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INTRODUCTION 

The agricultural and home-based agro-industrial sectors play an important role in 
supporting rural livelihoods by generating employment, utilizing locally available resources, and 
creating household income (Barrett et al., 2019; Gómez-Jiménez et al., 2025; Umam, 2024; 
Nahatkar, 2025). In Polewali Mandar Regency, coconut is one of the principal smallholder 
plantation commodities, indicating that coconut-based processing has considerable potential to 
support local economic development (Badan Pusat Statistik Kabupaten Polewali Mandar, 2026). 
The availability of coconut resources provides rural communities with opportunities to produce 
higher-value commodities, including coconut brown sugar, rather than depending exclusively on 
the sale of unprocessed agricultural products (Kurniawan et al., 2025; Davila, 2020; Atapattu et 
al., 2024). 

Coconut brown sugar is produced by heating coconut sap until it reaches the 
concentration and consistency required for molding. Its distinctive sensory characteristics and 
potential as a natural sweetener provide opportunities for product development and market 
expansion (Hebbar et al., 2022; Sarpong et al., 2024; Sarkar et al., 2023; Saraiva et al., 2023). At 
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the household level, coconut brown sugar production can generate employment, involve family 
labor, and provide an important source of income. Kusumadewi et al. (2022), for example, found 
that brown sugar production contributed 50.10% of the total household income of the producers 
examined in their study. Similarly, Maulana & Okoye (2026), Matondang et al. (2017), Kitili et al. 
(2025) demonstrated that coconut sugar production was financially feasible and capable of 
generating income for producers. These findings indicate that coconut brown sugar agro-industry 
can contribute meaningfully to household economic welfare when production and marketing 
activities are managed effectively (Desrial et al., 2025; Srimarliani et al., 2024; Mayka et al., 2024). 

Despite this potential, the economic benefits received by producers are not determined 
solely by production capacity. Marketing arrangements influence selling prices, market reach, 
distribution costs, and the proportion of the final consumer price received by producers. Small-
scale coconut sugar producers commonly operate through intermediary-based marketing 
systems because they have limited access to market information, transportation, promotion, 
capital, and direct consumers.  

Although intermediaries facilitate product distribution, excessive dependence on them 
may weaken producers’ bargaining position and limit their ability to determine selling prices 
(Neirotti & Raguseo, 2021; Bougette et al., 2019; Zhang & Chung, 2020). Research on brown sugar 
traders has shown that product, price, distribution, and promotional practices must be managed 
together to increase sales and strengthen market performance (Chairani et al., 2024). Therefore, 
improvements in production alone may not substantially increase producer income unless they 
are accompanied by an appropriate marketing strategy. 

Oklander et al. (2024) and Rossi et al. (2014), changes in consumer behavior and 
communication technology also provide new marketing opportunities for small agro-industrial 
businesses. Digital marketing can help producer groups communicate product information, reach 
consumers beyond local markets, and reduce their dependence on conventional distribution 
channels. Chasanah et al. (2022), Bragg et al. (2017), Agus et al. (2024) and Sharma et al. (2021) 
demonstrated that website-based marketing could support the marketing activities of an organic 
coconut sugar business group.  

However, the adoption of digital marketing by rural producers may remain constrained 
by limited technological knowledge, institutional capacity, product standardization, and business 
organization. Strengthening producer groups or cooperatives is therefore important for 
improving market access, production coordination, product quality, and bargaining power. 
Badriah et al. (2025), Padma et al. (2025), Ilmy et al. (2026) similarly emphasized the relevance 
of institutional strengthening, product development, and market-oriented strategies to the 
development of coconut sugar enterprises. 

In Pasiang Village, Matakali District, coconut brown sugar production constitutes a 
household-based economic activity and a source of income for local artisans. However, its 
economic potential has not been fully realized because marketing remains largely traditional. 
Producers face low selling prices at the producer level, lengthy distribution channels, limited 
promotional activities, restricted access to market and price information, and substantial 
dependence on collectors (Mgale & Yunxian, 2020; Gebru et al., 2014; Shiferaw et al., 2016).  

