2685-5143

Salasika

INDONESIAN JOURNAL OF GENDER, WOMEN,
CHILD, AND SOCIAL INCLUSION'S STUDIES

Marketing Channels of Fresh Fish Products
Adopted by Female Traders at Sendangbiru, Malang, East Java

. Keppi Sukesi, Yahya, Wahyu Handayani, Henny Rosalinda, Jedda Ayu Inggrida,

No 2 Elok Anggraini, Rani Purnama Hadi

- Analysis of Legal Protection and Gender Equality

in Mutiara Etam Company, Palaran, East Kalimantan
DECEMBER Serun Seruni, Suryaningsi Suryaningsi, Jawatir Pardosi, Rosmini Rosmini
2 o 2 4 Portrait of Verbal Violence against Children During the Pandemic:

A descriptive study based on child and parent characteristics
Aini Alifatin, Alfien Fazhira, Nurul Aini, Ika Rizki Anggraini, Reni limiasih

Women in Military Families in Indonesia: A gender analysis
Muhammad Zein Permana, Endah Andriani Pratiwi

Inclusive Data for Resilience: A Participatory Action Research (PAR)

with perspectives of women, the elderly, and persons with disabilities

for Mount Merapi eruptionrisk areas

Meilinarti, Eko Swasto, Ida Ngurah, Dewi Candraningrum, Kania Bening Rahmayna




Salasika

INDONESIAN JOURNAL OF GENDER, WOMEN,
CHILD, AND SOCIAL INCLUSION'S STUDIES

VOLUME 7, NUMBER 2 - DECEMBER 2024

Table of Content

Marketing Channels of Fresh Fish Products Adopted by Female Traders

at Sendangbiru, Malang, East Java

Keppi Sukesi, Yahya, Wahyu Handayani, Henny Rosalinda, Jedda Ayu Inggrida,
Elok Anggraini, Rani Purnama Hadi

Analysis of Legal Protection and Gender Equality
in Mutiara Etam Company, Palaran, East Kalimantan
Serun Seruni, Suryaningsi Suryaningsi, Jawatir Pardosi, Rosmini Rosmini

Portrait of Verbal Violence against Children During the Pandemic:
A descriptive study based on child and parent characteristics
Aini Alifatin, Alfien Fazhira, Nurul Aini, Ika Rizki Anggraini, Reni limiasih

Women in Military Families in Indonesia: A gender analysis
Muhammad Zein Permana, Endah Andriani Pratiwi

Inclusive Data for Resilience: A Participatory Action Research (PAR)

with perspectives of women, the elderly, and persons with disabilities

for Mount Merapi eruptionrisk areas

Meilinarti, Eko Swasto, Ida Ngurah, Dewi Candraningrum, Kania Bening Rahmayna

79

89

101

117

131



Editorial Team

CHIEF EDITORS

Arianti Ina Restiani Hunga, Universitas Kristen Satya Wacana, Indonesia
(Scopus ID: 46161114400, Google Scholar)

Dewi Candraningrum, Universitas Muhammadiyah Surakarta, Indonesia
(Google Scholar)

BOARD OF EDITORS
Claudia Derichs, Humboldt Universitat zu Berlin, Germany
(Scopus ID: 14026487800)

Ida Sabelis, North-West University (NWU), South Africa
(Scopus ID: 6507181398, Google Scholar)

Siti Kusujiarti, Warren Wilson College, USA
(Scopus ID: 56276925900)

Ratna Saptari, Leiden University, The Netherlands
(Scopus ID: 6504610910)

Sylvia Tiwon, University of California, USA
(Scopus ID: 6506468591)

Emy Susanti, Universitas Airlangga, Indonesia
(Scopus ID: 57213142220, Google Scholar)

Keppi Sukesi, Brawijaya University, Indonesia
(Scopus ID: 56025803300, Google Scholar)

Kristi Poerwandari, University of Indonesia, Indonesia
(Scopus ID: 25628305200, Google Scholar)

Willemijn de Jong, University of Zurich, Switzerland
(Scopus ID: 55258294800)

Lyn Parker, The University of Western Australia, Australia
(Scopus ID: 56273266700)

TECHNICAL EDITORS

Indriretno Setyaningrahayu, Universitas Kristen Satya Wacana, Indonesia
(Google Scholar)

