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Abstract

Background: Salted fish have been preserved by salting and are very well known to the 
Indonesian people. Apart from being affordable, salted fish is also easy to obtain. Salted fish 
production is generally in coastal areas and distributed to distant places. Therefore, it is urgent 
to analyze the distribution process and the efficiency of that process.
Purpose: This research aims to determine marketing channels and analyze the margin and 
marketing efficiency of salted fish produced in Parigi Hamlet, North Seram District, Maluku 
Regency.
Design/methodology/approach: The primary research method used is the descriptive 
method, where sampling is carried out using exhausting sampling and snowball sampling. 
The data was analysed by using descriptive qualitative and descriptive quantitative.
Findings/Results: The distribution of salted fish products produced in Parigi Hamlet consists 
of three channels, namely (1) processor – consumer, (2) processor – retailer – consumer, and 
(3) processor – collector – retailer – consumer. The marketing margin on channel-1 is Rp 0,- 
channel-2 is Rp 20,000,- and channel-3 is Rp 30,000.- Marketing channel-1 has an efficiency 
value of 0.07%, marketing channel-3 is 2.46%, and channel-2 is 2.52%.
Conclusions: All three marketing chains are efficient, but the most efficient is channel 1 
because there are no intermediary institutions, and the costs incurred are lower than others.
Oiginality/value (State of the art): Even though marketing channel-1 is the most efficient, the 
number of products sold is small. Processors prefer marketing channel-3 because collectors 
usually buy in large quantities.
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INTRODUCTION

Central Maluku is one of the districts in Maluku Province, 
whose sea area is 22.8 times the land area (Marasabessy 
et al. 2021; BPS, 2019). These vast waters contain 
considerable resource potential and make fisheries a 
supporting economic sector that plays a role in local, 
regional, and even national economic development. 
The fisheries sector's added value and strategic value 
provide financial and economic  benefits,  especially  in  
earning foreign exchange, providing protein food, and 
employment opportunities (Shamsuzzaman et al. 2020; 
FAO, 2022; Ababouch, 2023).

Increasing public awareness of the importance of 
consuming fish and other fishery products has also 
encouraged increased production in the fisheries sector 
(Koehn et al. 2021; Bennett et al. 2021). Therefore, 
fish that have been caught must be handled as soon 
as possible so that they remain fresh in the hands of 
consumers (Karlsdóttir et al. 2021).

The geographical condition of Maluku, which consists 
of many small islands, means that the fish caught must 
be handled appropriately, processed, and distributed as 
quickly as possible so that the quality stays the same. A 
decrease in quality can reduce profits for fishermen and 
all actors involved in the fish supply chain (Basset et al. 
2022; Kruijssen et al. 2020).

The unique treatment required in distributing and 
marketing fishery products is paramount in maintaining 
their quality and durability. This distinctive approach, a 
key marketing function, enhances the economic value 
of these products. It can be achieved by optimizing the 
efficiency of the marketing system within the context 
of coordination mechanisms for fish production, 
distribution, and consumption activities (Apituley et al. 
2018).

Post-catch processing methods, such as salting, drying, 
and smoking, are not just crucial in preserving fish 
for extended periods and enabling their distribution to 
distant areas (Belton et al. 2022). They play a vital role 
in meeting the dietary needs of individuals residing far 
from the coast. Salted fish, a popular processed fishery 
commodity in both traditional and modern markets in 
Indonesia (Indrastuti et al. 2019), serves as a vital source 
of animal protein for these individuals. Its accessibility 
and nutritional value are instrumental in their daily lives.

Parigi is one of the hamlets in Wahai Village, North Seram 
District, Central Maluku Regency. Geographically, 
Parigi Hamlet stretches approximately 2 km along the 
coast and openly faces the Seram Sea. The potential 
for fishery resources in the Seram Sea, such as tuna, 
is enormous. The favorable geographic location and 
abundant fishing resources are the reasons the people of 
Parigi Hamlet become fishermen as a profession. Apart 
from that, several people also run salted fish processing 
businesses in this hamlet. People are pursuing this 
profession because of the high potential of fisheries, 
making it easier for them to obtain fish raw materials.