These conditions may produce price disparities across marketing actors and prevent 
artisans from obtaining an equitable share of the product’s final market value. Consequently, the 
sustainability of the business and its contribution to household welfare depend not only on the 
availability of coconut raw materials but also on the efficiency of marketing channels and the 
capacity of producers to respond to internal and external business conditions. 

Previous studies have examined the financial feasibility of coconut sugar production 
(Ekawati et al., 2022), its contribution to household income (Kusumadewi et al., 2022), digital 
marketing applications (Chasanah et al., 2022), business-development strategies through 
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producer institutions (Francesconi & Wouterse, 2015; Rytkönen et al., 2023), and marketing 
practices among brown sugar traders (Chairani et al., 2024). Nevertheless, these studies were 
conducted in different geographical and institutional contexts. Limited research has specifically 
examined the configuration of coconut brown sugar marketing channels in Pasiang Village while 
integrating the experiences of producers and marketing actors with an assessment of internal 
and external strategic factors. Furthermore, the relationship between marketing constraints, 
alternative marketing strategies, and the welfare of coconut brown sugar artisans in this locality 
has not been adequately explained. 

To address this gap, the present study analyzes the marketing of coconut brown sugar in 
Pasiang Village, Matakali District, Polewali Mandar Regency. Specifically, the study aims to 
identify the existing marketing channels, examine the internal and external factors affecting 
coconut brown sugar marketing, formulate appropriate marketing alternatives using the 
Strengths, Weaknesses, Opportunities, and Threats framework and the Internal Factor Analysis 
Summary and External Factor Analysis Summary matrices, and explain the implications of these 
strategies for artisan income and community welfare. By integrating marketing-channel analysis 
with strategic analysis, the study is expected to provide context-specific recommendations for 
improving market access, distribution efficiency, producer bargaining power, and the economic 
contribution of coconut brown sugar production without altering the traditional character of the 
local enterprise. 

METHODS 

Location and Time of Research 

This research was conducted in Pasiang Village, Matakali District, Polewali Mandar 
Regency, from May to June 2026. The research location was purposively selected. The village has 
significant potential for the coconut palm sugar business, supported by the abundant availability 
of coconut raw materials and the fact that some residents operate coconut palm sugar processing 
businesses as a source of income. Furthermore, Pasiang Village was deemed relevant as a 
research location due to various marketing challenges, such as dependence on intermediaries, 
limited promotion, and price fluctuations at the producer level. Therefore, it aligns with the 
research objective of marketing strategies to improve community welfare. Purposive sampling, 
or deliberate location selection, was used because the researchers selected locations deemed 
most appropriate to the characteristics and needs of the research. This approach is commonly 
used in agricultural socioeconomic research to obtain more specific and in-depth data (Tanjung 
et al., 2023). 

Population and Sample 

The population in this study comprised all actors involved in the coconut brown sugar 
marketing system in Pasiang Village, Matakali District, Polewali Mandar Regency, including 
coconut brown sugar farmers/craftsmen, collectors, wholesalers, and retailers. The sample was 
determined using purposive sampling, which involves the deliberate selection of respondents 
based on specific criteria aligned with the research objectives. The respondents included 
farmers/craftsmen actively producing and selling coconut brown sugar, traders directly involved 
in the purchase and sale of coconut brown sugar, and marketers with information on prices and 
marketing costs. The sample size was adjusted based on field conditions and the availability of 
respondents, ensuring that the data obtained represented the coconut brown sugar marketing 
patterns at the research site. 

