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Abstract. This study aims to analyze the influence of farmer institutional roles, 

access to market information, and marketing capacity on the marketing strategies 

of shallot farmers in Tindalun Village, Enrekang Regency, South Sulawesi, 

Indonesia. The research method used a quantitative approach with Partial Least 

Squares–Structural Equation Modeling (PLS-SEM) analysis techniques. The 

study respondents numbered 150 farmers selected through purposive sampling 

techniques. The findings reveal that farmer institutions and marketing capacity 

exert a positive and significant influence on marketing strategies, whereas access 

to market information does not exhibit a significant effect. Simultaneously, all 

three independent variables had a significant effect on marketing strategies with 

an R² value of 0.385, which is categorized as moderate. These findings indicate 

that the success of marketing strategies is more determined by internal strengths 

such as institutional support and marketing capacity, while access to market 

information requires digital literacy support, training, and adequate 

infrastructure. This study recommends increasing marketing capacity and 

strengthening institutions as top priorities, as well as optimizing the use of 

market information to strengthen the competitiveness of shallot products. 

Keywords: Farmer Institutions, Access to Market Information, Marketing Capacity, 

Marketing Strategy, Shallots. 

1 Introduction 

Indonesia is known as an agricultural country, supported by abundant natural resources, 

fertile soil, and a tropical climate that supports various types of agriculture. The 

agricultural sector plays a strategic role in the national economy, both in terms of food 

supply, job creation, and contribution to Gross Domestic Product (GDP). Data from the 

Central Statistics Agency shows that in 2023, the agricultural sector contributed 

approximately 11.77% to national GDP, making it the third largest sector after the 

manufacturing industry and trade [1]. In addition to its contribution to GDP, the 

agricultural sector also absorbs a large workforce. As of February 2024, it was 

recorded that 38.2 million people, or approximately 27.2% of the total national 

workforce, worked in the 
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The study’s

enterprises is largely determined by farmers’ ability to possess

issue of farmers’ weak bargaining position, as also indicated by previous research [12]

farmers’

through farmers’ creativity in utilizing the potential of local 

— —

factors hindering farmers’ participation in the market [15].
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outer model test results, including Cronbach’s Alpha, AVE, and Composite 
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implying that the higher the farmer’s

that institutional support and farmers’ marketing capacity are the primary drivers of 
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this study, Marketing Capacity encompasses farmers’ ability to understand market 
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