Parigi Hamlet, located on Seram Island, one of the 
islands in Maluku Province, is more than 300 km from 
Ambon. The journey to this village is challenging, as 
the sea must accompany it. The distance between Parigi 
Hamlet and Ambon as the provincial capital results 
in a high dependence of processors on the collectors. 
Limited market access means that processors need help 
selling their products in large quantities, so they have to 
sell to traders even at lower prices, and payment is not 
made in cash (Kyomugisha et al. 2018). If there is no 
demand from traders, processors must patiently wait and 
store their products while waiting for traders to request 
them. The unique marketing channels in Parigi Hamlet, 
shaped by these geographical and economic factors, are 
the focus of this research. The objectives of this research 
are: To determine the marketing channels for salted fish 
produced by Parigi Hamlet, and to analyze the margin 
and marketing efficiency of salted fish produced by 
Parigi Hamlet. 

METHODS

This research was carried out for 3 months, from January 
to March 2023, in Parigi Hamlet, Wahai Village, North 
Seram District, Central Maluku Regency. This research 
location was selected deliberately, considering that 
Parigi Hamlet was a center for processing salted fish. 
 
This research used a descriptive method, which, according 
to Sugiyono (2017), was a method for researching the 
status of a group of people, objects, conditions, systems 
of thought, and classes of events in the present. Loeb 
et al. (2017) stated that descriptive research aimed to 
create systematic, factual, and accurate descriptions, 
images, or paintings regarding the facts, characteristics, 
and relationships of the investigated phenomena.
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Primary data was obtained from salted fish processors, 
collectors, and retailers through interviews, observation, 
and documentation.  Secondary data was obtained from 
the relevant agency, namely the Wahai Village Office, 
North Seram District, in the form of a general description 
of the research location and library sources. Secondary 
data collection is also carried out by studying literature 
and scientific literature published through research 
results and scientific articles.
 
The samples in this research were salted fish processors, 
collectors, and retailers. The sampling method for each 
respondent is as follows:

1. Salted fish processor

The population of salted fish processors at the research 
location was 15 people, and samples were drawn in a 
saturated manner (Saturation Sampling), so there were 
15 salted fish processors. This sampling method is used 
if the population is small, which is at least less than 30 
people (Sugiyono, 2017).

2. Collector traders

There are 2 collecting traders at the research location, 
and the sampling method is also saturation sampling.

3. Retailers
 
Retailer sampling used the snowball sampling method, 
which, according to Sugiyono (2017), was a sampling 
technique that relied on key informants. In this research, 
snowball sampling was a technique based on data sources 
from salted fish processors or collecting traders with 
the characteristics required in the study. The required 
characteristics were retail traders who bought salted fish 
from the processors in Parigi Hamlet or purchased from 
collecting traders who were used as research samples. 
Based on this, the researchers obtained 4 retailers to use 
as research samples. Thus, the total sample in this study 
was 21 people.

Data Analysis

The data analysis used in this research was both 
descriptive qualitative and descriptive quantitative. 
Qualitative descriptive data analysis was employed 
to determine the description of marketing channels 
for salted fish and the characteristics of respondents, 
such as age, education, gender, business experience, 

and level of education. Meanwhile, quantitative 
descriptive analysis was utilized to determine 
marketing channels and selling prices for salted 
fish, as well as marketing costs, marketing margins, 
profit, and marketing efficiency of salted fish. 
 
Marketing Channel Analysis was used to identify the 
marketing channels that ran from producers to consumers 
and the actors involved in the marketing process of salted 
fish produced in Parigi Hamlet. Qualitative descriptive 
analysis was applied to analyze the marketing channels. 
 
Marketing margin is the difference between the price 
paid by final consumers for a product and the price 
received by farmers (producers) for the same product 
(Acharya, et al. 2023). According to Baagyere (2023), 
the marketing margin is computed as follows:

MM = CP – PP  ...... (1)

where: MM (Marketing Margin (IDR/Kg)); CP (Price 
of salted fish at consumer level (IDR/Kg)); PP (Price of 
salted fish in processors (IDR/Kg)).