Research Type and Approach 

Descriptive qualitative research is a type of research that describes social phenomena 
comprehensively, in-depth, and as they are, using data in the form of words, narratives, or images 
from natural sources without statistical manipulation (Akbar, 2024). 
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Research Location and Time 

This research was conducted in Pasiang Village, Matakali District, which was selected as 
the research location because it had characteristics that matched the focus of the study and were 
relevant to the research problem. This village was deemed capable of providing the necessary 
data and information comprehensively through the activities and socio-economic conditions of 
the local community. The research period lasted three months, from May to June, covering the 
preparation phase, data collection, and data analysis. Purposeful site selection is the process of 
selecting a research location or unit based on specific objectives and criteria that align with the 
research focus, rather than randomly. In qualitative research, this is often done using purposive 
sampling, a strategy of selecting locations or cases deemed to have the most relevant and in-depth 
information about the phenomenon being studied (Muhajirin et al., 2024). 

Data Collection Techniques 

Observation 

Observation is a data collection technique in which researchers directly observe behavior, 
phenomena, or situations being studied in the field to obtain information related to the research 
focus in a natural and contextual manner. The goal is to understand what actually happens 
without the influence of other instruments. 

Interviews 

Interviews are a data collection technique in which researchers interact directly with 
informants through questions and answers to obtain data in the form of respondents' 
perceptions, experiences, views, or meanings related to the topic being studied. In qualitative 
research, interviews are often conducted in-depth (Wahyuni & Fajarini, 2025). 

Documentation 

Documentation is a data collection technique that involves collecting documents, 
archives, notes, photographs, recordings, or other written materials relevant to the research to 
support or complement the data obtained from observations and interviews (Yuharqie & indah, 
2025). 

Data Analysis Techniques 

Data analysis in qualitative research is conducted using the Miles and Huberman model, 
which includes three main stages: data reduction, data presentation, and conclusion 
drawing/verification. Data reduction is the process of selecting, focusing, simplifying, and 
grouping raw data obtained from observations, interviews, and documentation to align with the 
research focus. The reduced data is then presented in descriptive narrative form, tables, or 
matrices to facilitate researchers in understanding patterns, relationships, and trends among the 
data. The final stage is conclusion drawing and verification, which is the process of assigning 
meaning to the presented data and repeatedly rechecking conclusions until valid and accountable 
results are obtained. This analysis model is interactive and ongoing throughout the research 
process, making it highly suitable for use in descriptive qualitative research to gain a deep and 
systematic understanding of phenomena (Zahrani & Penmardianto, 2024). 

RESULTS AND DISCUSSION 

Respondent Characteristics 

The study involved 36 respondents representing actors associated with coconut brown 
sugar production and marketing in Pasiang Village. The respondents consisted of producers, 
collectors, a supplier, a retailer, and a consumer. Their demographic and business characteristics 
are summarized in Table 1. 
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Table 1. Characteristics of Respondents 

Characteristic Category Frequency Percentage (%) 

Gender 
Male 17 47.22 

Female 19 52.78 

Age 

20–30 years 8 22.22 
31–40 years 10 27.78 
41–50 years 10 27.78 

>50 years 8 22.22 

Education 

No formal education 3 8.33 
Elementary school 16 44.44 
Junior high school 9 25.00 
Senior high school 8 22.22 

Role in the business 

Producer 31 86.11 
Collector 2 5.56 
Supplier 1 2.78 
Retailer 1 2.78 

Consumer 1 2.78 

Business experience 

1–5 years 11 30.56 
6–10 years 15 41.67 

11–15 years 7 19.44 
>15 years 3 8.33 

Family dependents 
0–2 persons 17 47.22 
3–4 persons 14 38.89 
≥5 persons 5 13.89 

Source: Processed primary data, 2026. 

Women constituted 52.78% of the respondents, indicating that coconut brown sugar 
production and marketing involve both male and female household members. Most respondents 
were between 31 and 50 years old, showing that the business is predominantly operated by 
individuals of productive working age. Producers accounted for 86.11% of the respondents, 
consistent with the study’s focus on coconut brown sugar production and marketing. Although 
more than half of the respondents had either no formal education or only elementary education, 
69.44% had operated their businesses for more than five years. This suggests that respondents 
possessed substantial practical experience, even though their formal knowledge of business 
management, market analysis, product development, and digital promotion may remain limited. 

