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ABSTRACT	Comment by COMPAQ: Modify abstract
 (
Handline fishing is a traditional fishing gear still widely used by fishermen to exploit fish resources. Handline fishing is relatively simple and plays a role in supporting the supply of catches and competing with various modern fishing gear. Due to its crucial role, the sustainability of this fishery requires a more in-depth review through analysis of catch production and marketing. This study aims to analyze the margins and marketing efficiency of handline fishing for pelagic fish. This study used a survey method with a direct interview approach with a number of respondents, including boat owners, fishermen, collectors, retailers, and end consumers. The study is a descriptive quantitative study with a purposive sampling method.The results of the study indicate that the percentage margin of consumer prices received by fishermen is 40%, the margin from fishermen to collectors is 10%, from collectors to retailers is 10%, and from retailers to end consumers is 40%. Based on calculations, the marketing efficiency value reaches 60%. This condition indicates that the handline fishing market structure is still inefficient, because most of the added value in the distribution chain is dominated by retailers. Efforts to overcome this require a strategy to improve fishermen's bargaining position by strengthening marketing institutions and developing a fairer distribution network, so that fishermen's welfare can improve and the sustainability of handline fishing can be maintained.
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1. INTRODUCTION







Smallscale fisheries play a crucial role in maintaining food security, providing employment, and improving the welfare of coastal communities, particularly in developing countries like Indonesia (Béné et al. 2016; FAO 2020). As one of the world's largest archipelagic countries, Indonesia boasts a diverse range of capture fisheries, including smallscale fisheries that rely on simple fishing gear, yet still contribute to national fisheries production (Girsang & Haluan, 2016; Serang et al. 2025). One such fishing gear is the handline, which is relatively environmentally friendly, labor-intensive, and widely used by fishermen to catch high-value fish (Monintja 2000; Nikijuluw 2002; Purwanto, 2019; Salas et al. 2007). Furthermore, handline technology is more readily accepted by traditional fishermen because it does not require large capital investments or complex fishing gear (Anis et al. 2015).
Fish Landing Sites (TPI) in the fisheries supply chain serve as the primary hub for distributing fishermen's catches to end consumers. However, the problem faced is an unbalanced market structure, where fishermen enjoy a weak bargaining position compared to collectors and retailers. This results in intermediaries enjoying more added value from the catch than fishermen, the primary producers (Nurdin et al. 2020; Nurani & Wisudo 2016). This situation is also found at the Beba TPI in Takalar Regency, one of the centers of capture fisheries activity in South Sulawesi.
Previous research in Indonesia examining marketing margins and efficiency issues, including Asmarawatiet al. (2021), found that marketing margins for tuna in Jeneponto were largely controlled by traders, while fishermen received only a small share of the consumer price. Nurdin et al. (2020) showed that the market structure for smallscale fishermen's catches in South Sulawesi tends to be characterized by a small number of buyers and a large number of sellers (oligopsony), so prices are determined by buyers, not fishermen. Saputra et al. (2020) in the northern coast of Central Java confirmed that the length of the distribution chain reduces marketing efficiency, while Susilowati (2015) found that high margins at the intermediary level are a factor in fishery marketing inefficiency in various regions of Indonesia.
Although numerous studies on marketing margins and efficiency have been conducted, most have focused on specific fish species or regions with distinct market characteristics. The novelty of this research lies in its examination of the handline fishery at the Beba Fish Farming Center (TPI), Takalar, which has received relatively little academic attention, despite being a hub for smallscale fisheries in South Sulawesi with unique market distribution dynamics. Furthermore, this study combines simultaneous analysis of marketing margins and marketing efficiency, thereby depicting the comprehensive distribution of added value along the supply chain.
This research is important because its results can provide evidencebased policy recommendations regarding improving fishermen's bargaining power, developing marketing institutional strategies, and achieving a more equitable distribution of added value. This research makes an academic contribution to enriching the literature on fisheries marketing and a practical contribution to supporting the economic and social sustainability of handline fishing communities in coastal areas.
2. MATERIALS AND METHODS
2.1 Place and research instruments
This research was conducted at the Beba fish landing site in Takalar Regency, South Sulawesi, Indonesia Data collection involved distributing questionnaires containing various questions to respondents.
2.2 Research procedures
Respondents in this study were fishermen using handlines, collectors, retailers, and end consumers. All respondents were given a questionnaire designed to achieve the research objectives. Ten respondents were selected for each instrument. Data were collected intentionally to obtain information on catches, selling prices, and price differences within the marketing supply chain.	Comment by COMPAQ: Mention number of respondents and how data was processed like the interpretation methods


2.3 Data Analysis
2.3.1 Marketing margin is the difference between the price paid by consumers and the price received by fishermen. Marketing margin is calculated using the formula (Sudiyono 2002)
MP :Pr – Pf
Description: 
MP: Marketing margin (Rp/Kg)
Pr: Consumer price (Rp/Kg)
Pf: Fisherman's price (Rp/Kg)
To calculate the share received by fishermen, use the following formula:


Where:
Fs: Portion or percentage received by
 fishermen (%)
Pf: Price at the producer level (Rp/Kg)
Pr: Price at the consumer level (Rp/Kg)

2.3.2 Marketing efficiency of pelagic fishThe level of marketing efficiency in each marketing channel uses the formula introduced by Soekartawai (2002).

