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Abstract
Information technology has developed rapidly, particularly in the area of social media.
Almost all groups in society now use social media in their day to day activities, and one
group that has been greatly impacted is young farmers. Before this era, farmers had
difficulty accessing information. This study aims to find out what benefits are obtained
and obstacles encountered by the use of social media in farming activities by the
young farmers. This paper is descriptive explorative by using a qualitative approach.
The data collection technique itself uses in-depth interviews, observations, literature
studies, and documentation. The research location was in Bulukerto Village, Bumiaji
Sub-District, Batu City which was carried out from November to December, 2017. The
informants were chosen because they already used new media to support their farming
activities. The result is the use of social media in the agricultural sector is widely used
by young farmers in order to increase revenue and to seek information. Even so, there
are still a number of problems faced by young farmers when utilizing social media,
namely those interested in buying and selling online for agricultural products are not
as high as other products and about the trust. The advice that can be given is farmers
must post photos of products on Instagram with good pictures and caption. They also
can tag others to reshare and spread the product information.
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1. Introduction

In the last few decades, information technology has developed very rapidly. According
to Wahana et. al. (2014), the importance of the development of information technology
has given birth to social media which is now a medium of public interest in all parts of
the world. Social media makes it easy for everyone to connect at one time. Not only that,
various activities and community activities have now been influenced by the existence
of social media. In line with this, Triyaningsih (2011) also explained that information
technology has changed the perspective and way of working in all fields.

How to cite this article: Kadhung Prayoga, Subejo, and Alia Bihrajihant Raya, (2019), “Young Farmers and Digitalization: From Price Taker to Price
Maker” in The 10th IGSSCI (International Graduate Students and Scholars’ Conference in Indonesia) NEW MEDIA AND THE CHANGING SOCIAL
LANDSCAPE OF CONTEMPORARY SOCIETIES: How are new media reshaping the whole aspects of life of contemporary societies?, KnE Social
Sciences, pages 181–188. DOI 10.18502/kss.v3i20.4935

Page 181

Corresponding Author:

Kadhung Prayoga

kadhungprayoga@gmail.com

Received: 14 July 2019

Accepted: 29 July 2016

Published: 4 August 2019

Publishing services provided by

Knowledge E

Kadhung Prayoga et al. This

article is distributed under the

terms of the Creative Commons

Attribution License, which

permits unrestricted use and

redistribution provided that the

original author and source are

credited.

Selection and Peer-review under

the responsibility of the IGSSCI

Conference Committee.

http://www.knowledgee.com
mailto:kadhungprayoga@gmail.com
https://creativecommons.org/licenses/by/4.0/
https://creativecommons.org/licenses/by/4.0/


The 10th IGSSCI

The presence of information technology can help solve the problem of farmers
because according to Andriaty and Endang (2012), problems experienced by farmers is
not only limited to the issue of funding, but also related to access to information. The
benefit of information technology can bemore evenly distributed not only to the elite, but
the benefits of penetration of information technology can also be felt by ordinary people
who are marginalized, such as farmers. If in the past farmers were always considered
as the least aware of civilization, now farmers have become familiar with technology.
Farmers are now using the internet for various activities, such as product promotion,
product sales, and information retrieval. Social media is important for farmers, especially
young farmers, because according to Kertajaya (2013) an entrepreneur (in this case is
a young farmer) who cannot promote his product through the internet will lose money
and will have to return to the conventional sales system.

In marketing activities through social media, it is very possible for young farmers to
interact with consumers, so that they can know the product specifications desired by
consumers. Farmers with social media are expected to no longer be passive participants
in the buying and selling process, but also to be proactive and active in marketing their
own products. The principle of social media according to Adelaar (2000) is that social
media can be an interactive media, easily operationalized, cheap in operation and the
exchange of messages between universally related parties can occur. For this reason,
this study comes with the aim to find out whether young farmers have used social media
to improve their performance, what benefits are obtained and obstacles encountered
with the use of social media in farming activities.

2. Research Method

This paper was descriptive explorative by using a qualitative approach. The data col-
lection technique itself used in-depth interviews, observations, literature studies, and
documentation. The research location was in Bulukerto Village, Bumiaji Sub-District,
Batu City which was carried out from November to December, 2017. The location was
chosen because of the young farmers here already used new media to support their
farm activities. Even the village youth here prefered to be farmers than other jobs.

