably consumed in Timor based 

on kernel collors i.e. yellow and white maize. Yellow maize is more preferred than white 

maize as the price of white maize is higher than that of yellow one. 

4. Market participants in NTT are input suppliers, producers (farmers), collectors, retailers and 

inter-island traders. Collectors or inter-island traders in Timor do not receive maize from 

Flores, Alor or Sumba islands, due to high transportation costs. However, some good quality 

of maize from Java and Makasar enter Timor and Sumba markets, through inter-island traders 

with closely to the same price with local maize (Rp. 3200 per kg).  

5. Most of local farmers (78%) sold their crops to collector, 12% to local consumer and other 

10% to local retailer. Only 10% maize from farmer sold to inter sub-district or district or 

island markets through collector. And most of the collector (90%) sold the maize to local 

trader (retailers) in sub-district markets or to city markets (Kupang in Timor and Waingapu in 

Sumba island).  

6. The most efficient channel in marketing of maize is channel III where farmers or farmer 

groups sell directly maize in the market to consumers. This channel has higher return to cost 

ratio and bigger profit than others.  

7. The highest value added from maize in NTT is gained by traders that those dealing with end 

markets and based on proceesed maize products. While lower value gained by farmers are 

related to unprocessed products. Thus, the more activity and treatment put in maize produce, 
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the more value added gained by value chain actors.  

8. Maize value chain in NTT faced multifaced constraints, lies from input supply until end users, 

including supporting services, policy/regulation and famer institutions. All these constriants 

are needed a design of value chain development strategies/methods and providers, to foster 

growth and competitiveness of maize value chain in near future in NTT. 

Recommendation 

The recommendations highlighted below are things to be considered for increasing maize 

value chain performance and then create more jobs for youth.  

1. Improving production technologies by using more modern production inputs such as better 

quality of seed and fertilisers, and machineries. 

2. Directly purchasing from farmers or farmer groups during the harvesting seasons, in April to 

June, at farm gate or sub-district price levels is better than other marketing channels. At these 

time, price of maize is lower than other months and most farmers sell maize in April, May and 

June. Buying maize from farmer groups get large quantity volume than from farmer selling 

individually. Channel III also has higher return to cost ratio and bigger profit than others,  and 

it is the most efficient channel for maize marketing in both districts. 

3. There is a need to empower and foster cooperation fot maize farmer cooperative or farmer 

marketing groups, under expert supervision. Maize farmer marketing groups or cooperatives 

should be supported by cash (via simple credit systems) to enhance their capacity in buying 

maize in bulk during harvesting time. This will give benefit to farmers and to those who 

dealing with maize procurements or marketing. It is better to purchase maize without 

involving middleman such as collector to avoid increasing marketing costs. 

4. To avoid high transportation cost and to maintain maize quality during transport, it is 

recommended to use hired-special truck for maize and load with large quantity volume. Price 

during maize harvesting season is lower than non harvesting season. For those purchasing 

maize, it is recommended to build a good storage facilities. A good storage facilities will give 

more benefits in terms of maintaining a good quality of maize and preventing maize from 

pests and diseases during the year. This should followed by good treatment for post-harvest 

products that will have long life storage, without reduce volume and maize quality. Research 

in product life during marketing process and storage is priority at this stage. 

5. Increasing productivity and value added of maize at farmers and collectors levels are priority 

needs in near future. It can done through developing postharvest industries with cheaper credit 

schemes from bank and providing expert supervising intensively. It is a need to develop a 

networking in the form of pentahelix between farmers and traders (collectors and retilers), 

mass media, government and academic experts. Value chain actors need more resources to 

improve VC of maize for their own benefits for their target groups. 
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6. Do more training for agricultural youth in order to increase knowledge and skills in producing 

organic fertiliser, biopesticide, and good quality of seeds;  providing good postharvest and 

storage facilities; digital marketing; determining porduct types and price strategies; and make 

use of internet of things. 
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A Creating Product to Improve Added-Value of Cattle in 

East Nusa Tenggara, Indonesia 

ABSTRACT Cattle are one of the national strategic products, both in terms of 
production and consumption, and ENT province is in the 11th place in 
Indonesia for the number of cattle Populations. Districts in West Timor 
with the highest number of cattle populations are Kupang, TTS and TTU. 
East Sumba is also one of the districts with high number of cattle’s 
population. Cattle marketing depends upon villages’ collectors. Those 
collectors play important roles in facilitating and marketing calves and big 
cattle for domestic market. In terms of production inputs, the market chain 
for calves follows two different paths. The first path  starts from breeders – 
villages’ collectors – subdistrict collectors – retailers – consumers (farmers). 
The second market chain is breeders – villages collectors – retailers – 
consumers (farmers). In this chain, the sub district-collectors do not get 
involve. Likewise, marketing for cattle also follows 2 channels. Channel 1 
starts from farmers - villages’ collectors – subdistrict collectors. Channel 2 
begins with farmers - villages’ collectors – inter islands trade whereas 
Channel 3; farmers-sub district collectors – inter islands’ trades. The 
creation of Value-added happens in slaughter house, beef marketing, beef 
processing products such as shredded beef and smoked beef (Se’i in 
traditional name). Some by products such as cow-hide and bones are also 
values-added. The highest value added from cattle in ENT is gained by 
traders that those dealing with end markets. While lower value gained by 
farmers. Thus, the more activity and treatment put in cattle produce, the 
more value added gained by value chain actors. Cattle value chain in ENT 
faced multifaced constraints, lies from input supply until end users, 
including supporting services, policy/regulation and famer institutions. All 
these constraints require a design of value chain development 
strategies/methods and providers, to foster growth and competitiveness of 
cattle value chain in ENT. Improving production technologies by using more 
modern production inputs such as better quality of cattle breading. Do 
more training for agricultural youth in order to increase knowledge and 
skills in selection of broodstock and improvement of calf quality, ability to 
produce feed and skills for utilizing livestock waste for cattle. 
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INTRODUCTION 

Indonesia’s position in global production and trade  

Cattle are one of the national strategic products, both in terms of production and 

consumption. As an agricultural country, cattle farming is one of the important aspects in 

Indonesian socio-cultural life. Most of the farming families in rural Indonesia have cattle as one of 

their sources income. However, because of the nature of agrarian farming, most of the farming in 

Indonesia are community farms, with a limited number of cattle. It is rare to find large-scale cattle 

farms. On the other hand, cattle are also one of the farming with high socio-cultural value. Become 

an important part of cultural events. Nendisa (2018) stated that for the people of NTT, cattle are not 
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only of economic value, but also of cultural value. Economic growth is also one of the aspects that 

stimulates increased consumption of beef in Indonesia. However, this increase in consumption is 

unable to be followed by an increase in domestic production. Therefore, although the number of 

beef imports experiencing ups and downs, it has increased from year to year (BPS, 2021a; Ilham, 

2001; Pakpahan, 2012). 

 

Figure 3.1. Import and Domestic Productions of Cattle in Indonesia during 2019 to 2020. Sources 

(BPS, 2021a, 2021b) 

 

Figure 1 shows that Indonesia is one of the beef importing countries in the global market. 

Australia has consistently been a beef exporting country to Indonesia with the highest number of 

exports compared to other countries. Based on statistical import data quoted from BPS data 

(2021a), India is one of the countries that has been supplying Indonesia's beef needs for the last 

five years (Figure 3.2). 

 

Figure 3.2. Imports of Beef-Type Meat by Main Country of Origin, 2010-2020 

Source: BPS (2021a) 
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Figure 3.3. Beef productions by Country in Global Map on year 2018; Soruce (Ritchie & Roser, 

2017) 

Indonesia's beef production contribution to world production is still very low. Ritchei & 

Roser (2017) data showed that from 1961 to 2017, Indonesian beef production ranged from 0.50% 

to 1.05% (Figure 4). This condition explains that Indonesia is one of the beef importing countries 

to fulfill domestic needs as described in figure 3.4. 

 

Figure 3.4.  Percentage of Indonesian Contributions of Meet productions in the world Source: 

Ritchei & Roser (2017) 

Position of NTT‘s Cattle Productions in Indonesia.  

Java Island is the center of cattle production in Indonesia. BPS data (2021b) places the Four 

Provinces in Java Island as the top four beef-producing provinces in Indonesia. The four provinces 

are East Java, West Java, Central Java, and Banten. Based on production data from 2009 to 2019, 

these four provinces have consistently dominated beef production in Indonesia.  
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East Nusa Tenggara is one of the provinces that has the potential to develop cattle farming. 

This condition is supported by the availability of large grazing lands. Beef production data from 

2009 to 2019 consistently places NTT Province as the 11th number beef producer in Indonesia. 

This shows that NTT has a fairly high contribution to the national beef supply (Figure 3.5). 

 

Figure 3.5. Beef Meet Productions by Province in Indonesia Years 2009-2019 (BPS, 2021b) 

Socio-economic importance 

Cattle farming is very closely related to people's lives in NTT. Besides being an economic 

commodity, cattle also have social value. Cattle have become an inseparable part of agrarian 

community life in NTT, especially in rural areas. Various socio-cultural activities of the people still 

place cattle as an inseparable part. Various studies stated that cattle are closely related to the socio-

cultural life of the people in NTT are pigs, chickens, horses, and cows. These cattle are often used 

for traditional purposes when there are weddings, deaths, or births and traditional ceremonies in the 

village (Seventi et al., 2018). 

Farm pattern with a grazing system is one of the peculiarities of farming in NTT. This 

pattern has influenced the social order system and people‘s behaviour. Traditionally, Farmers who 

are also breeders have been able to manage conflicts between animal husbandry and agriculture, 

where cattle have the potential to be a threat to agriculture, especially agriculture for food crops 

such as corn and rice. Therefore, Farmers in West Timor will generally build or repair fences in 

their fields before the planting season. This is done with the realization that if there is no fence, the 

cattle will eat the corn that is planted. However, after the harvest season, farmers will open access 

for cattle to find grass and forage in these fields. The compromise between farming and animal 

husbandry has been going on for a long time and has become one of the characteristics of the social 

life of the dryland people in NTT. 

While on the economic side, cattle also play an important role in society. Apart from sources 

of income from farming, both food crops, horticulture and plantations, cattle are a source of income 
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for farmers. The high demand for beef nationally has an impact on the high demand for cattle. So 

that the cattle is one of the animal husbandry that is very easily traded by the people. Because of 

the high economic value of cattle, cattle are often the people's choice as a "deposit" to save income 

from other sectors. Farmers choose cows as an investment medium to meet their needs and sudden 

amounts of money in the future. 

RESEARCH METHODOLOGY 

A value chain analysis at NTT level, focusing west Timor (Kupang city, District of Kupang, 

and District of Timor Tengah Selatan/South Centre Timor) and Sumba Island (District of Central 

Sumba, West Sumba and South-East Sumba). This study healed during pandemic Covid-19. The 

insitu research was facing enomours obstacles particularly in interviewing stakeholders. 

Primary and secondary data were collected. Primary data including interview with farmers, 

villages‘ collectors, sub-district collectors and inter-islands‘ traders. Interview was also undertaken 

with home industry people, individual traders (in this case gift shops in Kupang),  

Apart from interviewing respondents, observing Lili market as the largest animal traditional 

market in West Timor was also conducted. Every Wednesday and Thursday of the week, cattle are 

sold in this market. During observation, interview to market visitors as respondents was carried out 

to obtain information about market chain and value chain in cattle trades.  Respondents were 

encouraged to speak openly and provide information needed for the research. Data for respondents 

is displayed in Table 3.1.  

Secondary data was taken from related government departments/buereau data that has been 

published such as Indonesian Plantation Department, statistics beureau, FAOStat, associated 

Agriculture and Plantation Departments and other data sources (Table 3.2). 

Table 3.1. Respondents Characteristics 

 

No Respondents Total  Locations Activity 

1 Farmers/Farmer 

Groups 

15 Distric of Kupang, Distric 

South Centeral of Timor and 

Kupang City   

 Interview, SGD, 

Observations/field assesment 

2 Collectors   4 Distric of Kupang/Lili‘s 

Cattle Traditional Market 

deep interview 

3 Retailers 4 Kupang City  deep interview 

4 PAP (inter island 

trader) 

1 Kupang City  deep interview 

6 Government 2 Kab. Kupang, and TTS SGD 

7 Processor 

(UMKM/Small 

industries) 

2 Kupang  deep interview, 

Observations/field assesment 
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Tabel 3.2. Link to access to the secondary data websites  

No Secondary Data Sources Link of Data Sources 

1 BPS NTT/BPS ENT https://ntt.bps.go.id/ 

2 BPS Indonesia/Statistic Indonesia https://www.bps.go.id/ 

3 FAO http://www.fao.org/faostat/en/#home 

   

 

RESULT AND DISCUSSION 

Commodities Value Chains in NTT 

Discussions about commodities value chains are divided into several sub-sections, there are 

production input, production, marketing, Processing, value chain constraints, Value Chain 

development prospects, and the last section is Key findings and recommendations. The results and 

discussion in detail are presented below. 

Input distribution 

The preparation of calves for local community farms is mostly fulfilled by breeders who also 

provide seeds. Breeding is generally carried out by farmers with limited maintenance of cows. 

Because of seedling nursery is done traditionally and on a household scale, the quality of the 

existing seeds is not standardized. Most of the breeders interviewed did not conduct brood 

selection. If you do a selection, then it is done limitedly. While the selection of males is not carried 

out. This is very influential on the quality of the calves produced. The quality of the broodstock and 

also the males will greatly affect the quality of the seeds produced. Therefore, it is necessary to 

purify and select sires to produce bali cattle with better productivity levels.  

In addition to ensuring that the seeds are produced from superior parents and males, 

the quality of the calf is greatly influenced by the nutrients obtained after birth. The period 

of birth in the dry season will have an impact on the limited availability of feed, both for 

parents and calves. This will determine the weight of the resulting calf, and of course the 

growth of the post-weaned calf. Jelantik (2010) revealed that one of the challenges in 

growth in the first weeks after the birth of Bali cattle calves is limited nutrition, both brood 

and calf. This is one of the challenges of animal husbandry in the dry land of the 

archipelago such as in NTT. As stated by Wirhadayati (2010), that the dry season 

significantly affects the decline in the amount and quality of feed in NTT. The results of 

Wirhadayati's research showed that the percentage of births of Bali calves from 23 farmer 

groups in Kupang Regency is quite adequate, which is above 70%. However, child 

mortality reaches 27% to 35%. It was explained that the limited ability of parents to raise 
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children in the dry season was the trigger for the high child mortality rate. This nutritional 

limitation is thought will not stop at high mortality in calves, but will also have an impact 

on the quality of calves that survive. Malnutrition after birth will have an impact on failure 

to achieve optimal weight in adulthood. Both of these are challenges for the development 

of cattle farming in NTT, especially in the research location which is characterized by dry 

land in the archipelago. Therefore, the support of human resources is needed to produce 

superior cattle breeds for the development of cattle farming in NTT. 

Farmers‘ breeders are producers of cattle breeds as described above. However, the flow of 

calves from seed-producing farmers to breeders is still facilitated by the existing market chain. The 

Lili cattle market in Kupang Regency is the largest animal market in Kupang Regency and its 

around to facilitate the meeting and interaction between  sellers and consumers of cattle, including 

cattle breeds to be raised. The role of intermediary traders in facilitating the flow of calves from 

producer farmers to consumer breeders is very important. Discussion about marketing trade system 

will be carried out in the commerce section. In this production input section, this trade system only 

explains that although breeders are producers of seeds, however, they cannot make direct 

transactions with  farmers who will carry out further maintenance. Animal markets and 

intermediary traders still play an important role, and control prices for both farmers as producers 

and farmers as consumers of seeds. The condition of the calves traded in the Lili animal market is 

shown in Figure 3.6. 

  
Figure 3.6. Bali Cattle Calves at Showroom at Lili‘s Traditional Cattle Market  

 

The cattle breeding system (Bali Cattle Calves) is carried out traditionally. The pattern of 

transactions in the marketing process involves several parties, such as village collectors, sub-

district/city/district level collectors, and market workers. Market participants do not use 

standardized measures such as scales in making transactions. Prices are determined based on the 

results of negotiations between the seller and consumers. Weight is a reference in the transaction 

process, but the weight is measured by the taxation method. Each consumer and seller calculates 
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(estimates) the weight of the cattle to be traded. From the assessment then each party will 

determine the price. Another reference that determines the price is age. The age of the saplings that 

will become seeds to be reared will affect the price. Generally, older seedlings will be more 

expensive. In process of negotiation, the experience of market participants will determine the 

accuracy in making the assessment. 

Village collector traders will facilitate the cattle seeds to be marketed to the Lili animal 

market, Kupang district (Figure 6). The transaction process between farmers and traders is price 

negotiation with a taxation method. The prevailing price is the market price which is determined by 

the age of the seedling and also the quality of the seed. While the weight of the seeds is not 

measured with certainty weighed, but using estimations/taxations. Based on the results of 

interviews with market participants in the Lili Market, a cow that is about one year and 4 months 

old is estimated to weigh around 120 kg. using this age and weight, the selling price to the farmer is 

about IDR 4,000,000,- the price consists of the acquisition price, profits and costs that must be 

incurred. There are some gray areas in the cattle breeding trade, there are the weight taxation 

system means that there is no standard price. 

Production  

Cattle farming is one of the leading livestock beside pigs in the province of East Nusa 

Tenggara. The cattle population in NTT in 2020 reached 1,188,982 heads (BPS Province of East 

Nusa Tenggara, 2021). One of the centers for cattle farming in NTT is West Timor. Kupang 

Regency is the area with the most cattle population (254,759 heads) in 2020, followed by South 

Central Timor Regency (206,644 head) and North Central Timor Regency (161,889 head). 

Meanwhile, for the Sumba Island, the largest cattle population is in East Sumba Regency, reaching 

65,693 heads in 2020 (Table 1). Cattle farming is one sector that has the potential to encourage 

economic growth in NTT. In addition, cattle farming not only has strategic value on the economic 

side, but also socially and culturally (Nendissa et al., 2018; Olviana et al., 2014). 

 

The pattern of livestock in NTT is dominated by traditional livestock with a grazing system. 

Therefore, livestock productivity is strongly influenced by the availability of grazing land. 

Therefore, the rainy and dry seasons greatly affect the availability of feed. In general, weight gain 

is more optimal in the rainy season, but the opposite condition occurs in the dry season. 

Wirhadayati (2010) revealed that the dry season has a significant effect on the decrease in the 

amount and quality of feed in grazing fields. This condition has a direct impact on the growth of 

cows, especially on the growth of calves, young cows and lactating mother cows. Therefore, one of 

the challenges of cattle farming in NTT province is the sustainability of feed availability. 

Statistically, the research location in Kupang Regency is a livestock center in the province of NTT. 

BPS NTT data (2021) shows that the highest Livestock Population is consistently found in Kupang 
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Regency, followed by South Central Timor Regency, and North Central Timor (Table 3.2). 

Table 3.2. Cattle Populations in Sumba island and West Timor by year 2018, 2019 and 2020 

No Name of District Populations (Heads) 

2018 2019 2020 

1 Sumba Barat/West Sumba 1,604 1,692 2,400 

2 Sumba Timur/East Sumba 51,811 58,340 65,693 

3 Sumba Tengah/Central Sumba 7,796 8,338 8,917 

4 Sumba Barat Daya/South-East Sumba 3,257 3,779 4,385 

5 Timor Tengah Selatan/South Central Timor  203,100 206,644 

6 Timor Tengah Utara/North Central Timor  142,348 161,889 

7 Belu  71,731 80,344 

8 Malaka  80,377 82,512 

9 Kupang District 227,597 236,983 254,759 

10 Kupang City  7,207 7,619 

Source: BPS NTT (2021) 

The population of cattle in the study area is dominated by Bali cattle (Banteng, Bos 

sondaicus). The relatively high population of cattle (number 11 nationally), causes NTT to 

become a province that conducts inter-island cattle trade. Cattle trade destinations include 

Jakarta, South Kalimantan and East Kalimantan. In fact, based on the observations in this 

research, specifically there are 5 ships (Sea Toll Road) which are specially designed to 

transport cattle from NTT to trade destinations. The situation of transporting cattle by Toll 

Sea ships is shown in Figure 3.7.  

Cattle farming for traditional farmers is a savings to fill the traditional needs as well as 

other major needs such as children's education. ―My parents sold cows to pay my school tuition,‖ 

said one student who was interviewed. Because of the role of livestock as a savings, the cultivation 

process is not carried out intensively. 

  
Figure 3.7. Tol Laut, Transporting Cattle from Kupang to Jakarta, South Kalimantan and East 

Kalimantan 
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Trade (Collection, Wholesaling and Retailing) 

The results of cattle farming in NTT, especially in the research location, are mostly to fulfill 

the marketing needs outside the province. Therefore, the NTT government builds cooperation with 

other regions for the marketing of cattle from livestock. The result of the collaboration that has 

been running until the time this research is the operation of cattle transporting shipsstill in progress  

from NTT to other areas. This facility is known in Policy and rules a sea toll roads. Through the 

Sea Toll Road, more than 90% of NTT's livestock products are sent alive to the destinations such 

as Jakarta, Balikpapan, and Banjarmasin. 

A special ship to transport cattle or better known as the sea highway operates to serve cattle 

transportation from NTT to DKI Jakarta, South Kalimantan, East Kalimantan, and other areas. the 

results of interviews with tenau quarantine officers, a total of five ships serving shipping from NTT 

to outside NTT. The capacity of the ship for one time transport is 550 cows. Of the five ships, two 

ships serve shipments from Kupang to Jakarta, and three other ships serve shipments to the island 

of Kalimantan. 

The ports for loading cattle in NTT are Wini Port in TTU Regency, Tenau Port in Kupang 

City, and Waingapu Port in East Sumba. Of the three ports, the Tenau port is the main port for 

loading cattle. While the other two ports are only carried out if there are livestock to be traded. 

―The ship's main destination is Tenau port, but if there is cargo in Wini Port, then 

we will go through the Wini. Likewise in Waingapu, we will stop at the port of 

Waingapu if there are cattle to be traded to Jakarta from that area. Of the five ships 

that docked, all of them are home-based at the tenau port in Kupang. The ship will 

load from Kupang, and if there is a cargo from Wini or Waingapu, then the ship 

transits to the port. If there are recommendations from TTU, then they will load into 

Wini. The truth is that if the TTU and Belu Regency issue a recommendation for 

inter-island trade, then it must go through a wini. But other districts in West Timor 

go through the tenau port. For the past year or so, they have not served loading 

cows, only wini, and that's every now and then. Meanwhile, Waingapu transit is also 

rare because of the small quota and usually for deliveries to Jakarta. In one month, 

a maximum of one or two ships dock at the Port of Waingapu. The PP travel time 

from Kupang-Jakarta is 14 days including unloading, as well as the trip to East 

Kalimantan is also 14 days, while to South Kalimantan is only 8 days.‖ 

 

Based on the results of the research, market participants in cattle farming can be described as 

in figure 8. The figure shows the marketing flow of cattle from breeding to final consumers. The 

market structure at each level (stage) of marketing is different. At the village level collector 

marketing stage, the structure is still closer to the pattern of a perfectly competitive market. Pricing 

is still being negotiated between farmers as producers and village level traders or district/district 

level traders. However, farmers are in a weaker position, where collectors have faster access to 

price information than farmers. The market structure changed to an oligopoly market structure 

because market participants for inter-island trade were limited. Nendisa (2018) revealed that there 

are 89 companies involved or having inter-island trade permits in Kupang City, but in reality not all 
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of these companies are active in inter-island trade. Nendisa's observations show that in 2014 only 8 

companies traded outside the province of NTT with a total of 13,038 cows. In 2015 it increased to 

11 companies with total shipments reaching 15,626 heads, in 2016 15,850, and in 2017 by 12 

companies with a total of 19,510 heads. The same condition was also found at the time this 

research was conducted. Nendisa's findings (2018) that there are 89 companies that have permits to 

trade between islands, and only a few technically carry out inter-island cattle shipping activities 

were also still occurring at the time the research was conducted. One of the requirements to be able 

to carry out inter-island trade using the services of the "Sea Toll" transport ship is that the company 

must have a holding ground that functions as a shelter and resting place for livestock. 

Inter-island trade is limited, while most of the final products from livestock are inter-island 

trade, causing the livestock market structure to be in an oligopoly market. The inter-island cattle 

trade is the main market for livestock at the research location, causing market participants to 

control prices at the farmer level (Nendissa et al., 2018) however, the sea highway policy has been 

able to reduce marketing costs so that it has an impact on reducing prices at the consumer level 

while improving prices at the local level. farmer. In 2016, the selling price of live cattle by farmers 

prior to the sea toll ship policy was an average of IDR 29,000/kh live weight (BH), and increased 

to IDR. 32,000/kgBH or an average increase of 10.34%. On the other hand, the selling price at the 

consumer level decreased from IDR 64,000/kgBH to IDR 43,000/kgBH or decreased by 6.53% 

(Aron, 2017). 

Price conditions in 2021 are also almost the same as those reported by Aron, especially 

prices at the farm level. However, prices in destination markets have increased. The selling price in 

the destination areas of Jakarta and Kalimantan is IDR 45,000/kgBH, while the price at the inter-

island trader level in Kupang is IDR 35,000/kgBH, while at the farmer level who transacts at Lili 

Market, Kupang Regency it is IDR 32,000/kgBH. Referring to the two data, there are indications 

that price transmission is not going well. Changes in prices at the consumer level are not 

transmitted to the consumer level, so the prices at the consumer level are the same as the prices in 

2017. 
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Figure 3.8. Cattle Marketing Channel 

Yusuf and Nulik (2010) reported there were three marketing channels of beef cattle in East 

Nusa Tenggara. First marketing channels is producers (farmers) - village brokers - animals market 

brokers - inter-island traders, (channel I); (2) producers - animal market brokers - inter-island 

traders (channel 2), and (3) producers - inter-island traders (channel III). The highest marketing 

margin was Rp1.062.500/animal, found in channel I, and the smallest was Rp637.500/animal, 

recorded in channel III. In channel I there were three brokers, whereas in channel III only one 

broker. In addition, channel I needed higher costs for transportation since the distance between 

producers and consumers was farther than that in other channels. The main problem in the beef 

cattle marketing in East Nusa Tenggara was the higher marketing cost due to the implementation of 

the local government regulations related to taxes and levies, as well as the many components of 

marketing costs. The government needs to deregulate policies on taxes and levels as well as to 

improve marketing facilities, such as livestock markets, animal quarantine offices, holding 

grounds, and transportation facilities.  

The results of this study are slightly different from those found by Yusuf and Nulik (2010). 

As seen in Figure 1. Market channel from farmers to consumers through three channels, but at the 

time of the study, it was not found that farmers had direct access to sell to inter-island traders. 

Marketing channel 1 is Farmers – Village brokers - Inter island Tradesrs; 2 Farmers – Village 

brokers – Sub District traders (market Brokers) - Inter island Tradesrs; and 3 Farmers –Sub District 

traders (market Brokers) - Inter island Tradesrs. In addition, both village brokers and market 

brokers also have access to supply to slaughterhouses to meet domestic needs. 
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The abattoir will supply the needs of domestic consumption, including for the needs of the 

processing industry in Kupang and its surroundings. The results of the slaughter of animals from 

the abattoir will be distributed to the aging cattle traders in the market and shops. In addition, the 

results of the cuts will also be used as production inputs for the home processing industry. The 

processing industry that has developed and has been successfully investigated during the research 

is the manufacture of Sei Sapi, beef jerky and shredded beef. This value creation through home 

processing industry will be discussed specifically in the home industry subsection. 

The creation of added value from slaughterhouses also generates added value by products 

such as cowhide and bones. The skin and bones are mostly traded out of the area. Based on data 

traded through the Tenau Karantani Center, from January to November 2020 the number of by-

products from processing cattle traded outside the island reached 7,980 pieces of cowhide, 14,480 

kg of bone. Meanwhile, the yield of meat processing is still very low, both in the form of frozen 

meat and processed meat (Table 3.3).  

 

The creation of added value from slaughterhouses also generates added value by products 

such as cowhide and bones. The skin and bones are mostly traded out of the area. Based on data 

traded through the Tenau Karantani Center, from January to November 2020 the number of by-

products from processing cattle traded outside the island reached 7,980 pieces of cowhide, 14,480 

kg of bone. Meanwhile, the yield of meat processing is still very low, both in the form of frozen 

meat and processed meat (Table 3.3). 

Table 3 shows majority of trade out of catle and beef derivative products still in the for pf 

row materials such as cattle,  Couwhide and bone. Processed product of cattle ie: frozen beef and 

processed beef as temporal and small scale. In contras, trad in of cattle derivative product is an 

final goods like a meet ball. Tenao harbor is the biggers and central of trade transhipment  of 

Kupang and other are in West Timor.  