Daniel Kurniawan, Universitas Kristen Satya Wacana, Salatiga, Indonesia
(Google Scholar)



Suryaningsi, Universitas Mulawarman, Indonesia
(Scopus ID: 57223402854, Orcid: https://orcid.org/0000-0003-1093-810X,
ID Sinta: 5990865, Google Scholar)

Agustinus Fritz Wijaya, Universitas Kristen Satya Wacana, Indonesia
(Scopus ID: 56461093400, Google Scholar)

Stefanus Perangin-Angin, Universitas Kristen Satya Wacana, Indonesia
(Google Scholar)

REVIEWERS
Elisabet Titik Murtisari, Universitas Kristen Satya Wacana, Indonesia
(Scopus ID: 88161752200, Google Scholar)

Asfa Widiyanto, IAIN Salatiga, Indonesia
(Scopus ID: 56451676900, Google Scholar)

Wening Udasmoro, Gadjah Mada University, Indonesia
(Scopus ID: 56493135600)

Farah Purwaningrum, The University of Sydney, Australia
(Scopus ID: 57192369400, Google Scholar)

Alimatul Qibtiyah, Sunan Kalijaga State Islamic University, Indonesia
(Scopus ID: 57200660732, Google Scholar)

Tyas Retno Wulan, The Jenderal Soedirman University, Indonesia
(Scopus ID: 57205341358, Google Scholar)

Nurjanah, State University of Jakarta, Indonesia
(Scopus ID: 57210948418)

Ira Desiawanti Mangiliko,The Artha Wacana Christian University, Indonesia

Keiko Hirano, Ochanomizu University, Jepang
(Orcid: https://orcid.org/0000-0002-3258-6072)

Anik Yuesti, Universitas Mahasaraswati, Indonesia
(Scopus ID: 57214104250, Google Scholar)

Nurdiana Gaus, STIKS Tamalanre Makassar, Indonesia
(Google Scholar)

Yacinta Kurniasih, Monash University, Australia
(Google Scholar)

Yafet Yosafet Wilben Rissy, Universitas Kristen Satya Wacana, Indonesia
(Scopus ID: 57221474276, Google Scholar)



Marketing Channels of Fresh Fish Products ...
(Sukesi, Yahya, Handayani, Rosalinda, Inggrida, Anggraini, Hadi)

Marketing Channels of Fresh Fish Products

Adopted by Female Traders at
Sendangbiru, Malang, East Java

Keppi Sukesi |; Yahya % Wahyu Handayani % Henny Rosalinda 3;

Jedda Ayu Inggrida ; Elok Anggraini ; Rani Purnama Hadi 2

IBrawijaya University, Faculty of Agriculture, Indonesia
2Brawijaya University, Faculty of Fisheries and Marine Science, Indonesia
8Brawijaya University, Faculty of Social and Political Science, Indonesia

Corresponding author: keppi_s@yahoo.com

ABSTRACT

Indonesia is one of the maritime countries with large coastal areas. One
coastal area with a wealth of marine products is Sendangbiru in
Sumbermanjing Wetan, Malang, East Java. Sendangbiru Beach is directly
facing the Indian Ocean and has the potential for abundant fishing. The
research aims to investigate the marketing channels adopted by six women in
trading fresh fish. The data were gathered using interviews and focus group
discussions involving six female traders with at least 3-year of experience
selling various fish types. The findings suggested that among the four
marketing channels in Sendangbiru, the first and fourth were more efficient
than the others. Channel one and four were the shortest channels, causing the
price difference between fishermen and consumers not to be high. Three
recommendations are offered to provide better marketing channels for
women, including empowerment through organizations, support from the
government, and awareness of the importance of fisherwomen in social and

economic structures.

INTRODUCTION

Indonesia is one of the maritime
countries with large coastal areas.
This condition is a major factor
determining the majority of
occupations and living habits of the
surrounding societies. Coastal areas,
according to the Law of the Republic
of Indonesia number 27 of 2007
concerning Management of Coastal
Areas and Small Islands, are
transitional areas between land and

KEYWORDS: fresh fish,marketing channel, marine, Sendangbiru

marine ecosystems affected by
changes both on land and at sea.