Economic Performance of Coconut Brown Sugar Production 

The economic performance of coconut brown sugar production was examined using 
average revenue, production costs, income, and the B/C ratio. The results are presented in Table 
2. 

Table 2. Economic Performance of Coconut Brown Sugar Production 

Indicator Average value 
Revenue Rp7,557,212.90 

Production costs Rp2,445,968.31 
Income Rp5,111,244.60 

B/C ratio 2.055 

Source: Processed primary data, 2026. 

The average income of Rp5,111,244.60 was obtained from the difference between 
average revenue and average production costs. The B/C ratio of 2.055 indicates that the benefits 
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generated by the business exceeded its costs. Therefore, coconut brown sugar production was 
economically feasible under the conditions observed during the study. 

This finding concerns production-level feasibility and does not, by itself, establish 
marketing-channel efficiency. An evaluation of marketing efficiency would require additional 
information on producer prices, consumer prices, distribution costs, marketing margins, and 
farmer’s share. 

Marketing Actors and Distribution Channels 

The marketing actors consisted of producers, collectors, a supplier, and a retailer. 
Producers processed coconut sap into coconut brown sugar. Collectors purchased products from 
producers and combined relatively small production volumes. The supplier distributed products 
in larger quantities, while the retailer sold them to final consumers. 

Three marketing channels were identified: 

Producer → Collector → Supplier → Retailer → Consumer  

Producer → Supplier → Retailer → Consumer  

Producer → Collector → Retailer → Consumer  

Channel I was the longest because it involved three marketing intermediaries before the 
product reached consumers. Channels II and III were shorter because each involved two 
intermediaries. Based on the information obtained from respondents, Channel II was considered 
relatively favorable because it involved fewer marketing actors than Channel I and reportedly 
provided a better selling price to producers. However, complete data on the prices, costs, and 
margins associated with each channel were not presented. Therefore, Channel II should be 
described as relatively favorable based on the field findings, rather than conclusively classified as 
the most efficient marketing channel. 

Internal Factor Analysis 

The IFAS matrix was used to evaluate the strengths and weaknesses affecting coconut 
brown sugar marketing in Pasiang Village. The internal factors included raw-material availability, 
profitability, producer experience, production costs, technology, business scale, intermediary 
dependence, market information, and bargaining power. 

Table 3. IFAS Matrix 

No. Internal factors Weight Rating Weighted score 
 Strengths    

1 Abundant availability of raw materials 0.15 4 0.60 
2 Profitable business performance (B/C ratio > 2) 0.12 4 0.48 
3 Extensive producer experience 0.10 3 0.30 
4 Relatively low production costs 0.08 3 0.24 
 Reported subtotal of strengths 0.55  1.92 
 Weaknesses    

5 Simple production technology 0.10 2 0.20 
6 Small business scale 0.10 2 0.20 
7 Dependence on intermediaries 0.07 2 0.14 
8 Limited access to market information 0.10 2 0.20 
9 Weak producer bargaining position 0.08 2 0.16 
 Subtotal of weaknesses 0.45  0.90 
 Reported total IFAS score 1.00  2.82 

Source: Processed primary data, 2026. 
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The reported IFAS score of 2.82 indicates that the internal position of the business was 
relatively favorable. The reported strength score of 1.92 was greater than the weakness score of 
0.90. Raw-material availability and business profitability received the highest weighted scores 
among the listed strengths. Among the weaknesses, simple technology, small business scale, and 
limited access to market information received the highest weighted scores. 

A numerical inconsistency was identified in the original IFAS matrix. The four displayed 
strength weights total 0.45, while the reported strength weight is 0.55. Similarly, the displayed 
strength scores total 1.62, whereas the reported subtotal is 1.92. This suggests that one strength 
factor with a weight of 0.10 and a weighted score of 0.30 may be missing from the original table. 
The authors must verify the original questionnaire or scoring worksheet and restore the missing 
factor before publication. The value should not be reconstructed without reference to the original 
data. 

External Factor Analysis 

The EFAS matrix was used to evaluate the opportunities and threats influencing coconut 
brown sugar marketing. 