The informants’ determination in this researchwere using the nonprobability sampling
technic. The informants were obtained through snowball sampling, where the samples
in this research were the rural youth who chose farming as their profession with the
criteria ages between 16-35 years old. Informants needed to have land, rent, or work as a
farm laborer. The informants were found by two sources using interview techniques, the
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first was from the authorized person in the village and the second from the influencing
rural youths.

The data analysis process started with validity and reliability tests. This stage was
done by triangulating the data obtained. The triangulation used was source triangulation
and method triangulation. The data which was processed then was analyzed using 3
activities of data analysis, those are data reduction, a data display, and a conclusion
drawing verification.

3. Result and Discussion

The rampant use of social media in the agricultural sector is due to the transition of the
business sector from conventional to the e-agribusiness system. This new system has
an impact on the selection of media used for promotion and the selling of products.
If initially the agricultural sector players took advantage of conventional media, these
days they use new media (Agustina, 2015). Social media is a medium that has bcomre
very helpful for the daily life of farmers, particularly in areas such as increasing revenue.
According to Prayoga (2017) farmers who can compete must be adaptive to changing
times, one way to do this is by utilizing social media.

Revenue has the potential to increase because of marketing activities done by young
farmers based on information technology. Conventional marketing that depends on
middlemen and collectors has started to be abandoned by young farmers who have now
rationally consider that if they depend on middlemen, their revenue will not increase. It
is this reason that makes young farmers choose to sell their harvest directly to end users
through social media in order to break the length of the channel for trading agricultural
products.

With the existence of social media networks like Facebook and Instagram, marketing
can be done by young farmers so their revenue can increase, as the marketing chain
becomes shorter. Due to the existence of social media and the ease to sell their
harvest, the young farmers in Bulukerto Village are more consistent in pursuing the
agricultural sector and becoming farmers. In essence, young farmers are good at
spotting opportunities because many potential buyers use social media. Triyaningsih
(2011) explained that there are many buyers who gather on the internet as a public
space so that sellers can sell and promote their products freely. Reinforced by Zarella
(2010) who made the point that for anyone who wants to do business in the 4.0 industry
era (include young farmers), if they want to win the market and market share, they must
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always be connected to the internet because consumers are also connected to the
internet.

These results were similar to those investivated by Choiriyah (2017) who said that
farmers in Bulukerto Village were free in determining who they would sell their crops
to, whether middlemen, wholesalers, or traders. This condition occurs because farmers
choose not to have ties with buyers, be it middlemen, wholesalers, or small traders.
Farmers in Bulukerto tend to exchange price information both with fellow farmers and
with traders with the aim of increasing the power of farmers in the pricing process.
For entrepreneurs, according to Walmsley (2007) in Hariningsih (2013), internet based
media is not only a space for two-way communication, but is also used for collecting,
storing information, receiving orders and payment from consumers.

Farmers in Bulukerto have even used Instagram to sell their products, as shown in
Figure 1. They chose Instagram for a number of reasons. Primarily, Instagram is seen
as a favorite social media platform whose users are very active in sharing photos or
experiences when buying items. Instagram users have a tendency to tell their followers
about what products they buy. Consumers can also provide criticisms and suggestions
via Instagram regarding the quality of the products that they buy from young farmers.
This, according to the young farmers informing this paper, can be an effective marketing
channel because they do not need to pay people to promote their products. Prakoso
et. al. (2016) also views that the trend of Instagram users is that consumers who are
satisfied with a particular product will take a photo with the product to upload to
their personal account, accompanied by an interesting caption. This has the effect
of generating interest from who want to try the same product.

As the marketing channels formed by young farmers in Bulukerto Village develop,
more are trying to increase their bargaining position and break the culture of selling to
middlemen. When selling fruit or vegetables to middlemen, farmers are paid in a non-
cash system, namely for the purchase of large quantities which are paid only after the
fruits or vegetables are used up. When farmers sell their crops directly to middlemen
or traders, farmers only act as price takers, not price makers. The price obtained by
selling through social media is also more lucrative than selling directly to middlemen,
the margin can even reach as high as 50%.

Not limited to Facebook or Instagram, Whatsapp also makes it easier for young
farmers to exchange information, one of the most important resources today for farmers.
As stated by Fitriani (2017) everyone (including youth farmers) needs information to
support their activities, so they will try to access information as quickly as possible. In
line with this, Yaakop and Brown (2013) explained that the internet allows information to
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Figure 1: Instagram as Marketing Media for Agricultural Product by Young Farmers in Bulukerto Village,
Bumiaji Sub-District, Batu City.

be delivered twenty-four hours a day in a way which is easy and convenient between
producers and consumers. So, with the help of social media, young farmers can get
information easily and receive feedback directly from others.

