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This research aims to analyze the marketing channels for koi fish at the 

UPTD Freshwater Ornamental Fish Promotion Center in Rawalumbu 

District, Bekasi City. This research was carried out from March 2024 to 

April 2024 using the snowball sampling method or snowball technique. 

The parameters analyzed are marketing channels, marketing margins, 

revenue and cost balance (BCR), and transportation techniques for koi 

fish. This koi fish marketing channel analysis was carried out at the 

UPTD Freshwater Ornamental Fish Promotion Center in Rawalumbu 

District, Bekasi City. Based on the research results, the results showed 

that the koi fish marketing channel pattern at the UPTD Freshwater 

Ornamental Fish Promotion Center in Rawalumbu District, Bekasi City 

has two fish marketing channel patterns. In the channel I pattern, it 

consists of (cultivators, collectors, wholesalers, retailers and final 

consumers), channel II (cultivators, collectors, retailers and final 

consumers). The most efficient marketing channel of the two existing 

channels is channel II, seen from its revenue and cost balance (BCR) 

value of 1.3, It is recommended that further research be carried out in 

this research using a different problem approach method so that 

information about koi fish marketing can be used better. 

 

INTRODUCTION  

Fisheries is an economic sector that has potential and plays an important role 

in the Indonesian economy. One area of fisheries that has great potential and is still 

not well developed is the ornamental fish marketing business. Marketing is an 

important stage in developing a business, especially in ornamental fish. Ornamental 

fish are one of the fisheries commodities which are potential trade commodities at 

home and abroad. One of the fish that is popular in freshwater fish businesses is the 

koi fish. Koi fish are a type of goldfish strain. Since its first appearance, koi fish are 
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still classified as a type of ornamental fish which is at a relatively expensive price 

level. Based on data from the West Java Province Maritime and Fisheries Service 

(DKP) (2021), the number of koi fish production reached 72,782,746 individuals. 

Due to the relatively large production volume, marketing channels are needed to 

determine the efficiency of a marketing effort. In the koi fish business at the UPTD 

Freshwater Ornamental Fish Promotion Center, Rawalumbu District, Bekasi City, 

there are problems being experienced, namely marketing and promotional channel 

activities. Therefore, it is necessary to study further to find out the marketing 

channel analysis at the UPTD Ornamental Fish Promotion Center. 

 

LITERATURE REVIEW 

Based on research by Elvin et al (2018) who conducted an analysis of the 

marketing of ornamental koi fish in Babakan Village, Ciseeng District, Bogor 

Regency, and analyzed marketing efficiency based on marketing margin, farmer's 

share and the ratio of profit to cost of ornamental koi fish. The research results show 

that the marketing institutions involved include cultivators, village traders, shop 

traders and suppliers with exchange, physical and facility functions in nine koi 

marketing channels in Babakan Village. 

Based on research by Silalahi et al (2018), they conducted research on 

marketing analysis of koi fish at the ornamental fish market on Jalan Sumenep, 

Central Jakarta. Method The sampling technique used was a census. The research 

results were analyzed descriptively, there were two patterns of marketing channels 

for koi fish at the Ornamental Fish Market on Jalan Sumenep, Central Jakarta. 

Channel 1 consists of cultivators, collectors, traders and consumers. Channel 2 

consists of cultivators, traders and consumers and from the BCR results obtained, 

channel 1 is a channel that is worthy of development because the results show the 

BCR is ≥1. 

Based on research, Siscawati (2023) conducted research on marketing 

analysis of koi fish cultivation at Buana Koi Farm, Kedu District, Temanggung 

Regency. Qualitative research method, data collection using interview techniques 

and observation of the marketing of koi fish cultivation. The research results show 

that there are three channels, namely (1) producers - cultivators - consumers. (2) 

producers – traders – collectors – final consumers, and (3) producers – final 

consumers. 

 

METHOD 

The research location will be carried out at the UPTD Freshwater 

Ornamental Fish Promotion Center, Rawalumbu District, Bekasi City. Data collection 

was carried out from kohaku koi fish business owners located at the Rawalumbu 

District Freshwater Ornamental Fish Promotion Center. This research was carried 

out for one month starting in March 2024.  
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The method in this research used case study techniques with qualitative and 

quantitative descriptive analysis. The types of data used are primary data and 

secondary data. Primary data was collected by conducting structured observations 

and interviews with a number of respondents based on previously prepared 

questionnaires. Valid for cultivators, collectors, wholesalers, retailers and final 

consumers. Secondary data is  statistical data related to koi fish marketing from the 

freshwater ornamental fish promotion center, Rawalumbu District, Bekasi City to 

complement various information obtained from primary data. Then the data is 

processed using Microsoft Excel. Sampling to obtain marketing channel data 

representing cultivators, collectors, wholesalers, retailers and final consumers uses 

the Snowball sampling method. 