Table 4. EFAS Matrix 

No. External factors Weight Rating Weighted score 
 Opportunities    

1 Relatively stable market demand 0.15 4 0.60 
2 Opportunity to shorten marketing channels 0.12 3 0.36 
3 Government support for MSMEs 0.10 3 0.30 
4 Potential market expansion 0.10 3 0.30 
 Subtotal of opportunities 0.47  1.56 
 Threats    

5 Market-price fluctuations 0.13 2 0.26 
6 Competition from other products 0.12 2 0.24 
7 Dependence on intermediaries 0.15 2 0.30 
8 Weather-related production risks 0.13 2 0.26 
 Subtotal of threats 0.53  1.06 
 Total EFAS score 1.00  2.62 

Source: Processed primary data, 2026. 

The EFAS score of 2.62 indicates that the external environment provides opportunities 
for developing the coconut brown sugar business. The opportunity score of 1.56 exceeded the 
threat score of 1.06. Stable market demand was the most influential opportunity, while 
dependence on intermediaries was the threat with the highest weighted score. Nevertheless, the 
presence of opportunities does not guarantee business growth. Producers need the technical, 
organizational, and marketing capacity to respond to market demand, access government 
assistance, and reach broader markets. 

Strategic Position 

The strategic position was determined by calculating the differences between the strength 
and weakness scores and between the opportunity and threat scores: 

X=S−W=1.92−0.90=1.02 Y=O−T=1.56−1.06=0.50 

The coordinates (1.02,0.50) place the coconut brown sugar business in Quadrant I. This 
position indicates that the business possesses internal strengths and faces external opportunities 
that can support development. Therefore, the strategic direction is a growth-oriented strategy. 
However, the coordinates depend on the reported strength subtotal of 1.92. Because the original 
IFAS matrix contains a missing or undisplayed factor, the strategic coordinates must be 
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recalculated after the internal matrix has been verified. If the subtotal of 1.92 is confirmed 
through the original scoring data, the Quadrant I position remains valid. 

SWOT Matrix and Alternative Strategies 

The SWOT matrix was developed by matching internal strengths and weaknesses with 
external opportunities and threats. It produced four groups of strategies: SO, WO, ST, and WT. 

Table 5. SWOT Matrix 

Internal 
factors 

Opportunities Threats 

Strengths 

SO strategies 1. Use available raw 
materials and producer experience to 

meet confirmed market demand. 2. 
Improve product quality and 
consistency to access broader 

markets. 3. Develop more direct 
relationships with suppliers, 

retailers, and other potential buyers. 
4. Utilize government support for 

training, packaging, promotion, and 
business development. 

ST strategies 1. Improve product 
quality to strengthen competitiveness. 

2. Use producer experience to 
maintain production consistency. 3. 
Emphasize the product’s traditional 

process and local origin. 4. Use 
production-cost efficiency to respond 

to market-price fluctuations. 

Weaknesses 

WO strategies 1. Improve processing 
and packaging through practical 

training. 2. Establish or strengthen 
producer groups and cooperatives. 3. 
Increase access to market and price 
information. 4. Introduce accessible 

digital promotion through messaging 
applications and social media. 

WT strategies 1. Shorten marketing 
channels where technically and 
economically feasible. 2. Reduce 

dependence on a single intermediary 
by developing relationships with 

multiple buyers. 3. Strengthen 
collective production and marketing 
coordination. 4. Adjust production 

commitments to weather-related raw-
material availability. 

Source: Developed from processed primary data, 2026. 

The SWOT results support an integrated growth strategy comprising product-quality 
improvement, market expansion, distribution efficiency, access to market information, and 
producer institutional strengthening. The strategy should be implemented gradually and 
adjusted to the technical, financial, and organizational capacities of the producers. 