Table 3.3. Trade In and Out Of Cattle and Cows Derivative Product in year 2020 

Product  January February March April May June July August September October November Total 

Domestic trade in                        

Beef processing by meet ball (kg)  1,548   3,146   3,064   398   1,691   6,593     1,929   3,287     596  22,252 

Domestic trade out                        

Cattle (Tails)  425     20,250   4,535   3,936   3,284   8,476   2,328   4,591   1,757   2,945  52,527 

Frozen  Beef (Kg)  700                      700 

Beef feet (Sheet)    4,700                    4,700 

Bone (Kg)    1,480         3,000       6,000     4,000  14,480 

Cowhide (Sheet)     800   380   500   1,050   1,100   1,700   1,100   500   850  7,980 

Processed Beef (kg)      15                  15 

Source: primary data of Quarantine of Tenau (2021) 
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Value Chain 

Kumar and Rajeev (2016) revealed value chain concept is originated from supply chain but it 

elucidates the value that is created at each stage of the chain which has vital role to satisfying 

consumers. Value chain is a process through which, we can looked up each and every steps from 

the procurement up to the end users of goods or services. It investigated that value as the base of 

the value chain and has explored several perspectives of value and delivered superior value, 

customer‘s perceived value and life time value of the customers to the firms are three most 

important elements for value chain. The value chain In line in line with the Kumar and Rajev, 

Zamora (2016) define of value chain analysis is an effective way to examine the interaction among 

different players in a given industry. Although all business firms are part of the value-creating 

network, some firms have greater influence than others.  

Base on devinitions, value chains of cattle strat from infut (breeding), on farm (cattle) village 

broker, market broker, and inter island trader shows table 3.4. Special for value chain of processing 

shows at Table 3.5. Value cahain during processing discussed sub home industries. 

Tabel 3.4. Value Chain Ferformance of Cattle in West Timor 

Item Weight Price 

(IDR) 

Total 

(IDR) 

Margin 

(IDR) 

FS 

(%) 

R/C 

Ratio 

(%) 

Eficie

ncy 

(%) 

Calves  120   33,000   3,960,000          

Cost of Farmers Level               

Baying transportations cost    150,000            
Ather Cost    100,000            

Cow rearing (Asumtions IDR 

5.000/day) 

   3,600,000            

Total Cost farmers level      7,810,000          
Selling price  267   30,000   8,010,000   200,000   73.26  1.03   

Vilage broker               
Trasportations cost    150,000            

Grass/feed    45,000            

Wather    10,000            

Other cost    35,000            
Total cost      270,000          

Cost of goods sold      8,280,000          

Selling price  267   32,000   8,544,000   264,000    1.03 0.03 

Market Broker               

 Trasport     100,000            

Grass/feed    50,000            

Wather    10,000            
Menpower    40,000            

Other cost    25,000            

Total cost      225,000          

Cost of goods sold      8,769,000          
Selling price 267  34,000   9,078,000   309,000    1.04 0.02 

Inter island trader               
Wather (IDR 50.000/50 Cows)    3,200           

Biaya kapal (jakarta)    770,000           

karantina (jakarta)    15,000           

pajak    50,000           
Tali dll    20,000           

Pengawal                

Tiket pesawat  pulang    40,000           

uang makan    12,000           
Gaji Pengawal    30,000           
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Item Weight Price 

(IDR) 

Total 

(IDR) 

Margin 

(IDR) 

FS 

(%) 

R/C 

Ratio 

(%) 

Eficie

ncy 

(%) 

jasa Truck     65,000           

Rumput/pakan    120,000           

Asuransi    50,000           

Total Biaya     1,175,200         
HPP     9,944,200         

harga Jual               

Berat Awal 267             

Penyusutan (9%)  24             
Penjualan setelah berat bersih 243 45,000  10,933,650  989,450   1.10 0.11 

Source: Primary Data (2021) 

Tabel 3.4a. Supporting Data of Inter Island Trader Marketing Cost 

Item of Cost Price Biaya per Ekor 

(IDR) 

Justifications 

 Water  per 50 cow  160,000   3,200  for water consumption while in the 

quarantine  

 Shiping cost     770,000   

Quarantine    15,000   

 Tax    50,000    

 Rope     20,000    

 Keeper cost during shiping from kupang to Destinations  

 Air Plane Ticet 

(Destinations to Kupang)  

 1,000,000   40,000  Acomodations of Keeper from 

Destinastion back to Kupang by air 

plane. One keeper handed 25 Cows 

 DSA   300,000   12,000   Meall Allowence  

fee   1,500,000   30,000   Fee/Salery 

Truck    650,000   65,000   Transportation From village/animal 

market to quarantine cage.  

Graas/feed   600,000   120,000   Feed during quarantine and 

transporting 

Insurence     50,000  Cows Assurance during traporting  

 Weigh lost (average 9%)   11,250,000   1,012,500  Cost of weight lost during 

transporting/shiping from kupang to 

destinations. The calculate of weigh 

lost base on Table 4.c. 

     2,187,700    

Source: Primary data (2021) 

Tabel 3.4b. Losing Weight of Cattle During Shiping From Kupang to Destinations on Oktober to 

Desember 2019 (Support Informations) 

Month Loading Weight 

(Kg) 

Unloading Weight 

(Kg) 

Weig lost 

Kg % 

October 256,5 228,64 27,86 11% 

Nopember 269,65 250,06 19,59 7% 

December  275,26 249,38 25,87 9% 

     

Source: Calculate from Inter Island Trader and Ship Vet data (2021) 

Processing  

The improvement of value-added in the cattle downstream farming can be conducted in beef 

processing to become shredded meat (abon), beef jerky and smoked beef (se‘I  in local language) 

which is known as the most favorite food product in Kupang. The process of making beef product 

Se‘i  is original to Kupang since it has unique flavor  that most people like and look for. Through 
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this process value-added is created. In brief, the calculation of cost and value creation is displayed 

in Table 3.5.  

Table 3.5. Value, Cost and Margin of Se‘I Processing  

Description Price (IRD/Kg) Final Goods 

(Kg) 

Total Price 

Se‘i price per 1 Kg Meat (Depreciation of 1 kg meat  

(productions inputs) is 38% to final goods) 

 200,000         0.62  124,000  

Cost       

Row  material (1 Kg) 100,000      

Variable Cost       

Fire Wood (Kesambi (Schleichera oleosa)) 

 

 5,000      

Transportations  1,000      

Non discribe Cost  1,000      

Total Cost      107,000  

Margin (IDR)      17,000  

Source: primary Data (2021) 

Table 3.5 shows of margin per one kilogram beef (raw materials of se‘i processing) is IDR 

17,000.-In each processing time, home industries are capable of producing 50 kgs Se‘i. This means 

that margin obtained in one time process is IDR 850.000,-. 

Value Chain Constraints and Development Prospect 

Marketing is one method in the strategy to increase the added value of a product. The 

marketing process becomes very important how the product developed can increase value. 

Therefore. The process of creating these values is not only in the aspect of production or product 

processing, the most important thing is the marketing process. The marketing process varies greatly 

depending on each company. As State by McColl-Kennedy et al. (1990) companies with high sales 

turnovers have an average level of awareness and use of planning tools. In this study, discussions 

are focused on strategies and methods that farmers use to sell their cattle production, and also to 

foster growth and competitiveness of the value chain in NTT. Environmental conditions and 

business unit strategy have on the relative importance of marketing strategy creativity and 

marketing strategy implementation effectiveness (Slater et al., 2010) 

The problem of creating added value from cattle farming at the research site can be divided 

into several stages, namely, breeding, maintenance, marketing, and processing. The 

problems/challenges in creating added value affect each other between one stage and the next 

stage. In summary, the stages, problems, development prospects are presented in Table 3.6. 

Table 6. Value Constraints and Development Prospect 

Stages Problems Development Prospect 

Breading Low weight of Balinese cattle (only 11.9 

– 12.53 kgs) during breeding as a result 

of natural mating compared to their 

Skills development for the human 

resources for the relevant  filed  
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potentials (17.33 – 18 kgs) when farmed 

in Bali. 

Farming   Skills development for the human 

resources for the relevant  filed 

 Low birth-weight of pedet, lack of food 

after farturition resulting in un optimal 

development of the cattle themselves. 

Long drought in the area (9 months dry 

season) that causes limited greenish for 

cattle food also contributes to the 

problem. 

Development of  food availability 

for animals throughout the year is 

urgent. Human resources skills 

development in providing 

animals‘ food availability. 

Marketing One of the problems in marketing is the 

product selling particularly in farmers and 

villages‘collectors level as well as in 

markets that involve negotiation and 

estimation methods. In a situation like 

this one of the parties will suffer a 

significant loss.  

 

.The development of a more 

structured and integrated market 

chain is required. Partnerships 

among farmers and intra islands 

retailers and also standardized 

transactions (for example on 

weight basis) is necessary. This 

can be conducted through 

providing scales in the market. 

 The selling of live cattle intra islands still 

dominates the ENT market. This can 

result in the loss of the value-added 

creation in the region since the slaughter 

of the animals and further process are 

undertaken in the market destinations.   

The creation of downstream farm 

climate with the development of 

agroindustry on cattle farm basis 

is required. 

Processing   

Processing industry is still on households 

scale with limited numbers and 

production volumes.  

 

The production scale 

improvement and human 

resources development for 

processing. 

 Processing industry is not well developed 

even for the domestic market fulfilment. 

As shown in Table 3, daily needs for 

meat products such as meat balls need to 

be supplied from outside region.  

The development of processing 

industry and the preparation of 

human resources in the field of 

food processing. 

Source: primary data (2021) 

Refer to Table 3.6, this research proposed some strategies in the development of value-added 

starting from breeding to processing. The prospect of the development is as follows: 

a. Skillful human resources in developing good quality cattle farms since breeding to further 

process  is required. They should be capable of selecting high quality calve so that in 

further growth and development process will produce better quality cattle with optimum 

weight. 

b.  The development of food resource for farming support. In order to produce market 

standard  and ideal weight cattle, animal food industry is urgently needed. The province 

has good potentials of raw materials for the industry. The creation of this value-added on 

this input sector will help the economic growth as well as the products‘ added-value. 

c. The development can also be made in animal food preservation on the farmers‘ level. This 

will keep the availability of the food for animals during long drought when grazing fiels is 

not always there.  

d. The strengthening of bargaining position for farmers is also important. This can be done through a 
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more structured, integrated and standardized market chain. By standardized we mean that the market 

should provide the reliable way of transactions such as on weight basis by providing the scales in 

the market levels. Partnership building among farmers and  inter islands sellers is crucial.  

e. The development of processing industry is also required. The local wisdom in using the mid-

products such as smoked beef called Se‘I (in local language) can be incorporated in the process. 

 

CONCLUSION AND RECOMMENDATION 

Conclusion 

Based on the survey that has been done in Timor and Sumba, there are some points of 

conclusion as follows: 

1. ENT province is in the 11
th

 place in Indonesia for the number of cattle 

2. Districts in West Timor with the highest number of cattle are Kupang, TTS and TTU. East 

Sumba is also one of the districts with high number of cattle‘s population. 

3. Cattle marketing depends upon villages‘ collectors. Those collectors play important roles in 

facilitating and marketing calves and big cattle for domestic market. In terms of production 

inputs, the market chain for calves follows two different paths. The first path  starts from 

breeders – villages‘ collectors – subdistrict collectors – retailers – consumers (farmers). The 

second market chain is breeders – villages collectors – retailers – consumers (farmers). In this 

chain, the sub district-collectors do not get involve. Likewise, marketing for cattle also follows 

2 channels. Channel 1 starts from farmers - villages‘ collectors – subdistrict collectors. Channel 

2 begins with farmers - villages‘ collectors – inter islands trade whereas Channel 3; farmers-sub 

district collectors – inter islands‘ trades.. 

4. The creation of Value-added happens in slaughter house, beef marketing, beef processing 

products such as shredded beef and smoked beef (Se‘i in traditional name). Some by products 

such as cow-hide and bones are also values-added. 

5. The highest value added from cattle in ENT is gained by traders that those dealing with end 

markets. While lower value gained by farmers. Thus, the more activity and treatment put in 

cattle produce, the more value added gained by value chain actors.  

6. Cattle value chain in ENT faced multifaced constraints, lies from input supply until end users, 

including supporting services, policy/regulation and famer institutions. All these constraints 

require a design of value chain development strategies/methods and providers, to foster growth 

and competitiveness of cattle value chain in ENT. 

Recommendation 

The recommendations highlighted below are things to be considered for increasing cattle 

value chain performance and then create more jobs for youth.  
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1. Improving production technologies by using more modern production inputs such as better 

quality of cattle breading, i.e.  

2. Directly purchasing from farmers or farmer groups to inter island trader or  

3. There is a need to empower  and foster cooperation fot maize farmer cooperative or farmer 

marketing groups, under expert supervision. Maize farmer marketing groups or cooperatives 

should be supported by cash (via simple credit systems) to enhance their capacity in buying 

maize in bulk during harvesting time. This will give benefit to farmers and to those who dealing 

with maize procurements or marketing. It is better to purchase maize without involving 

middleman such as collector to avoid increasing marketing costs. 

4. Increasing productivity and value added of cattle at farmers levels are priority needs in near 

future. It can done through developing postharvest industries with cheaper credit schemes from 

bank and providing expert supervising intensively. It is a need to develop a networking in the 

form of pentahelix between farmers and traders (collectors and retilers), mass media, 

government and academic experts. Value chain actors need more resources to improve VC of 

Cattle for their own benefits for their target groups. 

5. Do more training for agricultural youth in order to increase knowledge and skills in selection of 

broodstock and improvement of calf quality, ability to produce feed and skills for utilizing 

livestock waste for agriculture, post harves processing, providing good postharvest and storage 

facilities. 
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A Collaborative Work to Improve Added-Value of 

Cashew Nut in East Nusa Tenggara, Indonesia 

ABSTRACT The demand of Cashew nut in the global market is raising at the average of 

3.44% every year.  Indonesia is amongst those of the 7 countries which 
contributed to the Global Cashew Nut Export. East Nusa Tenggara or Nusa 
Tenggara Timur (NTT), as part of the Indonesian province, gives highest 
contribution to the cashew nut supply (35.37%) of the total number of 
Indonesian exports.  Cashew is expected to be able to become one amongst 
other plantation commodities that will help small holder farmers to improve 
farmers’ household income and, to elevate them from poverty, especially 
those that come from the critical semi-arid land as what mostly farmers in 
NTT have.  Data shows that most of the cashew nut plantations in Indonesia 
and in particular NTT were dominated by small holder farmers (99.77%).   
This research is aimed at knowing the opportunity and the potential of 
development to the value chain of cashew nut in NTT, to improve farmers’ 
household income and the economy of the region.  The research was held in 
two different islands i.e in Sumba and in West Timor, with which the work is 
to gather information and identifying existing industry, their supply chain 
activity conditions, from the site of production to the end-user.   
Data analysis was done employing both descriptive qualitative and 
quantitative analysis. Result showed that there is still huge potency and 
capacity of developing value adding to the commodity through improving 
value chain performances in NTT.  It is shown that most of the cashew are still 
harvested in bulk, and that the transaction is done directly to the farmer who 
owned the cashew plantation by the second trader.  The second trader is then 
selling the bulk to the inter-island trader, also in the form of bulk fresh 
product, mostly to Surabaya.   

The limited financial access that the farmers had and the lack of skill to 
improve the products’ value contributes to obstacle.  However, some small 
home industry has been raised in the communities, to be able to improve the 
product value of cashew nut.  To conclude, there are still more work to do to 
improve the human resource on their knowledge and skill and, to gain access 
to the financial resources for better improvement of the product and 
eventually the farmers’ prosperity and well-being. 
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INTRODUCTION 

The growth of cashew nut in the global market showed a raising trend, by the 

demand in the period of 2011 to 2015 is 3.44% in average per year.  In 2015 alone, cashew 

nut import value is reaching US$ 4.9 bilion (Arlinda et al., 2016).  This highly growth of 

cashew nut is also influenced by the cashew industry which ranks third in the world 

production of edible fruits (Azam-Ali and Judge, 2001) 

Indonesia is one of the major contributors to the cashew global export. Data shown 

that in the period of 2011 -2015 of the above mentioned rank, Indonesia stays at the 7
th
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producers in the global cashew market, following the forefront countries; Guenia-Bissau, 

Netherlands, Tansania, Cote d‘Ivoire, India, and Vietnam (Arlinda et al., 2016). Compare 

to Vietnam which contributed around 34.07% of the market, Indonesia is still far behind at 

numbers 3.8% of the global market (Arlinda et al., 2016; Mani & Yudha, 2021). This, 

however doesn‘t go in line with the domestic production, in which the growth and 

production of cashew in Indonesia are significantly high in that period. While the global 

export growth on cashew is negative to 11.66%, Indonesian cashew is producing 42.53% 

instead, to the export.  This point therefore, could be an interesting information for 

developing cashew industry in Indonesia.  As to the production Indonesian cashew is 

promising locally, but not to the post-harvest process globally. Vietnam is leading in this 

case, to complete the global trading requirements.  Vietnam has been able to sell the peeled 

cashews, because it has strong domestic post-harvest industries to meet the global 

demands.  To supply that, Vietnam even has also been able to import raw cashew (un-

peeled) from abroad such as Ivory Coast (28.7%), India (17.1%), Ghana (11.4%), 

Indonesia (2.4%) (Mani & Yudha, 2021). 

 
Figure 4.1. Growth of Indonesia Cashew Nut Exports 1985-2016 

Source (Lero et al., 2020) 

  

Cashew Nut Production in NTT  

Cashew nut is one of the sector in agriculture that contributes to Indonesian devisa 

through export.  The agroclimate in the tropics as Indonesia is located, has provided good 

growth conditions such as sunlight, for cashew productions. Seeing this as natural 

potentials, Indonesia is very reliable in developing leading export product from cashew‘s 
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plantation.  

The national cashew‘s production in Indonesia is supported by 6 provinces as centre 

of cashew productions, some of those are in Sulawesi Tenggara, Sulawesi Selatan, Jawa 

Timur, Jawa Tengah, and in Nusa Tenggara (Figure 2).  Of the 93.27% of the total cashew 

produced in  those six regions, NTT is one of the major contributor (Direktorat Jenderal 

Perkebunan, 2019).  

 
Figure 4.2. Map of Cashew Peroductions areas by Province in Indonesia year 2018 (Direktorat 

Jenderal Perkebunan, 2019) 

East Nusa Tenggara (ENT) province, is statistically the highest producer of cashew 

nut for export in Indonesia.  Based on the data in 2020, NTT contribution to cashew export 

in 2015-2020 was 35.37% (Direktorat Jenderal Perkebunan, 2019).  However, that doesn‘t 

contributes much to the economic development in NTT itself, as a central production 

region. What lacking in the chain was the presence and availability of post-production 

processes.  With the abundant raw materials to be proceed further, farmers or home 

industries in NTT are still need to be educated and developed towards the industrial, to 

further increase the household income and economy.  

 

A barrier towards the cashew agroindustry in NTT was also contributed by several 

other factors.  Distribution of the plantation is one of them; in which cashew plantation are 

rarely found in large areas, but small-holder farmers instead. Data suggest that, 99.77% are 

the small-holders compare to the total area  of the plantations (Direktorat Jenderal 

Perkebunan, 2019). Having said that, this condition can be a two-sided insights. Positive 

point of view may said that the export value of cashew can directly contribute to income 
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generation of farmers, but on the other hand, farmers are facing challenges in improving 

supply and productivity, quality control of the product, and other quality problems.  Zaubin 

dan Mulyono (2002) also said that, most of the cashew plants were not planted from the 

certified seed, therefore the viability of the seed is low, as well as low sanitation and 

cultivation that affluent the growth.  

 

Furthermore, problems in post-harvest line and processing line that supposed to 

improve value of the product, have also reduce the price. Less than 60% of the harvested 

nut are being proceed and peeled and mostly, what comes to the market are still the raw 

nuts.  This then demonstrates that problems are happened from upstream (good seed) to 

downstream (post-harvest management). (Direktorat Jenderal Perkebunan, 2019; Iskandar, 

2017; Istiyanti & Suwanda, 2018; Listyati & Sudjarmoko, 2011). 

Socio-economic importance 

As cashew is the main source of income in NTT, although it is being planted in 

several marginalized land with lacking water resources, but abundant sunlight, farmers are 

relied a lot upon this production.  NTT is considered to be ecologically dry, with specific 

ecosystem categorized as semi-arid, according to UNCCD. This  classification is based on 

the characteristic of the region that the rainfall season is quite short with precipitation 

around 250-500 mm per year, and with evaporation level at 0,05-0,65 (Benu & Mudita, 

2013; Berek et al., 2010; Mudita, 2013b, 2013a). 

That climate condition is also developing the socio-economic of the society in the 

region, namely dryland society.  Farmers in the dryland are utilizing combination between 

annual plant cultivation, pastures and plantation to fulfil their domestic needs.  For the 

low-landers, cashew is one of the economic importance.  Cashew becoming the main 

source of income during food shortage to where, other crops such as corn, and legumes are 

not able to produce.  The importance of cashew as the main support, can be seen on Figure 

3, as to the production of cashew is raising up yearly.  Up to 2016, the cashew production 

in NTT is reaching 50.000 tons, with the valuation of the product is Rp. 915.100.000.000,-, 

in accordance to the lowest price in 2018 at Rp. 18.302/kg (Direktorat Jenderal 

Perkebunan, 2019). 
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Figure 4.3. Cashew productions In Indonesia Year 2005-2016 Source: (Direktorat Jenderal 

Perkebunan, 2019) 

 

Socially, cashew is a ―savior‖ of dryland farmers in NTT.  The production season of 

cashew within August to November yearly, has become the second main income of those 

farmers. This is reasonable since, the agroclimate condition of NTT which has short rainy 

season (only 3 months yearly) has given the limitation to crop cultivation, and therefore 

farmers uses cashew plantation as a buffer income.  Data shows that the average 

precipitation within a decade (2006-2016), extracted from three climate stations in West 

Timor (Figure 4.4), representing only from December to March that the precipitation 

happened in the region. Similar situations are more or less happened in other islands in 

NTT.  

This climatic condition has caused the crop cultivation can only be done once a year in the 

period of October-March (1
st
 Planting Year); whereas in the period April-September (2

nd
 

Planting Year) crops can only be cultivated in a very small areas.  It is therefore, cashew is 

uses as back up for the farmers‘ income after 1
st
 Planting Year is over.  

 
Figure 4.4. Monthly rainfalls based on the average of ten year data (January 2007 to December 

2016) from Climatology Station of Lasiana-Kupang (Indonesia Agency for 

Meteorology, Climatological and Geophisics, BMKG) Source: (Nampa et al., 2018) 
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Farmers‘ behavior is related to this climate condition and to the situation where 

cashew is the main supporting income and food for their household. On the farmers‘ 

perspectives, as fast as the product can be sold, the money can be used for the domestic 

needs. Our responden stated that:  

―Kami menjual hasil panen di kebun. para pembeli akan datang ke kebun untuk 

membeli hasil kebun kami. Jadi pagi kami masuk kebun tangan kosong, sore 

pulang sudah membawa uang. Mete ini sangat menolong ekonomi rumah tangga 

kami‖ -- 

―We sell our harvest directly on farm. The buyer will come to the farm to buy the 

product on farm. So in the morning, we came to the farm empty handed, in the 

afternoon we have brought the money with us.  Cashew has very much helping us 

overcoming our economic problems‖ (translated) 

 

The choice to sell directly harvested cashew on farm is because of the economic 

needs. On one hand, this maybe help farmers getting direct money from the buyers and 

then they will be able to fulfil their domestic needs, but on the other hand, farmers are 

missing the possibilities to improve the product value which eventually may improve their 

income.  

Based on that background, our study is questioning whether and how to build up 

collaborations of each stakeholders in the industry to improve the product value through 

improving post-harvest technology of cashew nut in NTT?  

Objective 

The objective of the study is to analyze the value chains of cashew nut in NTT. The 

information of this Value Chain Analysis (VCA)  as part of the LMSINDO project is 

further be used for i) improvement of SMK curriculum and ii) develop labour market 

linkage.  

METHODOLOGY 

A value chain analysis has been done at the provincial level in NTT, focusing in the 

region of West Timor and Sumba islands. To be specific, several districts were targeted for 

the survey i.e : TTS, Kabupaten Kupang, Kota Kupang, Kabupaten Sumba barat Daya, 

Sumba Barat Dan Sumba Tengah. Of those districts main data were collected, both the 

primary and secondary data.   

The primary data were collected to the targeted population by interviewing to a 

certain number of respondents, such as farmers, local traders (from the village level to 

wholesalers), home industry owners, local shop and sellers of the post-harvest products, in 
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this case was the souvenir shops in Kupang, Waikabubak and Tambolaka. Respondent 

were selected by incidental method, in which interview was done towards those involved 

in the market chain and the value chain. In addition to that, the selection of respondent was 

also based on the information from the farmers to where the flow of their product is 

directed. Table 1a showed the list of the respondent in this study.  

The secondary data were sourced from data and information publicly available on the 

websites of these institutions : BPS, Perkebunan RI, FAOStat, Dinas Pertanian dan 

Perkebunan Kabupaten, as is listed on Table 1b.  

Tabel 4.1a. Respondent based on role-grouping  

 

Tabel 4.1b. Link to access to the secondary data websites  

No Secondary Data Sources Link of Data Sources 

1 BPS NTT/BPS ENT https://ntt.bps.go.id/ 

2 BPS Indonesia/Statistic Indonesia https://www.bps.go.id/ 

3 Directorate General of Estate  https://ditjenbun.pertanian.go.id/?publikasi=buku-statistik-

perkebunan-2019-2021 

4 FAO http://www.fao.org/faostat/en/#home 

 

RESULT AND DISCUSSION 

Overview of Cashew Nut  

Cashew nut is a product of the plantation sector that absorbed into the international 

market. Improving cashew nut product value will need a knowledge on the market chain 

about the nut.  In general, value creation about the product can be done through 

improvement of the post-harvest management and processes. Based on the data from Table 

No Respondent Total  Locations Activity 

1 Farmers/Farmer 

Group 

25 Kabupaten Kupang dan 

Sumba Barat Day 

Interview, SGD, 

Observations/field assesment 

2 Collectors 5 Kupang City and Tambolaka 

City 

deep interview 

3 Retailer 5 Kupang City and Tambolaka 

City 

deep interview 

4 PAP (inter island 

trader) 

2 Kupang City and Tambolaka 

City 

deep interview 

6 Government 5 Sumba Barat, Kab. Kupang, 

and TTS 

SGD 

7 Processor 

(UMKM/Small 

industries) 

4 Kupang and Sumba Barat 

Daya 

deep interview, 

Observations/field assesment 



 

60 
 

2 & Figure 5, Indonesian cashew export is mostly in the form of raw product (un-peeled), 

whereas the cashew import is in the form of half dry/half cooked materials. This figures 

implies that, Indonesian cashew is exported in raw materials, but then imported as 

processed product. It is therefore, product value improvement on cashew is necessary.  

Table 4.2. Export and import cashew nut in Inonesia 

No Description Export import 

Volume 

(Ton) 

value (USD) Volume 

(Ton) 

Value (USD) 

1 (un-peeled) 50.92 84.290,000 2.15 3,900,000 

2  (peeled) 5.97 53,830,000 1.41 7,090,000 

3 Cashews 0.38 1,380,000 0.05 450,000 

4  (half-dry/half cooked) 0.17 200,000 10.86 18,120,000 

5 Other product 0.95 1,900.000 1.09 4,920,000 

 Jumlah 58.39 141,600,000 15.56 34,480,000 

source: (Direktorat Jenderal Perkebunan, 2019) 

 

Figure 4.5  Comparison Export and Import cashew nut following the product performance (Percent) 

source: (Direktorat Jenderal Perkebunan, 2019). 

 

Processing of the product for adding value on cashew market chain is yet developed 

in Indonesia.  As the export-import data shown in Figure 5, suggest that cashew is being 

exported in raw materials and imported in processed product.  This has demonstrated that 

Indonesian cashew has been risking its value since the processing industry is not yet 

available.  

Listyati dan Sudjarmoko (2011) reported that Indonesian cashew is exported in logs. 

Based on this report, cashew has lost its value adding potentials to 1.8 – 2.9 trillions 

rupiahs per year.  Compare to other two players in the cashew international market, i.e 

Vietnam and India (Costa & Delgado, 2019), Indonesia is still far behind. Neither the post-

harvest cashew management nor the national policy on value chain and export, are 

supporting to the circumstances. The government and regulators, shall put their concerns 
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on this, in order to response to export demand and the domestic market.  

Nusa Tenggara Timur (NTT) as one of the centra production of cashew in Indonesia, 

contributes 35,37% of the total (Direktorat Jenderal Perkebunan, 2019).  Supposed that 

contribution is converted to the potential loss of the added value chance, the loss will be 

higher in NTT with the amount of value around 636.66 billion to 1.03 trillion rupiahs.  

This situation is worsen with the act of local traders which also selling raw materials inter-

state.  Only small number of the home industry or small scale industry that have been 

processing cashew further for improving the product value.  For example, they made a 

fried cashew or half-dried cashew and sell it to the domestic market.  From the interview, 

we know that even the food home industry player in Kupang and in Waikabubak (Sumba 

Barat) were also have to imported raw cashew from inter-state like from Surabaya and 

Flores.  

Input distribution  

The cashew cultivation in the two different regions i.e in West Timor and in Sumba 

were previously directed by the government program. The program was done through 

Dinas Pertanian dan Perkebunan in the provincial level or in the district level in NTT.  