Marketing efficiency is calculated by using the formula 
according to Soekartawi (2002):

ME = (MC/CP) x 100 % ....... (2)

where: ME (Marketing Efficiency (%)); MC (Marketing 
Costs (IDR/Kg)); CP (Consumer Price (IDR/Kg)). If 
the ME value is <5%, marketing in the research area 
is efficient. If the ME value is >5%, marketing in the 
research area is inefficient.

The research framework can be seen in the Figure 1. 
Marketing efficiency and margin determine whether 
a marketing chain is efficient. Putri et al. (2018) and 
Mursalat and Haryono (2023) state that the efficiency of 
agribusiness marketing is characterized by creating or 
increasing high-added value in agribusiness products, 
generating profits for each marketing institution 
involved based on the costs incurred and increasing 
final consumer satisfaction and providing a share 
received by producers (farmers or fishermen's share) 
to stimulate them to continue producing. The lower 
the costs incurred in a marketing system, the more 
efficient the marketing system will be and the lower 
the marketing margin. Low marketing margins will 
increase producer income and make prices cheaper for 
consumers.
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Figure 1. Research framework

RESULTS

Respondents Characteristics

The samples in this study comprised 21 people, 
including 15 salted fish processors, 2 collectors, and 
4 retailers. The characteristics of the respondents 
discussed were age, gender, business experience, 
education, and number of family dependents. 
 
Table 1 showed that most salted fish processors were 
aged 42-47 years and 48-55 years, with five people 
each (33.33%). The age group of the most prominent 
collectors and retailers was around 42-47 years, with two 
people each, resulting in percentages of 100% and 50%, 
respectively. The classification of respondents indicated 
that 100% were of productive age, meaning they had 
an age range of 30-55 years. Generally, the workers 
engaged in the fisheries sector in Parigi Hamlet were 
middle-aged, typically referring to individuals between 
45 and 65 years old (Collins English Dictionary, n.d.). 
 
From Table 1, it could also be seen that those who 
worked in the salted fish processing sector were 
primarily women who had primary and secondary 
education. In contrast, those who distributed and 
marketed the fish were men with secondary and upper-
secondary education. Five salted fish processors 
(33.33%) had business experience of 11-14 years, while 
most collectors and retailers had business experience 
in the range of 7-10 years, with the same number of 
two people, resulting in percentages of 100% and 50%. 
The highest number of family dependents among salted 

fish processors was 4-6 people, with eight individuals, 
representing 53.33%. Meanwhile, each collecting 
trader had family dependents of 1-3 people and 4-6 
people, with a percentage of 50%. Two retail traders 
had family dependents of 1-3 people, while the other 
two had 4-6 people, also with a percentage of 50%.

Salted Fish Business

The availability of raw materials dramatically 
influenced salted fish processing activities in Parigi 
Hamlet. During the fishing season, business activities 
were carried out almost every day. However, during 
the non-fishing season, activities were only conducted 
once every two weeks or once a month. The primary 
raw material in the salted fish processing business 
was fresh skipjack or baby tuna, which was obtained 
by purchasing from fishermen in Parigi Hamlet. The 
average price of fish purchased from fishermen was 
IDR 13,000/Kg. If processors faced difficulties in 
obtaining raw materials, such as during the surf season, 
the amount of salted fish produced would be small. 
Conversely, when the fishing season commenced, the 
quantity produced would significantly increase. From 
100 kg of fresh fish, the processor could produce 
an average of 55 kg of salted fish, and the salt used 
reached 20 kg. However, the amount of raw materials 
obtained significantly influenced production activities 
and the quantity of salted fish processed. Salted fish in 
Parigi Hamlet was still dried naturally using sunlight, 
and this process was carried out for approximately five 
days until the fish was ready to be marketed.

Product has a long shelf 
life and can be distributed 

elsewhere

Marketing 
Channel

Salted Fish

Marketing
Producers highly depends on 

the collectors

Stakeholders 
Involved

Marketing Margin

Marketing Efficiency
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passed through it and wanted to buy salted fish as a side 
dish for their households or souvenirs for their relatives. 
 