Determining Strategic Position (SWOT Quadrant) 

Calculating strategic position: 

X = Strength – Weakness = 1,92 – 0,90 = 1,02 

Y = Opportunity – Threat = 1,56 – 1,06 = 0,50 
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Figure 1. SWOT Strategic Position of Coconut Brown Sugar Marketing in Pasiang Village 

The coordinates (1.02; 0.50) are in Quadrant I (Aggressive Strategy/Growth Strategy). 
This position indicates that the coconut palm sugar business is in a favorable position due to its 
strong internal strengths and supportive external opportunities. Therefore, the most appropriate 
strategy is Leveraging strengths to seize opportunities, Expanding markets and increasing 
production, Shortening marketing channels and Improving producers' bargaining position. Based 
on the IFAS and EFAS matrices, it can be concluded that the marketing strategy for coconut brown 
sugar in Pasiang Village should be directed at an aggressive strategy (growth strategy), with a 
focus on: Market development, Distribution efficiency and Strengthening producer institutions. 
This strategy is expected to increase the income and welfare of coconut palm sugar artisans. 

Drawing Conclusions and Verification 

The marketing strategy for coconut brown sugar in Pasiang Village remains suboptimal 
and should be directed toward shortening marketing channels where economically feasible, 
expanding producers’ market access, and strengthening producer institutions. The dominant 
factors influencing marketing performance are the length of the distribution channel, limited 
access to markets and price information, and producers’ weak bargaining position. 
Improvements in these areas have the potential to increase producer income and farmer’s share 
while reducing price disparities among marketing actors. Therefore, a more efficient and well-
organized marketing strategy may contribute to improving the household economic welfare of 
coconut brown sugar producers. 

Economic Feasibility and Household Livelihoods 

The financial results indicate that coconut brown sugar production provides positive 
returns to producers in Pasiang Village. The B/C ratio of 2.055 suggests that the business is 
economically feasible under the conditions observed. This result is consistent with Ekawati et al. 
(2022), who found that coconut sugar production in Mempawah Regency generated positive 
income and was financially feasible. Feasibility at the production level does not mean that 
producers receive the maximum possible return from the marketing system. Production 
profitability is determined by the relationship between revenue and production costs, whereas 
marketing performance is also influenced by producer prices, marketing costs, distribution 
arrangements, and bargaining power. Consequently, a profitable enterprise may continue to face 
marketing constraints that reduce the share of value obtained by producers. 

The respondents’ characteristics show that coconut brown sugar production is closely 
connected to household livelihoods. Women represented 52.78% of the respondents, and many 
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respondents had family dependents. The activity therefore provides both employment and 
income within artisan households. Kusumadewi et al. (2022) found that brown sugar production 
contributed 50.10% of household income among the producers included in their research. 
Although the present study did not calculate the precise contribution to total household income, 
its financial findings indicate that the business represents an economically important livelihood 
activity. The welfare implications should nevertheless be limited to the indicators examined. The 
study did not directly assess education, health, housing, household expenditure, or other 
dimensions of welfare. Therefore, the findings support the potential contribution of improved 
marketing to producer income and household economic welfare, rather than demonstrating 
comprehensive improvement in community welfare. 

Marketing Channels and Intermediary Dependence 

The three marketing channels demonstrate that producers rely on collectors, suppliers, 
and retailers to distribute coconut brown sugar. These intermediaries consolidate small 
production volumes, arrange transportation, connect producers with buyers, and sell products to 
consumers. Their involvement is particularly important when individual producers have limited 
transportation, capital, market information, or access to final consumers. Dependence on 
intermediaries is therefore not inherently disadvantageous. Collectors can reduce producers’ 
marketing responsibilities by purchasing products directly from production locations. 
Nevertheless, problems arise when producers depend on a small number of buyers and have 
limited access to current price information. Under these conditions, producers may have little 
influence over price determination. 

Channel II was reported as relatively favorable because it contains fewer marketing actors 
than Channel I and provides a better selling price to producers. A shorter channel can reduce 
repeated handling and the accumulation of margins. However, shortening a marketing channel 
also transfers transportation, storage, promotion, and customer-management responsibilities to 
producers or their organizations. For this reason, a shorter channel is not automatically more 
efficient. Its efficiency depends on whether the higher price received by producers exceeds the 
additional marketing costs and responsibilities they assume. Because the study does not present 
complete comparative data, Channel II should be treated as a promising alternative rather than 
conclusively identified as the most efficient channel. 