From the interview, farmer respondent mentioned that cashew in the area of Fatuleu, in 

Kupang district has been planted since 1987, in which farmers received the seedlings from 

Dinas Perkebunan Provinsi NTT.  All the respondent (20 farmers) were stated that initially 

they received those seedlings from the government, and then in the continuing seasons 

they were using their own cashew seedlings for its development. Hereby is the statement:  

 ―Setelah masa program pemerintah, kami melakukan pembibitan mandiri dari 

buah yang telah berhasil dibudidayakan. Kami seleksi buah dan dari tanaman yang 

produksinya bagus‖. 

-- 

―After the cashew plantation program from the government, we are using our own 

seedlings to be planted from the fruit that has been successfully grown. We do our 

own selection from the fruit and the plants that gives good production‖ 

(translated).  

Similar situation happened in Sumba, to which they are stating that mostly the 

cashews here were resulting from the government program initiated in the 80s -90s via 

land utilization of critical and marginalized land program.  The FGD with the farmers and 

the Head of Dinas Pertanian in Sumba Barat Daya (SBD) emphasizing the report.  

Accornding to the source, most of the seedlings were received from Flores Timur, to which 
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that region is the production centre of cashew in NTT.  A main concerns here however, is 

regarding with the seedlings quality after the program has finished, as to farmers did their 

own selection from their own plants with no consideration using certified seed or asking 

for assistance to Dinas or PPL (extention staf) in the region.  

Production  

Most of the cashew nut plantations in NTT were dominated by small-holder farmers. 

Likewise to any other small-holders, generally they are characterized by small land owning 

and distributed in marginal lands.  This study reporting that the land owning is less than 1 

ha, which eventually correlates to potential income since the cashew trees being cultivated 

is limited.  

According to the respondent in West Timor, sampled from Desa Camplong II, 

Fatuleu, Kupang district, during the cashew plantation development in the 90s, each 

farmers received 260 seedlings to be planted in their farm which is less than 1 ha, so that 

each trees were having 6m x 8m distance in the average to each other.  Whereas in SBD 

district (Sumba island), in the 80s that region has become the largest areas for cashew 

plantation in Sumba (previously named as Sumba Barat).  

Similar condition is also found in cashew plantation in the district Sumba Barat Daya, as a 

cashew central production and trading in Sumba Island. Based on the discussion with the 

local admistration (Kepala Dinas Pertanian Kab SBD), it is stated that in the end of the 80s 

SBD is designated as an area of cashew development based on Provincial program.  

Nowadays, the cashew plantation area in the region based on the data in 2019 is around 

10.897 ha, with total production in that year reaching 6.012 tons accordingly.   Kodi Utara 

is one region in the district SBD that shown highest production of cashew, in comparison 

to other district in Timor Tengah Selatan (TTS), that has 5.490 ha in size and with total 

production 393 tons in year 2019. The highest area of cashew production in TTS is located 

in Tioanas, with total production reaching 78 tons from the plantation area around 1.555 ha 

in that region.  
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Figure 5.  lantation Are, productions and productivity of Cashew Nut at District of Sumba Barat 

Daya by Sub-district. 

 

 

Figure 6.  Plantation Area, productions and productivity of Cashew Nut at District of Timor 

Tengah Selatan by Sub-district. 

 

Cashew nut is a seasonal plants harvested usually in September to November each year.  

The harvesting time is sometimes affected by climate condition especially during the 

flowering season.  Weather and climate also affecting productivity of cashew, it is often 

that the fruit is sometimes higly produced and in other season can be lower.  This seasonal 

harvesting is influencing the market eventually, especially during the ―panen raya‖ to 

where the supply is abundantly available, whereas the opposite situation can happen during 

the unseasonal cashew production.  

Farmers did the harvest using traditional and even primitive rather, where they only pick 
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up the fruits that has fallen down on the ground in fortnight to 3 weekly period.  Workers 

to pick and harvest that fruits were comes from farmers‘ family. They collected the fruit 

using bag log and put them into a temporary storage during the fruit collection.  This 

method, as the farmers stated is better since the fallen fruits are indicating that they have 

ripen therefore the farmers know they will get the perfect cashew kernel.  

 ―Kami tidak memanen mete yang masih dipohon karena itu belum matang 

sempurna, jadi kami menunggu jatuh dari pohon dan mengumpulkan biji yang sudah 

jatuh di tanah‖. Dengan proses panen seperti ini, petani akan mendapatkan harga 

terbaik. -- 

―We do not harvest the unripe cashew that is still on the tree because they are not 

perfectly ripen. So we wait until the fruit is fallen from the tree, and then we 

collected the fruit on the ground‖. With this method farmers will also get a good 

price. (translated) 

This method as the farmer mentioned is also in line with our source where he stated that 

cashew kernel will get rotten when it is mixed with those young unripe chashew picked up 

directly from the tree.  

The average production at the research location is around 845.39 kg/ha. This production 

show higher as to the national production as well as NTT province production at 522 kg/ha 

and 557 kg/ha respectively.  It is assumed that the higher productivity in this area is 

influenced by several factors, such as: a) the cashew plant is in its maximum phase 

physiologically to give maximum productivity, b) the harvested product is distributed in 5 

months harvesting season, i.e from August to December; c) in one season, farmers that has 

plantation size around 1 ha, uses 3-5 persons that comes from the family to do the 

collection, resulting 12-50 kg per harvest; d). Farmers do direct selling from the plantation 

to buyer without treatments after fruit collection. Transaction of bulk cashew can be done 

directly in the farm or with the broker.  

Tabel 4.3. Productions, price and revenew of cashew nut by price on year 2020 

Keterangan August September October November December Total 

Volume of one 

times collections at 

the plantations (Kg) 

 37.59   46.65   50.65   25.06   

12.65  

 

Productions by 

month/ha 

 184.12   228.49   248.08   122.75   61.95   845.39  

Price/kg  14,625.00   19,352.94   22,882.35   11,411.76   6,294.12  17,249 

Revenew (IDR/ha)  2,692,735.17   4,421,983.05   5,676,762.71   1,400,745.76   389,915.25  14,582,141.95  

Source: Primary data (2021) 
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Marketing Characteristics  

The cashew nut marketing in NTT ins influenced by several factors, such as the unevenly 

distributed plantation location, dominated by small holder farmers, seasonal fruit harvest, 

weather and climate, as well as trader and trading.  Since most of the cashew producers are 

the small holder farmers, therefore it is difficult to do the quality control to the product.  

One of the hurdles found by the respondent, mentioned that the bulk cashew traded inter-

island are having mixed quality. On the upper part of the bag-log the kernel looks good, 

but when they see the bottom there are many cashew kernels were broken or with bad 

quality.  This causes difficulties in managing the trust of importer.   The same view is also 

mentioned by the village-trader collectors :  

 ―Biasa kita memberikan tips untuk karyawan yang melakukan bongkar dan sortasi 

mete di gudang. Kalau kami sudah saling kenal, jadi mereka bisa sedikit 

melonggarkan sortasi. Jadi dalam satu kali pengiriman (1 Picup) yang reject hanya 

1-5 kg, tetapi kalau tidak kenal, itu bisa 50an Kg yang reject‖. – 

―We usually give tips to the worker who did sortation and transportation and 

loading in the storage. If we do know each other, they will not be that straight 

about the sortation. So in one time transportation (1 pick up), there‘s only 1-5 kg is 

rejected, but if we do not know each other, it can be 50 kg is rejected ― (translated).   

However, with the various perception of the farmers about good quality product standard, 

this become another challenge. Traders are sometimes got tricked by unacceptable 

behavior of farmers who did mixing the product and that eventually reduce price.  The 

cashew trading is mostly done in the form of unpeeled. Based on the interview, the cashew 

production flow mostly is ended up to inter-island traders in the form of bulk. Figure 5 

shows, even to the export line, cashew is still traded in bulk forms.  The marketing 

function dominated to the market chain in Kupang and in Sumba, is still in the function of 

facilitating, to where the marketer do facilitating product transport from the produsen to 

the inter-island trader.  During the harvesting, these village traders will collect and do the 

direct buyin on farm and the transaction was done at the same location, as is stated below :  

―Kami datang langsung ke kebun-kebun. Kami hanya membawa timbangan, 

karung, dan tentunya uang untuk membeli‖. – 

― We go direct to the farm. We just brought mass balance, bag-log, and money of 

course to buy the cashew kernels‖.  

These farmers prefer to to sell directly their harvest for some reasons : a) they are easily to 

get money, b) they are not get disturbed or have to think about transporting to market, and 



 

66 
 

c) they sometimes already receive money lending from the traders.  Based on the interview 

with a respondent trader from Sumba Barat Daya, it is indeed shown that these trader 

intentionally lend their money to these farmers, especially those who are in need, and they 

will have to give back the lending in the form of cashew kernels.  In general, the product 

flow from the nursery to the exporting line can be seen in Figure 7.  The seedlings are 

mostly comes from government subsidy. The government plays important role for the 

cashew development both in Kupang and in Sumba, the program was starting in 1990 and 

resulting that farmers can produce own seedling and do the selection of it.  

On the marketing side, 95% of the product are exported inter-island, and the rest is for 

domestic consumption, and be uses as raw materials for home industry or post-harvest 

small industries (Yuniarti, 2009).  Treatments towards the raw product or bulk is done by 

the traders by sun-drying and sortation before transported to storage.  The product flow 

from farmers goes to traders from village traders and collectors to inter island traders or 

from farmers direct to inter-island traders.  Only small amount of the cashew is being 

proceed further to get a value added.  These farmers or communities who did the 

processing comes from the missionaries, group farmers, and cooperative as well as home 

industry.  
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Figure 4.7. Marketing Chanel of Cashew nut  

 

Price 

The cashew price is influecenced by global market, as well as local market.  The 

price is sometimes determined by the inter-island traders to the exporter. Beside that, 

supply and demand of cashew is also influencing the price.  Normally, the price move 

simultaneously as the graph shown in Figure 8. In August is the early harvesting time, so 

the price used is normally the open-sell price. Th trends will follow the time as to the price 

is reaching its peak in the end of September to October.  The cashew price will usually 

reduced drastically in the month of November to December (Figure 8).  This pattern will 

continuously work all over the season, and sometimes it depends on the location and the 

climate.  
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Figure 8. The price typology of cashew nut during harvest sessions in NTT (Source: Primary data 

(analysis), 2021) 

 On the price, farmers is still be the price taker whereas price is dominated and 

determined by the traders.  This is because there is a limited variation in traders especially 

those the inter-island traders, and so the trading characteristic is called oligopsoni to where 

there is a little competition in the market. In this situation traders are having so much space 

in determining and controlling the price.  The example of this is happened in Muna, 

Sulawesi as Nurdiyah et al (2016) reported, that money-collusion in between the traders 

are often happened to control the cashew price.  

 ―Kami dalam membeli mete tentu juga memperhatikan sisi supplainya. Kalau 

barang yang ditawarkan melimpah, sementara pesanan dari Surabaya tidak 

banyak, maka harga akan turun. Kami sebagai pedagang antar pulau melakukan 

crosscek ke Surabaya apakah ada permintaan, kalau iya, kami belanja disini. Kami 

akan siapkan modal untuk membeli produk petani, bahkan  ‗menyebar uang‘ 

sebelum masa panen.‖— 

― We buy the cashew of course by seeing the supply. If the product is abundantly 

available, whereas the demand from Surabaya is not many, therefore the price will 

go down. We as inter-island traders always do cross check to Surabaya, to know 

whether there is lot of demand. If yes, we will do the cashew shopping here. We will 

prepare the money to buy the product ftom farmers, even so we do ―money-lending‖ 

before harvesting, to tied it up. ―  

The poverty has made poor farmer becoming more marginalised because they do not have a 

good bargaining position in the market.  Not only that the market characteristic is 

oligopsoni, and the farmer can only be the price taker, but also they do not have chance to 

negotiate the price. This situation also found reported in Kabupaten Dompu Nusa Tenggara 

Barat, as Kandaya (2011) is reported, that negotiation about the price in that region is 

inevitable for the farmers because of their low positioning.  This also happened in Flores, 

NTT as is reported by Demoor et al (2005).  The information about price change is kept by 
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the traders and not being informed to the farmers, because there is no price transparency 

and marketing system that is not yet well developed and managed.  Farmer themselves 

were suffered from this price game, which is very fluctuated.  One of our respondent stated 

:  

―Harga mente tidak mentu, dan kami harus menerima berapapun harga yang 

ditetapkan‖.— 

― The cashew price is not certain, and we have to accept whatever the price is 

determined‖ 

 

Efisiensi Pemasaran  

Pemasaran yang ideal adalah pemasaran yang memberikan sharing kontribusi dan manfaat 

yang seimbang.setiap pelaku pasar yagn terliabt dalam rantai pemasaran memberikan kontribusi, 

mengorbankan biaya pemsaran dan juga menangung risiko harus mendapat penghargaan yang 

sesuai dengan kontribusinya masing-masing. Hal yagn sama juga harus diterima oleh petani yang 

merupakan produsen dari produk yang diperdagangkan. Namun demikian, dilihat dari sharing 

biyaa, maka kontribusi terbesar diberikan oleh petani, tetapi pada sisi yang lain, share keutungan 

paling tinggi justru diterima oleh pedagng antar pulau (Tabel 3 dan 4).  

Tabel 3. Price, Cost and Keutungan Lembaga Pemasaran Cashew Nut  

Lembaga 

Pemasaran 

Harga 

(Rp/Kg) 

Biaya Produksi 

(Rp/Kg) 

Biaya Pemasaran 

(Rp/Kg) 

Total Biaya 

(Rp/Kg) 

Keuntungan 

Pemasaran 

(Rp/Kg) 

Petani  17,249.02   15,000.00   1,050.00   16,050.00   1,199.02  

Pengumpul  22,000.00     750.00     4,000.98  

PAP  25,000.00     800.00     2,200.00  

Total     15,000.00   2,600.00   17,600.00   3,399.02  

 

Tabel 4. Share, marketing margin and marketing eficiency of  the Cashew Nut in NTT 

Lembaga 

Pemasaran 

Share  (%) Margin 

Pemasaran 

(Rp/Kg) 

R/C 

Ratio 

 

Efisiensi 

(%) 

 Harga  Biaya Keuntungan 

Petani  69.00   91.19   35.28        

Pengumpul    4.26   117.71   4,750.98      

PAP    4.55   64.72   25,000.00      

Total     100.00   100.00   29,750.98   0.19   10.40  
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Processing  

Meskipun proporsinya masih sangat kecil, tetapi pada penelitian juga ditemukan adanya 

proses pengolahan lanjutan hasil mete petani. Proses pengolahan ini mampu memberikan nilai 

tambah terhadap petani mete dan juga pelaku pegolahan. Pengolahan lebih lanjut dapat 

meingkatkan nilai tambah mente sebesar Rp. 33,790/3 kg bahan baku input mente, atau Rp 

11.263/Kg atau 56,32% dari harga gelondongan (setelah panen). Nilai tambah ini masih dpat 

ditingkatkan kembali apabila dilakukan pengolahan lebih lanjut. Hasil perhitungan biaya dan nilai 

tambah dari proses pengolahan dengan menjadikan kacang mete mentah menjadi kacang mete 

gongseng sebesar Rp. 22.400/Kg (18.67%) dari setiap satu kilogram kacang mete mentah. 

Berdarkan data tersebut, apabila proses pengolahan dilakukan hingga produk jadi berupa kacang 

mete gongseng, maka keutungan yang diperoleh dalam setiap 1 kilogram bahan baku dapat 

mencapai 94%. Hal ini menunjukkan bahwa apabila petani memiliki kemampuan untuk melakukan 

pengolahan, maka nilai mete yang diproduksi menjadi dua kali lipat. Hal ini tentu akan 

memberikan dampak terhadap peningkatan perekonomian keluarga petani. 

Dampak pengolahan lainnya adalah terjadinya perputaran ekonomi baru dari proses 

pengolahan tersebut. Selama proses pengolahan membutuhkan dukungan brbagai sumberdaya, 

termasuk tenaga kerja. Oleh karenanya, dampak ekonomi yang ditimbulkan tidak hanya pada 

peningkatan nilai kacang mete, tetapi pada sektor lainnya seperti transportasi, permintaan teanga 

kerja, listrik dan kebutuhan pendukung lainnnya. 

Table 5. Cost, Revenue, and Margin  

Activity 

 

cost 

(IDR/Kg) 

profit and loss 

calculations 

(IDR/kg) 

a. Raw Material (3 kg @ Rp.20,000,-) for 1 Kg final product 

of Cashew nut    60,000    

b. Cost       

Transportations 100     

Sorting phase 1 10     

Processing 3500     

Drying and sorting 2500     

Packaging 1500     

Electricity 100     

Miscellaneous expense 500     

Total cost   8,210  

 Cost of goods sold   68,210 

c. Revenue (raw cashews)        

Grade 1 (asumtions 70% from totals @ IDR 120.000/kg)   84,000      

Grade 2 ( assumtions 30% from totals @ IDR 60,000)  18,000      

Total Revenew     102,000  

d. Margin (IDR/Kg row Cashews)   33,790 
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Procesing Phase II        

a. Raw Cashews (IDR/Kg)   120,000    

b. Cost       

Transportations 2,000   

Packaging  10,000      

fuel and electricity  5,000     

Equipment shrinkage (Penyusutan peralatan)  500      

Total Cost    17,600   

c. Cost of goods sold (a+b)   137,600 

d. Revenue (IDR 160,000/kg)   

 

 160,000 

e. Margin IDR/kg (d-c)      22,400  

 

Hasil diskusi dengan petani yang melakukan proses pengolahan, rata-rata penyusutan dari 

proses pengolahan 65%. Pelaku pengolahan mengungkapkan, rata-rata setiap 1 kg kacang mete 

hasil pengolahan dihasilkan dari 3 kg bahan baku gelondongan. Selain penyusutan berat dalam 

proses pengolahan, kualitas hasil pengolahan sangat menentukan nilai tambah yang tercipta. 

Selama proses pemecahan cangkang (kulit) untuk memisahkan kacang mete dengan cangkang 

membutuhkan tenaga kerja yang memiliki kemampuan menggunakan alan dan juga skil yang 

memadai. Hasil diskusi dengan pelaku pengolahan, apabila dilakukan oleh tenaga kerja yagn sudah 

terampil, maka tingkat kerusakan (biji kacang mete yang pecah) selama proses pengolahan dapat 

mencapai 10%, tetapi apabila dilakukan oleh tenaga kerja yang belum terampil maka tingkat 

kerusakannya akan diatas 10%, bahkan dapat mencapai 30-40%.  

 Biji kacang mete utuh dan pecah memiliki harga yang berbeda. Apabila kacang mete utuh 

pada saat penelitian harga rata-ratanya Rp. 120.000/kg, kacang mete pecah hanya berkisar Rp. 

35.000 hingga 60.000 per kilogram. Oleh karenanya, dalam perhitungan biaya dan nilai tambah 

(Tabel 5), tingkat kerusakan/pecah diasumsikan sebesar 30%. Namun demikian, dengan tingkat 

kerusakan tersebut, tingkat keutungan dari proses pengolahan mampu memberikan nilai mencapai 

94%.  

Value Chain Constraints  

Tantangan dalam peningkatan value chains cashew nut sangat terkati dengan SDM yang 

terlibat dalam produksi hingga pemsaran Cashew. Hasil kajian menunjukkan bahwa beberapa 

hambatan dalam Value Chain adalah masih sedikitnya petani atau pelau usaha mikro dan pasar  

yang melakukan Pengolahan menjadi kacang mete, penerapan GHP pada saat panen yang masih 

rendah, kurangnya peremajaan tanaman, serta belum ditrerapkanya teknologi yang efektif dan 

efisien dalam pengolahan, khususnya pengupasan kacang mete. 

Petani atau pelaku industri pengolahan belum banyak yang memanfaatkan produksi mete 

yang melimpah sebagai input produksi kacang mete di NTT. Petani lebih memilih langusng 
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menjual hasil panen begitu selasai panen, bahkan transaksi dilakukan langsung di kebun setelah 

hasil panen terkumpul. ―biasanya kami pagi-pagi masuk ke kebun untuk melakukan panen, 

tetapnya memungut biji mete yang telah jatuh ke tanah. Sore hari pembeli sudah datang ke kebun 

dan membeli hasil kami‖. Sedangkan pelaku pemasaran juga tidak melakukan pengolahan seperti 

membuat kacang mete dan sejesinya. Para pedagang tingkat desa ini mengumpulkan dan segera 

menjualnya kepada pedagang antar pulau atau pengepul tingkat kecamatan.  

Meskipun sebagian besar hasil produksi mete langsung dipasarkan antar pulau, namun dalam 

penelitian ini telah ditemukan usaha pengolahan kacang mete meskipun masih sangat sedikit, baik 

dari jumlah pelaku maupun jumlah mete yagn diolah. Telah ditemukan kelompok-kelompok 

pengolah kacang mete dengan wadah yagn beragam, mulai dari kelompok ibu-ibu gereja, koperasi 

dan juga petani. Di Sumba barat, pengolahan mete menjadi kacang mete dilakukan oleh susteran. 

Namun demikian, produksinya masih sangat kecil dibandignkan dengan potensi bahan baku (mete) 

yang tersedia. Oleh karennaya, sebagain besar hasil produksi dipasarkan dalam bentuk gelondong 

mete. Hal yang sama juga terajdi hasil produksi di Timor Barat, khususnya petani di Kabupaten 

Kupang. 

Peningkatan nilai tambah cashew dapat dilakukan mulai dari melakukan grading hasil 

produksi, penjemuran, pengolahan menjadi kacang mete, hingga menjadi produk olahan mete 

seperti mete goseng dan produk olahan lainnya. Guna mencapai harapan tersebut, dibutuhkan 

dukungan sumberdaya manusia yang memiliki kemampuan dan pengetahuan yang memadai. 

Secara ringkas, potensi, masalah dan upaya pengembangan yang berhasil dihimpun dan 

dirumuskan seperti disajikan pada Tabel 6. 

Tabel 6. Potentials, Problem and Development needs Cashew nut in NTT 

Potentials Problem Development needs 

Potensi Pengembangan 
melalui penyediaan 

benih/bibit unggul 

Belum ada lembaga/usaha pertanian 
dalam bidang penyediaan benih 

unggul tanaman mete yang menjadi 
infut produksi pada sektor on farm 

Penguatan SDM yang 
mengusasai pembibitan dan 

seleksi tanaman unggul 
tanaman jambu mete 
 

Peningkatan produktivitas 

mete melalui perawatan 
tanaman, pemangkasan, 
dan peremajaan 

Petani belum melakukan 

pemeliharaan, pemangkasan dan 
peremajaan tanaman mete secara 
oftimal. Petani hanya datang ke 

kebun untuk melakukan pemanenan 
hasil pada saat musim panen 

Penguatan SDM pada aspek 

budidaya, khususnya 
peningkatan pengetahuan 
tentang teknik perawatan, 

pemangkasan dan juga 
peremajaan tanaman mete 

 
Produksi dengan 
grading/standarisari produk 

sejak dari petani untuk 
memperoleh harga yang 
terbaik 

Belum ada sortasi/grading produk 
sejak petani hingga pedagang antar 

pulau, bahkan terdapat petani yang 
sengaja mencampur biji mete kualitas 
rendah dengan kualitas bagus dengan 

harapan mete kualitas rendah 
mendapat harga bagus. 
 

Peningkatan kualitas SDM 
petani terkait dengan 

kesadaran menjaga kualitas 
dan kepercayaan buyer 
terhadap produk yang 

diperdagangkan 

Pengolahan biji mete Kacang mete diperdagangkan masih Mete diperdagangkan dalam 
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gelondongan menjadi 
kacang mete 

dalam bentuk kacang gelondongan 
(raw material). Permasalahan ini 

dipicu oleh ketersediaan SDM 
pengolahan dan modal usaha oleh 
petani. sehingga tidak memberikan 

nilai tambah kepada masyarakat dan 
juga potensi tenaga kerja dalam 

melakukan pengolahan mete.  

bentuk produk jadi atau 
setengah jadi sperti kacang 

mete, kacang mete goseng 
dll. 

Pemasaran digital melalui 
bebagai flatform E-

comerce 

Petani belum memiliki kemampuan 
untuk mengolah dan memasarkan 

hasil produknya melalui berbagai 
flatform Electronik untuk 
menjangkau konsumen yang lebih 

luas 

Penguatan SDM, khususnya 
SDM muda pertanian untuk 

berinovasi memasarkan mete 
dalam bentuk olahan 
monomial sudah berbentuk 

kacang mete melalui E-
comerce 

 

Value Chain development prospects   

Tabel 6 telah merangkum potensi, masalah dan juga kebutuhan pengembangan untuk 

meningkatkan nilai tambah mete di NTT, khususnya di lokasi penelitain. Potensi pengembangan 

cashew nut sebagai komoditas unggulan dan menjadi penggeraka perekonomian di pedesaan sangat 

potensial. Secara agroklimat, NTT memiliki potensi lahan yang memiliki kesesuaian iklim untuk 

pengembangan cashew. Dilihat dari produktivitasnya, Cashew nut NTT telah berproduksi di atas 

rata-rata produktivitas nasional (Figure 8). Namun Produktivitas tersebut masih lebih rendah 

dibandingkan beberapa provinsi lainnya seperti  Jawa timur dan Maluku.  Bahkan pada tahun 2021, 

Produktivitas mete di NTT menurun menjadi urutan 5 nasional dari urutan 3 tahun 2017 (Figure 9). 

Hal ini menunjukkan bahwa terjadi stagnansi pertumbuhan produktivitas pada perkebunan di NTT, 

sementara produktivitas di wilayah lainnya mengalami peningkatan yang lebih signifikan. Hal ini 

membuka peluang dalam pengembagan mete di NTT pada sektor on Farm. 

 

 

Figure 8. Cashewu Nut productivity in ENT compared with national productivity. 
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Figure 9. Top Seven Provinces Highest Productivity of Cashew nut on year 2017-2021. 

Source: Directorate General of Estate (2021)Note:  *) Preliminary figure and **) Estimation figure  

 

Base on this data, developing of cashew nut in NTT is an potential to increasing of 

productivity. Development of humans resourch is one of the key for developing of cashews. 

Increasing production and productivity through the application of plantation cultivation techniques 

requires the support of adequate human resources. Therefore, the role of the government and 

educational institutions becomes an important role. SMKs is one of education institutions has been 

contribute to agricultural human resource invroment.  

Base on productions data, creating of added value from post harves management is more 

potential prospect. Creating value can be done with good handling product (GHP), and more 

important is processing into cashews. Collaboration between the government, education, 

researchers and business is very important for the development of cashew nuts in NTT. Developing 

regulations and good busenesess environment for cashews is one of strategic role of Government. 

Lero et.al. (2020) mentioned the success of exports of cashew nut in 2015 was inseparable from 

government policies. However, this achievement could not continue and instead cashew exports 

fell again drastically in the following year. Lero identified several factors that contribute to export 

of cashew is price and per capita income. Cashew  is  an  inferior  good  in  Indonesia    based    on    

the    relationship    between   income   and   sales   volume   of   this  commodity  in  the  domestic  

market. Reflections from Lero‘s study, Government is strategic actor to developing of cashews 

industries in NTT.  

Educations and research institutions is the other potenstial support system to developing of 

cashews. One of crutial isu in developing of cashew industries is humans resourch. Educations 

must be improve of curriculum to support good human resources quality. Sejalan dengan lembaga 

pendidikan, perasn strategis peneliti juga sangat dibutuhkan dalam pembangunan jambu mete di 

NTT. Dibutuhkan hasil-hasil penelitian dalam pengembangan industri pengolahan, kelembagaan 

dan juga budidaya mete. 
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gender issue 

Tanaman meta adalah tanaman perkebunan yang pada saat musim panen melibatkan tenaga 

kerja keluarga untuk memanen hasil produksi. Peranan tenaga kerja perempuan dalam proses 

pemanenan ini sangat tinggi mengingat jenis pekerjaan yang dilakukan padamasa panen adalah 

pekerjaan yang membutuhkan keterampilan dan kesabaran. Panen mete yang baik adalah dengan 

menunggu biji mente terjatuh ke tanah setelah masa secara pebuh. Oleh karenanya, tenaga kerja 

perempuan justru memiliki potensi yang lebih dominan dalam masa panen tersebut.  

Secara umum, budaya msayarakt lahan kering di NTT, khususnya di Timor Barat, 

keterlibatan laki-laki dalam pekerjaan pertanian adalah pada persiapan ladang yang bisaanya 

dilakukan bulan November) hingga musim panen. Sedangkan pada bulan kemarau, Juni hingga 

Oktober, sebagian besar kaum laki-laki akan mencari pekerjaan diluar pertanian, seperti tukang 

bangunan atau pekerjaan lainnya. para laki-laki akan kembali bekerja di ladang pada menjelang 

musim hujan yaitu bulan November. Pada situasi ini, maka anggota keluarga perempuan dan anak-

anak adalah tenaga kerja yang dominan dalam pemanenan mete.  