- Balance analysis of revenue and costs or (BCR) 

BCR = 
𝑇𝑅

𝑇𝐶
    

Information: 

BCR = Benefit and Cost Ratio, 

TR = Total Revenue (Rp) 

TC = Total Cost (Total Cost) (Rp) 

 

- Marketing Margin Analysis 

MP = Hk – Hp = BM + K 

Information:  

MP = Marketing margin (Rp/head) 

Hk = Price at Consumer level (Rp/head) 

HP = Price at Producer level (Rp/head) 

BM = Marketing Costs (Rp/head) 

K = Marketing Institution Profit (Rp/head) 

RESULT AND DISCUSSION 

1. Marketing Channel Patterns  

Marketing Channel I  

Marketing channel I is a marketing channel involving cultivators, collectors, 

wholesalers, retailers and end consumers. This marketing channel is the marketing 

channel that has the longest marketing chain. Koi fish cultivators sell koi fish to 

wholesalers, then resell them to collectors, from which Kohaku koi fish collectors 

are resold to retailers. In this channel, the final consumers buy kahaku koi fish 

through retailers at the UPTD Freshwater Ornamental Fish Promotion Center, 

Rawalumbu District, Bekasi City. 

Marketing Channel II  

Marketing channel II is a channel involving kohaku koi fish cultivators, 

collector traders, retailers, and end consumers. This marketing channel is the 
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marketing channel that has the shortest marketing chain. Koi fish farmers sell their 

fish products to koi fish collectors and collectors sell their koi fish to ecer traders 

and can be sold directly to end consumers. 

2. Cost of Benefits  

a. Koi kohaku fish cultivators  

Based on the BCR calculation value in (Table 1), of all marketing channels as 

a whole, it has a BCR ≥ 1, in other words, the kohaku koi fish cultivation business at 

the UPTD Freshwater Ornamental Fish Promotion Center, Rawalumbu District, 

Bekasi City is feasible to be developed. The following is a table of the costs and 

benefits of kohaku koi fish marketing business at the cultivator level.  

b. Koi Fish Collector   

From the results (Table 2) that the two collector traders have BCR ≥ 1, their 

business is feasible to be developed, but the difference in production results 

between cultivator I and cultivator II. Judging from the profits obtained in collector 

traders I who get a profit of Rp. 2,460,000/month while in padagang collector II gets 

a profit of Rp. 1,975,000/month.   

Table 1. The Cost of Koi Fish Marketing Business at the Cultivator Level 

No. Description  
Cultivator I Value 

(Rp) 

Cultivator II Value 

(Rp)  
1 Investment Costs    

 

 Production Equipment Cost  3,500,000.00   3,200,000.00   

 Cost of Making a Pool  1,500,000.00   1,000,000.00   

 Sum  5,000,000.00   4,200,000.00   
     

2 Fixed Fees     

 Shrinkage of Ponds  600,000.00   450,000.00   

 Production Equipment 

Shrinkage 
 350,000.00   300,000.00   

     

3 Variable Costs    

 Workforce   1,500,000.00   600,000.00   

 Medicines  700,000.00   500,000.00   

 Pakan   700,000.00   1,000,000.00   

 Listic and Water  500,000.00   500,000.00   

 Sum  3,400,000.00   2,600,000.00   

 Total Cost  4,350,000.00   3,350,000.00   

 Receipt (Product x Price)  4,675,000.00   4,125,000.00   

 

Advantages (Receipts - Total 

Cost) 
 325,000.00   775,000.00   

  BCR 1.1 1.2  

Source: Processed Data (2024) 
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Table 2.  The Differences in the Costs and Benefits of Koi Fish Marketing Business 

    at the Merchant Level Collector 

No. Description  
Cultivator I Value 

(Rp) 

Cultivator II Value 

(Rp)  
1 Investment Costs    

 