Information transferred can range from farming methods, handling pests, commodi-
ties that are in demand by consumers, where seeds are purchased, to information on the
latest commodity prices on the market. This way, the knowledge of young farmers also
increases by itself within the community. The information obtained is not only from the
rural youth in Bulukerto Village, but can also come from young farmers in other regions.
Creating more friends or channels owned by young farmers makes information obtained
about markets or the latest cultivation activities increases effective practice and useful
information exponentially. This point is strengthened by Rukmiyati and Suastini (2016)
who stated that with the existence of social media, the community became increasingly
global, easy to reach and more mobile.

Despite the many benefits of social media, there are still some problems faced by
the youth farmers when utilizing platforms, both for the marketing activities as well
as searching for information. The main problem surrounds consumer culture. Those
interested in buying and selling online for agricultural products is not as high as
other products. The next problem is related to trust - or low levels of trust between
consumers to producers who also act as sellers and vice versa. So far, farmers have
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been accustomed to the process of buying and selling with a direct system or face to
face. However, if they use social media it is difficult to create mutual understanding and
trust between buyer and seller. There is still a sense of being deceived that appears for
the young farmers. In fact according to Prastyo (2014) in Agustina (2015) social media
marketing used by business people aims to change the thinking of trying to sell by
making a connection.

Another problem faced by young farmers in using new media is the participation on
and dependency of middlemen in cultivation processes. Young farmers are sometimes
forced to sell their crops to middlemen because the middleman provides the capital
to young farmers to cultivate their land. Many farmers in Bulukerto Village do not have
enough money to care for the plants that are planted, so they have to borrow money
from middlemen. Brokers only want to lend money on the condition that farmers have
to sell their crops to middlemen.

So with the existence of information technology, farmers have been aided, yet there
are still a number of challenges to overcome. From an industry which initially dependent
on middlemen, now with information technology farmers can be more independent.
Farmers can sell their crops directly to consumers; they can promote their products
more creatively and interestingly, not as before, which was limited to the power of
middlemen. The long market chain and the low selling price of agricultural products can
be minimized gradually. With the presence of social media, even farmers can increase
the selling price by 100 percent. This can happen because the farmers have been
connected directly to the market and there is no intervention by middlemen anymore.
Now, information is also open, meaning that farmers can access anything without having
to depend on one side again. Thus the bargaining position of farmers becomes higher
because there are no restrictions such as the lack of price information or the latest
innovations on offer that they are yet to know about.

4. Conclusion

The use of social media in the agricultural sector is widely used by young farmers in
order to increase revenue and seek information. With the existence of social media
like Facebook and Instagram, marketing activities can be done by young farmers so
their revenue can increase as the marketing chain becomes shorter. Yong farmers no
longer depend on middlemen to sell their harvest products, so young farmers can act
as price makers and win market shares from middlemen. With the existence of social
media, young farmers are also free to exchange information with anyone and at any
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time related to farming activities. This is in order to improve knowledge and increase
relations.

Even so, there are still a number of problems faced by young farmers when utilizing
social media, namely numbers of consumers interested in buying and selling online for
agricultural products are not as high as for other products. The next problem is related
to trust, low levels of trust from consumers to producers who also act as sellers and vice
versa. Another problem faced by young farmers in using new media is the reliance on
middlemen in cultivation activities. Farmers are sometimes forced to sell their crops to
middlemen because they are the capital holders who can provide the initial investment
for farmers to cultivate their land.

The advice given from this study is to combine conventional marketing concepts
and new media. Farmers should also sell their crops directly to consumers in the
market or open stalls on the roadside so they do not rely too much on sales through
social media given the fluctuating interest in buying and selling online for agricultural
products. Second, when posting photos of products on Instagram, they should use
visually pleasing pictures and an interesting caption that includes an invitation to buy
the product. Another alternative is to give away some products to their followers with
the condition of reposting photos and marking some people so that more people know
and are useful for maintaining existence.

References

[1] Adelaar, T. 2000. Electronic Commerce and the Implications for Market Structure:

The Example of the Art and Antiques Trade. Journal Of Computer Mediated
Communication 5 (3): 1-20. http://dx.doi.org/10.1111/j.1083-6101.2000.tb00346.x.