Peranan tenaga kerja perempuan dalam pengolahan mete juga sangat kuat. Kelompok 

pengolahan mente yang berhasil diidentifikasi dalam penelitain ini lebih banyak dimotori 

kelompok perempuan. Susteran, perempuan gereja dan koperasi merupakan kelompok-kelompok 

perempuan yang memiliki inisiatif dalam penciptaan nilai tambah mete di NTT. Kondisi ini sejalan 

dengan jenis pekerjaan pada penciptaan nilai tambah mete yang lebih didominasi pekerjaan yang 

membutuhkan kesabaran dan ketelitian. Perempuan dianggap lebih cocok untuk mengerjakan 

pekerjaan pemecahan cangkang mete. Pekerjaan ini harus dilakukan dengan hati-hati. Kesalahan 

dalam pemecahan cangkan akan mengakibatkan biji kacang yang dihasilkan pecah. Oleh 

karenanya, lebih banyak melibatkan perempuan dalam pekerjaan ini. hal yang sama juga terjadi 

pada tahapan produksi lainnya seperti sortasi, penjemuran dan juga pengemasan. Oleh karenanya, 

peningkatan kualitas SDM perempuan sangat penting untuk mendukung hilirasi hasil perkebunan 

jambu mete di NTT. 

 

CONCLUSIONS 

Key findings and recommendations 

Temuan utama dalam penelitian ini adalah rendahnya nilai tambah yang tercipta dari 

potensial nilai tambah yang dapat diciptakan. Hasil produksi cashews diperdagangkan dalam 

bentuk row material hingga perdagangan antar pulau. Potensi nilai tambah yang hilang karena tidak 

adanya industri pengolahan mencapai 94%. Oleh karenanya, membangun iklim industri 

pengolahan merupakan isu strategis dalam pembangunan pertanian melalui cashews. Sejalan 

dengan hal tersebut, aspek permodalan dan pemasaran hasil pengolahan menjadi kendala yang 

dihadapi oleh petani.     
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Opportunity and Challenge of Creating Value Of Chinese 
Cabbage Creating Values in NTT 

 
ABSTRACT Chinese cabbage (Brassica pekinensis L.) is one of the various 

vegetables that are the daily needs of households and restaurants. 
Demand for Chinese cabbage continues to increase in line with the 
increase in people's purchasing power, especially in urban areas. This 
research aims to know the opportunities and potential for 
developing and creating added value for Chinese cabbage in West 
Timor and Sumba Island. The research was conducted from April to 
August 2021. Data collection has been done by in-depth interviews 
with farmers, collectors, and resellers. The result of the research 
shows that the development of Chinese cabbage in NTT is potential. 
Domestic production has not been able to meet consumer needs 
throughout the year. There is a supply vacancy in certain months, so 
it must be filled from outside the island, such as the island of Lombok 
for the West Sumba and from Surabaya for the market in Kupang 
City, especially the modern market. This study found three marketing 
channels. In the marketing process, marketing actors have not 
implemented good handling practices in the transportation, storage, 
or display in the market. Therefore, losing value due to damage is 
still very high in the marketing process. The creation of added value 
can be done on a farm, namely by producing gradually to meet the 
market throughout the year. The creation of added value in post-
harvest is done by storing, packaging, transporting, and displaying 
with Good Handling Practices (GHP). The highest price can be 
obtained when the product is still fresh. Therefore, the increase in 
the value chain is done by keeping the product fresh for longer until 
it reaches the consumer. 
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BACKGROUND 

The issue of healthy, nutritious, and safe food has shaped people's consumption patterns. 

There has been a paradigm shift in consumption from four healthy five perfect (Empat Sehat Lima 

Sempurna) to balanced nutrition (Eduk et al., 2020). The balanced nutrition paradigm places 

vegetables as an essential part of fulfilling a healthy diet. Changes in consumption patterns have 

increased the demand for vegetables for household consumption. Previously, meat was a measure 

of a person's welfare, but vegetables currently have become a mandatory menu for most people. 

This condition causes the level of demand for vegetables to continue to increase every year. In 

addition, the factors that encourage the growth of vegetable demand are population growth and the 

level of community income. In fact, income level is also very influential in consumer decisions in 

buying organic vegetables or vegetables produced conventionally (Saliem, 2019; Silitonga & 

Salman, 2014).  

Chinese cabbage is one of the most popular vegetables for consumption among Indonesian 
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people, especially in NTT. Chinese cabbage is Brassica rapa pekinensis group, mustard greens, or 

Brassicaceae. This vegetable is widely used for processed types of typical Chinese food; therefore 

this vegetable is often called Chinese cabbage. Chinese cabbage can grow well in areas with a cool 

microclimate; therefore this vegetable is widely cultivated in the highlands. 

 

Chinese cabbage for the Kupang market is mainly filled from the northern mountainous area 

of North of Central Timor Regency. Villages in Kapan, Fatumnasi, and North Molo Subdistricts 

are producers of this type of vegetable. The distance from the production center to the destination 

market in Soe City (capital of TTS Regency) is around 25-40 Km, while the distance from Soe City 

to Kupang City is 109 Km. so to meet the market of Kupang city, then this Chinese cabbage must 

be transported as far as 135-150 km. However, for the market in Kupang City, it is also supplied 

from agricultural areas around the city of Kupang, but its contribution is still low. One of the 

predictable obstacles is the unfavorable agro-climatic conditions of the agricultural area around 

Kupang City. The same condition also occurs in cities on the island of Sumba, such as the city of 

Waikabubak, which is the capital of West Sumba Regency. 

The distance between producers and consumers requires market chain intermediaries to 

facilitate products to reach consumers. Actors involved in the marketing chain play an essential 

role in creating value for the marketed product (Fischer et al., 2018; Hidayatulloh et al., 2016; 

Husnarti & Handayani, 2021). Porter introduced the value chain concept in 1985, which concerns 

activities since the goods are produced and distributed to consumers even until the goods are no 

longer used (Kumar & Rajeev, 2016; Zamora, 2016). From its production to the consumer, Chinese 

cabbage is also through the market chain, which in its journey also creates value. Every actor 

involved in the marketing chain contributes to value creation. 

 

As described, one of the challenges in the Chinese cabbage value chain is in the production 

aspect, and the distance between producers and consumers is relatively far for this type of 

vegetable commodity that has a short shelf life. How to create added value for Chinese Cabbage in 

NTT? This study aims to trace the value chain of Chinese cabbage marketed in Kupang City on 

Timor Island and Waikabubak City, West Sumba Regency. 

 

METHODOLOGY 

A value chain analysis has been done at the provincial level in NTT, focusing on the region 

of West Timor and Sumba islands. Specifically, several districts were targeted for the survey, i.e., 

TTS, Kupang Regency, Kupang City, West Sumba, Central Sumba, and Southwest Sumba. Of 

those districts, the main data were collected, both the primary and secondary data.   
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The primary data were collected to the targeted population by interviewing a certain number 

of respondents, such as farmers, local traders (from the village level to wholesalers), home industry 

owners, local shop and sellers of the post-harvest products, in this case, was the souvenir shops in 

Kupang, Waikabubak and Tambolaka. Respondents were selected by incidental method, in which 

interview was done towards those involved in the market chain and the value chain. In addition to 

that, the selection of respondents was also based on the information from the farmers to where the 

flow of their product is directed. Table 5.1 shows the list of the respondent in this study.  

 

The secondary data were sourced from data and information publicly available on the 

websites of these institutions: BPS, Perkebunan RI, FAOStat, Dinas Pertanian dan Perkebunan 

Kabupaten, as is listed in Table 5.2.  

Table 5.1. Respondent based on role-grouping  

 

Tabel 5.2. Link to access to the secondary data websites  

No Secondary Data Sources Link of Data Sources 

1 BPS NTT/BPS ENT https://ntt.bps.go.id/ 

2 BPS Indonesia/Statistic Indonesia https://www.bps.go.id/ 

 

RESULT AND DISCUSSION 

Overview of Chinese Cabbage 

Chinese cabbage is considered a group of oriental cabbage series, including two species, 

Brassica juncea and Brassica campestris. From the viewpoint of cytology and breeding, the six 

formerly named species of Brassica pekinensis, B. chinensis, B. campestris, B. parachinensis, B. 

narinoso and B. rapa should belong to one species because their chromosome numbers are the same 

and they may easily cross each other so that they should be combined to one species which has 

been entitled Brassica campestris abroad (Lin, 1980). China is the center of Chinese Cabbage 

productions in the world. Bong et al. (2012) mentioned that the Korean market had seen many 

cases of Chinese cabbage that have been imported from China. Based on USDA (2021, the 

nutrition of Chinese cabbage describe in table 3.  

No Respondent Total  Locations Activity 

1 Farmers/Farmer 

Group 

15 Kupang and Sumba Tengah Interview, SGD, 

Observations/field assesment 

2 Collectors 5 Kupang City and 

Waikabubak City 

deep interview 

3 Retailer 10 Kupang City and  

Waikabubak City  

deep interview 

6 Government 5 Sumba Barat and TTS SGD 



 

81 
 

Table 3 Nutrition of Chinese Cabbage Per 100g  

Name of Nutrition Nutrient content Name of Nutrition Nutrient content 

Energy 68 kJ (16 kcal) Fat 0.20 g 

carbohydrate 2.50 g-3.20 gr Abu 0.80 g 

Fiber 0.60-1.20 g Fosfor 31.00 mg 

Protein 1.20 g-1.80 g Natrium 22.00 mg 

Kalsium 77.00 mg-102.00 mg Vitamin A 1.555.00 SI 

Iron 0.31 mg-7.50 mg Vitamin B1 0.10 mg 

Magnesium 13.00 mg Vitamin B2 0.10 mg 

Sodium 9.00 mg Vitamin B3 0.80 mg 

Calorie 15.00 Kal Vitamin C 27mg-66.00 mg 

  Kalium 225.00 mg 

Source: (Fimela.com, 2020; Novianti, 2017, p. (Cahyono, 2003).) 

 

Table 5.3 shows that the nutritional content of Chinese cabbage causes the demand for this 

vegetable to be relatively high. The human body needs a nutritional value, so it is important to be 

cultivated by farmers. Chinese cabbage is suitable for planting in the highlands and good land for 

the growth of Chinese cabbage island located at an altitude of 1,000 m above sea level with a 

temperature of 12-22 degrees Celsius and a pH between 6-7.5.  

NTT has several districts that have agricultural locations according to heights that have the 

potential for the development of Chinese cabbage. This potential is spread across the research-

targeted districts in mainland Timor and Sumba, as presented in table 4. The production of Chinese 

cabbage in the four districts where the study was conducted experienced a significant decrease in 

production (92.84% to 99.28%) in the five districts studied. Based on BPS data (2021), production 

declines occurred in all districts in NTT. 

Table 5.4. Chinese Cabbage Production in Sumba Island and West Timor, East Nusa Tenggara 

Province by the year 2019 and 2020 (Quintal/Year) 

Name of District 
Productions (Quintal)/Ha /Year Percent of 

Decreasing 

(2019 to 2020) 2018 2019 2020 

West Sumba            4,559            1,048                  75  92.84  

Kupang                 478         14,687                    137  99.07 

South of Central Timor             38,310         24,350                    176  99.28 

Central Sumba                   25               574                      31  94.60 

Southwest of  

Sumba                 697               651                    205  

68.51 

Total            44,069         41,310                    624  97.91 

Source: (BPS, 2021) 

Inputs Supply  

Farmers in cultivating Chinese cabbage still use simple technology. Farmers mostly do land 

management using human labor using tools such as a hoe, machete, and crowbar. In addition, most 

farming businesses are run by utilizing labor in the family (husband, wife, and children). On the 

other hand, farmers use production inputs in the form of seeds produced by full-fledged companies. 
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Farmers buy seeds at agricultural shops/kiosks located in urban areas. In addition, in several places, 

farmers receive input of seeds from the Panah Merah seed company in partnership with the 

Department of Agriculture. Inorganic fertilizers and medicines are obtained by buying at 

shops/kiosks for agricultural production facilities, while organic fertilizers such as compost and 

bokashi are obtained from farmers' products. In summary, the value chain activities and their 

development prospects are presented in Table 5.5 

Tabel 5.5. Value Chain Activities and Development Prospect for Inputs Supply 

No Value Chain Activities Development Prospect 
1 The land used for Chinese cabbage 

farming is still small. There are two 

types of ownership status, namely self-

owned and leased. 

 

Farmers in the horticulture sector 

utilize their own land with a broader 

scale of business. This can be done 

through partnerships with local 

financial institutions (banks, 

cooperatives, and others) and the 

government/private sector 

2 Labor comes from within the family 

 

Professional labor trainers/educators in 

the field of technological innovation 

and machinery technicians 

3 Production facilities and agricultural 

machinery still depend on agricultural 

shops/stalls, which are relatively far 

from their residences/farm locations. 

The amount of organic fertilizer in the 

form of compost and bokashi is still 
limited because farmers make it 

according to the available land area. 

Entrepreneur in the field of production 

facilities 

 

4 The capital used by farmers comes from 

their capital 

 

Partnering with BUMDES to open a 

savings and loan business unit by 

utilizing village funds 

 

 Production 

Chinese cabbage is cultivated in beds with a length of 5 m, a width of 80 cm, a distance 

between beds of 60 cm. Farmers can produce about 120-130 trees per bed. Land preparation is 

done by loosening the existing beds and adding manure/compost/bokashi as basic fertilizer. The 

workers involved in this production process are male and female workers. There is no difference in 

the division of labor for both female and male workers (Figure 5.1). 

 



 

83 
 

  
Figure  5.1  Soil Loosening activity for Chinese cabbage plantations  

Overall, the respondent farmers experienced a decrease in production in the 2020 period 

until this research was carried out. This is due to the decreased production area. The decrease in 

land allocation for Chinese cabbage cultivation is due to the longer plant life of other horticultural 

crops, so that farmers are more interested in cultivating other crops. In addition, pests and plant 

diseases are disturbed, mainly when fog occurs in the morning on agricultural land. Another factor 

that triggers a decline in production is the lack of water in the production process and a decrease in 

demand from hotels, restaurants, and parties. This decrease in demand is because Chinese cabbage 

has not become a vegetable that household consumers routinely consume. Chinese cabbage is 

needed more for the needs of the hotel industry, restaurants, restaurants, and party activities. 

 

 
Figure 5.2 Production system with the application of different technologies 

Figure 2 shows that the Chinese cabbage vegetable farming process is still being cultivated 

despite declining business scale and production. The technology packages used by farmers also 

differ based on farming experience and customer demands. The planting system used by farmers is 
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monoculture and mixed. While the technology used is without plastic mulch and with plastic 

mulch. The basic treatment used by farmers on the land before planting is composting. Follow-up 

fertilization and management of plant pests and diseases vary according to the conditions faced by 

farmers. The value chain activities and prospects for business development in the production sector 

are briefly presented in table 5.6. 

Table 5.6. Activities Value chain and Production Development Prospect 

No Value chain activities Development prospect 
1 Young people's interest in farming is meager 

because working as a farmer requires extra 

labor, dirty, time lag between planting and 

harvesting is long, marginal work 

Business actors in the field of 

Chinese cabbage cultivation as 

pioneers to restore the enthusiasm 

of farmers through pilot projects 

2 Lack of PPL personnel so that the cultivation, 

maintenance, and harvesting technology is 

according to the ability of farmers 

 

Extension and companion for 

technological innovation in the 

field of cultivation 

3 The production of Chinese cabbage in each bed 

is 5 m long, 80 cm wide, 60 cm distance 

between beds, 40 cm spacing, so the production 

per bed is around 120-130 trees. If the average 

weight/tree is 1.5kg, the production/bed is 

180kg. -200kg, If the selling price of farmers is 

Rp. 7,000/kg, then the receipt/bed is Rp. 

1.260.000/bed 

Training of Young Dropouts to 

work in Horticulture, especially 

Chinese cabbage vegetables, as a 

good job 

 

Harvest, Post Harvest, and Marketing 

Harvesting of Chinese cabbage vegetables is carried out by farmers directly on the farmers' 

land after the plants are 60 days old. Harvesting is done by plucking or cutting with a knife and 

leaving the bottom 2-3 leaves as protection against damage to the core of the crop. This condition 

is in line with what was conveyed by Setiawati (2017) that Chinese cabbage at the planting age of 

60 days and the characteristics of large and compact plants is ready to be harvested. Chinese 

cabbage that is too young can be easily damaged in the shipping process. On the other hand, if it is 

too old, the crop will not be compact. How to harvest it is pretty easy, cut the base of the Chinese 

cabbage stem, leaving 2-3 leaves to protect it during the distribution process. The average yield of 

Chinese cabbage per hectare can reach 15-20 tons. 

The collection, sorting, and packaging of Chinese cabbage by farmers directly on the land. 

Collectors and farmers carry out transactions on the land at harvest time. Sorting is done simply by 

separating large and small crops. Packaging using plastic bags so that the chance of damage will be 

high due to buildup and high humidity will occur. Because of this transportation method, the shelf 

life and potential for damage to vegetables will be high. According to collectors, if the product is 

not sold out, it will only last for two days and experience greater losses. 
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Sorting and grading 

Farmers do sorting by separating defective crops due to pests and diseases, dull color, and 

wilting. After sorting, farmers separate large, medium, and small crops, store them in sacks or 

baskets, and even spread them on sacks in the shade while waiting for offers from traders ready to 

buy. 

  

  
Figure 5.4 Sorting and grading by farmers and traders in the market. 

Storage 

Retailers generally carry out storage. Farmers and collectors do not do storage because the 

products harvested by farmers are directly purchased wholesale by the collecting traders, then the 

collectors sell directly to retailers on the same day. Various storage methods for retailers can be 

seen in Figure 5. Retailers will store Chinese cabbage until the products are sold. The longer the 

storage time at retailers, the lower the weight of the vegetables. The decrease in weight and size is 

because Chinese cabbage will experience damage to the outer leaves. This reduction in weight and 

size will also affect the price. This is in line with what was stated by O'Hare et al. (2001). After 

harvest, Chinese cabbage enjoys a long storage life because it has a low metabolic rate, but 

eventually, some yellowing and, in particular, microbial rots lead to the degradation of the outer 

leaves.  

 



 

86 
 

   

   
Figure 5.5. Various ways of storing retailers in NTT, 2021 

 

Tabel 5.7. Activities Value Chain on Harvest and Post Harvest Development Prospects 

No Value chain activities Development prospect 
1 Post-Harvest (Sorting, Classification, and 

Storage) Farmers do post-harvest as simple as 

separating large, medium, and small crop sizes 

without weighing. Storage is only done for 

leftover Chinese cabbage vegetables that are not 

bought by traders in plastic bags 

Development of packaging 

technology for transportation. 

Business actors in the field of 

packaging and storage technology 

by utilizing local resources such as 

woven bamboo, gewang leaves, 

palm leaves and so on. 

2 Collectors seldom do sorting because they sell 

directly to retailers by storing them in 50kg-

100kg plastic sacks. 

 

Improving the quality of human 

resources for traders, especially 

post-harvest handling, to extend 

shelf life. 

3 Retailers do sorting by removing yellowed 

leaves for up to 3 days. The storage is carried 

out according to the availability of storage space 

in the market/kiosk/home. 

 

Develop storage systems with 

ideal temperatures and affordable 

storage costs 

 

Marketing channel 

There are three marketing channels in the research location: channel 1, Farmers - Collector 

Traders - Retailers - Consumers, channel 2, Farmers - Retailers - Consumers, and channel 3, 

Farmers - Consumers. 

The first channel shows that collector traders visit farmers' fields at harvest time to buy the 

harvested Chinese cabbage directly and bring it to retailers in the sub-district, district, and 

provincial markets (especially in mainland Timor). This means that there is already a relationship 

between farmers and traders. However, when it is not the season for Chinese cabbage, traders from 

outside NTT, such as Sumbawa, deliver directly to the destination port (especially for mainland 

Sumba), and retailers buy them at the port. 

In the second channel, farmers directly market Chinese cabbage vegetables to retailers in the 
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provincial market (especially for mainland Timor). The cooperation system with traders is quite 

unique; when the farmer arrives at the market, he will act as a retailer. Farmers will be in the 

market for three days to market their products. However, on the first day, farmers distribute their 

products to retailers in the market without receiving payment in advance. When the farmer has 

three days at the provincial market, he will go around to receive money from the retailer according 

to the initial wholesale price agreement. 

The third channel is that farmers directly market their products to consumers on the land at 

harvest time and in local markets. This happens when there are leftover purchases from the 

collectors. The selling price is adjusted to the prevailing price in the market. 

Table 5.8 Price, Margin, Cost, Fee, Share of Price and Cost Efficiency 

Marketing actors Selling 

prices  

(IDR/kg) 

Selling 

volume 

(kg) 

Cost 

(IDR 

/Kg) 

Margin 

(IDR kg) 

Fee 

(IDR/kg) 

Share 

of 

Price 

(%) 

Cost 

Efficie

ncy 

(%) 

Channel 1        

Farmers 5.333.30 250,00 482,00   43,54  

Collectors 7.000,00 1.250,00 2.606,98 1666,70 1.184,70 57,14  
Resellers 11.450,00 262,00  4.450,00 1.843,02 100,00  

Efficiency of marketing cost   3.088,00    25,22 

        

Farmers 5.000 150 823.33 3.000 2.176,67 43,86  
Resellers 8.000 20 1685.42 3.400 1.714,58 70,18  

Consumer  11.400     100,00  

Efficiency of marketing cost (%)   2.508,75    22,01 

        
Farmers 9.000,00 18,75 2.506,67  6.493,33 100,00  

Consumer 9.000,00       

Efficiency of marketing cost (%)   2.506,67    27,85 

Sources : primary data, 2021 

Value Chain Constraints development prospects   

I found value chain constraints in the production stage (on a farm) and the marketing 

process. Farmers still cultivate Chinese cabbage, only planting in certain seasons. This condition 

causes the supply of Chinese cabbage in the market to be unsustainable. Market players even have 

to bring in products from outside (Sumbawa and Surabaya) to meet the demand for Chinese 

cabbage when there is no domestic supply.  

Barriers to farmers to produce sustainably are caused by climatic factors. In addition, 

farmers also choose to cultivate other crops, such as food crops (corn) during the rainy season, so 

that farmers do not have land to cultivate horticultural crops, including Chinese cabbage. This 

condition is also illustrated by observations made at traditional markets in the cities of Kupang and 

Waikabubak. The availability of horticultural commodities, especially various vegetables, is 

minimal from January to June. The impact of the discontinuity of supply is that prices in the market 

will increase when supply decreases. Therefore, some retailers bring in Chinese cabbage from 

outside the area. 
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―kami biasa mendatangkan sayur pitcay (Chinese cabbage) dari Lombok melalui pulau 

Sumbawa. Biasanya kami datangkan pada saat pasokan dari petani local tidak ada. 

Petani di sini biasanya baru mulai menanam sayuan ini setelah musim panen jagun atau 

tanaman pangan lainnya‖ 

―We brought Chinese cabbage vegetables from Lombok via Sumbawa Island. Usually 

we trade in when there is no supply from local farmers. Local farmers usually start to 

plant this vegetable after the harvest season for corn or other food crops.‖ 

The challenge of increasing added value is not only on the production side but also continues 

in the marketing process. Product damaged in the marketing process is still high. Product damage 

occurs due to conventional harvest handling, both at the time of transportation and display on retail 

stalls.  

However, this condition is also an opportunity for development in creating added value for 

Chinese cabbage, both in production and marketing. From the production side to post-harvest 

handling, it still requires the preparation of superior agricultural human resources who can master 

technology and produce. In addition, increasing the bargaining position of farmers through forming 

farmer groups and group marketing. Table 5.8 shows that farmer share is only worth 44%. This 

condition shows that the farmer is the party that produces and bears the highest risk of getting less 

than half of the value paid by consumers. However, the marketing chain for this product is 

relatively short. Efforts are needed to increase added value, especially at the farmer level. 

Mamboya et al. (2015) recommended that farmers should be provided with knowledge on post-

harvest handling techniques and form groups to build collective bargaining power to acquire 

reasonable prices and ensure crops processing for value addition. 

The opportunity to create added value can be done in the marketing process by carrying out 

hygienic product handling and a longer product shelf life. Opportunities to develop value-added 

products with hygienic processes will increase consumer confidence in the product and consumers' 

willingness to pay. Ngigi et al. (2011) mentioned a great potential for domestic market actors to 

improve the leafy vegetable value chains by focusing on delivering safety. Value chains 

development of vegetables, especially Chinese cabbage more complex than supply chains. Dodd 

and Bouwer (2014) mentioned that chains of a fresh product are a combination of technologies and 

business processes that in synergy provide for the seamless movement of perishable commodities 

from farms to distant markets and ultimately consumers. Keeping the product fresh until it reaches 

the consumer is an opportunity to increase the added value 

CONCLUSIONS 

This study concludes that farmers need to improve their productions from sessional 

productions to year-round productions. The supply of products throughout the year can increase the 

value of farmers' products because market demand is relatively stable throughout the year. The 
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bargaining position of farmers in the marketing process is still low, which is reflected in the value 

of the farmer‘s share. In the marketing process, increasing added value can be pursued by 

implementing good product handling practices from harvesting, packing, transportation to display. 

The product's added value will be optimal when the consumer receives the product in a fresh state. 
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Coffee Value Chain and Marketing Analyses in East Nusa 
Tenggara Province, Indonesia 

 
ABSTRACT Coffee stands as the main cash crop in East Nusa Tenggara (ENT) 

Province. However, this crop is not produced to its full potential and 
is marketed through long marketing channels that appear to be 
inefficient. The main objective of the survey is to identify the 
availability of production and value chain performance and 
opportunities of coffeein ENT Province. This study deals primarily 
with survey data regarding production and value chainpatterns, as 
well as data related to local markets (selling and buying outlets), key 
market (suppliers and buyers), marketing characteristics and 
channels (distributions), marketing cost, price, efficiency, and margin 
analyses. However, this study is mainly based on secondary data, as 
field activities were limited. Results of the study show that (1) the 
availability of coffee produced in West Timor and Sumba districts is 
limited; (2) Only retailers can create values for coffee by processing 
and grading activities. It is valued gretaer than 30% compared to 
green beanvalue ; and (3) directly purchasing from farmers or farmer 
groups during the harvesting seasons, at farm gate or sub-district 
price levels is better than other channels. There is a pressing need to 
investigate and foster cooperation between coffee farmer 
cooperative or farmer marketing groups, traders, government and 
expert supervision. coffee farmer marketing groups or cooperatives 
should be supported by cash (via simple credit systems) to enhance 
their capacity in buying coffee in bulk creating value added and 
marketing. This will be beneficial not only to farmers but also to 
other chain actors that dealing with coffee procurements or 
marketing. 
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PENDAHULUAN 

Latar Belakang 

Tanaman kopi mulai dikenal di dunia sejak abad ketiga. Kopi mulai dikenal di benua Afrika 

(daerah asal tanaman kopi) dan kemudian meluas ke daerah Timur, arab dan sebagainya. Kopi 

masuk ke Indonesia sejak jaman penjajahan Belanda yakni sekitar tahun 1696 dengan jenis kopi 

yang diusahakan adalah kopi arabica. Tanaman kopi arabica ini mulai dikembangkan di pulau Jawa 

dan terus berkembang menyebar ke pulau Sumatra, Sulawesi dan setrusnya sampai ke Provinis 

Nusa Tenggara Timur. Belum diketahui secara pasti kapan kopi arabica ini mulai dibudidayakan di 

Provinsi NTT ini. 

Kopi Arabica sangat tidak tahan terhadap penyakit karat daun. Pada Tahun 1800-an kopi 

arabica mengalami permasalahan terkait dengan penyakit karat daun ini. Dan hampir 

memusnahkan perkeunan kopi sampai dengan 75%. Oleh karena itu, maka pada tahun 1875 

Indonesia mulai mengembangkan jenis kopi lain yakni coffea Liberica. Namun tanaman ini juga 
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tdak tahan terhadap penyakit karat daun. Akhirnya pada Tahun 1900, Indonesia mulai 

mengembangkan jenis kopi Coffea Canephora dengan varietas robusta. Sebagai catatan untuk 

diketahui bahwa tanaman kopi di dunia memiliki sekitar 600 spesies dan yang paling komersial 

adalah ketiga jenis kopi tersebut yakni arabica, liberica dan robusta. 

Di Provinsi NTT, Kopi merupakan komoditi perkebunan yang diandalkan bagi pertumbuhan 

perekonomiannya. Dari segi luas lahan yang disuahakan oleh petani perkebunan di NTT, usahatani 

kopi menduduki tempat kedua setelah usahatani kemiri (BPS Propinsi NTT, 2019). Fokus utama 

dari proyek penelitian ini adalah untuk mengembangkan dan meningkatkan nilai tambah dari 

agribisnis kopi yang memenuhi tuntutan pasar global untuk para petani kecil dan pedagang di 

Provinsi Nusa Tenggara Timur (NTT), Indonesia. Dengan metode partisipasi dengan stakeholders, 

model value chain kopi via sistem agribisnisnya (subsistem teknologi input, proses produksi, pasca 

panen/agroindustri dan strategi pemasaran) yang teridentifikasi untuk membantu para petani kecil 

dan distributor, didesain dan direkomendasikan sebagai output dari penelitian ini. 