Coastal resources comprise
biological resources, non-biological
resources, artificial resources, and
environmental services. Biological
resources include fish, coral reefs,
seagrass beds, mangroves, and other
marine biota. Meanwhile, non-
biological resources include sand,
seawater, and seabed minerals.
Artificial  resources  encompass
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marine infrastructure and
environmental services.

Coastal communities are people
living in coastal areas, practicing
coastal values, and fully dependent
on coastal resources. These
communities are generally
categorized as poor communities
needing empowerment. Community
empowerment for coastal
communities is an effort to provide
facilities, encouragement, or
assistance to help them make the
best choices in utilizing coastal
resources sustainably.

Most people living in coastal
areas are fishermen, blantik, and
pengambek. A fisherman uses a ship
or small boat to fish at sea to meet
daily needs. Most fishermen live and
work around the sea (Rindawati,
2021). Meanwhile, blantik is a
traditional term, meaning a broker
for buying and selling, and
pengambek  means provider of
capital/loans.

One of the coastal areas with a
wealth of marine products is
Sendangbiru in  Sumbermanjing

Wetan, Malang, East  Java.
Sendangbiru directly faces the
Indian Ocean, which has the

potential for abundant fishing. The
port in Sendangbiru has an
important role in fishing activities,
from catching to selling. The harbor
is under Unit Pengelola Teknis
Pelabuhan Perikanan Pantai (UPT
PPP) [Coastal Fishing Port Technical
Management Unit] Pondokdadap,
one of the largest fishing harbors in
Malang for tuna, mackerel, and
skipjack.

Fishermen deliver or deposit
their fish to pengambek who then sell
the fish to large traders (Muda et al,
2028). The price set by pengambek is

a predetermined price based on the
size of the catch and years of
practice (Marpuah et al, 2020).
Thus, there is no standard price for
both  fishermen and traders.
Pengambek and fishermen make an
agreement, where pengambek is
willing to provide capital to help
fishermen go to sea, buy tools, and
maintain the ship, with the condition
that every catch must be deposited
with the pengambek who provide
loans (Kudrati & Isdianto, 2024).

This practice has positive and
negative sides for each party. The
relationship initially built based on
the principle of agreement and
symbiosis mutualism turns into
trust. It is because the agreement
process lacks legality and does not
have any proper documentation for
both pengambek, who provide capital
for the fishermen, and the
fishermen, who have to deposit their
catch. Another fact revealed is that
fishermen entrust the selling price to
pengambek as a price taker. The
downside for the fishermen is that
they can be disadvantaged by the
price set by the pengambek, which is
far below the market price. As for
the pengambek, they can be bound by
debt if the fishermen do not deliver
their catch (Kudrati & Isdianto,
2024).

Marketing channels are a path or
rule to build cooperation between
producers and potential consumers.
In addition, marketing involves not
only producers and consumers but
also  intermediaries. @A  good
marketing channel has the shortest
route between the producer and the
end consumer with little price
difference = between the two.
Channel-related problems occur not
only in agricultural commodities but
also in fisheries commodities.



Marketing Channels of Fresh Fish Products ...

(Sukesi, Yahya, Handayani, Rosalinda, Inggrida, Anggraini, Hadi)

This marketing concept
presupposes that the product must
be customized to consumer needs.
Strategic marketing emerges as a
result of continuous changes in
consumer  tastes and needs,
requiring renewal of product variety
and quality. Kotler et al. (2013)
suggest five terms of marketing

concept: (1) needs, wants, and
consumer demand; (2) market
offerings of goods, services, and
experiences; (3) consumer

satisfaction and value; (4) exchanges
and relationships; (5) markets. It
means that marketing is carried out
on the basis of understanding of
consumers’ needs and wants, market
offerings that provide satisfaction
and consumer value, and exchanges
between consumers and sellers in
different markets.

Marketing is more than just
selling and promoting activities. The
flow of goods from producers to
consumers is referred to as
marketing. Marketing institutions
play a role in making producers
prosperous and facilitate marketing.
Its role must lead to a smooth flow
of goods and services to meet
consumers in a certain period of
time, place, quantity, quality, and
price (Soetrisno & Suwandari, 2016).
The institutions involved in the
distribution of goods include (1)
producers, (2) middlemen or
intermediaries, and (3) end
consumers (Firdaus, 2009). Firdaus
(2009) further explains that
intermediaries can be divided into
two groups: (a) a merchant
middleman, an intermediary who
owns all the goods he/she markets,
including wholesalers and retailers,
and (b) an agent middleman, an
intermediary who does not take
ownership of all the goods he/she

handles, including facilitating and
supplemental agent.