 Aquarium / Pool Fee 4,000,000,00 5,000,000,00  

 Equipment Cost 1,000,000,00 4,000,000,00  

 Sum  5,000,000.00  9,000,000.00   
     

2 Fixed Fees     

 Shrinkage of Ponds  300,000.00   350,000.00   

3 Variable Costs    

 Koi Fish 8,250,000,00 5,500,000,00  

 Plastic 200,000,00 150,000,00  

 Oxygen Gas  90,000,00 75,000,00  

 Workforce 800,000,00 750,000,00  

 Electricity and Water 400,000,00 500,000,00  

 Feed 500,000,00 500,000,00  

 Sum 10,240,000,00 7,475,000,00  

 Total Cost 10,540,000,00 7,775,000,00  

 Receipt (Product x Price) 13,000,000,00 9,750,000,00  

 

Advantages (Receipt – Total 

Cost) 
2,460,000,00 1,975,000  

 BCR 1.2 1.3  

Source: Processed Data (2024) 

c. Koi Fish Wholesalers  

Wholesalers are traders who have koi fish with a large number of around 

1500-4000 fish. Wholesalers usually buy directly from cultivators and sometimes 

from collectors. Marketing transportation costs for wholesalers are usually borne 

by themselves. This wholesaler distributes its products to retailers and consumers. 

To find out the details of the costs and benefits of the koi fish marketing business, 

please see (Table 3). 

Table 3.      The Differences in the Costs and Benefits of Koi Fish Marketing Business  

        at the Merchant Level Big 

No. Description 
Wholesaler Channel I Value 

(Rp)  
1 Investment Costs    

 Pool/Aquarium Fees   5,000,000.00   

 Production Equipment Cost   4,000,000.00   

 Rental Cost   1,500,000.00   

 Total Investment Cost  10,500,000.00   
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No. Description 
Wholesaler Channel I Value 

(Rp)  
2 Fixed Fees    

 Shrinkage of Ponds/Aquariums   1,200,000.00   

 Production Equipment Shrinkage   300,000.00   
    
3 Variable Costs   

 Marketing Equipment   500,000.00   

 Electricity and Water   750,000.00   

 Workforce  1,000,000.00   

 Feed  700,000.00   

 Sum   2,950,000.00   

 Total Cost   4,450,000.00   

 Revenue (Production x Selling Price)  6,500,000.00   

 Profit (Revenue -Total Cost)  2,050,000.00   

  BCR   1.5  

Source: Processed Data (2024) 

 

d. Retail Merchants  

From table 4, it can be seen that the average value of each retailer trader, that 

the retailer trader can be said to be feasible in the koi fish business because it is seen 

from the BCR value ≥ 1. From the results (Table 4) below that the two retailers have 

a BCR ≥ 1, then their business is worth developing, but the difference in production 

results between retailer I and retailer II. Judging from the profits obtained in the 

first retailer who gets a profit of Rp. 1,200,000/month, while in the second retailer 

the second gets a profit of Rp. 2,550,000/month. 

Table 4. The Cost and Benefits of Koi Fish Marketing Business at the Level Retail 

Merchants 

No Description  
Retailer I Value 

(Rp) 
Retailer II Value 

(Rp)  
1 Investment Costs    

 

 Pool/Aquarium Fees   2,265,000.00   15,000,000.00   

 Equipment Cost   5,000,000.00   10,000,000.00   

 Sum   7,265,000.00   25,000,000.00   
     

2 Fixed Fees    

 Shrinkage Tool  200,000.00   1,200,000.00   
     

3 Variable Costs    

 Koi Fish  9,750,000.00   5,850,000.00   

 Workforce   2,200,000.00   500,000.00   

 Electricity and Water  500,000.00   250,000.00   

 Plastics and Oxygen Gas  150,000.00   150,000.00   

 Sum  12,600,000.00   6,750,000.00   
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No Description  
Retailer I Value 

(Rp) 
Retailer II Value 

(Rp)  

 Total Cost  12,800,000.00   7,950,000.00   

 Receipt (Product x Price)  14,000,000.00   10,500,000.00   

 

Advantages (Receipts - 
Total Cost) 

 1,200,000.00   2,550,000.00   

  BCR 1.1 1.3  

Source: Processed Data (2024) 

e. Consumers  

The final consumer is the final user of a product, in this case as the buyer of 

Koi Kohaku fish and will not be sold to anyone else. Consumers will go directly to 

the stalls of retailers to buy fish freely. Usually, consumers buy Koi Kohaku fish as 

decoration for ponds at home. Consumers who come come from various regions. 

The price of Koi Kohaku fish offered by each retailer to consumers varies. Koi 

Kohaku fish are sold at different prices based on their size. 