Untuk mewujudkan tujuan tersebut maka aspek utama yang menjadi obyek penelitian 

adalah: menidentifikasi model agribisnis kopi: teknologi input, proses produksi, pasca 

panen/agroindustridan strategi pemasaran (produk, distribusi/pasar, harga dan promosi) yang sudah 

dipraktekan oleh para stakeholders  (petani dan pedagang pada berbagai level agribisnis kopi).   

Selain itu, penelitian ini juga akan mengidentifikasikan dan merumuskan beberapa potensi 

dan kendala utama peningkatan value chain agribisnis kopi dan peluncuran produk yang sesuai 

dengan persyaratan pasar pada basis model agribisnis yang sudah ada (teknologi input, proses 

produksi, pascapanen, agroindustri dan strategi pemasaran kopi). Analisis juga meliputi aspek 

ekonomi yaitu volume penjualan, daya beli konsumen, luasnya jangkauan produk, tingkat harga 

eceran pada berbagai outlet, tingkat efisiensi, margin dan keuntungan pemasaran, profit/cost ratio 

pada berbagai lembaga pemasaran, tingkat kehilangan hasil dan volume produk yang tidak bisa 

dipasarkan. Hasil analisis ekonomi ini akan merupakan aspek-aspek penting bagi pembentukan 

desain dan indicator keberhasilan implementasi dari desain model value chain kopi tersebut. 

Tingkat produktivitas usahatani kopi adalah setengah dari tingkat produktivitas potensialnya 

(Dinas Perkebunan NTT, 2019) dan kualitas kopi asal NTT masih rendah dibandingkan dengan 

kualitas kopi Lampung di Sumatra, Indonesia (perscom. Kadistan NTT, 19 Maret 2021). Hal ini 

mencerminkan suatu permasalahan tidak terpenuhinya kuantitas dan kualitas tuntutan permintaan 

pasar kopi global. Permasalahan-permasalahan ini menjadi semakin kompleks karena berbagai 

faktor lain seperti keadaan geografis kepulauan, teknologi dan strategi agribisnis (input, proses 

produksi, pasca panen/agroindustri, pemasaran) yang kurang memadai, struktur pasar komoditas 

kopi yang oligopoli, kekurangan modal untuk investasi di bidang agribisnis kopi pada tingkat 

petani, harga yang senantiasa berfluktuasi serta pengetahuan dan keterampilan stakeholders 

agribisnis yang masih rendah. 

Masalah-masalah tersebut di atas  menyebar hampir merata pada  semua rumah tangga 
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petani di mana 80% dari total penduduk NTT adalah petani. Sejak tahun 1997, Provinsi NTT 

termasuk di dalam program pengentasan kemiskinan nasional. Pada tahun 2020, NTT mendudukan 

tingkat kemiskinan tertinggi ketiga setelah Provinsi Papua dan Papua Barat (BPS, 2021). Program 

pengentasasan kemiskinan ini berfokus pada (salah satunya) perbaikan produksi dan nilai tambah 

produk-produk pertanian. Target-targetnya  adalah peningkatan produksi dan nilai tambah komoditi 

pertanian sehingga dapat berkompetisi secara efisien  baik di pasar regional, nasional maupun 

internasional dan mampu menyerap tenaga kerja milenial di bidang pertanian. Nilai tambah dari 

komoditi pertanian  merupakan hal yang sangat penting mengingat kondisi geografis NTT yang 

berbukit/bergunung dan biaya transportasi yang tinggi. 

Studi yang dilakukan ini memberikan kajian komprehensif keberadaan agribisnis kopi dan 

memberikan desain model untuk memperbaiki performansinya di masa datang. Fokusnya adalah 

pada perbaikan subsistem input, proses produksi, pasca panen/agroindustri, pemasaran dan 

kemampuan agribisnis stakeholders kopi di dalam peningkatan nilai tambah dan penyerapan tenaga 

kerja. Diharapkan bahwa desain model value chain di dalam bingkai agribisnis kopi yang akan 

direkomendasikan dapat meningkatkan pendapatan petani yang berskala kecil dan berkekurangan 

pengetahuan dan keterampilan di dalam pengelolaan agribisnis mereka. 

Tujuan dan Kegunaan  

Penelitian ini bertujuan untuk mengidentifikasi sistem agribisnis kopi yang sudah ada 

(subsistem agribisnis input, proses produksi, pasca panen/agroindustri dan strategi pemasaran dan 

stakeholder yang sudah ada), serta mengidentifikasi dan menganalisis potensi-potensi dan kendala-

kendala value chain kopi.  

setelah mempertimbangkan potensi-potensi dan kendala-kendala yang teridentifikasi, dan 

stakeholders yang ada, maka rekomendasi terkait peluang-peluang usaha/bisnis perkopian dalam 

rangka penyerapan tenaga kerja didesain untuk dibuatkan landing modelnya dalam pengembangan 

kurikulum Sekolah Menengah Kejuruan (SMK) dan Perguruan Tinggi Pertanian yang ada di 

Provinsi Nusa Tenggara Timur. 

Proyek penelitian ini akan memberikan kegunaan langsung bagi para petani, para pedagang 

dan instansi  terkait dengan usahatani kopi di Provinsi NTT, terutama dalam hal perbaikan 

teknologi input, proses produksi, pasca panen/agroindustri, peningkatan nilai tambah kopi dan 

strategi pemasarannya. Diantisipasikan  pula bahwa dengan menelaah beberapa penyebab dari 

masalah-masalah pertanian lahan kering di NTT seperti masalah perambahan hutan yang tidak 

memperhatikan kepentingan lingkungan, masalah pendapatan usahatani kopi yang rendah dan 

ketidak-efisienan sistem distribusi kopi dan dengan adanya pengertian yang lebih baik tentang 

kebutuhan-kebutuhan dari pasar target,  maka proyek penelitian ini akan merupakan sumber  

informasi  yang sangat berharga bagi agenda  pengentasan kemiskinan yang diprogramkan 

pemerintah. Melalui penelitian ini pula, diharapkan bisa mendayagunakan biaya/modal dari sektor 
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publik maupun pribadi, sehingga para petani tradisional  bisa memperoleh banyak benefit terutama 

terkait dengan pembukaan lapangan kerja baru bagi para lulusan SMK dan Perguruan Tinggi 

Pertanian. 

Studi kasus pada kopi  yang dilakuka ini akan mengilustrasikan aspek-aspek tertentu yang 

bisa diaplikasikan lebih luas pada Propinsi-Propinsi lain di Indonesia. Demikian juga, kiranya hasil  

penelitian ini bisa diterapkan oleh para petani  atau pedagang di  negara berkembang lainnya di 

Asia.  Di kemudian hari, terdapat kemungkinan  besar adanya  hubungan antara Timor Timur dan  

NTT. Kesamaan-kesamaan yang terdapat di NTT dan Timor Timur memungkinkan pengalaman-

pengalaman yang didapat di NTT bisa diuji-cobakan di Timor  Timur. 

STUDI PUSTAKA 

Bagian ini meliputi pembahasan mengenai konsep dan kondisi agribisnis kopi di tanah air 

dan daerah penelitian khususnya, konsep dasar tentang peubah-peubah ekonomi dalam analisis 

pemasaran (marjin dan distribusinya, keuntungan dan distribusinya, rasio keuntungan dan biaya 

pemasaran, farmer‘s share dan efisiensi pemasaran); luas areal, produktivitas dan strategi 

pemasaran; konsep dan pengukuran produktivitas serta rujukan penelitian terdahulu yang berkaitan 

dengan industri kopi serta kebijakan perdagangan dan tuntutan pasar global. Pembahasan pada 

bagian ini diarahkan untuk meletakan dasar teoritis tentang arah pengembangan model agribisnis 

kopi di masa datang. Pengembangan model agribisnis yang dikaji ini diharapkan dapat memenuhi 

tuntutan pasar global di bidang industri dan perdagangan kopi. 

What Are Value Chains? 

Some people use the terms ―supply chain‖ and ―value chain‖ interchangeably. Others use 

each term to describe different processes. For the purposes of this study, the term supply chain 

refers to the entire vertical chain of activities: from production on the farm, through processing, 

distribution, and retailing to the consumer—in other words, the entire spectrum, from gate to plate, 

regardless of how it is organized or how it functions. This is the supply chain. But we are interested 

in a particular form of supply chain: the value chain. For the purposes of this research, then, the 

term value chain refers to a vertical alliance or strategic network between a numbers of 

independent business organizations within a supply chain (Bouma, 2000). 

A value chain is a strategic network of independent organizations/businesses—producers, 

processor(s), distributor, retailer—who recognize their mutual need for one another, will work 

together to identify strategic objectives, are willing to share the associated risks and benefits, and 

will invest time, energy, and resources to make the relationship work.  

A value chain is demand driven rather than supply driven; its primary purpose is to respond 

more effectively to the needs of the marketplace through co-operation, communication, and co-

ordination. 
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A value chain requires the commitment of all participants in controlling the factors affecting 

product quality and consistency, including the co-ordination of production, processing, distribution, 

or advertising and display functions. 

A value chain is responsive to changing consumer needs. The timely dissemination of 

information from the consumer to other links in the chain enables changes to be made quickly to 

protect or increase market share. If buying patterns change, for example, and the product is more in 

demand on Tuesday than on the traditional delivery date of Thursday, a change in the delivery date 

will result in higher sales.  

A value chain offers security in doing business with other members of the chain. Chain 

members work together in developing common objectives and goals. Together, they devise a 

common strategy and a system to monitor compliance. The resulting trust and co-operation creates 

an environment in which products of consistently high quality reach the consumer in a timely 

manner. 

A value chain involves high levels of trust between parties to the alliance; there is no room 

for an adversarial attitude toward suppliers or buyers. Competition for prices and more 

advantageous delivery conditions is not among producers within the alliance. Rather, it is with 

other producers, processors, or distributors outside the value chain. 

Previous research in the following areas also provides the ground work for this project: the 

coffee sector in regional Indonesia, perceptual gap analysis of quality between the supplier and 

customer, relationship marketing, supply chain management, and vertical marketing systems. 

Perceptual gap analysis of quality 

A widespread belief in business and marketing holds that high-quality goods are favored in 

the market place (Parasuramann, et al., 1991). Both research (Buzzel and Gale, 1987) and company 

experiences (Rudie and Wansley, 1985) support this assertion. However, differences exist as to 

what features connate high quality to consumers and suppliers. In a pioneering work, Zeithaml et al 

(1998) identified five sources of gaps to delivering consistently good service quality. In the 

agricultural context, the gap between the supplier and customer (Gap1, to use the term of Zeithaml 

et al) can be significant to deliver consistent with consumer perception of product quality. 

The gap may be larger when farmers try to sell produce to a non local market, as in the 

regional industry groups in East Nusa Tenggara and Australia. The size of the gap depends greatly 

on the amount of marketing research conducted or the extent to which research data are used 

(Goyne, 1985). To close the gap, undistorted communication between channel members and 

growers is essential, particularly when the parties differ in background or opinion (Draft and 

Lengel, 1984). The literature therefore support the research needs identified in this project. Broadly 

the needs are: to identify market opportunities for increasing supplies of East Nusa Tenggara 

coffee, to understand what constitutes quality for consumer that are consistent with the desired 
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product quality, and to implement changes to management and communication within the 

marketing channel which support ongoing delivery of a quality product. 

Relationship marketing, supply chain management and vertical marketing systems. 

A new discussion on relationship marketing is clearly under way (Gronroos, 1994; Bouma, 

2000). Industrial marketing (business to business) and customer relationship economics demand a 

relationship-oriented approach to marketing. Heskett (1987) introduced the concept of market 

economies that is achieving results by understanding the customers instead of by concentrating on 

developing scale economies. A mutually satisfactory relationship makes it possible for consumers 

to avoid significant transaction costs involved in shifting between suppliers and for suppliers to 

avoid suffering unnecessary quality costs (Reichheld, 1993; Reichheld and Sasser, 1990). 

There has been much emphasis recently in agribusiness on supply chain management. In the 

context of globalization and consumer demands for consistent high quality, Wilson and Jantrania 

(1993) emphasized that multiple interests in supply chain management heighten the need to use 

strategic alliances to protect and enhance competitiveness.  

According to Levi, et al., 2000) Supply chain is a network of connected and interdependent 

organization mutually and co-operatively working together to control, manage and improve the 

flow of materials and information from suppliers to end users. 

Supply chain management is a set of approaches utilized to efficiently integrate suppliers, 

manufacturers, warehouses, and stores, so that merchandise is produced and distributed at the right 

quantities, to the right location, at the right time, in order to minimize system wide costs while 

satisfying service level requirements (Levi, et al., 2000). Thus, some key players in supply chain 

are suppliers, manufacturers, distribution, retail outlets and customers. A good supply chain 

management can reduce inventory cost by 20-40%; guarantee flow of materials at the right 

quantities, to the right location, at the right time and maintain good quality of products. 

Literature on vertical marketing systems (VMS) supplements ideas in supply chain 

management by discussing the processes of an emerging channel manager in the chain. A VMS 

contrasts with a conventional marketing systems (CMS). In a CMS, each member is loosely 

aligned with the other. The major orientation is towards the next institution in the channel. The 

conventional marketing channel has proven to be an inefficient method of conducting business. It 

fosters intense negotiations at each stage in the channel, and the channel members do not see the 

possibility of shifting or dividing the marketing functions among all channel participants since no 

distribution manager exists.  

In contrast, VMS are networks that are pre-engineered to achieve significant operating 

economies and maximum market impact (McCammon, 1965). McCammon et al (1969) identified 

three types of VMS-operate, contractual and administered. The corporate VMS typically consists 

of either a manufacturer who has vertically integrated forward into channel to reach the consumer, 
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or a retailer who has vertically integrated backward into the channel to create a self-supply 

network. This approach does not suit the current channel situation for either West Timor or 

Australian industry groups. 

A contractual VMS is created when a wholesaler offers a coordinated merchandising and 

buying program of independently owned retailers and small producers, and the retailers and 

producers agree to concentrate their purchases and sell with the wholesaler. It is a voluntary 

relationship. As in the case of East Nusa Tenggara and north Queensland, it would be to the 

wholesaler‘s advantage to build competitive merchandise and offer market information to the 

producers while offering services to the retailers that will keep both of them satisfied and allow it 

to be the distribution manager.  

In an administered VMS, one channel member uses the principles of inter-organizational 

management to become the distribution manager. Manufacturing organizations have historically 

used their administrative expertise to co-ordinate reseller marketing efforts (McColl-Kennedy and 

Kiel, 1999). This does not appear to happening in West Timor but it could be used by producers or 

more likely, the wholesaler agents, to further the East Nusa Tenggara coffee industry. 

State of the Art: Agribisnis Kopi 

Agribisnis Kopi di Tanah Air: Konsep, Luas Areal dan Produktivitas 

Beberapa pendapat para pakar diantaranya Siagian (1997), menyebutkan bahwa agribisnis 

adalah suatu kegiatan usaha yang berkaitan dengan sektor agribisnis, yang mencakup perusahaan-

perusahaan pemasok input agribisnis (upstream-side industries), pengasil (agriculture producing 

industries), pengolah produk agribisnis (downstream-side industries) dan jasa pengangkutan, jasa 

keuangan (agri-supporting industries). Agribisnis adalah sifat dari usaha yang berkaitan dengan 

pertanian dalam arti luas (agro-based industries) yang berorientasi pada bisnis (business), yaitu 

yang bertujuan memperoleh keuntungan (commercial oriented).  

Arsyad, dkk (1985) dalam Downey & Erickson (1989) mengartikan agribisnis sebagai suatu 

kesatuan usaha yang meliputi : salah satu atau keseluruhan dari mata rantai produksi, pengolahan 

hasil dan pemasaran yang ada hubungannya dengan pertanian dalam arti luas. Dengan demikian 

maka agribisnis merupakan suatu konsep yang utuh mulai dari pengadaan sarana produksi, proses 

produksi, pengolahan hasil, pemasaran dan aktivitas lain yang berkaitan dengan kegiatan pertanian. 

Hal yang sama dikemukakan pula oleh Tjakrawerdaya (1996) yang mengartikan agribisnis sebagai 

keseluruhan operasi yang terkait dengan aktivitas untuk menghasilkan dan untuk mendistribusikan 

input produksi, aktifitas untuk produksi usahatani untuk pengolahan dan pemasaran.  

Dari konsep dan definisi agribisnis tersebut di atas dapat di tarik suatu pengertian yang 

umum tentang agribisnis, seperti yang di kemukakan oleh Downey dan Erickson (1989) bahwa 

agribisnis meliputi seluruh sektor bahan masukan usahatani, produk yang memasok bahan masukan 
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usahatani yang terlibat dalam bidang produksi dan pada akhirnya mengalami pemerosesan, 

penyebaran, penjualan, baik secara borongan maupun penjualan eceran kepada konsumen akhir. 

Secara umum luas areal kopi dirumuskan sebagai fungsi dari harga kopi di tingkat petani, 

harga tanaman alternatif lain, harga pupuk, kredit usahatani, upah tenaga kerja, tingkat suku bunga 

bank, teknologi, luas areal tanaman kopi tahun sebelumnya dan iklim. Petani diasumsikan 

mempunyai keputusan untuk menyesuaikan areal panen kopi yang ada saat ini berdasarkan harga 

tahun yang bersangkutan atau pada tahun sebelumnya (Nainggolan dan Suprapto, 1987), 

Simatupang (1995) dan Irawan (1998). Curah hujan dianggap mewakili faktor-faktor teknis 

agronomis.  

Harga riil kopi, tingkat suku bunga bank, upah, dan harga input lainnya adalah faktor-faktor 

yang menentukan pengusaha (investor, petani) untuk melakukan investasi melalui ekstensifikasi 

penanaman kopi. Diasumsikan bahwa harga kopi domestik, teknologi, ketersediaan kredit 

usahatani mempunyai respon yang positif terhadap luas areal panen. Sedangkan tingkat suku 

bunga, harga input (upah dan pupuk), curah hujan dan harga komoditi alternatif merupakan faktok 

yang berslope negatif. Dengan kata lain, harga kopi, ketersediaan kredit dan teknologi mernagsang 

investor atau petani untuk memperluas areal tanaman. Tingkat suku bunga bank diasumsikan 

menjadi penentu bagi investor atau petani untuk melakukan investasi, dimana kenaikan suku bunga 

akan memberikan implikasi semakin kecilnya minat investor untuk berinvestasi. Selain itu, harga 

komoditas saingan kopi, tingkat upah di sektor perkebunan dan input produksi seperti pupuk 

lainnya dan curah hujan menjadi pertimbangan investor untuk memperbesar skala usaha. Jadi harga 

input berslope negatif terhadap luas areal yang menghasilkan kopi. 

Tingkat produktivitas kopi baik jenis robusta maupun arabica sangat ditentukan oleh tingkat 

penggunaan input produksi, teknologi, harga komoditas saingan dan luas areal tanaman 

menghasilkan. Penggunaan input yang tepat dan sesuai dengan kebutuhan tanaman akan 

menghasilkan produksi yang optimum. Tingginya harga input produksi, seperti harga pupuk dan 

upah di sektor perkebunan akan menyebabkan investor atau petani tidak mencukupi kebutuhan 

tanaman akan input produksi,sehingga akan berdampak negatif terhadap perkembangan 

produktivitas kopi. 

Pengushaan kopi di NTT masih merupakan usahatani rakyat yang dikelola dengan teknologi 

yang belum memadai. Pemanfaatan input modern dan sistem pengelolaannya masih jauh dari 

standar mutu. Akibatnya produktivitas kopi di daerah ini masih jauh lebih rendah dibandingkan 

dengan produksi potensialnya atau produksi kopi di daerah lain di Indonesia. Sebagai 

perbandingan, produktivitas perkebunan kopi rakyat di NTT tahun 2004 adalah 0,42 ton per ha . 

Jumlah ini jauh lebih rendah dibandingkan dengan produktivitas kopi lainnya yang diproduksi di 

perkebunan rakyat yaitu tingkat nasional 0,82 ton per ha, di Sumatra 0,66 ton per ha dan 

Kalimantan 0,49 ton per ha (Dirjen Perkebunan, 2005). 

Dari 16 kabupaten/kota di NTT, Kabupaten Manggarai merupakan daerah sentra produksi 
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kopi pertama  (Dinas Perkebunan NTT, 2005). Pengelolaan usahatani kopi di daerah ini masih 

bersifat tradisional, belum dikelola sebagai agribisnis utuh, sehingga produktivitasnya masih 

rendah dan menghendaki untuk segera diperbaiki. 

Produksi 

Produksi merupakan suatu kegiatan yang dikerjakan untuk menambah nilai guna suatu benda 

atau menciptakan benda baru sehingga lebih bermanfaat dalam memenuhi kebutuhan. Kegiatan 

menambah daya guna suatu benda tanpa mengubah bentuknya dinamakan produksi jasa. 

Sedangkan kegiatan menambah daya guna suatu benda dengan mengubah sifat dan bentuknya 

dinamakan produksi barang. Produksi tidak hanya terbatas pada pembuatannya saja tetapi juga 

proses penyimpanan, distribusi, pengangkutan, pengeceran, dan pengemasan kembali atau yang 

lainnya (Millers dan Meiners, 2000). Produksi bertujuan untuk memenuhi kebutuhan manusia 

untuk mencapai kemakmuran. Kemakmuran dapat tercapaiji katersedia barang dan jasa dalam 

jumlah yang mencukupi. 

Pendapatan 

Usahatani sebagai satu kegiatan produksi pertanian yang pada akhirnya akan dinilai dari 

biaya yang dikeluarkan dan penerimaan yang diperoleh. Selisih antara keduanya merupakan 

pendapatan usahatani. Soehardjo dan Patong (1973), mengartikan pendapatan usahatani sebagai 

balas jasa dari kerjasama antara faktor–factor produksi dengan petani sebagai penanam modal dan 

sekaligus pengelola usahatani. 

Konsep-konsep yang dibahas oleh para ahli tersebut di atas menunjukan dan menekankan 

bahwa teknologi dan keterampilan yang senantiasa diperbaiki merupakan hal yang sangat penting 

untuk pengembanganagribisniskacanghijausertameningkatkan pendapatan para stakeholders dan 

untuk memenuhi permintaan yang sesuai selera konsumen. 

Rantai Nilai (Value Chain) 

Secara teoritis, pada umumnya terdapat dua pendekatan yang dapat digunakan dalam 

mengidentifikasi dan menilai faktor-faktor internal kelembagaan, termaksud organisasi pemerintah 

dan perusahaan. yaitu pendekatan fungsional dan rantai nilai (value chain) (Porter 1994; Umar 

2003). Melalui pendekatan fungsional, kategorisasi analisis internal berfokiis kepada orientasi 

posisi pasar. kondisi keuangan dan akunting, produksi dan operasi, keterampilan sumber daya 

manusia, serta struktur organisasi dan manajemen (Gumbira-sa'id 2010a). 

 Dilain pihak, analisis dan pendekatan rantai nilai didasarkan kepada serangkaian kegiatan 

yang berurutan dari sekumpuian kegiatan nilai (value activities) yang dilaksanakan untuk 

merancang, memproduksi. memasarkan, mengirimkan, serta mendukung produk dan jasa pada 

suatu kelembagaan. termaksud perusahaan (Umar 2003). Keseluruhan kegiatan didalam rantai nilai 

dibagi didalam dua kategori dibawah ini, yaitu : (1) aktifitas utama adalah berbagai kegiatan yang 
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melibatkan diri dalam penciptaan fisik produk atau jasa agribisnis dan agroindustri, serta penjualan 

dan pengirimannya kepada pembeli, berikut pelayanan jasa dan kegiatan purna jual. Salah satu 

contoh terbaik Yang penulis pernah pelajari di amerika serikat (Gumbira-sa'id 1996) adalah sistem 

penghantaran produk ikan segar yang telah di potong-potong (fillet) oleh tenaga penjual di pasar 

ikan (farmers market) kota sattle amerika serikat ke seluruh pelosok amerika utara melalui jaringan 

US-mail dalam waktu 24 jam. Apabila produk filet ikan tersebut tidak sampai ke pembeli dalam 

waktu 24 jam setelah pernbelian ikan tersebut akan di kembalikan melalui jasa online dari US-

Mail. (2) kegiatan pendukung adalah serangkain kegiatan yang melengkapi dan menyempurnakan 

kegiatan utama, yaitu kelengkapan infrastruktur, manajemen sumber daya manusia, pengaduan 

barang, dan pengembangan teknologi. 

Rantai nilai merupakan salah satu alat konseptual yang penting dalam mernpelajari faktor-

faktor yang memberikan dampak pada keuntungan jangka panjang kegiatan agribisnis dan 

agroindustri serta dalam upaya pengembangan perencanaan strategi untuk bisnis dimasa depan. 

Rantai nilai dapat di anggap sebagai suatu set kegiatan jasa dan pelayanan, serta produk yang 

mampu membawa suatu produk atau jasa mencapai pelanggan trakhir (Gloy 2005). Konsep rantai 

nilai dapat menjawab berbagai pertanyaan berikut. 

 Bagaimana produk yang di hasilkan dapat mencapai peianggan terakhir. 

 Struktur atau hubungan ekonorni antara para pelaku agribisnis atau agroindustri di 

dalam rantai, 

 Bagaimana struktur diatas berubah karena perjalanan waktu. 

 Ancaman-ancarnan apa saja yang dapat mempengaruhi keseluruhan rantai nilai. 

 Determinan-determinan kunci kontribusi keuntungan yang di ciptakan oleh rantai nilai. 

 Kegiatan agribisnis dan agroindustri yang focus dalam pengembangan rantai nilainya 

selalu berusaha untuk mampu mengantisipasi perubahan struktural terbesar yang dapat 

memberikan dampak yang besar pada keuntungan mereka. Secara sederhana, rantai nilai dapat 

diilustrasikan seprti yang dapat dilihat pada ilusurasi di bawah ini. 

 Pasokan input  Produksi pertanian  penanganan level pertama  agroindustri (industry 

pengolahan)  pedagang besar/Oistrtbutor  pedagang ritel pelanggan. 

Manajemen rantai nilai seyogianya terintegrasi dengan manajemen rantai pasokan (SCM). 

Isu-isu kunci yang muncui dari berbagai permasalahan dalam rantai pasokan dapat dipilah dalam 

kelompok, yakni : (1) isu terutama di pelosok pedesaan., (2) isu pengendalian pedesaan, termasuk 

penjagaan mutu, yang belum mengoptimalkan keseimbangan antara pasokan dengan permintaan. 

(3) isu desain produk yang masih sangat sederhana, terutama karna lemahnya sistem pengemasan 

dan pelabelan, sehingga kurang mampu menyakinkan pelanggan. dan menjadi sangat sulit untuk 

dipasarkan ke pasar global. (4) isu strategi pembelian atau pengadaan komoditas dan atau produk 

yang belum professional dan berbasis kontrak hukum, sehingga banyak menjadikan permasalahan 

hukum pada saat terjadi wanprestsai, (5) isu integrasi rantai pasokan yang masih lemah di antara 

elemen-elemen kegiatan pascapanen dan penyampaian komoditas atau produk. serta (6) kurangnya 
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pemahaman petani produsen terhadap isu nilai-nilai konsumen (customer value) serta keinginan 

konsumen yang seharusnya secara normatif, bahkan proaktif, diketahui dalam perencanaan 

produksi, sebelum produksi dilaksanakan. 

Efisiensi dan Strategi Pemasaran Produk Pertanian 

Pemasaran merupakan kegiatan penting yang harus dilaksanakan untuk memperoleh nilai 

dan keuntungan dari produk yang telah dihasilkan. Dengan adanya pemasaran maka setiap 

individu/kelompok akan memperoleh apa yang mereka butuhkan dan inginkan dengan cara 

menciptakan dan mempertukarkan produk dan nilai dengan individu/kelompok lain (Kotler dan 

Amstrong, 1992). Pemasaran adalah performansi dari semua kegiatan yang perlu untuk konsepsi 

(filosofi bisnis), harga, promosi dan  distribusi dari  ide, produk dan jasa  untuk menciptakan  nilai 

tukar yang memuaskan tujuan individu dan organisasi (Burns & Bush, 2000). Sedangkan apabila 

dipandang dari segi ekonomis maka kegiatan pemasaran merupakan kegiatan produktif karena 

dapat memberikan beberapa bentuk kegunaan yaitu kegunaan tempat, kegunaan waktu, kegunaan 

bentuk, kegunaan pemilikan. 

Konsep dasar mengenai peubah-peubah ekonomi dalam analisis pemasaran baik pemasaran 

produk pertanian maupun non pertanian sudah banyak dibahas dalam berbagai kepustakaan antara 

lain Hamid (1972), Azzaino (1988), Kotler dan Amstrong (1992), Masyrofie (1995), McColl-

Kennedy & Kiel, 1999, Wei dan Cai (1999), Burns & Bush (2000), Hawkins, et al. (2001) dan 

Cooper & Schindler (2001). Beberapa konsep dasar yang sangat berkaitan dengan variabel 

penelitian ini dibahas dalam sub bagian berikut. 