Marketing channels can also be
interpreted as a collection of
interdependent organizations in the
process of producing goods and
services. Arbi et al. (2018) state that
there are simple and complex
marketing channels depending on
the type and structure of the
commodity = market. Monopoly
market systems have marketing
channels that tend to be simple
when compared to other market
systems. Soetrisno and Suwandari
(2016) divide marketing channels
into simple and complex channels.

Marketing institutions play an
important role in determining
marketing channels. Various
marketing institutions distribute

goods from producers to consumers.
Each agricultural product has a
different marketing channel. The
marketing channel of an item can
also change or differ depending on
the circumstances, time, and
technological advances available.

Kotler et al. (2013) broadly define
marketing as a social and managerial
process that involves individuals or
organizations getting what they need
or want by going through the
process of creating and exchanging
value with other parties. In
particular, marketing is a process

carried out by business
organizations that involves
customers, creates good

relationships with customers, and
builds customer value so that a
business organization gets rewards.
According to Shinta (2011),
marketing is all activities related to
the process of distributing products
and services from producers to
consumers.
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The concept of marketing is
different from sales. Marketing
focuses on the needs of the buyer,
while sales only focus on the needs
of the seller. Marketing focuses on
finding effective and efficient ways
to create customer satisfaction. This
relates to the product and everything
done, from production, distribution,
to consumers. Sales only focuses on
creating products to get rewards
(money) without paying attention to
customer needs (Kotler et al., 2013).

The distribution of fresh fish in
Sendangbiru involves a variety of
marketing channels. Long chain
flows can create high price
disparities between farmers and
traders to consumers (Lisanty et al.,
2020). Widyawati (2016) states that
the length of the chain of activity
will increase the existing marketing
margin and lower the farmer's
profit. Marketing activities begin
with fishermen going to sea and
selling fresh fish to traders. The next
activity is that traders, as one of the
marketing institutions, buy and
resell the fish. The transaction
process also  involves  price
bargaining between fishermen and
traders.

The price offered follows the
price of fresh fish in the market, but
the role of price shaper is held by
market prices. Traders act as price
takers, so traders have more
bargaining power amidst limited
market access. Fishermen bring their
fish to the traders as the fishermen
consider the traders to know the
market price of the fish. This
research looks at the marketing
channels of fisherwomen or fresh
fish sellers in Sendang Biru.

METHODS
Research Method

This research is a qualitative
study employing survey

methodology. Survey research can
examine either large or small
populations, and the data are
derived from samples drawn from
the community (Sugiyono, 2013).
The data in this research were
gathered through Focus Group
Discussions and interviews involving
selected groups.

Respondents

The respondents were chosen
using purposive and snowball
sampling. Purposive sampling is
used to carefully choose respondents
based on specific requirements
(Made, 2006). Based on the advice or
data from earlier respondents, the
snowball method was employed to
gather further information on other
potential respondents. In qualitative
research, the snowball technique is a
method that wuses important
respondents with a wealth of
knowledge to find other possible
respondents that meet the research
objectives' requirements (Ilyas et al.,
2021). The respondents were six
female traders with at least 3-year of
experience selling various fish types.

Marketing Channel

The path of a product or service
from the marketing agent to the
customer is known as the marketing
channel. The distance between the
product and the buyer, the nature of
the commodity, the size of the
production process, and the financial
condition of the producer affect the
duration of the marketing channel
(Pambudi et al, 2017). Descriptive
analysis was used to determine the
distribution channel model. Each
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marketing distribution channel was
described by categorizing all existing
channels. Descriptive analysis looks
at the causes of a particular
symptom and attempts to describe
the state of things as they were at the
time the research was conducted.