3. Marketing Efficiency  

Efficiency measurement can be done in two ways, namely operational 

efficiency and price efficiency. Operational efficiency can be seen from marketing 

costs and marketing margins. Marketing margin is the difference between the price 

paid by the end consumer and the price received by the previous marketing agency, 

which includes marketing costs and profits. Marketing costs are all costs incurred to 

distribute goods from one institution to another marketing institution outside the 

profits generated by the marketing institution (Hanafiah and Saefudidin 1983).  

Marketing margin analysis reduces profits and costs in each marketing 

agency of each channel. The marketing margin of koi fish at the UPTD Freshwater 

Ornamental Fish Promotion Center, Rawalumbu District, Bekasi City can be seen in 

(Table 5). Efficient measurement can also be done by knowing the BCR of marketers. 

If the BCR ≥ 1, the business is inefficient, and if the BCR < 1, the business is declared 

inefficient. To find out the efficiency of koi fish marketing actors, you can see from 

(Table 5). 

Table 5. Marketing Margin for Kohaku Koi Fish at UPTD Promotion Center for  

   Freshwater Ornamental Fish, Rawalumbu District, Bekasi City 

No 
Fish 

Grade 

Cultivator Price 

(Rp) 

Consumer Level 

Prices (Rp) 

Marketing 

Margin (Rp) 
 

1 A Rp.150.000 Rp. 350.000 Rp. 200.000  

2 B RP. 55.000 Rp. 70.000 Rp. 15.000  

3 C Rp. 20.000 Rp. 30.000 Rp. 20.000  

Source: Processed Data (2024) 
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Efficient measurement can also be done by knowing the BCR of marketing 

actors. If BCR ≥ 1 then the business is declared efficient, and if BCR < 1 then the 

business is declared inefficient. To find out the efficiency of koi fish marketing 

players, you can see (Table 6). 

Table 6. Efficiency Measurement in Marketers 

Channels  Perp  BCR 
Average 

 BCR 

Efficiency 

Status   
I Cultivators 1.1 

1.2 

Efficient  

 Collector Traders 1.2 Efficient  

 Wholesalers 1.5 Efficient  

 Retail Merchants 1.1 Efficient  
      

II Cultivators  1.2 

1.3 

Efficient  

 Collector Traders 1.3 Efficient  

  Retailer 1.3 Efficient  

Source: Processed Data (2024) 

From the results of the table, it can be concluded that the average pattern of 

koi fish marketing channels has a BCR value above 1, meaning that all marketing 

actors, namely cultivators, collectors, wholesalers and retailers, have an efficient 

marketing efficiency status. Each channel has a BCR of ≥1, which means that all koi 

fish marketing channels at the UPTD Freshwater Ornamental Fish Promotion 

Center, Rawalumbu District, Bekasi City are worthy of development. 

4. Marketing Effectiveness  

The effectiveness in marketing koi fish at the UPTD Ornamental Fish 

Promotion Center in Bekasi City can be seen from the marketing channel pattern II 

is the most effective channel pattern, due to its finances, production and human 

resources, so that an effective marketing system is created both from the cultivator 

to the final consumer. In this channel, every institution from cultivators to 

consumers understands what developments in koi fish, for example, types of koi fish 

that are in demand or rare types of koi fish.  

The target or target in the channel II pattern is not only concerned with the 

quantity of koi fish but also with quality, because marketers from cultivators to 

retailers embrace all consumer groups ranging from the lower middle class to the 

upper middle class so that they can be more creative and innovative in koi fish 

marketing. 

 

CONCLUSSION 

The results of research analysis of koi fish marketing channels at the UPTD 

Promotion Center for Freshwater Ornamental Fish, Rawalumbu District, Bekasi City, 

can be concluded as follows: there are two marketing channel patterns at the UPTD 
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Promotion Center for Freshwater Ornamental Fish, Rawalumbu District, Bekasi City, 

namely channel I (cultivators, traders, collectors, wholesalers, retailers and final 

consumers) and channel II consists of (cultivators, collectors, retailers and final 

consumers). In channel I, the average BCR value was 1.2. Meanwhile, in marketing 

channel pattern II, the average BCR value was 1.3. In the marketing margin of koi 

fish at the UPTD Freshwater Ornamental Fish Promotion Center, Rawalumbu 

District, Bekasi City, the results of koi fish were grade A which had the highest 

marketing margin compared to grade B and grade C. 
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