Chairani et al. (2024) similarly demonstrated that brown sugar marketing performance 
depends on the combined management of product, price, distribution, and promotion. The 
marketing problem in Pasiang Village therefore cannot be resolved simply by removing 
intermediaries. Producers also require reliable information, consistent product quality, 
alternative buyers, and the capacity to manage distribution. 

Interpretation of the IFAS Results 

The reported IFAS score of 2.82 indicates that internal strengths exceed internal 
weaknesses. The availability of coconut raw materials supports production continuity, while 
producer experience contributes to the preservation of processing knowledge. The B/C ratio also 
confirms that producers have an economic incentive to continue the business. Several strengths 
require cautious interpretation. Family labor may reduce cash expenses, but it remains an 
economic input that should be recognized when determining actual production costs. Raw-
material availability also does not guarantee consistent output because the quantity and quality 
of coconut sap can be affected by weather and harvesting conditions. 

The weaknesses identified in the IFAS matrix are closely interconnected. Simple 
technology can affect product consistency, while small production volumes make it difficult for 
individual producers to supply larger markets. Limited market information increases 
dependence on intermediaries, and this dependence weakens producers’ bargaining power. 
These conditions show that the marketing constraints are structural rather than isolated. 
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Technology improvement should preserve the traditional nature of coconut brown sugar 
production. It should focus on practical improvements in hygiene, heating control, product 
consistency, standardized weight, storage, and packaging. Beegum et al. (2022) and Santiago et 
al. (2024) found that processing conditions influence the chemical and sensory characteristics of 
coconut sugar. Consequently, better production control can improve market acceptance without 
replacing traditional processing methods. 

Interpretation of the EFAS Results 

The EFAS score of 2.62 indicates that opportunities outweigh threats. Relatively stable 
demand, government support, alternative distribution channels, and broader markets provide 
potential directions for development. Nevertheless, producers can benefit from these 
opportunities only when they can meet buyer requirements, supply products consistently, and 
manage distribution. Government support should be directed toward producers’ practical needs, 
including quality control, packaging, bookkeeping, market information, and buyer connections. 
Assistance focused only on the distribution of equipment may have limited effect if producers 
lack the organization and market access required to use it productively. 

External threats also remain significant. Price fluctuations can reduce income stability, 
competition can restrict producers’ ability to increase selling prices, and weather can disrupt sap 
availability. Producers should therefore avoid expanding production beyond realistic market 
demand and raw-material capacity. 

Interpretation of the SWOT Position 

The Quadrant I position supports a growth-oriented strategy because the reported 
strengths and opportunities exceed the weaknesses and threats. However, this result should not 
be interpreted as a recommendation for rapid production expansion. Increasing production 
without confirmed demand, consistent quality, storage, and distribution could result in unsold 
products or declining prices. A more appropriate interpretation is controlled and market-
oriented growth. Producers should improve product quality, strengthen market connections, and 
increase production only when demand can be reasonably confirmed. This approach is consistent 
with the existing nature of the business because it does not replace household production or 
traditional processing. 

The SO strategies use raw-material availability, producer experience, and profitability to 
respond to market opportunities. These strengths can support gradual production development 
and broader market access. Nevertheless, market development should precede or accompany 
production expansion. The WO strategies address internal limitations through training and 
institutional support. Producer groups or cooperatives could combine production volumes, 
purchase packaging materials collectively, distribute price information, and negotiate with 
buyers. Karta et al. (2026) emphasized the importance of cooperative-based development for 
improving the added value and market orientation of coconut sugar enterprises. 