RESULTS AND DISCUSSION

General Description of
Sendangbiru, Tambakrejo

Sendangbiru is a coastal area
with potential for fisheries in
Tambakrejo, Sumbermanjing
Wetan, Malang. The potential of
fisheries in  Sendangbiru  is
supported by the coastal fishing port
called UPT PPP Pondokdadap. UPT
PPP Pondokdadap is a technical
implementation unit under the
Capture Fishery Sector of the East
Java  Provincial Maritime and
Fisheries Affairs Office established
based on East Java Governor
Regulation No. 74/2018. Fishing
ports are classified into four classes
or types: a. Class A Fishing Port,
referred to as the Ocean Fishing Port
(PPS); b. Class B Fishing Port,
referred to as the Nusantara Fishing
Port (PPN); c. Class C Fishing Port,
referred to as the Coastal Fishing
Port (PPP); and d. Class D Fishing
Port, referred to as Fish Landing
Base (PPI). The Fish Auction Place
(TPI) hosts fishermen's fish stalls
inaugurated by the Minister of
Maritime Affairs and Fisheries on
February 5, 2019.

Tambakrejo is one of the villages
located in the coastal area, which has
hilly land conditions and is
inhabited by approximately 8,200
people. Most of the livelihoods are
fishermen, and some are rain-fed
rice farmers. People living in
Tambakrejo have mixed lifestyles

and cultures. It is because
Tambakrejo, especially Sendangbiru
hamlet, residents come from various
regions, bringing various influences
and cultural patterns. However, they
generally prioritize togetherness and
mutual cooperation to develop their
village and meet the needs of the
community. Tambakrejo has a hilly
topography with moderate to steep
slopes at an altitude of (50-250) m
above sea level. The slope is quite
varied, flat with slopes (<3%),
relatively gentle with slopes (3-8%),
gentle with slopes (8-15%), rather
steep with slopes (25-40%), and very
steep with slopes (>40%).

Fresh Fish Marketing Channels in
Sendangbiru

An increase in the number of
fishermen generally occurs during
the fish season. The fish season (peak
season) is a period of time when fish
stocks in the waters reach a large
number with abundant catches. The
fish season in Sendangbiru and other
waters in Indonesia is strongly
influenced by the west and east
seasons, where each lasts for a
certain period of time. Besides, the
fish season is closely related to the
changing seasons. The fish season in
Sendangbiru waters can be divided
into three.

a. The peak season occurs from
July to October and is
characterized by large but
smooth winds, currents, and sea
waves moving from the east to
the southeast towards the west.
In this season, fishermen are
actively catching and installing
FADs as it is the harvesting time.

b. The medium season occurs from
April to May and November to
December and is characterized
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by strong winds with large waves
and a rough nature (breaking
waves). During this period,
fishermen still carry out fishing
activities but begin to decrease
somewhat.

c. The lean season occurs from
January to March, characterized
by large ocean currents and
waves, and usually coincides
with the rainy season. During
this season, fishermen rest and
do not actively go to the sea.
Generally, during this season,
local fishermen use the time to
repair fishing gear and boats,
while andon fishermen
(fishermen who fish outside their
home areas either permanently
or not within a certain period of
time) return to their homes.
Andon fishermen carry out
fishing activities outside their
native areas to increase the
productivity of their catches.

Pondokdadap Fish Auction Place
(TPI) is intended to further increase
fishermen's income and welfare
through reasonable fish prices,
which can protect fishermen from
unhealthy competition by traders or
middlemen. The open purchase of
fish by means of an auction releases
fishermen from buying fish using
bonds from pengambek/blantik or
middlemen that have  been
detrimental to fishermen. Fish
auctioned at the Fish Auction Place
(TPI) in 2008 decreased by 30.61%
compared to 2007. The highest fish
auctioned were skipjack, baby tuna,
tuna, and kite. Fish auctioned at TPI
every month tends to fluctuate and
is generally influenced by weather
factors and auction prices.

In Sendangbiru, marketing is
conducted using a fleet of trucks and

only occurs when there is a demand
from buyers. Sales and delivery are
in the form of fresh fish. Here, the
sale of processed fish is uncommon,
except for smoked fish. The
majority of fish sold is fresh. This is
why marketing does not utilize
online media; the sales system is that
buyers survey directly to the TPI or
can also obtain information from
friends or relatives.