Marjin pemasarran (MP) merupakan selisih antara harga yang dibayar oleh konsumen (Pr) 

dengan harga yang diterima oleh produsen (Pf), atau MP = Pr – Pf (Masyrofie, 1995; Wei dan Cai, 

1999). Selisih harga ini seringkali dianggap sebagai keuntungan para pelaku pemasaran (para 

pedagang). Sehingga kalau selisih itu besar biasanya para pedagang dikatakan mengambil 

keuntungan yang besar. Dalam banyak kasus analisis pemasaran produk pertanian, perbedaan harga 

seperti tersebut dikategorikan  ke dalam dua bagian. Bagian yang pertama adalah farmer‘s share  

yaitu pembayaran kepada petani sebagai pembayaran pada faktor produksi yang digunakan. Bagian 

kedua adalah farm retail spread yaitu pembayaran kepada lembaga pemasaran yang 

mengumpulkan, mengolah  bahan baku dan mendistribusikan produk akhir kepada konsumen 

(Masyrofie, 1995). 

Sedangkan share keuntungan lembaga pemasaran ke i adalah: 

Ski = {Kj/(Pr-Pf)}x 100%; 

di mana Ski = share keuntungan lembaga pemasaran ke  i, Ki = keuntungan lembaga 

pemasaran ke i,  Pji = harga jual lembaga pemasaran ke i, Pbi = harga beli lembaga 

pemasaran ke i, bij = biaya pemasaran lembaga pemasaran ke i dari berbagai jenis; biaya 
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mulai dari biaya  ke j =  1  sampai ke n. 

Berdasarkan analisis marjin pemasaran tersebut  maka dapatlah diketahui: 

Bagaimana perbandingan share keuntungan  dari  masing-masing lembaga 

pemasaran yang akan terlibat dalam proses pemasaran apakah merata atau justeru petani 

dirugikan. 

Bagaimana perbandingan share keuntungan dengan biaya pemasaranya apakah 

cukup logis atau tidak dari berbagai lembaga pemasaran yang terlibat dalam proses 

pemasaran. 

Efisiensi pemasaran yaitu ratio antara biaya dan harga dikalikan 100% untuk masing-

masing saluran dan lembaga pemasaran yang teridentifikasi. Hal ini dapat diformulasikan 

sebagai berikut: 

Perbedaan nilai absolut dari perhitungan efisiensi ini menunjukkan adanya perbedaan 

efisiensi dari berbagai lembaga pemasaran yang terlibat dalam proses pemasaran suatu 

komoditi. Semakin kecil nilai efisiensi tersebut maka dikatakan bahwa saluran atau 

lembaga pemasaran tersebut semakin efisien. 

Strategi pemasaran yang dikonsepkan di dalam penelitian ini adalah semua cara yang 

digunakan oleh berbagai lembaga pemasaran yang terlibat di dalam proses pemasaran suatu 

komoditi pertanian yang berlangsung mulai dari titik produsen hingga ke konsumen akhir (Daniels 

dan Woods, 1998; Wei dan Cai, 1999; Burns & Bush, 2000; Hawkins, et al., 2001; dan Cooper & 

Schindler, 2001). Cara-cara tersebut meliputi produk, harga, distribusi, praktek-praktek yang 

menarik dan mendorong pemasaran, promosi, penjualan individu/penjualan berkelompok, dan 

hubungan kemasyarakatan dalam kegiatan pemasaran. Untuk menyusun desain pengembangan 

strategi pemasaran haruslah terlebih dahulu memperhatikan potensi dan kendala pemasaran yang 

sudah ada di lapangan dan pada berbagai lembaga pemasaran yang terlibat dalam proses pemasaran 

tersebut (Raintree, 1997). Implementasi desain pemasaran merupakan kunci terpenuhinya kualitas 

yang standar pada konsumen. 

Golleti dan Samman (2000) menggaris-bawahi bahwa ketika pendapatan konsumen 

meningkat, maka permintaan akan jenis makanan yang berkualitas tinggi seperti sayur-sayuran dan 

buah-buahan juga akan meningkat. Produk berkualitas tinggi pada level konsumen tercapai apabila 

teknologi dan strategi pemasaran produk tersebut memadai-sesuai dengan karakteristiknya. 

Sedangkan Wei, et al. (2001) menekankan bahwa gaya hidup dan selera konsumen serta tuntutan 

pasar global dewasa ini menghendaki produk pertanian yang berkualitas tinggi. Untuk bisa 

memenuhi tuntutan seperti itu maka teknologi dan strategi pndistribusian produk dari produsen ke 

konsumen hendaknya senantias berubah. Pengelolaan sistem dan distribusi pemasarn yang baik 

akan mengurangi biaya transaksi: biaya produk, negosiasi dan biaya informasi (Williamson, 1971, 
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dalam Wei et al., 2001). 

Hasil penelitian Chen, et al. (2001) menunjukkan bahwa teknologi pasca panen produk 

pertanian: teknologi pengepakan, grading dan promosi yang memadai dapat menekan tingkat 

kehilangan hasil dan biaya pemasaran sebesar 20%.  Sedangkan Highley dan Webb (2001) 

mengutarakan bahwa pembagian keuntungan yang tidak merata antara produsen (petani) dengan 

pedagang (porsi keuntungan yang diterima petani jauh lebih kecil dibandingkan yang diterima 

pedagang), disebabkan oleh perbedaan teknologi dan strategi pemasaran yang diterapkan mereka. 

Oleh karena itu, konsep Woods, et al. (2002), strategi bisnis yang lebih efektif dan efisien dalam 

pengelolaan sistem dan distribusi produk pertanian perlu selalu diperbaiki untuk bisa mampu 

mengakomodasi dinamika alami dari produk hortikultura yang dipasarkan. 

Konsep-konsep yang dibahas oleh para ahli pemasaran tersebut di atas menunjukkan dan 

menekankan bahwa teknologi dan strategi pemasaran (produk, pasar, harga dan promosi) yang 

senantiasa diperbaiki merupakn hal yang sangat penting untuk meningkatkan pendapatan para 

stakeholders dan untuk memenuhi permintaan konsumen akan produk pertanian yang berkualitas. 

Kebijakan di Bidang Perdagangan Kopi  

Kebijakan perkopian internasional di bawah naungan International Coffee Organization 

(ICO) sangat erat kaitannya dengan kebijakan kopi domestik Indonesia. Fluktuasi harga kopi dunia 

yang dapat membawa kerugian bagi produsen dan konsumen merupkan akibat dari adanya kondisi 

ketidakseimbangan antara penawaran dan permintaan kopi dunia dari negara-negara anggota ICO.  

Kegagalan panen kopi di beberapa negara eksportir utama, seperti gagal panen kopi di Brazil 

akibat serangan frost, dan kegagalan panen di beberapa negara lainnya akibat iklim yang tidak 

menguntungkan, menyebabkan penawaran kopi dunia menurun tajam dan berakibat pada 

meningkatnya harga kopi dunia yang akan merugikan konsumen. Sebaliknya, peningkatan 

produksi kopi di negara produsen utama kopi dunia dan membajirnya penawaran ekspor kopi dunia 

akan menyebabkan kejatuhan harga dan membawa kerugian di pihak produsen. Sehingga pada 

gilirannya lalulintas perdagangan kopi dunia anggota ICO perlu dilakukan untuk mencapai 

stabilitas harga kopi. 

Sistim perdagangan bebas dalam perdagangan ekspor kopi dimulai sejak anggota ICO 

mengalami kegagalan dalam mencapai kesepakatan untuk memperpanjang kuota pada bulan Juli 

1989. Hal ini menyebabkan masing-masing negara produsen kopi bebas mengekspor kopinya 

dalam jumlah volume berapapun. Namun kebebasan ini justru menurunkan trend harga kopi di 

pasar internasional, dan mencapai medio terendah pada tahun 1993.  

Kenyataan menunjukkan bahwa tanpa adanya regulasi terhadap perdagangan kopi 

menyebabkan harga kopi dunia turun pada tingkat yang sangat rendah. Keadaan ini sangat 

merugikan produsen kopi dan hanya menguntungkan konsumen kopi dunia. Lahirnya kebijakan 

stock retention plan pada tahun 1993 memungkinkan dapat mengendalikan harga kopi pada tingkat 
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yang wajar. 

Kebijakan stock retention ini pada dasarnya adalah kebijakan perdagangan yang mengatur 

tersedianya pamasok dalam jumlah yang cukup pada tingkat harga yang sesuai bagi konsumen dan 

produsen. Tujuan utama retensi stock adalah untuk menjaga stabilitas harga kopi dunia pada 

tingkat yang tidak merugikan produsen tetapi juga tidak membebani konsumen. 

Dalam ketentuan retensi stock digunakan tigger price, yakni pedoman harga untuk 

melakukan retensi atau melepas stock. Dalam deklarasi kampala digunakan 2 harga, masing-

masing untuk kopi arabica dan robusta. Sedangkan dalam pertemuan kelompok teknis di Santakafe 

de Bogota, menetapkan penggunaan harga indikator composit yang merupakan gabungan antara 

harga robusta dan arabica dengan perbandingan 50:50 atau harga indikator merupakan 

penjumlahan harga indkator kopi arabica dan robusta dibagi dua. Namun pada 17 Desember 1993 

Indonesia mengusulkan agar dilakukan pemisahan indicator harga robusta dari arabica, dan usulan 

ini disetujui. Dengan demikian besarnya retensi dapat dilakukan secara terpisah dan keuntungan 

yang diperoleh produsen akan lebih besar. 

Besarnya retensi kopi adalah persentase dari volume ekspor ketika setiap kali eksportir 

mengekspor, yang selanjutnya dirahan digudang sebagai stock. Besarnya retensi kopi dapat 

berubah-ubah tergantung pada tingkat harga indikator yang terjadi. Dalam rencana retensi kopi 

yang ditentukan pada pertemuan di Santakafe de Bogota, ditetapkan bahwa besarnya retensi adalah 

20% dari volume setiap kali mengekspor yang berlaku selama 20 hari pasar, terhitung sejak tanggal 

1 Oktober 1993. 

Indonesia mulai meretensi kopi sejak 1 April 1994 bersamaan dengan awal musim panen 

melalui keputusan Menteri Perdagangan No.61/KP/11/1994 dan Surat Keputusan Direktorat 

Jenderal Perdagangan Luar Negeri No. 091/DAGLU/KP/111/1994. Dalam Surat Keputusan 

Menteri Perdagangan tanggal 23 Maret 1994 tersebut juga diputuskan bahwa harga kopi dit tingkat 

petani yakni serendah-rendahnya 60% dari FOB kopi robusta mutu IV proses kering. Bila 

ketentuan ini dilanggar maka pemerintah akan mengeluarkan sanksi seperti pencabutan ijin ekspor 

bagi eksportir tersebut. 

Liberalisasi perdagangan ditandai dengan perubahan corak perdagangan yang menuju pada 

kesamaan terms of trade (tot) karena distorsi perdagangan berupa tariff dan non tariff secara 

perlahan akan hilang, bahkan terjadi perbaikan tot (Olsen, 1972; Bhagwati, 1988; Lawrence dan 

Slaughter, 1983). Liberalisasi perdagangan akan mengarah pada hukum satu harga pada semua 

pasar (Bafes, 1991). 

Minhas (1962), Leontif (1963), dan Olsen (1971) dalam Lubis (2002) menunjukkan bahwa 

adanya perdagangan bebas terjadi pembalikan intensitas faktor dalam suatu negara yang melakukan 

perdagangan, dari komditi yang padat tenaga kerja ke komoditi padat modal, dan sebaliknya. Lebih 

dari itu, liberalisasi perdagangan mengarahkan corak pergerakan lalulintas tidak hanya terletak 

pada perdagangan, tetapi pergerakan arus modal antar negara (Krugmen, 1994; Lawrence dan 
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Slaughter, 1993). Pengenaan pajak dan tariff pada perdagangan internasional yang dirancang untuk 

menghilangkan distorsi pasar domestik dan tidak akan meningkatkan kesejahteraan ekonomi 

(Meade, 1995; Lipsey dan Lancester, 1956-dalam Lubis 2002) bahkan hampir selalu menurunkan 

kesejahteraan dunia (Libert dan Kindleberger, 1986) dalam era liberalisasi perdagangan tidak dapat 

dipertahankan lagi. 

Studi Pendahuluan yang sudah Dilaksanakan 

Beberapa studi yang telah dilaksanakan seperti oleh Ziets dan Valdes (1990); Anderson dan 

Tyers (1990); Frohberg et al., (1990) dan Burniauz et a., (1990) lebih banyak menekankan pada 

aspek pasar sektor pertanian dan tidak pada komoditi kopi secara khsusus.  

Pasquali (1995) menyampaikan beberapa isu penting bagi negara-negara di wilayah Asia 

Pasifik yakni: 

perlunya penyesuaian tingkat produksi, konsumsi dan kebijakan perdagangan agar sejalan 

dengan kesepakatan Putaran Uruguay. 

Kebijakan-kebijakan yang khusus ditekankan terhadap negara lain serta perlunya diantisipasi 

berbagai dampak dari Putaran Uruguay terhadap penawaran, permintaan atau harga komoditi 

tersebut. 

Sebagian dari ketentuan-ketentuan dari Putaran Uruguay dapat berdampak negatif, 

khususnya yang berhubungan dengan pengecualian dan pengamanan (exception dan safeguard 

measures). 

Negara-negara produsen dan eksportir yang mampu menghasilkan suatu produk dengan 

biaya yang rendah akan menikmati keuntungannya. 

Hawan (1992) sudah melakukan studi tentang kelayakan finansial usahatani kopi di 

kabupaten Manggarai. Hasil studi ini menyarankan bahwa secara finansial usahatani kopi di 

kabupaten Manggarai sudah layak secara finansial, namun sistem usahatani ini perlu 

dikembangkan ke arah yang modern (agribisnis). Studi dari Hawan ini tidak memberikan jalan 

keluar tentang model pengembangan agribisnis kopi tersebut. 

Landa (1999) dalam studinya tentang pemasaran kopi di Kabupaten Sumba Barat Propinsi 

NTT menyimpulkan bahwa petani belum sepenuhnya terlibat di dalam berbagai kegiatan 

pemasaran kopi yang efisien. Hal ini diakibatkan oleh kekurangan pengetahuan dan keterampilan 

mereka di dalam mengauasai teknologi dan strategi pemasaran kopi tersebut. Konsekuensinya para 

petani selalu menjadi price taker dalam sistem pamasaran dimaksud. 

Musing (2001) menemukan bahwa secara bersama-sama (simultan) variabel saluran 

distribusi langsung dan tidak langsung berpengaruh sangat nyata terhadap volume penjualan kopi 

bubuk Flores di NTT. Faktor selera konsumen di NTT juga merupakan salah satu faktor penting 

yang turut mempengaruhi volume penjualan kopi bubuk tersebut. 

Kumbakhar (2002) dalamAmerican journal of Agricultural Economics (AJAE) Vol 84 Isu 1, 
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dengan judul Specification and Estimation of Production Risk, Risk Preferences and 

Technical Efficiency telah melakukan spesifikasi dan estimasi resiko produksi dan hubungannya 

denganin efisiensi secara teknis. Hasil penelitian ini menunjukkan pentingnya teknologi produksi 

yang senantiasa berubah untuk meningkatkan efisiensi teknis suatu usahatani, 

Deno, et al. (2003-2005) telah membahas tuntas tentang resistensi hukum di dalam 

perdagangan antar pulau hasil komoditas pertanian di propinsi Nusa Tenggara Timur. Salah satu 

faktor utama penghambat perdagangan antar pulau komoditas pertanian di NTT, misalnya kopi, 

adalah rendahnya produktivitas dan mutu kopi, fasilitas transportasi yang kurang memadai, struktur 

pasar yang oligopoli, fluktuasi harga yang tinggi dan kekurangan pengatahuan dan keterampilan 

petani di dalam beragribisnis kopi mereka. 

Studi dari Jita (2004) tentang strategi pemasaran kopi bubuk di Kabupaten Manggarai 

menemukan bahwa belum efsiennya industri pengolahan kopi yang beroperasi di daerah Manggarai 

diakibatkan oleh jumlah suplai dan kualitas  kopi biji  yang belum memadai. Hal ini 

mengindikasikan pentingnya masalah perbaikan produktivitas dan mutu kopi di tingkat usahatani.  

Semua studi yang sudah dilakukan terdahulu ini masih bersifat parsial dan sangat sedikit 

sekali menyentuh persoalan model agribisnis kopi yang menyeluruh. Demikian juga kegiatan yang 

sudah dilakukan selama ini baik oleh LSM maupun pemerintah kabupaten (Deno, et al (2003-2005) 

lebih banyak berfokus pada pemberian bantuan kepada petani kopi dalam bentuk proyek produksi. 

Namun, kegiatan proyek tersebut tidak membawa dampak yang positif kepada peningkatan 

produktivitas kopi. Pengelolaan kopi di daerah Manggarai sampai dengan saat ini masih bersifat 

tradisional, belum merupakan sistem agribisnis yang dapat diandalkan bagi peningkatan 

pendapatan yang layak. 

Menyikapi berbagai tuntutan jumlah dan kualitas kopi nasional maupun dunia, maka 

penelitian yang berkaitan dengan perbaikan model pengembangan agribisnis kopi di tanah air 

merupakan hal yang penting dan segera untuk difokuskan. Penelitian model pengembangan 

agribisnis kopi ini yang diarahkan untuk menjawabi satu atau beberapa persyaratan kualitas kopi di 

pasar regional, nasional maupun global merupakan langkah awal untuk melakukan perbaikan 

agribisnis kopi para petani kecil di Indonesia. Ke depan, hasil penelitian yang dilakukan di NTT 

ini, mungkin bisa diterapkan di tempat lain di Indonesia. 

Adar, dkk (2007) dalampenelitianberjudul Model PengembanganAgribisnis Kopi Bagi Para 

Petani Kecil di Kabupaten Manggarai Provinsi Nusa Tenggara Timur mengemukakan bahwa 

Pemasaran kopi di Kabupaten Manggarai mengikuti tiga  pola yaitu: 

Petani Produsen-Pedagang Pengumpul-Pedagang Pengecer-Konsumen:(72%) 

Petani Produsen – Pedagang Pengumpul – PAP/Eskportir  : (21%) 

Petani Produsen – PAP/Eksportir     :(7%)  

Semakin panjang saluran distribusi yang dilalui oleh petanikopi, semakin tinggi tingkat 

ketidak-efisienan pemasaran produk tersebut.Ditinjau dari segi efisiensi pemasaran, maka terdapat 
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perbedaan tingkat efisiensi pada berbagai pola saluran pemasaran yang ada. Pola saluran 

pemasaran yang paling efisien terdapat pada rantai pemasaran ketiga. Persoalannya adalah bahwa 

para petani yang mengikuti saluran distribusi ini sangat sedikit (7% dari total responden). Para 

petani masih takut akan resiko penanggulangan biaya pemasaran langsung tersebut.Teknologi dan 

strategi pemasaran baik dari segi produk, harga, promosi dan sistem distribusi yang sudah 

dipraktekkan oleh stakeholders pemasaran kopi masih belum memadai, belum menjamin kualitas 

produk yang dipasarkan. Oleh karena itu, sangat perlu untuk diperbaiki. 

Adar (2011), dalam Rekomendasi Kebijakan Dalam Ringkasan Disertasi Efisiensi Produksi 

jeruk Keprok Soe di Provinsi Nusa Tenggara Timur, mengemukakan bahwa berkaitan dengan 

upaya–upaya peningkatan produktivitas dan efisiensi teknis yang perlu diperhatikan pula adalah 

penanganan pascapanen Jeruk Keprok Soe yang ditunjukan untuk meningkatkan kualitas dan 

memperluas jangkauan pemasaran. 

Sari, dkk (2012) dalam penelitian berjudul Analisis Efisiensi Pemasaran Jagung di Nusa 

Tenggara Barat mengemukakan bahwa strategi pemasaran jagung pada pedagang besar belum 

dapat meningkatkan efisiensi pemasaran karena homogennya produk yang dijual yaitu jagung 

kering pipilan. Penentuan harga jual jagung pipilan ini bergantung pada kualitas dan biaya 

produksi. Promosi hanya dilakukan dari mulut ke mulut (word of mouth) dan kebanyakan 

tengkulak memilih lokasi di jalan utama yang mudah dilalui kendaraan umum meskipun 50 persen 

dari mereka berada di pedesaan. 

Adar, dkk (2015) dalam penelitian berjudul Perbaikan Strategi dan Efisiensi Pemasaran 

Jagung di Timor Barat Provinsi Nusa Tenggara Timur mengemukakan bahwa para petani di daerah 

penelitian tidak memiliki strategi pemasaran jagung yang memenuhi persyaratan pasar, baik 

strategi harga, produk, distribusi, maupun strategi promosi. Mayoritas petani jagung memilih 

saluran pemasaran jagung yang panjang dan tidak efisien. Saluran pemasaran yang efisien adalah 

saluran pemasaran dengan pola dimana petani menjual jagungnya secara langsung kepada 

konsumen akhir. Pola ini memiliki keuntungan dan biaya pemasaran terkecil dibandingkan dengan 

kedua pola pemasaran lainnya. 

RESEARCH METHOD 

Research Location 

Penelitian ini telah dilaksnakan di provinsi Nusa Tenggara Timur dengan focus utama di 

daratan pulau Timor dan Sumba dan perbandingannya dengan kondisi di Pulau Flores yang relevan 

dengan substansi yang diteliti. District samples are Kupang and TTS districts in West Timor; and 

Sumba Barat Daya and Sumba Tengah Districts in Sumba Islands. All these districts are production 

center of maize.  This study deals primarily with survey data regarding production and data related 

to local markets (selling and buying outlets), key market (suppliers and buyers), marketing volumes 

and channels (distributions), marketing cost, price and margin analyses, product movements, nature 
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of competition (market structures), logistics or stand point facilities and material or product 

handling. This study is mainly based on primary and secondary data. The field activities to obtain 

primary data were limited (due to time and budget constraints, and pandemy covid 19. 

 
Figure 1. Research Location: Sumba and Timor Islands (          ) 

Data Sources 

Data on maize production and price were obtained from secondary sources such as Badan 

Pusat Statistik (BPS) and Dinas Pertanian dan Perkebunan  publication, or other related sources. 

Interviews were also conducted with Government staff of relevant departments such as Food Crop; 

Industry, Trade and Cooperative Department at District or provincial levels (to find out general 

information related to production, consumption, demand, price, and market policies).  For 

marketing analysis, the study used a multistage sampling method in selecting sample markets and 

respondents. The first stage was to decide sample markets by using a purposive sampling 

technique. The market places chosen to represent all the traditional market places in districts are 

those which are considered to be the busiest market places. Therefore, in Kupang, the market 

samples are Pasar Inpres Naikoten Kupang, Oesao, Baun, Camplong and  Takari. Whereas, market 

places in TTS are Pasar Inpres Kota SoE (city market), Niki-niki and Oinlasi (central TTS area), 

Panite and Batu Putih (South TTS) and Kapan in the North TTS district. In Sumba Barat Daya 

markets are Market Omba Komi in Tambolaka, Mangura market and in Waikabubak city market in 

Sumba Barat. In Sumba Tengah district, data were collected at farmer level, traditional city market. 

The second stage was choosing survey respondents. At least 4 respondents in each market 

location, consisting of farmers and traders at different levels (collectors or retailers). Respondents 
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were chosen by using also purposive sampling techniques (stopping people on the street method). 

The total sample is 49 respondents (22 farmers, 7 collectors, 16 retailers and 4 inter-island traders) 

(as shown  at Table 6.1). 

Table 6.1. Respondent of Value Chani Annalisys of Coffe in West Timor and Sumba 

No Respondent Total Activity 

1  Farmers/Farmer Group  25  Interview, SGD, Observations/field assesment  

2  Collectors & Wholesalers 15  deep interview  

3  Retailer & Processors 20  deep interview 

4  PAP (inter island trader)  4  deep interview  

5  Input Supplier  5  deep interview  

6  Consumers/end markets 5 deep interview 

7 Government  8  SGD  

8 Poultry Farms/Farmers 3 SGD (hanya untuk maize) 

Data Analyses 

Descriptive (qualitative and quantitative) to characteriaze the situation: Link issues on 

production, post harvest, marketing channels and systems, prices, products, Margin, Farmers Share, 

Marketing Efficiency, Marketing Cost and Constraints (gab analyses) and strategies for future 

development of the commocity  

Descriptive analysis on maize production was done in order to know Indonesian and NTT 

maize position in the World and  Indonesia, respectively. Maize production in Nusa Tenggara 

Timur province was analysed in order to determine maize production center within the province. 

The break down analysis of maize production according to sub districts in sampel districts was also 

carried out to determine the production center within the district. Descriptive analyses was based 

on tables and figures created from production secondary data collected in this survey. 

The analysis of marketing of maize value chain in this study focuses on market 

characteristics, marketing channels (value chain pattern), marketing volume (production and 

consumption balance), marketing cost-price, marketing margin, consumer preferences and 

marketing strategies. A comparative analysis between channels and market locations was based on 

the information gathered from the two districts; especially in accordance with prices and margins 

created by different types of marketing participants, channels and markets.   

In relation to descriptive analysis of maize production and marketing systems, the study does 

not cover some other important aspects, including quality and seasonality of maize availability; 

types or varieties of maize produced; consumer and market segments, product movements, 

logistics,  market information, and product order processing. Limitations related to data and time 

availability, and other constraints. Data only based on secondary sources since field survey to 

obtain primary data were limited. 

Beberapa perhitungan kuantitatif juga dilakukan terutama pada analisis pemasaran dengan 

menggunakan formula-formula: 
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Marjin Pemasaran (MP) = Pr – Pf       (1) 

Farmer‘s Share   (FS) = 100% - ((Pr – Pf)/Pr )) x 100%    (2) 

Keuntungan Pemasaran (K) = (Hj – Hb) – B       (3) 

Efisiensi Pemasaran (E) = B/Hj x 100%       (4) 

R/C rasio  R/C = K/B       (5) 

Break Event Point (BEP): 

6.1. BEP produksi : BEPP = total biaya produksi/harga    (6) 

6.2. BEP harga:  BEPH = total biaya produksi/produksi     (7) 

7. Efisiensi penggunaan modal:  EPM = (biaya variabel/total biaya) x100%  (8) 

di mana:  

Pr : harga di tingkat pengecer dan/atau konsumen akhir  

Pf : harga di tingkat petani  

Hj : harga jual produk pada lembaga pemasaran  

Hb : harga beli produk pada lembaga pemasaran  

B : biaya pemasaran produk dan  

K : Keuntungan pemasaran. 

 

8. Intergrasi Pasar: dengan menggunakan konsep korelasi: 

 

 

 

rPrPf = koefisien korelasi hargaantar pedagang (retailer) dengan produsen. 

Jika koefisien korelasi sama dengan satu, artinya terjadi integrasi sempurna antara pasar di 

tingkat petani dengan harga di tingkat pedagang yang berarti pasarnya persiangan sempurna. 

Dengan demikian, dikatakan bahwa sistem pemasaran tersebut efisien. Sebaliknya, jika koefisien 

korelasi tidak sama dengan satu, berarti tidak terjadi integrasi (keterpaduan) harga secara sempurna 

antara pasar di tingkat petani dengan pasar di tingkat pengecer (konsumen) sehingga dikatakan 

bahwa sistem pemasarannya tidak efisien. 

9. Elastisitas Transmisi harga adalah nisbah perubahan relatif di tingkat produsen (Pf) 

terhadap relatif harga di tingkat pedagang (Pr) (Mahreda, 2002).  

Pf

Pr

Prd

dPf

PrPr/d

Pf/dPf
Et   

Et = Elastisitas transmisi harga 

dPf = perubahan harga jual di tingkat produsen 

dPr = perubahan harga jual di tingkat pedagang (retailer) 

Jika:  

Et = 1 : kepekaan perubahan nisbi harga di tingkat petani (produsen) sama dengan perubahan 

nisbi harga di tingkat pedangan (retailer) 

Et > 1 : kepekaan perubahan nisbi harga di tingkat petani (produsen) lebih besar daripada 

perubahan nisbi harga di tingkat pedangan (retailer) 

Et < 1 : kepekaan perubahan nisbi harga di tingkat petani (produsen) lebih kecil daripada 

perubahan nisbi harga di tingkat pedangan (retailer) 

Keterangan: 

MP  : Marjin Pemasaran 
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Pr : harga di tingkat pengecer dan/atau konsumen akhir  

Pf : harga di tingkat petani (atau lembaga pemasaran sebelumnya) 

Hj : harga jual produk pada lembaga pemasaran   

Hb : harga beli produk pada lembaga pemasaran  

B : biaya pemasaran produk dan  

K : Keuntungan pemasaran 

SKi : Share (bagian) keuntungan lembaga pemasaran ke-i 

Ki : Keuntungan lembaga pemasaran ke-i 

n : jumlah sampel 

RESULTS AND DISCUSSION 

 

Global and Indonesia Coffee Ptoduction and Technology Constraints 

Global Coffee Production 

Coffee is universal commodity and has been cultivated in more than 100 countries in 6 

continents. In 2014, Figure 2, Indonesia was fourth best production contributor to the world 

(644,000 ton or 8,24% of world production), after Brazil 2,804,000 ton (36%), and after Vitenam 

and Colmbia. Indonesia hold this position since 2009 (FAOstat, 2021). 