[2] Agustina, L. 2015. Marketing Communication Through New Media in the Botanical

Porch. Journal Of Telematics Society and Information 6 (2): 129-138. http://dx.doi.
org/10.1177/1329878x9005600111.

[3] Andriaty, E., and E. Setyorini. 2012.Availability of Agricultural Technology Information

Sources in Several Regencies in Java. Journal of Agricultural Library 21 (1): 30-35.
http://dx.doi.org/10.14429/djlit.32.1.1402.

[4] Fitriani, Yuni. 2017. Analysis of the Use of Various Social Media as Information

Dissemination Facilities for the Community. Journal of Paradigma 19 (2): 148-152.
http://dx.doi.org/10.1007/s10209-016-0478-8.

[5] Hariningsih, E. 2013. Internet Advertising As Media for Interactive Marketing

Communication. JBMA Journal 1 (2): 12-16. http://dx.doi.org/10.1080/15252019.2011.

DOI 10.18502/kss.v3i20.4935 Page 187

http://dx.doi.org/10.1111/j.1083-6101.2000.tb00346.x
http://dx.doi.org/10.1177/1329878x9005600111
http://dx.doi.org/10.1177/1329878x9005600111
http://dx.doi.org/10.14429/djlit.32.1.1402
http://dx.doi.org/10.1007/s10209-016-0478-8
http://dx.doi.org/10.1080/15252019.2011.10722190
http://dx.doi.org/10.1080/15252019.2011.10722190


The 10th IGSSCI

10722190.

[6] Kertajaya, H. 2013.On Brand. Bandung: PTMizan Pustaka. http://dx.doi.org/10.15416/
ijcp.2015.4.1.1.

[7] Prakoso, A., Z. Arifin, and Sunarti. 2016. Influence of Social Media Advertising on

Word of Mouth and Its Impact on Purchase Decisions (Survey onMochimacoMalang

Cafe Consumers Using Instagram). Journal of Business Administration 41 (1): 25-31.
http://dx.doi.org/10.5220/0007415300670070.

[8] Prayoga, K. 2017. Utilization of Social Media in Agricultural and Fisheries
Counseling in Indonesia. Agriekonomika Journal 5 (2): 32-43. http://dx.doi.org/10.
21107/agriekonomika.v6i1.2680.

[9] Rukmiyati, N. M. S., and N. M. Suastini. 2016. The Impact of Social Media on Tourist

Behavior. Proceedings of Conference on Management and Behavioral Studies: 339-
347. http://dx.doi.org/10.1016/j.sbspro.2015.11.374.

[10] Triyaningsih, S.L. 2011. Impact of Online Marketing Through Facebook Against

Community Consumptive Behavior. Journal of Economics and Entrepreneurship 11
(2): 172-177. http://dx.doi.org/10.1093/oxfordhb/9780195390483.013.0126.

[11] Wahana, A., M. Suyanto, dan A. Amborowati. 2014. Analysis of Social Media

Implementation as a Business Strategy by Online Business Actors. Scientific Journal
of Sisfotenic 4 (2): 85-94. http://dx.doi.org/10.1111/j.1467-8616.2014.01035.x.

[12] Yaakop, A., dan J. H. Brown. 2011. Hedonic Pleasure and Social Image:

TheEffectiveness of Internet Advertising. Asian Social Science 9 (1): 179-192. http:
//dx.doi.org/10.5539/ass.v9n1p179.

[13] Zarela, D. 2010. The Social Media Marketing Book. Canada: O’Reilly Media Inc.
http://dx.doi.org/10.1007/978-3-658-21147-9_1.

DOI 10.18502/kss.v3i20.4935 Page 188

http://dx.doi.org/10.1080/15252019.2011.10722190
http://dx.doi.org/10.1080/15252019.2011.10722190
http://dx.doi.org/10.15416/ijcp.2015.4.1.1
http://dx.doi.org/10.15416/ijcp.2015.4.1.1
http://dx.doi.org/10.5220/0007415300670070
http://dx.doi.org/10.21107/agriekonomika.v6i1.2680
http://dx.doi.org/10.21107/agriekonomika.v6i1.2680
http://dx.doi.org/10.1016/j.sbspro.2015.11.374
http://dx.doi.org/10.1111/j.1467-8616.2014.01035.x
http://dx.doi.org/10.5539/ass.v9n1p179
http://dx.doi.org/10.5539/ass.v9n1p179
http://dx.doi.org/10.1007/978-3-658-21147-9_1

	Introduction
	Research Method
	Result and Discussion
	Conclusion
	References