During the in-depth interview, a
respondent expressed a desire for
online  marketing training to
facilitate business growth. Therefore,
revenue can be expected to increase,
not only from fresh fish but also
from the sale of processed fish,
particularly smoked fish, which can
serve as a distinctive feature of
Sendangbiru. The population in
Sendangbiru is primarily engaged in
fishing and trading. It is, therefore,
subject to competition between
businesses, particularly in the
context of auctions, which are
conducted to meet the demands of
consumers.

Offline marketing uses trucks
with ice block shavings without
plastic packaging for the fish. Trucks
are filled with ice blocks on which
ordered fish are placed. In this way,
fresh fish products last up to two
days. Besides fishermen, traders also
take part in the fish auction process.
Traders distribute the fish products
purchased to kiosks or several
places/regions. There are four
marketing channels in Sendangbiru.

1) Marketing Channel 1

A\

Kiosks

A4

Fisherman Blantik

Fishermen bring their catches to
blantik for processing. The blantik
then prepare or package the fish and
manage its distribution to various
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retail locations or kiosks. At the
kiosks, the fish is sold to consumers.
This marketing channel connects the
primary producer (fishermen) to the
end consumer through a series of
intermediaries that add value at each
stage. Coordination between
fishermen, blantik, and kiosks 1is
essential to maintain supply chain

efficiency and ensure timely
delivery to consumers.

2) Marketing Channel 2

Fisherman > Traders > Kiosks

Fishermen sell their catches to
small, medium, or large traders.
Most traders in Sendangbiru are
small and medium traders. Small
traders deal with local distribution,
while medium traders manage a
broader distribution to various retail
outlets in other cities. In the end, the
fish is distributed to kiosks, where it
is sold directly to consumers. In this
case, each stage of the channel
prioritizes maintaining the freshness
of the fish. Efficient logistics are
essential, especially as the fish
distribution through trader to retail
uses trucks with shaved ice to
prevent fish from spoiling.

3) Marketing Channel 3
’ Fisherman }—” Pengambek }—» Mid':-jilserr‘nen —>» Kiosks

This marketing channel has a
long path from fishermen to kiosks
to consumers. This long channel
makes a significant gap in price
between each channel. It starts with
the fishermen depositing their
catches with the pengambek. After
that, the pengambek sell them to small
or large fish middlemen, who then
distribute them to each kiosk.

4) Marketing Channel 4

Businesses

v

‘ Fisherman —| Pengambek

_Fish Kiosks
Middlemen

The fourth channel is similar to
the previous one but shorter.
Fishermen can bring their fish to
pengambek or fish middlemen,
usually medium-sized fish
middlemen, who then sell the fish to
kiosks or businesses. Business-
persons in Sendangbiru mostly sell
smoked fish to visitors or tourists.

Agent Description
a. Fisherman

Fishers are at the beginning of
the supply chain, capturing fish
from aquatic environments such as
seas, rivers, or lakes. Fishers use
various techniques and equipment,
such as nets or fishing rods,
depending on the type of targeted
fish and  fishing  conditions.
Fishermen provide raw products,
the freshly caught fish. This role is
particularly important as the quality
and type of fish caught form the
basis for other channels.

b. Blantik

Blantik refers to an intermediary
that can be a processing facility, a
distributor, or a combination of
both. This entity plays an important
role in handling fish after it is
harvested. Blantik is responsible for
processing, packaging, and ensuring
the fish is ready to market to various
sales outlets, including retail
locations like kiosks.

c. Kiosks

A kiosk represents the retail end
of the channel where consumers can
purchase the fish. It is typically a
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small stand or shop that sells directly
to the public. Kiosks are often found
in markets, street corners, or other
high-traffic areas where convenience
and accessibility are key. Kiosks
display and showcase the fish to
attract customers, make it available
for purchase, and handle customers’
transactions. The kiosk plays a vital
role in engaging with consumers,
offering them a direct way to
purchase fresh fish and potentially
influencing their buying decisions.

d. Traders

Traders are intermediaries that
facilitate the transport of fish from
fishers to retail outlets such as kiosks.
Traders can range in size, scope, and
involvement in adding multiple
layers of distribution and sales.
Traders are categorized into small,
medium, and large based on scale
and operations. Small traders are
typically local or regional and
operate on a smaller scale. They may
buy fresh fish directly from
fishermen or local auctions.
Meanwhile, medium traders operate
on a larger scale and in broader
areas. They often manage a more
substantial volume of fresh fish and
have better storage capabilities.
Furthermore, large traders are major
players in fish distribution. They
typically handle large volumes of
fish and have contracts with multiple
fishermen.