Even though Indonesia is a fourth largest coffee producer, land productivity for coffee 

remaining low (0.52 ton/ha) compared to world productivity (1.3 ton/ha). It reflected low 

production technology in coffee cultivation in Indonesia. In other hand, coffee faming scale were 

done by smallholder farmers with less then 1 ha land ownership, was made low farming efficiency. 

Low quality is one of the barrier Indonesian coffee to enter global market. 

 
 
Figure 6.2. Indnesia in Global Coffee Production, 2014 

Source: Faostat, 2014. www.faostat/coffee production countries in the world. Didownload 

18 Maret 2021 
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Coffee Production Center in Indonesia  

Coffee production and area harvested in Indonesia is at increasing rate, showed that coffee 

became more important commodity for smallholder‘s livelihoods. More land use for coffee 

production was an indicator that farmer in Indonesia rely their house hold economy to this 

commodity. coffee productivity in Indonesia (2014-2018) was increased by 10,65% that is from 

0,52 to 0,58 ton per hectare. The productivity variation occur was caused by farming technology 

variation, climate and soil type variation, farmers ability to access technology variation, water 

access variation and seed quality variation. It is shown in Figure 3 that the best productivity in 

Indonesia was in Sumatera Utara (North Sumatra) with 0,75 ton/ha, and East Nusa Tenggara was in 

9
th

 place among 25 province producing coffee areas in Indonesia for coffee productivity (BPS, 

2019). 

. The average productivity of coffee in NTT was 0,30 ton/Ha Though the productivity was 

quite low, East Nusa Tenggara coffee production was in 7
th

 place with 3% of national production, 

after South Sumatera (25%), Lampung (15%), East Java (10%), North Sumatera and Aceh (9%), 

and Bengkulu (8%). as shown in Table 6.2 and Figure 6.3 (BPS, 2019). 

Tabel 6.2. Coffee Production Center in Indonesia in 2018 

No Province Area 

(000 HA) 

Production 

(000 TON) 

% to Total 

Area 

% to Total 

Production 

1 Sumatera Selatan 251,5 184,2 20,26 25,49 

2 Lampung 157,7 106,7 12,70 14,77 

3 Aceh 123,7 64,8 9,96 8,97 

4 Jawa Timur 106,5 71,6 8,58 9,91 

5 Sumatera Utara 90,4 67,5 7,28 9,34 

6 Bengkulu 88,6 55,4 7,14 7,67 

7 NTT 72,9 22,2 5,87 3,07 

8 Sulwesi Selatan 72 32,8 5,80 4,54 

9 Jawa Tengah 41,1 16,5 3,31 2,28 

10 Indonesia 1241,5 722,5 100,00 100,00 

BPS Indonesia, 2019. (Indonesian Statistical Year Book, 2019) 

 

 
Figure 3. Coffee Production Center in Indonesia in 2018 

BPS Indonesia, 2019. (Indonesian Statistical Year Book, 2019) 
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Coffee Value Chain Structure 

NTT Coffee Production System and Productivity 

Input and Production System 

Coffee was cultivated in East Nusa Tenggara by smallholder farmers with less than 1 ha land 

use, with dryland characteristics and on landscape of slope is greater than 25%. Coffee grew well 

in some dryland areas in Flores, Timor and Sumb, and often in mixed farming pattern with other 

crop such as casava at beginning of growing or banana and other fruit trees. This farming practice 

was self insurance mechanism for harvest failure on smallholder farmers to anticipate unpredicted 

climate fluctuation.  

Coffee production at farm level is mainly depend on precipitation or rainfall. Input technolyg 

used for growing coffee is very simple. Seed used mostly (90%) is from own seed that grow by 

itselft at farmer coffee area, and only 10% is from farmer seed breeder. Seed. During production 

period (from flowering till harvesting), farmer do not used anorganic fertilizer and irrigation 

system. Farmers, mainly used compost or other organic fertilizer. Farmer weed coffee plantation is 

only once in a year, during February or March. It is about 95% famer pruned coffee trees at the 

same time during harvesting activities. In general, farmers work at their coffee farm is about 32,7 

mandays per year (Adar, 2020). Thus, the production system of coffee farming in NTT is not an 

intensive agribusiness model, it is a traditional production system.  

Planted Area and Productiviy .  

Land uses for farming and coffee production increased every year, Table 6.3. In 2014, area 

harvested was 96,027.00 ha, climbed up to 97,831.00 Ha in 2018. Growth rate of harvesting area 

during this priod of time is 1,84%. From various data source, land use and production for coffee 

increased each year (Table 6.4 and Figure 6.4). East Nusa Tenggara produce 21,622.00 ton from 

96,027.00 ha land decreased to 20,457.00 ton crops from 97,831.00 ha area harvested in 2018. 

Growth rate of coffee production during this priod of time is -5,69%. Average productivity in 

2014-2018 periods was 0,37 ton per hectare, with the growth rate of productivity has increased by 

0,54%. This production situation putted East Nusa Tenggara in 7
th

 place among 25 coffee 

producing provinces in Indonesia. 

From Table 6.3, Table 6.4, and Figure 6.4, we can see that Sumba Tengah district in 

Sumba island has a significant increased in area planted and coffee production. It is 

increased by 61% for production and by 49% in area plantedwithin the period of 2014-

2018. It is guesed that this increased caused by an increase in development of other 

economic sectors such as hotels and reaturants and air infrastructures. Increasing demand 

from these economic sectors will increase coffee production. These increased trends 

followed by Kupang (by 28%), TTS (by 27%) and TTU (by 25%) in Timor island, even 

for production or also for area harvested. On the other hand, Coffee production in 
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Manggarai district decreased by 72% and Ngada district falled by 147%. However, area 

harvested for the two districs is increased during the same period of 2014-2018.   

Table 6.3. Coffee Planted Area (Ha) and Growth Rate (%) in NTT, 2014-2018 

No District 2014 2015 2016 2017 2018 
Average 

(Ha) 

Gowth rate 

Area (%) 

1 Sumba Barat 1984 1984 1984 1946 1946 1969 -1,95 

2 Sumba Timur 976 679 679 988 988 862 1,21 

3 Kupang 696 989 989 921 921 903 24,43 

4 TTS 669 709 705 686 686 691 2,48 

5 TTU 1163 662 680 1175 1175 971 1,02 

6 Belu 247 1162 1162 301 301 635 17,94 

7 Alor 1778 291 291 1703 1727 1158 -2,95 

8 Lembata 683 1709 1703 708 709 1102 3,67 

9 Flores Timur 2931 695 695 2919 2919 2032 -0,41 

10 Sikka 1600 2903 2922 1590 1614 2126 0,87 

11 Ende 9031 1584 1584 8671 8723 5919 -3,53 

12 Ngada 6351 8670 8670 6631 6630 7390 4,21 

13 Manggarai 7148 6462 6628 7398 7398 7007 3,38 

14 Rote Ndao 6449 6449 6671 6671 6671 6582 3,33 

15 Manggarai Barat 6700 6700 6700 6571 8564 11745 21,77 

16 Sumba Tengah 1688 5882 6572 3305 3305 4150 48,93 

17 Sumba Barat Daya 7014 1679 1679 5421 5421 4243 -29,39 

18 Nagekeo 997 5434 5434 991 991 2769 -0,61 

19 Manggarai Timur 20061 997 995 18281 18281 11723 -9,74 

20 Sabu Raijua 17814 17814 17814 17814 18814 18014 5,32 

21 Malaka 47 0 47 47 47 38 0,00 

22 Kota Kupang 0 0 0 0 0 0 0,00 

  Total 96027 73454 74604 94738 97831 87331 1,84 

  Average 4364,86 3338,82 3391,09 4306,27 4446,86 3970 1,84 

BPS Indonesia, 2019. (Indonesian Statistical Year Book, 2019) 

 

Table 6.4. Coffee Production (Ton) and Productivity Growth Rate (%) in NTT, 2014-2018 

No District 2014 2015 2016 2017 2018 Average 

(Ton) 

Growth rate 

Production 

(%) 

1 Sumba Barat 305 70 70 311 311 213,40 1,93 

2 Sumba Timur 206 245 245 258 258 242,40 20,16 

3 Kupang 99 108 122 132 138 119,80 28,26 

4 TTS 59 64 75 81 81 72,00 27,16 

5 TTU 159 167 167 201 211 181,00 24,64 

6 Belu 75 78 78 87 89 81,40 15,73 

7 Alor 144 138 130 143 151 141,20 4,64 

8 Lembata 162 163 163 184 186 171,60 12,90 

9 Flores Timur 1441 1313 1353 1434 1434 .395,0 -0,49 

10 Sikka 560 638 638 656 657 629,80 14,76 

11 Ende 3442 3336 3336 3395 3404 3.382,6 -1,12 

12 Ngada 3504 3459 3476 1410 1418 2.653,4 -147,11 

13 Manggarai 1703 1738 2277 2625 991 1.866,8 -71,85 

14 Rote Ndao 0 0 0 0 0 0 0,00 

15 Manggarai Barat 1905 1896 2124 2136 2816 2.175,4 32,35 

16 Sumba Tengah 240 243 243 612 612 390,00 60,78 

17 Sumba Barat Daya 2479 2161 2161 2210 2210 2.244,2 -12,17 

18 Nagekeo 366 968 375 382 382 494,60 4,19 

19 Manggarai Timur 4757 4809 4809 5088 5090 4.910,6 6,54 

20 Sabu Raijua 0 0 0 0 0 0 0,00 

21 Malaka 16 27 17 18 18 19,20 11,11 

22 Kota Kupang 0 0 0 0 0 0 0,00 
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No District 2014 2015 2016 2017 2018 Average 

(Ton) 

Growth rate 

Production 

(%) 

  Total 

21622,

0 

21621,

0 

21859,

0 

21363,

0 

20457,

0 106922, -5,69 

  Average 982,8 982,8 993,6 971,0 929,9 972,02 -5,69 

  Productivity ton/Ha 0,23 0,58 0,59 0,24 0,23 0,37 0,54 

BPS Indonesia, 2019. (Indonesian Statistical Year Book, 2019) 

 

 

 
Figure 6.4. Trends of NTT Coffee Production (Ton) and Planted Area (Ha), On Average, 2014-

2018 

BPS Indonesia, 2019. (Indonesian Statistical Year Book, 2019) 

Gross Income of Traditional Coffee Farming 

As stated before that coffee production in NTT is a kind of mixed farming or enterprise. This 

has caused low poductivity as shown in Table 6.5. From study conducted by Adar, et al., 2020 in 

Flores showed that productivity of arabica coffee is 576 kg per hectare. This is higher than average 

national productivity of 550 kg per hectare (Kementan RI, 2019; 

https://www.antaranews.com/berita/841828/). While productivity of robusta is 451 kg per hectare. 

This level of productivity is lower than average national productivity of 530 kg per hectare. These 

productivities, national and sample study areas, are still lower than potential productivity of 1500 

kg for arabica and 3000 kg per hectare for robusta (Kementan RI, 2019). 

Economically, coffee farming in NTT procuce low productivity, and then, low income for 

farmers. Gross income at farm level is Rp. 25,937,550.0 per hectare. It is just 38% of its potential. 

Secara ekonomi, usahatani kopi di daerah penelitian ini memperoleh penerimaan yang masih 

rendah, sebagai akibat dari rendahnya produktivitas kopi tersebut. Besarnya penerimaan kopi 

arabika adalah sebesar Rp. 25.937.550,00 per hektar atau baru mencapai  38% dari potensialnya. 

Dengan kata lain masih, terdapat peluang peningkatan produktivitas adalah sebesar 62%. Besarnya 

penerimaan kopi robusta adalah Rp. 11.278.250,00 per ha atau baru mencapai produktivitas aktual 
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sebesar 15%. Jadi, masih terdapat peluang peningkatan produktivitas kopi robusta sebesar 85% di 

waktu yang akan datang. 

Tabel 6.5. Productivity and Gross Income, Actual and Potentials of Coffee Produktivitas  

Traditional Farm in Selected District in NTT  

Characteristics Average Minimum Maximum 

Actual Productivity (Kg/Ha)       

a. Arabica               76,39            53,00  1.500,00  

b. Robusta  451,13  29,00  900,00  

Selling Price (Rp/Kg)*       

a. Arabica  45.000,00  45.000,00  45.000,00  

b. Robusta  25.000,00  25.000,00  25.000,00  

Actual Gross Income        

a. Arabica (Rp/Ha) 25.937.550,00  2.385.000,00  67.500.000,00  

USD 21 61,46 198,75 5 625,00 

b. Robusta (Rp/Ha) 11.278.250,00  725.000,00  22.500.000,00  

USD 939,85 60,42 1 875,00 

Potential Productivity (Kg/Ha)**  

a. Arabica  1.500,00   

b. Robusta  3.000,00   

Potential Gross Income (Rp/Ha)** 

a. Arabica  135.000.000,00 

b. Robusta  135.000.000,00 

Potential Increasing Productivity (%) 

a. Arabica                          61,57  

b. Robusta                          84,96  

Keterangan:  * = Average price at farm gate in Flores, 2021 

   ** = Average price at national level September 2019 (Kementan RI, 2019) 

Sumber: Nasharia, 2020;  Primary Data, 2021; and Agricultural Department, 2019. 

 

Rendahnya produktivitas kopi ini menggambarkan adanya permasalahan stagnasi teknologi 

produksi atau teknolgi produksi yang belum berkembang, perkembangannya berjalan lambat dan 

belum memadai. Teknologi yang mengalami stagnasi tersebut adalah bibit, umur tanaman kopi 

yang sudah tua dan rusak, populasi tanaman yang belum standar, pemeliharaan dan pengelolaan 

kebun yang belum intensif, sumber daya manusia dan kelembagaan petani yang masih lemah.  

Untuk menjawab tantangan-tantangan ini, maka perlu dilakukan antara lain peremajaan kopi 

yang sudah tua, rehabilitiasi dengan sistem intensifikasi, pemberdayaan kelembagaan petani, 

pandampingan intensif dan berkelanjutan, peningkatan kapasitas dan kemampuan sumber daya 

manusia, pengaturan tata niaga, peningkatan ketersediaan investasi usaha, pengembangan kopi 

berdasarkan indikasi geografis, serta mendorong pengembangan kopi specialty atau produksi kopi 

khas daerah. 

Budidaya kopi yang baik dapat merujuk kepada Good Agricultural Practice (GAP) dari 
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Puslitkoka ataupun lembaga lain, baik lembaga nasional ataupun lembaga internasional. Contoh 

budaya GAP yang baik adalah melakukan pemangkasan, pemupukan, penyiangan secara rutin dan 

juga memberikan pohon pelindung. Metode budidaya yang efektif dan efisien perlu terus 

digalakkan. 

Meskipun terlihat sederhana, akan tetapi pada kenyataan di lapangannya banyak petani yang 

tidak dapat menjalankannya. Hal ini dikarenakan adanya ketidaktahuan petani ataupun 

ketidakmampuan petani untuk menjalankan GAP, serta kemampuan finansial ataupun faktor alam 

yang juga dapat menjadi penghambat. 

Untuk dapat mengatasi masalah budidaya di level petani ini diperlukan penyuluhan kepada 

petani Kopi di Indonesia. Sementara itu dari data Kementerian Pertanian tahun 2018, jumlah petani 

kopi di Indonesia diperkirakan mencapai angka 1.858.392 kepala keluarga, di mana sekitar 96 

persen nya merupakan petani perkebunan rakyat. 

Penyuluhan juga harus dilakukan secara perlahan dan menyeluruh atau pemerintah dapat 

membentuk komunitas petani di tiap kabupaten/kecamatan agar para petani dapat bertukar 

informasi tentang bagaimana proses budidaya kopi yang baik dapat berjalan. Dengan adanya 

sebuah forum untuk bertukar informasi, diharapkan terjadi peningkatan transfer pengetahuan dan 

pengalaman antar petani, sehingga mereka dapat meningkatkan produktivitasnya. 

Dengan upaya-upaya tersebut, maka pada beberapa tahun ke depan produktivitas kopi di 

daerah penelitian akan meningkat dan bahkan dapat mencapai produktivitas potensialnya. 

3.2.2. Value Chain Coffee Structure 

The figure 6.5 showed that farmer or farmer group mainly sell their coffee green bean 

equivalent (GBE) using chanel one. Only two percent coffee GBE, especially coffee from Flores 

island sell to other island and overseas. Consumer is Timor and Sumba also get coffee BGE from 

Flores. Based on suvery findings, only five percent coffee GBE in Flores island goes to processor 

at home industry level. Most of GBE marketed in Timor and Sumba is coming from Flores. It is 

also found that some retailers in Sumba Barat Daya traditional market sold coffee GBE from 

Sulawesi. 

In all cases, farmer or farmer group do not expend cost for marketing their coffee. Collectors 

spend cost for transportation, labour and [packaging when they collecting coffee at farmers‘ house. 

There is an individual Marketing system of GBE at farmer level is domantly in the form of 

individual seller and only 5% is in the form of collecting or group marketing (case in East 

Manggarai district in 2020).  

Marketing coffee GBE to collectors is not need to expand cost, since collectros are located at 

the same or near by farmers‘ side. Collectors are chain coffee manger. Collectors, also, prepare 

cash for immediate need to farmers before farmers harvest their coffee. These two reasons that 

make collectors dominate marketing of coffee GBE in NTT. 



 

118 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
Figure.6.5Coffee Value Chain Structure in NTT  

Sources: Recalculated from Nasaria, et al, 2020 dan Primary Data, 2021 

Noted : 
Channel 1 Farmer/Farmer Group, Collector, Retailer and inter-island trader and exporter, 

district processor/home industry, and local consumer (74.40%)*  

Channel 2 Farmer/Farmer Group, Association called ASNIKOM (Famer Coffee Association in 

Flores island), local consumer, Java, Bali, Japan, Europe, USA (17.07%)* 

Channel 3 Farmer/Farmer Group, Retailer, local consumer (2.43%)* 

Channel 4 Farmer/Farmer Group, Inter-island Trader and/or Exporter, other island cosnumer 

and/or countries (Japan, Netherland and USA) (6.10)* 

 Flow of unproceesd and Procesed Coffee 

 Consumer in other islands and/or countries 

* % is out of 120 respondents) 

 

4

1 2 

74.40

% 3 

Retailer Inter-island 

Trader / Exporter 

Collector Association 

(asnikom) 

Farmer/far

mer Group 

Consumer (local and/or other 

island/countries) 

6.10% 
17.07% 

90

% 
5% 

2.43

% 

Processor – Home 

industry 

5% 



 

119 
 

Coffee Chain Structure and Value Added 

Value chain is an activity that can transform input to output that has value to 

customers and it can bring business to be competitive. The principle value added listed on 

Table 6.6 represent findings from survey respondents in East Nusa Tenggara Province. 

This table shows value added of one kg Green Bean Equivalent (GBE) of coffee. It can be 

seen that highest value added from coffee is gained by traders those dealing with end 

markets and based on proceesed coffee products. While lower value gained by farmers are 

related to unprocessed products. Thus, the more activity and treatment put in coffee 

produce, the more value added gained by value chain actors. 

 

Table 6.6. One Kg GBE* Coffee Value Added in NTT 

Sector/ Product Output Input Value 

Added 

% 

Stakeholders  Rp/Kg Rp/Kg Rp/Kg 

Primary           

(Farmer) GBE 50000 25000 25.000 0,84 

Secondary GBE 70.000 50.000 20.000 0,67 

Processor) Grits/powder 80.000 50.000 30.000 1,01 

            

Tertier  Drink, services 400.000 150.000 250.000 8,40 

Trader Cafe, restaurant 3.200.000 550.000 2.650.000 89,08 

TOTAL  VA       2.975.000 100,00 
Noted: * one Kg GBE can produce 80 cups of coffee. 

Sources: Survey 2021 

Coffee Value Chain Performance 

Some indicators of coffee value chain performance such as margin, profit, R/C ratio and 

efficiency are presented in Table 6.7 and 6.8 and its details are belows. 

Tabel 6.7 Robusta Coffee Marketing Margin, Profit, R/C and Efficiency 

Channel Marketing actors 
Price 

(Rp/kg) 

Total Cost 

(Rp/kg) 

Profit 

(Rp/kg) 

Margin 

(Rp/kg) 
R/C 

Efficiency 

(%) 

  

Farmer/Farmer 

group 

25000 1961.36 23.038,64      

I Collector 26500   1.408,22 1.500    

        1.429,45      

  Retailer 28000   1.430,63 1.500    

  Inter-island trader 29500   2.845,8 1.500    

  Total    2347.26 28.744,52 4.500 12,24 1,48 

  

Farmer/Farmer 

group 

26000 1703.17 24.296,83      

II 

Association 

(asnikom) 

30000   3840 4.000    

  Total    1863.17 28.136,83 4.000 15,10 1.05 

  Farmer/Farmer 25000 496.29 24.503.71     
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Channel Marketing actors 
Price 

(Rp/kg) 

Total Cost 

(Rp/kg) 

Profit 

(Rp/kg) 

Margin 

(Rp/kg) 
R/C 

Efficiency 

(%) 

group 

III Retailer 28000   2.903,71 3.000    

  Total    592.58 27.407,42 3.000 46,25 0.66 

  

Farmer/Farmer 

group 

25000 1465.82 23.534,18     

IV Inter-island trader 29500   4.286,03 4.500    

  Total    1679.79 27.820,21 4.500  16,56 1.15 

 

Tabel 6.8. Arabica Coffee Marketing Margin, Profit, R/C and Efficiency 

Ch

ann

el 

Marketing actors Price 

Total 

Cost Profit Margin R/C Efficiency 

(Rp/kg) (Rp/kg) (Rp/kg) (Rp/kg)  (%) 

  Farmer/Farmer group 45000 1961.36 43.038,64 1500      

1 Collector 46500 91.78 1.408,22       

      70.55 1.429,45 1500      

  Retailer 48000 69.37 1.430,63 1500      

  Inter-island trader 49500 154.2 2.845,8 1500      

  Total    2347.26 48.744,52 4.500 20,77 0.88 

  Farmer/Farmer group 46000 1703.17 44.296,83       

2 

Association 

(asnikom) 

50000 160 3.840 4.000     

  Total    1863.17 48.136,83 4.000 25,84 0.63 

  Farmer/Farmer group 45000 496.29 44.503,71      

3 Retailer 48000 96.29 2.903,71 3.000    

  Total    592.58 47.407,42 3.000 80,0 0.38 

  Farmer/Farmer group 45000 1465.82 43.534,18      

4 Inter-island trader 49500 213.97 4.286,03 4.500    

  Total    1679.79 47.820,21 4.500 28,47 0.68 

 

Margin 

Marjin pemasaran digunakan atau dihitung untuk mengetahui jumlah uang yang diterima 

petani kopi dengan harga yang dibayarkan konsumen untuk membeli kopi.Kriteria pengambilan 

keputusannya yaitu semakin kecil nilai margin pemasaran, maka semakin efisien suatu 

pemasaran.Selain itu pemasaran dapat dikatakan efisien apabila nilai harga yang diterima petani 

atau produsen kopi lebih besar dari pada margin pemasaran keseluruhan. 

Berdasarkan data Table 6.7 and 6.8, dapat diketahui bahwa jumlah margin pemasaran kopi 

robusta dan arabika yang terbesar ada pada saluran pertama dan keempat yakni sebesar Rp. 

4.500/kg. Angka ini menunjukan bahwa terdapat selisih harga cukup besar antara yang diterima 

oleh petani produsen dengan harga yang dibayar oleh konsumen akhir. Namun tetap dikatakan 

bahwa saluran pertama dan keeempat ini masih efisien karena harga yang diterima petani lebih 
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besar dari margin pemasaran secara keseluruhan yang ada pada kedua saluran ini. Sedangkan 

jumlah margin pemasaran kopi (robusta dan arabika) yang paling kecil terdapat pada saluran ketiga 

yakni Rp. 3.000/kg. Sehingga saluran yang lebih efisien adalah saluran ketiga. 

Dari Table 6.7 and 6.8 tersebut diketahui bahwa harga jual kopi di Provinsi Nusa Tenggara 

Timur pada berbagai lembaga pemasaran berbeda-beda. Perbedaan ini menggambarkan bahwa pola 

permainan pasar sangat menentukan harga jual atau harga beli kopi. Hal ini erat kaitannya dengan 

biaya yang dikeluarkan oleh berbagai pelaku pasar. Semakin panjang saluran yang dilalui komoditi 

kopi, maka semakin besar biaya yang dikeluarkan. Untuk menutupi biaya tersebut, maka para 

pelaku pasar akan menaikkan harga kopi. Selain itu juga, harga jual kopi ini berbeda antar lembaga 

pemasaran dikarenakan oleh perbedaan letak tempat tinggal atau jarak yang ditempuh oleh pelaku 

pasar kopi yang satu dengan yang lainnya. 

Profit  

Selisih harga yang dipasarkan ke produsen dan harga yang diberikan oleh konsumen 

dikurangi dengan biaya pemasaran disebut keuntungan pemasaran. Masing-masing lembaga ingin 

mendapatkan keuntungan, maka harga yang terdapat pada masing-masing lembaga pemasaran juga 

berbeda-beda. 

Berdasarkan Table 6.7 and 6.8 diketahui bahwa dari setiap saluran pemasaran yang ada 

tersebut, pihak yang paling banyak memperoleh keuntungan adalah petani.Sedangkan lembaga 

pemasaran lainnya hanya memperoleh sedikit keuntungan dari kegiatan pemasaran kopi (robusta 

dan arabika) tersebut.Jumlah keuntungan yang di peroleh petani pada setiap saluran pemasaran 

sangat berbeda-beda. Keuntungan yang paling besar diperoleh petani ada pada saluran ketiga yakni 

sebesar Rp. 24.503,71/Kg (untuk kopi robusta) dan Rp. 44.503,71/Kg (untuk kopi arabika). 

Sedangkan yang  paling kecil ada pada saluran pertama yakni sebesar Rp. 23.038,64/Kg (untuk 

kopi robusta) dan Rp. 43.038,64/Kg. 

Share harga yaitu persentase harga yang diterima petani dari harga yang diterima konsumen. 

Berdasarkan data Table 6 and 7, maka dapat diketahui bahwa nilai persentase harga kopi robusta 

dan arabika yang diterima petani paling tinggi terdapat pada saluran ketiga, masing-masing sebesar 

89,28% dan 93,75%. Sedangkan persentase yang paling rendah dari keempat saluran tersebut 

adalah saluran pertama ddan keempat yakni sebesar 84,75% (untuk kopi robusta) dan 90,90% 

(untuk kopi arabika). Hal ini menunjukkan bahwa saluran ketiga merupakan saluran paling efisien 

dari keempat saluran yang ada tersebut dimana pada saluran ini bagian yang diterima petani lebih 

besar daripada yang diterima oleh lembaga pemasaran lainnya. 

Share biaya merupakan persentase biaya-biaya pemasaran yang dikeluarkan oleh 

lembaga  pemasaran terkait. Berdasarkan Table 6 and 7, dapat diketahui bahwa pada saluran 

pertama persentase biaya terbesar ada pada tingkat petani yakni sebesar 83,56%  dan yang terkecil 

ada pada tingkat pedagang pengecer sebesar 2,95%. Hal ini dikarenakan petani yang paling banyak 
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mengeluarkan biaya baik itu biaya produksi maupun biaya pemasaran. 

Saluran kedua, persentase biaya terbesar ada pada tingkat petani yakni sebesar 91,41 % dan 

yang terkecil ada pada tingkat UPH ASNIKOM sebesar 8,59%. Lokasi UPH ASNIKOM berada di 

desa penghasil kopi tersebut. Oleh karena itu, hal ini dapat membantu petani 

menghemat/mengurangi biaya transportasi. Namun hal tersebut tidak beraku untuk biaya yang lain. 

Petani yang merupakan anggota UPH ASNIKOM ini perlu mengeluarkan biaya yang cukup besar 

untuk proses pengolahan kopi sebelum dijual ke pihak UPH. Sebab kopi yang akan dijual ke pihak 

UPH harus diolah secara baik dan benar sehingga bisa menghasilkan biji kopi yang bermutu dan 

memiliki nilai yang tinggi.  Kemudian pada saluran ketiga, persentase biaya terbesar ada pada 

tingkat petani yakni sebesar 83,75% dan yang terkecil ada pada tingkat pedagang pengecer sebesar 

16,25%. Hal ini disebabkan petani yang berperan aktif dimana mereka sendiri yang langsung 

mendatangi pedagang pengecer yang keberadaannya jauh dari tempat tinggal petani.Oleh karena 

itu, petani mengeluarkan lebih banyak biaya untuk kegiatan pemasaran kopi ini dibandingkan 

dengan menjualnya kepada pedagang pengumpul.Dan untuk saluran keempat, persentase biaya 

paling besar ada pada tingkat petani yakni sebesar 87,26% dan paling kecil ada pada tingkat 

pedagang antar pulau sebesar 12,74%. Hal ini disebabkan oleh volume jual yang sangat besar dan 

jarak antara petani dan pedagang antar pulau yang sangat jauh sehingga para petani mengeluarkan 

sejumlah biaya pemasaran yang cukup besar seperti biaya transportasi, tenaga kerja dan fasilitas 

pengepakan. 