2. Marketing channels-2

Marketing channel-2 consisted of salted fish processors 
and retailers. Of the fifteen salted fish processors, only 
eight used this channel. Not all processors utilized 
this marketing channel because not all processors had 
retailer subscriptions. Sales were made by retailers 
contacting the processor first to purchase the required 
quantity of salted fish. The processor sold the salted fish 
by sending the product to the retailer. After obtaining 
the salted fish, the retailer sold it to the final consumers.

Based on the research results, the marketing channel 
for salted fish in Parigi Hamlet, North Seram Regency, 
involves 3 marketing institutions: processors as 
producers, collectors, and retailers. The marketing 
channels formed are zero-level or direct marketing 
channels (Tarigan et al. 2021) or channel-1, one-level 
channel or channel-2, two-level channels or channel-3.

1.Marketing Channel-1

The marketing channel consisted of salted fish processors 
and consumers, where the processors were in direct 
contact with consumers. This channel was effortless 
to implement, but the amount of salted fish consumers 
purchased was not significant. This marketing channel 
occurred when consumers were near Parigi Hamlet or 

Table 1. Characteristics of respondents

Characteristics
                 Respondents

Processors % Collectors % Retailers %
Age (Year)
- 30-35 2 13.33 - - 1 25
- 36-41 3 20 - - - -
- 42-47 5 33.33 2 100 2 50
- 48-55 5 33.33 - - 1 25
Total 15 100 2 100 4 100
Sex (People)
- Man 2 13.33 - - 2 50
- Woman 13 86.66 2 100 2 50
Total 15 100 2 100 4 100
Education
- Elementary School 6 40 - - 2 50
- Junior High School 6 40 1 50 - -
- Senior High School 3 20 1 50 2 50
Total 15 100 2 100 4 100
Business Experience (Years)
- 3-6 4 26.66 - - 1 25
- 7-10 4 26.66 2 100 2 50
- 11-14 5 33.33 - - 1 25
- 15-17 2 13.33 - - - -
Total 15 100 2 100 4 100
Family Members (People)
- 1-3 7 46.66 1 50 2 50
- 4-6 8 53.33 1 50 2 50
Total 15 100 2 100 4 100
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The marketing institutions involved in channel-3 were 
processors, collectors, and retailers. This channel had 
the highest marketing margins and marketing costs. 
Processors in marketing channel-3 only incurred costs 
for purchasing raw fish and salt materials of IDR25,386/
Kg, while collectors bore marketing costs. Usually, 
the collectors went directly to the processor, so the 
transaction was carried out at the processor's house. 
Collectors incurred several costs, such as transportation, 
communication, and packaging. The collectors bore the 
transportation costs because they transported the salted 
fish from the processor to their house and then sent it to 
the retailers, totaling IDR1,680/Kg. Collectors informed 
the retailers by phone, and communication costs were 
IDR100/Kg, with packaging at IDR40/Kg. Furthermore, 
the retailer incurred communication costs of IDR100/
Kg and packaging costs of IDR50/Kg, bringing the 
total marketing costs in channel-3 to IDR1,970/Kg. 
The longer the marketing chain, the more costs were 
incurred, leading to higher prices at the consumer level.

Marketing Efficiency

Marketing efficiency in each marketing channel could 
be seen in Table 3. The marketing channel for salted 
fish that had the smallest efficiency value was marketing 
channel-1 at 0.07% because, in this channel, the 
processor sold salted fish directly to consumers without 
going through an intermediary institution, resulting 
in higher profits and selling prices. Next, marketing 
channel-3 had an efficiency value of 2.52%, which 
was less than the efficiency of marketing channel-2, 
at 2.46%. Even though marketing channel-3 had a 
more extended marketing chain, the marketing costs 
incurred were slightly different from those in marketing 
channel-2, and the price comparison for each institution 
was similar.

3. Marketing Channel-3
 
Marketing channel-3 was a channel that occurred 
frequently and involved several marketing institutions, 
namely salted fish processors, collectors, and 
retailers. Based on the research that had been carried 
out, all respondents who processed salted fish in 
Parigi Hamlet implemented marketing channel-3. 
 