e. Pengambek

Pengambek refers to
intermediaries or local agents who
operate between the fisherman and
the next distribution. In
Sendangbiru, pengambek buy fish
directly from fishermen or at
auctions. They also sort and grade
the fish based on quality, type, and
size. Other than that, pengambek

provide capital or loans to fishermen
who will return the loans using the
fish catches. They also manage the
fish’s transportation, especially out-
of-town shipping, to
buyers/consumers.

f. Fish Middleman

A fish middleman acts as an
intermediary between pengambek and
the final retail outlets, such as kiosks.
In Sendangbiru, the middleman is
usually a small-scale distributor and
a local wholesaler.

g. Businesses

The business or entrepreneur
represents the final stage in the
marketing channel before the
product reaches the end consumer.
In Sendangbiru, many
entrepreneurs are engaged in fish
processing but are only limited to
processed, smoked fish, a superior
product or food specialty of Malang.
The business sells smoked fish
products to tourists or visitors.

Fish from Sendangbiru has three
types of quality, each with its own
price. The fish quality depends on
external conditions, weather and
season. From the 12" to 3¢ month,
the supply of fish is minimal, so the
price becomes expensive but with
not too good quality. The fish
mostly caught by fishermen are
skipjack and small/baby tuna. The
following are the quality and
characteristics of fresh fish from
Sendangbiru.

1) “Good” Quality

The eyes of the fish look bright
and clear; the eyeballs tend to be
black, with bright and shiny fish
scales. The main thing is that it does
not cause unpleasant or foul odors.
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Fish with this type of quality costs
IDR 15,000 - IDR 26,000 each.

2) “Semi” Quality

The eyes are bright, but the fish
is limp. The fish scales are no longer
bright. Although the fish is no longer
fresh, with meat that has begun to
adhere to the bones and skin, no
rotten odor occurs. Fish with this
quality costs IDR 10,000 - IDR
20,000 each.

3) “BS” Quality

This third quality is more
commonly referred to as unfresh
fish. The fish has a dark color with a
mushy meat texture or has lost its
firmness. Usually, this type of fish is
turned into processed fish products
and not sold fresh. It costs IDR
2,000 - IDR 8,000 each.

CONCLUSION

The marketing channel
involving pengambek has positive and
negative sides for each party. The
relationship built initially based on
the principle of agreement and
symbiosis mutualism turns into
trust. It is because the agreement
process lacks legality and does not
have proper documentation for both
pengambek, who provide capital for
the fishermen, and the fishermen,
who have to deposit their catch.
Another fact is that fishermen
entrust the selling price to pengambek
as a price taker. There are seven
stakeholders: fishermen, blantik,
kiosks, traders, pengambek, fish
middlemen, and businesses. All the
stakeholders distribute fresh fish
from fishermen to consumers.

Fresh fish from Sendangbiru
have three types of quality, each
with its own price. The fish quality

depends on the weather and season.
The fish mostly caught by fishermen
are skipjack and small/baby tuna.

The following can be done to
help women fish traders adopt more
efficient marketing channels.

. It is crucial to strengthen
Kelompok Usaha Nelayan
Perempuan Migran (KUPMIN)
[Migrant Fisherwomen Business
Group] or any fisherwomen
organizations in Sendangbiru.
These organizations help
Improve community access to
information, resources, and
better markets. In addition, they
can serve as a platform for
migrant fisherwomen and local
residents to collaborate, share
knowledge and experiences, and
develop sustainable joint
ventures. Strengthening
organizations also help negotiate
better  prices and expand
marketing networks for village
fisheries products.

2. The government and relevant
institutions need to provide
support in the form of training,
education, and access to
equipment and  technology
needed by migrant fisherwomen
to improve their skills and
competitiveness  for  market
expansion.

3. It is important to raise awareness
and recognize the role and
contribution of migrant
fisherwomen in the social and
economic structure. An inclusive
approach that respects the status
of migrant workers as equal
members of society is needed.
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