Forming a producer group does not automatically improve marketing. The group must 
have transparent management, active member participation, clear responsibilities, and 
measurable economic benefits. Otherwise, it may become an administrative organization without 
resolving the actual constraints faced by producers. The ST strategies use product quality, 
producer experience, and relatively low costs to respond to competition and price fluctuations. 
Producers should avoid competing exclusively through low prices. Instead, they can differentiate 
their products through consistent quality, traditional processing, and local identity. These 
characteristics must be supported by reliable production standards and packaging. 

The WT strategies focus on reducing vulnerability. Access to price information and 
relationships with multiple buyers can reduce excessive dependence on a single intermediary. 
Collective marketing may also improve negotiation, although it requires coordination of product 
quality, volume, and delivery schedules. 
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Market Expansion and Digital Promotion 

Digital promotion provides an opportunity to introduce coconut brown sugar to markets 
beyond Pasiang Village. Chasanah et al. (2022) found that website-based marketing supported 
the marketing activities of an organic coconut sugar business group. For the producers in Pasiang 
Village, simpler tools such as messaging applications, social media, and electronic catalogues may 
be more appropriate than a complex e-commerce system. Nevertheless, digital promotion should 
not be presented as an independent solution. It requires consistent products, clear prices, 
attractive packaging, sufficient production, responsive communication, and reliable delivery. 
Without these elements, online promotion could generate orders that producers are unable to 
fulfill. 

Digital marketing should therefore be developed gradually. Producer groups could 
initially assign one member to manage product information and buyer communication. More 
advanced platforms could be considered after the producers demonstrate the ability to manage 
product quality, orders, payments, and distribution consistently. 

Implications for Artisan Welfare 

The proposed strategies have the potential to improve household economic welfare by 
increasing price transparency, broadening market access, strengthening bargaining power, and 
supporting more stable income. However, these outcomes remain prospective because the 
proposed strategies had not been implemented and evaluated when the study was conducted. 
The study should therefore avoid stating that an aggressive marketing strategy has already 
improved welfare. A more evidence-based conclusion is that the strategy may improve producer 
income and household economic welfare if implemented successfully. An assessment of its actual 
impact would require comparison of income and welfare indicators before and after 
implementation. 

The findings represent the specific context of Pasiang Village and should not be 
generalized directly to all coconut brown sugar producers. The study involved 36 purposively 
selected respondents, and the IFAS and EFAS weights and ratings include elements of stakeholder 
and researcher judgment. The original IFAS matrix also contains a numerical inconsistency 
caused by an undisplayed strength factor. The authors must verify this factor using the original 
questionnaire or scoring worksheet before confirming the total score and strategic coordinates. 
The absence of complete marketing-margin, farmer’s-share, and multidimensional welfare data 
limits conclusions regarding channel efficiency and welfare improvement. Future research 
should calculate these indicators and evaluate changes after the recommended strategies have 
been implemented. 

CONCLUSION 

The marketing strategy for coconut brown sugar in Pasiang Village, Matakali District, is 
still simple and traditional. The marketing system utilizes several distribution channels, including 
wholesalers, suppliers, retailers, and a small portion of direct marketing to consumers. The most 
appropriate marketing strategy, based on the SWOT analysis, is an aggressive strategy (growth 
strategy), utilizing existing strengths to seize market opportunities through product quality 
improvement, market expansion, distribution efficiency, and strengthening producer 
institutions. Factors influencing the marketing of coconut brown sugar consist of internal and 
external factors. Internal factors include the abundant availability of coconut raw materials, 
producer business experience, relatively low production costs, simple production technology, 
small business scale, and weak producer bargaining power. External factors include stable 
market demand, government support for MSMEs, market expansion opportunities, price 
fluctuations, competition with other products, and weather factors that impact coconut sap 
production. The impact of marketing strategies on the welfare of coconut brown sugar artisans 
indicates that the better the marketing strategy implemented, the greater the opportunity to 
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increase community income. An effective marketing strategy can increase the selling price of 
products, expand the market, reduce price disparities, and increase farmer's share, thus having a 
positive impact on the welfare of the coconut palm sugar artisan community in Pasiang Village, 
Matakali District. 
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