Share keuntungan dihitung untuk mengetahui persentase keuntungan yang diperoleh masing-

masing lembaga pemasaran. Berdasarkan Table 6 and 7, dapat diketahui bahwa dari setiap saluran 

pemasaran yang ada tersebut, pihak yang memiliki persentase keuntungan paling tinggi adalah 

petani. Sedangkan untuk tiap-tiap lembaga pemasaran hanya memperoleh sedikit persentase 

keuntungan dari kegiatan pemasaran kopi tersebut. Dan dari semua lembaga pemasaran yang ada 

pada tiap-tiap saluran pemasaran tersebut, yang memiliki persentase tertingi adalah pedagang antar 

pulau yang terdapat pada saluran keempat yakni sebesar 15,40%, dan yang paling rendah adalah 

pedagang pengumpul  yang ada pada saluran pertama yakni sebesar 4,90%. Untuk tingkat petani, 

yang memiliki persentase keuntungan yang paling tinggi adalah petani yang berada pada saluran 

ketiga yakni sebesar 89,40% (untuk  kopi robusta) dan 93,87% (untuk kopi arabika). 

Untuk mengetahui efisien atau tidaknnya kegiatan pemasaran dari lembaga pemasaran yang 

terdapat di tiap-tiap saluran, maka dapat dilihat pada share keuntungan dan biaya. Di mana, suatu 

lembaga pemasaran dapat dikatakan efisien apabila nilai Skj > Sbij dan tidak efisien apabila nilai 

Skj < Sbij.Sehingga berdasarkan tabel 5 dan 6, dapat kita ketahui bahwa nilai share keuntungan 

atau Skj pada tiap lembaga pemasaran semuanya lebih besar dari nilai share biaya atau Sbij baik itu 

untuk pemasaran kopi robusta maupun kopi arabika.Oleh karena itu, kegiatan pemasaran kopi yang 

dilakukan oleh semua lembaga pemasaran yang ada tersebut dapat dikatakan efisien. 
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R/ C Ratio 

R/C ratio pemasaran digunakan untuk melihat imbangan keuntungan dan biaya pemasaran. 

Jika nilai R/C < 1 maka secara ekonomi tidak menguntungkan, jika nilai R/C = 1 maka secara 

ekonomi tidak menguntungkan dan tidak merugikan, dan nilai R/C > 1 maka secara ekonomi 

menguntungkan. 

 Berdasarkan data Table 6.7 and  6.8, diketahui bahwa semua nilai R/C ratio untuk 

pemasaran kopi robusta dan arabika pada keempat saluran tersebut sama dan  > 1 yakni untuk 

pemasaran kopi robusta, nilai R/C ratio pada saluran pertama sebesar 12,24, saluran kedua 15,10, 

saluran ketiga 46,25 dan saluran keempat 16,56. Sedangkan untuk pemasaran kopi arabika, nilai 

R/C ratio pada saluran pertama sebesar 20,77, saluran kedua 25,84, saluran ketiga 80,00 dan 

saluran keempat 28,47. Oleh karena  itu, kegiatan pemasaran untuk kopi robusta dan arabika pada 

setiap saluran secara ekonomi menguntungkan. Hal ini disebabkan oleh keadaan dimana nilai 

keuntungan petani dan lembaga pemasaran pada setiap saluran per kg lebih besar dibandingkan 

dengan biaya yang dikeluarkan pada setiap kg kopi yang dipasarkan petani dan juga lembaga 

pemasaran.Dan dari keempat saluran tersebut, saluran yang secara ekonomi paling menguntungkan 

karena memiliki nilai R/C ratio paling besar adalah saluran ketiga. Dimana saluran ini memiliki 

nilai R/C ratio paling tinggi dari saluran lainnya yakni sebesar 46,25 (untuk kopi robusta) dan 

80,00 (untuk kopi arabika).  

Efficiency  

Efisiensi Biaya Pemasaran adalah usaha untuk menghasilkan output tertentu dengan 

menggunakan input minimal (minimisasi) atau menggunakan input tertentu untuk menghasilkan 

output yang maksimal (maksimisasi) (Mubyarto, 1989). Biaya pemasaran adalah biaya yang 

dikeluarkan baik oleh petani maupun lembaga pemasaran selama proses pemasaran. Biaya yang 

tergolong dalam pemasaran adalah biaya pengangkutan, retribusi, pengepakan, pendistribusian dan 

lainnya (Soekartawi, 1995).Biaya pemasaran (marketing cost) adalah pengeluaran-pengeluaran 

yang diperlukan untuk menyaluran barang dari tempat dimana barang tersebut diproduksi sampai 

bagaimana barang tesebut dikonsumsi (Adiratna, 1972). 

Suatu sistem pemasaran dikatakan efisien, jika (1) menyampaikan hasil-hasil dari petani 

produsen kepada konsumen dengan biaya serendah-rendahnya; (2) mampu mengadakan pembagian 

yang adil dari keseluruhan harga yang dibayar oleh konsumen akhir kepada semua pihak yang ikut 

serta di dalam kegiatan produksi dan pemasaran barang tersebut (Daniel, 2001). 

Tingkat efisiensi pemasaran adalah hasil total biaya pemasaran kopi dengan total produksi 

kopi yang dipasarkan dapat dihitung dengan rumus (Soekartawi, 1993): 

EPs = 
  

   
 X 100% 

Di mana EPs  adalah Efisiensi Biaya Pemasaran; TB  adalah Total Biaya (Rupiah) dan TNP 
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adalah Total Nilai Produk (Rupiah) 

Berdasarkan rumus tersebut, dapat diartikan bahwa setiap ada penambahan biaya pemasaran 

yang dikeluarkan dalam saluran pemasaran, maka akan menyebabkan saluran pemasaran semakin 

tidak efisien dikarenakan nilai efisiensinya akan semakin besar. Begitu pula sebaliknya, jika biaya 

yang dikeluarkan dalam saluran pemasaran semakin kecil, maka akan menjadikan pemasaran 

semakin efisien dengan asumsi total nilai produk (TNP) yang dijual tetap. Nilai efisiensi pemasaran 

dapat dilihat dengan cara membandingkan nilai EPs saluran pemasaran yang satu dengan nilai EPs 

saluran pemasaran yang lain. Jika saluran pemasaaran satu memiliki nilai EPs yang lebih kecil 

daripada nilai EPs saluran pemasaran yang lain maka saluran pemasaran tersebut lebih efisien 

daripada saluran pemasaran yang lainnya. 

Biaya pemasaran kopi pada tiap-tiap lembaga pemasaran di daerah penelitian ini terdiri biaya 

tenaga kerja, biaya transportasi, biaya retribusi, dan biaya pengepakan, seperti tercantum pada tabel 

berikut. 

Berdasarkan Tabel 6.8, dapat diketahui bahwa saluran pemasaran kopi yang paling efisien 

adalah saluran III. Hal ini menunjukkan jika terjadi kenaikan harga kopi sebesar 1% maka akan 

diikuti dengan kenaikan biaya pemasaran kopi yang hanya sebesar 0,65%. Kegiatan pemasaran 

pada saluran ini tidak mengeluarkan biaya yang cukup besar dibandingkan dengan saluran lainnya 

sehingga kecilnya biaya pemasaran pada saluran ini berpengaruh terhadap nilai efisiensinya. 

Sedangkan saluran yang memiliki nilai efisiensi paling besar adalah saluran pertama sebesar 

1,48%. Artinya, setiap terjadi kenaikan harga sebesar 1% maka akan diikuti juga dengan kenaikan 

biaya sebesar 1,48%. Kenaikan biaya pada saluran pertama ini sangat besar dari pada saluran 

lainnya sehingga dapat dikatakan kegiatan pemasaran  pada saluran pertama tidak efisien. Hal ini 

dipengaruhi oleh panjangnya saluran pemasaran sehingga biaya yang dikeluarkan dalam kegiatan 

pemasaran saluran ini sangat tinggi dari saluran lainnya.Demikian pula dengan efisiensi pemasaran 

kopi arabika, pada Tabel 5 saluran yang memiliki nilai efisiensi paling kecil adalah saluran ketiga 

yakni 0,38% dan yang paling besar adalah saluran pertama yakni sebesar 0,88%. Oleh karena itu, 

saluran pemasaran yang paling efisien untuk kegiatan pemasaran kopi robusta maupun arabika 

adalah saluran ketiga.Dimana nilai efisiensi pada saluran ini paling kecil daripada saluran yang 

lain. Sehingga apabila terjadi kenaikan harga sebesar 1% maka saluran ini hanya perlu menaikan 

biaya pemasaran sebesar 0,38% saja. Jadi, semakin panjang suatu saluran pemasaran yang dilalui 

oleh suatu produk (sebelum mencapai konsumen akhir) maka saluran tersebut semakin tidak 

efisien. Saluran yang tidak efisien menunjukkan kondisi di mana persentase kenaikan harga suatu 

produk yang dipasarkan lebih kecil dari persentase kenaikan biaya pemasaran produk tersebut. 

Value Chain Constraints 

After the characteristics of the coffee production and marketing systems have been analyzed 

and the market requirements researched, constraints to satisfy the market can be identified. The 



 

125 
 

approach will involve in-depth individual and group interviews with stakeholders (revising 

interviewees from stage one), running workshop, sharing preliminary research results and 

discussing how the research results can be used as part of business decision-making. Alternatives to 

existing practices will be explored and prioritized. System wide analysis will be necessary to 

priorities constraints. The analysis will need to integrate economic, social and marketing aspects of 

the situation in relation to the market opportunities, including the prospects for: 

 Achieving successful change (for example, access to capital, management skills, or 

infrastructure) 

 The improvement being sustainable (including at least superficial consideration of likely 

competitors or substitutes and the nature of their competition-in relation to price or quality) 

 The change resulting in benefits to the small farmer (rather than being captured by other 

parts of the supply chain). 

Potential constraint areas will emerge during the project, but to use the East Nusa Tenggara 

case study, they might include: 

 Farm level technical constraints to production such as pest and disease, and the adequacy 

of inputs and skills required for better crop husbandry in coffee 

 Channel distribution, including infrastructure and logistics, such as transport from farm to 

local market (road conditions, costs), port to warehouse/storage and to inter-island market 

 Farmer/trader/government interaction around issues such as: 

 Farmer knowledge and skills of coffee production and marketing 

 Access to credit (especially pre-harvest funding for farmers by banks and government) 

including an effective repayment scheme which is acceptable to East Nusa Tenggara 

farmers 

 Technical knowledge and farm management capacity to manage for quality characteristics 

which meets the market demands 

 Access to credit for traders by banks and government 

 Trader skills and infrastructure 

 Establishing more efficient means of communication between farmers and traders for 

market price and product requirement information (given the telephone access rate is high 

in eastern islands). 

The project will extend the analysis to in-depth investigation of one or more of the 

constraints, where there is high feasibility of short-term change and of benefit to small 

farmers. This will involve a participatory process of exploration of options, and agreement 

on strategies for concerted action to achieve improvement.  
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The specific constraints to be addressed will emerge from the first two stages of the 

project. However, the type of activity envisaged can be illustrated through examples of 

possible constraints such as the control of pest and disease, irrigation practices, changes in 

packaging, effective credit packages, etc. 

Results of the study showed some issues related to value chains of coffee industry in East 

Nusa Tenggara Province as follows. 

a. Lack of Knowledge and Skills in Production technologies and Marketing Strategies. 

Farmer‘s weaknesses such as disability to purchase modern farming input, limited farming 

knowledge and skill in production and post harvest technology, and marketing strategies; 

demotivated to improve every limitation and weakness, were general coffee farmer condition in 

East Nusa Tenggara. Most of the producer limited in coffee farming skill and limited to input 

access. Limited good agriculture practice information should be a factor occurred in coffee 

farming, could be minimize with capacity building and strengthening farmers group, as well as 

group marketing to have beat bargaining position in the market. Coffee industrial forum should 

be an event to communicate all obstacles in every stakeholder‘s side.  

b. Traders are better positioned in making deals with farmers 

Traders, mainly from capital district cities, usually make their initial decision on when 

to buy coffee on the basis of coffee prices at the retailers markets. Farmers have little 

knowledge about the city daily wet markets, let alone the markets in other islands.  

Farmers were told that the markets in other islands were sluggish and if they didn‘t sell 

then with price they suggested, the prospect would be worse.  Because there was little 

farm investment apart from labor, farmers generally would sell with any price suggested 

by traders. Farmers‘ bargaining position is weak. In most developing countries, farmers 

are perhaps the ones who have received least value from the chain, and traders, 

particularly wholesalers, are often the ones that are able to extract more value (Wei, et 

al., 2002). Even though, Traders have improper knowledge and skills in marketing and 

mainly on product quality, they have better position in marketing of coffee in East Nusa 

Tenggara. 

c. Coffee farmers care little about product quality  

Coffee farmers in East Nusa Tenggara generally lack the necessary knowledge and skills to 

maintain their harvested coffee. Farmers get their return immediately after their product paid by 

traders. Farmers did not care whether or not the traders make any profit. The traditional 

practices in harvesting, collecting and transporting caused low quality. Harvesting practices are 

very careless. Farmers often harvest coffee pulling up with their hands without using scissors or 

knives. There is no treatment after product harvested that potential attached by pest and diseases 
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during storage. So, a post-harvest handling treatment and processing seems to be of no interest 

to farmers. After harvest their coffee, about 60% 0f farmers directly dry their green been, and 

the rests are just doing some sort of washing or cleaning and then fermented. Improved seed 

varieties should be tested and produced at the local level for distribution to local farmers. Thus, 

farmers can get good quality of seeds at the right time, place and volume. Using good quality of 

seeds can produce good quality of products. 

d. Packaging and grading is simple 

Packaging varies, but for many farmers who sell by kilograms, coffee is packed in 50 kilo nylon 

bags at the farm to sell in village, district or provincial markets. Sometimes, at the markets, 

farmers grade the coffee into two categories by looking at the size of the GBE. Coffee with 

bigger size are first grade, second grade is medium or small in size. However, the prices are not 

different. In 2021, the average price at the local and district markets of each class is IDR. 25000 

and IDR. 27000 per kg, respectively. At the traders‘ level, packaging and grading are also the 

same using nylon bags and simple grading systems as farmers did. 

e. Improper Transports  

 Currently coffee is transported by the public transit where passengers and produce 

are transported together.  Only two bags are allowed on the public vehicle.  It runs 

everyday and during the daytime only.  It is cost, from farms to sub district 

markets, IDR. 50 000 per 50 kg or IDR. 1000 per kg on distance about 25-50 km. 

 Farmers used public transport and trader trucks go villages.  It takes about hours to 

move product, by motor bike or by women‘s shoulders or horses, from farm to the 

sub-district market.  To district markets, farmers or traders often used trucks or 

buses. Coffee farmers can move, also, their products by traders‘ truck for a 

maximum of 10 bags, i.e., 500 kilos (for one passenger, because traders wants to 

loaded other fruits and vegetables such as avocadoes and bananas, onions and 

pumpkin. The maximum loaded of one truck is 5.000 kg. Trucks are often 

overloaded because buyers want to pay less money for more produce. Buses‘ 

drivers, also, mainly earn their profit through overloading. The roads, being poorly 

covered with a thin layer of tar or simply rocks and sand, are rough and winding. 

The area with poor infrastructure and living conditions has no attracted to the 

exogenous investments.  

 Inter-island traders used trucks or ships to move coffee from East Nusa Tenggara to 

Java markets. Every two weeks during coffee seasons in East Nusa Tenggara, ships 

are often loaded with coffee. It is cost from East Nusa Tenggara to Surabaya, about 
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IDR. 2000 per kg. It takes three or five days to arrive in Surabaya, after the ship 

come over from one harbor to others within East Nusa Tenggara. 

f. Selling conditions are poor 

Farmers have a few avenues to sell their coffee: 

 To sell by themselves at the streets at any time 

 To sell, by themselves or through traders, at the sub-district markets open once a 

week 

 To sell, by themselves or through traders, at the district daily market in some cities 

in East Nusa Tenggara 

 To sell, through traders, to other island, Bali, Java. In the last two years, coffee 

farmers sufferred from low production and poor farming practices and post-harvest 

handlings. 

 In East Nusa Tenggara, these retail outlets‘ conditions are, also, poor. Products are 

often exposed to direct sunlight for days in the markets or a long streets, protected 

only by very simple materials such nylon bags, cartons or tree shadow or nothing at 

all. 

g. Lack of storage facilities 

There were limited storage facility in farmer‘s and trader warehouse. Coffee never is 

stored more than fortnight in farmer‘s level or retailer. Warehousing facility in 

interisland trader was provided but it remains under ideal condition. Improved storage 

facility could be an opportunity to manage supply and avoid overwhelmed market in 

harvest seasons. It was an opportunity for profit leverage more than 30%. 

h. Lack access to finance.  

Limited access to finance was making financial cost expensive. Farmer‘s depend on 

money lender for farming investment and made forward sale for loan settlement or 

immediate cash need. It was worsen in overwhelmed market when price went down. 

There was a need to investigate farmer‘s financial management and farming 

management to transform coffee farming from subsistence farming to an agribusiness 

farming system. 

 



 

129 
 

Coffee Value Chain Development Prospects 

Coffee industry in East Nusa Tenggara (NTT) is a mixed cropping, managed with small 

scale and traditional farming. Despite NTT coffee already have good quality image with its 

advantage, improvement on its productivity, cleanliness and marketing efficiency in value chain 

could improve farmer‘s net income. The recommendations highlighted below are the 

improvements should be implemented. 

Potential Aspect should be implemented: (Some aspects for future research works) 

In short run, next one to five years 

1. At present, actual productivity is far below its potential. Demonstration plot for good 

agriculture practices should be conducted and spread out to coffee production in NTT 

such as in Flores and Sumba islands. Extension service improvement to disseminate 

local and national research study for productivity and farming efficiency improvement 

in order to produce a good quality coffee is needed. It is a very good areas for creating 

jobs as input supplier,Seed breader/producer, Organic fertilizer producer, Smart 

irrigation system, Machine operator and technician, training to increase Knowledged 

and skilled farm producer and field extension officer. 

2. Small farm size has contributed to narrow market extent of NTT coffee (for farmers are 

limited to near sub district markets only). Increase farm size to be economically 

feasible, e.g. from 0.5 ha at present to 1.0 ha per farmer. Increase production volume 

will lead to be efficient in marketing system. It is a need for Harvest and postharvest 

technologies (machineries, processor - home and middle industry scale) for product 

development and Collective marketing or developing cooperative, Strengthening 

Corporated model (penthahelix model). 

3. Decrease supply volume during wet season (December to March) has increase price, 

made high difference price between dry and wet season. Try to produce coffee with 

modified farming technology meeting wet-environmental requirements for coffee. This 

will overcome price fluctuation between seasons. Overwhelmed market should be 

avoided by best storage technology and good financial management with insurance 

that all player earn profit in sustainable mutual relationship manner. Provide drum 

storage to keep coffee during the year in order to stabilized market supply between 

seasons is a good way to do in short run marketing strategy. It is a need for developing 

Storage or digital logistics and marketing. 
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4. Product differentiation. Products should be graded based on size and cleanliness. It is 

better to produce coffee with NTT branded. These will extent markets of coffee 

produce. 

5. Marketing outlets. Investigate to get access to daily markets, by establishing stand 

points, at wet market in district cities. It can be done by renting a special selling point 

at the markets. Farmer will sell coffees every day during season. It is anticipated that 

production trend in next season also still increase. It is a need to market coffee to other 

markets in city daily markets. 

6. Investigate to establish coffee farmer cooperative, under expert supervision, in helping 

farmers in: 

 Deliver service for special market, e.g. export markets with special requirement.  

 Collective marketing for local or inter sub district or district or inter island trading, 

should improve farmers bargaining position. 

 As vehicle to deliver extension on production, harvest and post harvest handling 

(packaging, grading, sorting), coffee promotion and collective marketing (group 

marketing). 

 Receive agribusiness (production and marketing) and financial management 

training.  

 Purchase input in bulk which could get more discounts.  

 Develop and establish micro finance institution to fulfill financial needs among 

farmers. 

  As farmer representative to build collaboration or partnership with other 

stakeholders. 

Training to increase knowledge and skills prior forming farming cooperative should be done. 

This training will be done in line with other training focusing on enhance produce quality, farming 

record, packaging, grading and sorting products. Steps to do are socialization about coffee 

cooperative forming  strengthen  development  autonomy.  

7. Increase consumers’ awareness of the advantages of NTT coffee compare to other 

coffee in Indonesia . Increase consumption will drive traders and farmers to produce 

high quality of coffee. So far, NTT coffee is unknown to the majority of consumers in 

other cities in Indonesia. Promoting NTT coffee is crucial activities to encourage 

consumers‘ demand. As people‘s income increase, the share of calories they derive 

from starchy staples declines, while consumption of higher value protein or vitamin 
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food, coffee, increases (Golleti and Samman, 2000). Pers com with Head of Tarde 

section Office in NTT found that local government in NTT has a regular radio 

broadcasting to inform agricultural product price of markets. A part of this, poster of 

marketing chains and calendar 2022 will be also good means for promoting coffee 

from NTT. Green product brand from coffee NTT with its nutrient content shall 

increase demand in near future. Therefore, research on nutrient content should be done. 

Other means to promote products from NTT are labeled product (special labeled 

packaging), attending government exhibition every year, establish industry forum for 

coffee and through workshop. 

In long run 

Market uncertainty was a routine and general problem for coffee producer in NTT. First, it 

needs to investigate possibility in building collaboration and networking between farmers and 

market outlet (industry or traders) and financial institution as well. Some steps should be 

constructed such as: 

 Identification of farmer‘s community and famers family who was eligible and suit 

to be members of partnership group associated to farmers cooperative. 

 Determination of approach pattern and group management. 

 Group need identification assessment.  

 Build partnership with inter-island trader and/or wholesaler trader or exporters as 

well as partnership with financial institution for financial resources; under expert 

supervision. 

 Build strong agreement on the partnership under the law with mutual and 

sustainable manner. 

Networking concept also known as business partnership. Charles, C, et al., (1996) defined, 

business partnership is a process when stakeholder connected, involved and continued maintaining 

competitive profit from all similar entity, through available resources in trusted environment 

focused on sustainability and mutual improvement. Networking is a chart described connection in 

marketing activity of particular commodity start from production point and distribution and 

finished in end user or end consumer.  

It was identified that coffee marketing in East Nusa Tenggara involved various stakeholder 

from farmers, trader, government and NGO. Every party in every the link of the chain, called role 

occupant with its behavior is the target of policy. From identified stakeholders, farmers, trader and 

NGO were role occupant in marketing organizing. And government as implementing agency could 
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be provincial government, District (kabupaten or city) government or Agriculture service office in 

all level. These stakeholder involvements were spontaneous in particular commodity production 

season and were not continuous as long term working system.  

In the link of chain level in marketing chain, trader acted as chain manager. Traders take 

most of price determination, quality determination, and market volume. In the other hand, farmer in 

their position and capacity as supplier has weak bargaining position. Farmers followed the trader 

managed chain. Trader‘s price determined with out considering production cost rationale. Focus 

group discussion concluded that farmers could not influence market mechanism on their 

commodity. Beside that, farmers did not have any information access related to market system. 

There were many in farmer‘s level that were isolated from market information in the other area, 

information on central market, industry or information from where their crops ended.  

Traders often concealed information on market price or supply and demand information 

from other production area. There were many of law product could not be accessed by farmers. 

Government could not be able to fine appropriate method to socialize and implanted policy related 

to commodity marketing. Study result shows, archipelago -geographical form of the NTT province, 

poor market information source and quality, poor infrastructure and tools, were insufficient to 

socialize and implement should be improved. 

Every agriculture product has specific market character. Survey result shows that farmers 

have no specific technology and strategy to market their coffee. In the future, commodity should be 

managed considering its character and area specific accordingly.  

To reach that objective, partnership strategy in coffee marketing was essential. Advance 

country experience, such as Australia, farmer-trader-public partnership have success story in 

stakeholder position strengthening in commodity marketing.  Business partnership concept is 

developing concept. Government support is needed. Understanding and similar goal possession 

feeling in every level of stakeholder in marketing chain were important. Some aspect should be 

considered to build sustainable mutual business partnership, such as: 

Have a common goal  

Goal in every business entity are similar which is grew and expanded, in continuing to 

produce high quality goods and services with reasonable price and sold in he market with some 

profit. General mistake among stakeholders is a thought that profit is the main objective. Growing 

business could be bring to a life and develop it self to earn some profit. In the other hand, if in 

trading business, profit only came in particular several years, it will be hard to be long term 

business 

Mutual Relation  

Both side have to be aware that in every discussion or negotiation should produce something 
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that respect to both interest (win-win solution), no one should be loss. It was a way in continuing 

mutual business partnership.  

Trust  

Trust not only in honesty and good will but also in capability to respect agreement such as 

on time payment, on time delivery, in almost all aspect of business agreement. 

Openness  

In limited wide access, data from both sides should be open to the other. Morally and legally 

both party should keep data secrecy. Transparency could improve trust behaviors which need 

openness.  

Long Term Relationship  

Both side with trust, mutual and common goal intended to have long term committed 

relationship. Long term relationship could encourage stronger partner to invest in research and 

development in the crop. Research and development profit will only come in long term period.  

Continuous Quality Improvement and Price/Cost Update 

One of partnership principle is both side should make quality improvement, and efficiency 

on cost and price to keep stand in all kind off crisis.  

Strategies, in short and long run, to disseminate above understanding are by conducting 

training or workshop or seminar or forum. Hopefully the study result could be a commitment to 

divide role and function in coffee marketing channel for every specific link in the supply chain 

accordingly. This program should be followed with basic on farm training, farm financial 

management training, rural or cooperative management training to strengthen farmers and village 

trader in managing their farm and market the crops. 

improved infrastructures.  

Roads and transportation development will support rapid increase the successful of the rural 

development programs including of improving agricultural product quality. East Nusa Tenggara 

government is now developing western part of Timor, Flores and Sumba islands connecting to Bali 

and Java. Roads also linking sub-districts and district cities are being upgraded. Trucks connecting 

sub-districts and district cities are few available for transporting food and coffee. Information 

services through radio broadcasting and extension activities are strengthened. These kinds of means 

should be improved more and more to motivate farmers to plant coffee in more profitable ways in 

the future. 
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Annex  

Annex 1. Tabel and Figure  of Indnesia in Global Coffee Production, 2014 

No Nations 

Area 

(000 Ha) 

Production 

(000 Ton) 

1 Brazil 1998 2804 

2 Vietnam 589 1406 

3 Colombia 796 728 

4 Indonesia 1231 644 

5 Ethiopia 562 420 

6 India 381 305 

7 Honduras 301 282 

8 Guatemala 243 232 

9 Peru 362 222 

10 Uganda 402 220 

11 Mexico 699 215 

12 Cote D'ivoire 884 107 

13 Nicaragua 116 90 

14 Costa Rica 81 84 
 

 

Faostat, 2014. www.faostat/coffee production countries in the world. 

Didownload 18 Maret 2021 

0

500

1000

1500

2000

2500

3000

B
R

A
ZI

L

V
IE

TN
A

M

C
O

LO
M

B
IA

IN
D

O
N

ES
IA

ET
H

IO
P

IA

IN
D

IA

H
O

N
D

U
R

A
S

G
U

A
TE

M
A

LA

P
ER

U

U
G

A
N

D
A

1 2 3 4 5 6 7 8 9 10

1998 

589 

796 

1231 

562 
381 

301 243 
362 402 

2804 

1406 

728 
644 

420 
305 282 232 222 220 

Area (000 HA) Production (000 TON)



 

137 
 

 

Annex  2. Coffee Production Center in Indonesia in 

2018 

Annex  3. Coffee Production Center in Indonesia in 2018 

No Province 

Area 

(000 

Ha) 

Production 

(000 Ton) 

1 

Sumatera 

Selatan 251,5 184,2 

2 Lampung 157,7 106,7 

3 Aceh 123,7 64,8 

4 Jawa Timur 106,5 71,6 

5 Sumatera Utara 90,4 67,5 

6 Bengkulu 88,6 55,4 

7 NTT 72,9 22,2 

8 Sulwesi Selatan 72 32,8 

9 Jawa Tengah 41,1 16,5 

10 Indonesia 1241,5 722,5 
 

 

BPS Indonesia, 2019. (Indonesian Statistical Year Book, 2019) 
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Annex  3. Coffee Production Center in NTT, 2018 Annex 5. Coffee Production Center in NTT, 2018 

 

No District 

Area 

(000 

Ha) 

Production 

(000 Ton) 

1 Manggarai Timur 18,28 5,09 

2 Ende 8,72 3,40 

3 Manggarai Barat 8,56 2,82 

4 Manggarai 7,40 0,99 

5 Ngada 6,63 1,42 

6 Sumba Barat Daya 5,42 2,21 

7 Sumba Tengah 3,31 0,61 

8 Flores Timur 2,92 1,43 

9 Sumba Barat 1,95 0,31 

10 Alor 1,73 0,15 

11 Sikka 1,61 0,66 

12 
Timor Tengah 

Utara 
1,18 0,21 

 

 

BPS Indonesia, 2019. (Indonesian Statistical Year Book, 2019) 
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