Where: 
Eps: Marketing efficiency (%)
Bp: Marketing costs (Kg/Rp)
Hk: Consumer price (Kg/Rp)
With the criteria that if Ep < 50% is efficient and if Ep > 50% is inefficient

3. RESULT AND DISCUSSION
3.1 Marketing margin
[bookmark: _Hlk202076774]The average selling price of small pelagic fish from producers to collectors is Rp. 20,000/kg. The price from collectors to retailers is Rp. 25,000/kg, and from retailers to consumers is Rp. 50,000/kg. The marketing margin from producers to collectors and retailers is Rp. 5,000/kg, respectively. The highest marketing margin occurs from retailers to end consumers. Based on these margins, fishermen receive 40% of the profit (Table 1).
Table 1. Price structure and marketing margins of small pelagic fish caught by hand line fishing
[image: ]	Comment by COMPAQ: Its more like image pasted here mention the data here in tabular form
The marketing chain for pelagic fish caught using handlines demonstrates a disparity in margins across distribution actors. Data shows that the margins earned by fishermen as producers to collectors and from collectors to retailers are relatively small, at only around IDR 5,000/kg. Conversely, the margins earned by retailers when selling to end consumers increase to IDR 20,000/kg. This indicates that the majority of added value in the distribution chain is controlled by actors at the final level (retailers), while fishermen, as the primary producers, receive a much smaller share.	Comment by COMPAQ: Whole discussion needs refinement 
This phenomenon reflects a market structure in which fishermen have a weak bargaining position due to their dependence on a small number of buyers (collectors or retailers) who control market access (Nurdin et al., 2020; Nurani&Wisudo, 2016). Consequently, fishermen are unable to set selling prices commensurate with production costs and fishing risks. The results of this study are similar to those reported by Asmarawatiet al. (2021) in their study of tuna marketing in Jeneponto, where the largest margins were actually at the retail level, while fishermen earned relatively low profits.
From a marketing efficiency perspective, this situation indicates inefficient allocation of added value due to the uneven distribution of profits along the supply chain (Saputra et al. 2020). The greater the margin disparity, the greater the likelihood of price distortions that are detrimental to producers.
Based on the price and margin structure in Table 1, fishermen receive 40% of the consumer price, while retailers still control the largest margin, at 40%. The distribution of added value still shows retail dominance. This confirms that the distribution chain structure impacts fishermen's welfare, as the largest share of profits still resides with retailers (Soekartawi 2002; Nikijuluw 2002).
The wide margin difference between the retailer and the end consumer can be caused by several factors. First, there are additional costs at the retailer level, such as transportation, storage, the risk of damage or deterioration of the fish quality, and labor and distribution costs to the consumer market. Second, retailers have greater bargaining power than fishermen and collectors because they deal directly with end consumers who have relatively little information about prices at the fisherman level (Porter 1985). This allows retailers to set higher prices.
Furthermore, the length of the distribution chain also increases margins at the retailer level. Each link adds costs and profits, but the greatest disparity occurs at the final level due to the inelasticity of consumer demand, particularly for fresh fish, which is considered a basic necessity (Soekartawi 2002). In this context, the end consumer bears the brunt of distribution costs and profits accumulated along the marketing chain.
Very wide marketing margins at the retailer level reflect an imbalance in the distribution of added value between producers (fishermen) and marketers. This aligns with findings that fishermen's bargaining position is generally weak due to their reliance on market access through collectors or intermediary traders (Nikijuluw 2002). Therefore, strengthening fishermen's institutions, strengthening fishermen's cooperatives, direct supply chain models, and streamlining the distribution chain need to be considered to ensure fishermen receive a fairer share of the margins and maintain reasonable prices for consumers.
3.2Marketing efficiency
The marketing efficiency of the study was classified as inefficient at 60%. A marketing efficiency value of 60% indicates that of the price paid by consumers (Rp. 50,000/kg), approximately 60% is distribution costs and margins, while only 40% is received by fishermen as producers. Marketing efficiency is considered good if marketing costs are relatively small compared to consumer prices, so that the proportion received by fishermen is high (Fauzi 2010; Soekartawi 2002; Afriansyahet al. 2022). The value of 60% obtained in this study indicates that the market structure is still inefficient, because most of the added value is still controlled by retailers.
The disparity in marketing margins, which demonstrates retailers' dominance over the added value of the catch, indicates asymmetry in the fisheries supply chain. This asymmetry arises when fishermen, as producers, are in a weak bargaining position, while actors at the end of the distribution chain have greater control over pricing. Consequently, fishermen's welfare is not directly proportional to their contribution to food security and resource sustainability.
This situation also indicates a disparity in added value within the supply chain, where fishermen's role as producers is disproportionately undercompensated compared to those closer to consumers. Therefore, interventions such as shortening the distribution chain through fishermen's cooperatives, direct marketing, and increasing post-catch capacity are crucial in creating a more equitable distribution of margins. These mechanisms can support fishermen in aggregating their catch and collectively negotiating prices, thereby increasing their bargaining power with both wholesale buyers and retail markets (Fauzi 2010; Porter 1985).
CONCLUSIONS
The marketing margin gap between fishermen, collectors, retailers, and end consumers indicates low marketing efficiency and a weak bargaining position for fishermen in the distribution chain. Therefore, streamlining the distribution chain through collective marketing, market digitization, and direct partnerships with consumers is not merely a technical option, but a structural transformation strategy to increase marketing efficiency, improve the distribution of added value, and thus ensure the welfare of handline fishermen in a more sustainable manner.
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Ship owners/fishermen 20.000 40
Fisherman's margin to 5.000 10

collectors

Collector to retailer margin 5.000 10

Retailer margin to end 20.000 40
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Total (consumer prices) 50.000 100