The existence of collecting traders made it easier for 
processors to sell salted fish. The marketing process 
in channel-3 involved the processors selling their 
production to collectors, who then sold it back to the 
retailers and the final consumers. Figure 2 summarized 
the marketing channels for salted fish in Parigi Hamlet.

Margin and Marketing Cost of Salted Fish

The marketing of a product, including the margin, 
costs, and marketing profits, was intricately 
intertwined (Faith & Agwu, 2018). This research 
successfully identified and summarized each channel's 
margins, costs, and marketing profits in Table 2. It 
comprehensively explained their close relationship, 
making the audience feel well-informed. Marketing 
channel-2 involved processors and retailers; the 
marketing margin was IDR20,000. Several marketing 
costs were incurred, such as purchasing costs for 
fish and salt amounting to IDR25,386/Kg, as well as 
transportation, communication, and packing costs. In 
this marketing channel, processors and retailers met 
in person rather than by telephone. The costs incurred 
by the processor included transportation at IDR1,600/
Kg, communication at IDR100/Kg, and packing at 
IDR40/Kg. Retailers also incurred communication 
costs of IDR100/Kg because they contacted processors 
by telephone, and packaging costs were IDR50/Kg. 

Figure 2. Marketing channels of salted fish

Retailers

Consumers

Collectors

Producers/salted 
fish processors
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Table 2. Marketing margin and cost in each channel

Description
Channel-1 Channel-2 Channel-3
Price/Cost 
(IDR/Kg)

Price/Cost 
(IDR/Kg)

Price/Cost 
(IDR/Kg)

Processors of Salted Fish
a. Raw materials (salt) 1,750 1,750 1,750
b. Raw materials (fish)* 23,636 23,636 23,636
c. Packaging 50 - -
d. Transportation - 1,600 -
e. Packing - 40 -
f. Communication - 100 -
g. Selling Price 65,000 55,000 50,000
h. Total costs of raw material (a+b) 25,386 25,386 25,386
i. Total costs of marketing (c+d+e+f) 50 1,740 -
j. Profit (g-(h+i)) 39,564 27,874 - 24,614
Collectors
k. Purchase Price - - 50,000
l. Packing - - 40
m. Freight Costs - - 1,680
n. Communication - - 100
o. Selling Price - - 63,000
p. Total Cost (l+m+n) - - 1,820
q. Marketing Margin (o-k) - - 13,000
r. Profit (q-p) - - 11,180
Retailers
s. Purchase price - 55,000 65,000
t. Packaging - 50 50
u. Communication - 100 100
v. Selling Price - 75,000 80,000
w. Total Cost (t+u) - 150 150
x. Marketing Margin (v-s) - 20,000 17,000
y. Profit (x-w) - 19,850 16,850
z. Consumer Purchase Price 65,000 75,000 80,000
Total Marketing Margin (z - g for  channel  I  and  v-g  
for channels II and III) 0 20,000 30,000

Total Marketing Costs (i+w) 50 1,890 1,970

Table 3. Marketing efficiency in each channel
Channel-1 Channel-2 Channel-3

Marketing Margin (Rp/Kg) 0 20,000 30,000
Marketing Cost (Rp/Kg) 50 1,890 1,970
Production Value (Rp/Kg) 65,000 75,000 80,000
Marketing Efficiency (%) 0.07 2.52 2.46
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Consumers). The marketing margin for salted fish 
in channel-1 was IDR0, while in channel-2 it was 
IDR20,000 and in channel-3 it was IDR30,000. The 
marketing efficiency of salted fish in each channel was 
Marketing Channel-1 at 0.07%, Marketing Channel-2 
at 2.52%, and Marketing Channel-3 at 2.46%. All 
marketing channels were efficient, but marketing 
channel-1 was the most efficient because the ratio of 
costs incurred to the consumers’ purchasing price of 
salted fish was higher than that of marketing channels-2 
and 3.

Recommendation

With the marketing channels in salted fish marketing, 
processors were expected to study market information 
actively so that more profitable marketing channels 
could be selected. Processors needed to improve 
product sanitation and hygiene to enable distribution 
to further places.
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