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ABSTRACT

Hydroponics is plant cultivation that utilizes water media without using soil. The
hydroponic vegetable products produced are diverse, ranging from kale, bok choy, mustard
greens, and lettuce. This study aimed to identify internal and external factors that influence
marketing and identify marketing strategies for hydroponic vegetables in Palu City. The
results showed that the evaluation of the internal and external factors showed that the strength
factor had a score of 1.85, the weakness factor was 1.26, the opportunity factor was 1.74, and
the threat factor was 1.16. Thus, the highest score was achieved by internal factors (strength)
of 1.85, and the lowest was the weakness of 1.16. Hydroponic vegetable marketing in Palu
City is in the SO Strategy. In this condition, it has great power and great opportunities to
market.
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INTRODUCTION The Palu City government supports

the rapid development of hydroponic

Hydroponics is the growing of plants plants, as evidenced by the Department of

in which water is used as the planting Agriculture and Food Security of Palu
medium instead of soil to provide the City, ~which displays samples of
nutritional needs of the plants (Khan, hydroponic plant installations in front of
Purohit, and Vadsaria 2021; Maucieri et al. the office to observe and produce similar

things. Furthermore, this hydroponic
technology is appropriate for the landscape
with limited lands, such as Palu City.
Agriculture using a hydroponic system

2019). Aside from hydroponics, there is an
appropriate method for growing plants to
fulfill the community's supplies of

vitamins and minerals while taking does not necessitate a considerable amount
advantage of a little yard. Mustard greens, of land. However, it is only worth
spinach, lettuce, and kale are some of the considering in the hydroponic farming
plants that are commonly produced in a business since it can be done in the yard,
hydroponic system (Aires 2018; Basri and on the roof of the home, or on another land
Maheasy 2020). (Roidah, 2014).
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Many consumers are interested in
buying hydroponic vegetables since they
are starting to care about their health.
Hydroponic vegetable items produced
include water spinach, bok choy, mustard
greens, and lettuce. According to research
conducted by Santi et al. (2019), local
people are very concerned about their
health. They may prevent and avoid
memorable diseases caused by toxic
chemicals by eating hydroponic veggies
(Cifuentes-Torres et al., 2021; Steven
2019). Hydroponic vegetables are superior
to regular vegetables in terms of quality, as
hydroponic  plants  contain  higher
quantities of vitamins and minerals and are
therefore more helpful to human health
(BBPP-Lembaga, 2017).

The cost of hydroponic veggies is
higher than that of traditional vegetables.
Lettuce, for example, costs between
Rp.40,000 and Rp.50,000 per kilogram,
whereas bok choy costs between
Rp.20,000 and Rp.25,000 per kilogram.
This is due to the high prices and
investments  required to  develop
hydroponic vegetables. This is in line with
the findings of Sengkey et al. (2017), who
claim that many people still produce crops
in soil medium because farming with
hydroponics is very expensive and takes
training to get adequate expertise to be
effective in  employing  hydroponic
techniques (Khan, Purohit, and Vadsaria
2021; Suryani et al. 2020). Logically,
higher quality and consistent vegetable
products are sold at a higher price,
allowing increased production expenses to
be paid by a higher selling price. However,
it is worth noting that the ability of
consumers to pay more for higher-quality
items and services that come with them
has a significant impact on the relationship
between quality and price. The more the
willingness of consumers to pay a higher
price for superior quality vegetables, the
more options there are to offer them at
higher rates (Noviani, 2016).

Because each farm is located in a
residential neighborhood and can be
accessible by the owners, hydroponic
vegetable gardens and marketing in Palu
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City is highly advantageous. According to

Santi et al. (2019), the location of

hydroponic  vegetable gardens and

marketing in Pontianak City is strategic
since every hydroponic farm is placed in
complexes with numerous settlements, and
hydroponic marketing locations are in
markets where many people care about

health (Aires 2018; Sambo et al. 2019)

Hydroponic producers’ promotions
have been widely publicized both direct
and indirectly. By incorporating
hydroponic gardening, producers can
achieve their full potential. Social media
platforms such as Whatsapp, Instagram,
and Facebook are already being used by
online marketing. The use of social media

(WhatsApp, Instagram, and Facebook) in

the marketing of hydroponic vegetables

will make it easier for producers to run
promotions, as the expenses are low and
the information load is high (Santi et al.,

2019). However, the campaigns carried out

by the two promotional media were not as

effective as they could have been.

Researchers want to learn more
about the marketing strategy for
hydroponic vegetables in Palu City to
reformulate a better and more sustainable
marketing plan for hydroponic crops in the
future. The following is the formulation of
the problem in this study, based on the
background:

a. What internal (strengths and weaknesses)
and external (opportunities and threats)
elements influence hydroponic
vegetable marketing in Palu City?

b. What is Palu City's hydroponic
vegetable marketing strategy?

This study aims to determine internal
(strengths and weaknesses) and external
(opportunities and threats) elements that
influence hydroponic vegetable marketing
in Palu City. In addition, the study also
considered understanding Palu City's
hydroponic vegetable marketing plan.

RESEARCH METHODS

Location and Time of Research
The research was conducted in Palu

City. The location selection was



determined purposively, considering that
the development of hydroponic vegetables
in Palu City was relatively rapid. This
research was carried out from February to
August 2021.

Sampling and Sampling Techniques

Determination of key informants
(Key Samples in this study was conducted
by purposive method) with 12 respondents
consisting of 5 producers (farmers/
hydroponic vegetable producers,
production division, marketing division),
five consumers, and two respondents from
Palu city government.

Data source

Sources of data used are primary
data in the form of observations and
interviews with respondents with the help
of a list of questions (Questionnaire)
following the research objectives and
secondary data in the form of data
collected, processed, and presented by
other parties in the form of books and
results of previous research.

Analysis Method

SWOT analysis

The purpose of this research will be
answered using a SWOT analysis
(strengths,  weaknesses, opportunities,
threats) where a SWOT analysis is used to
produce the right marketing strategy to be
applied to the Hydroponic Vegetable

business in Palu City. The SWOT analysis
is a useful analysis to obtain the proper
strategy formulation. This analysis is a
systematic identification of various factors
to formulate a strategy on a logical basis
that can maximize strengths and
opportunities but simultaneously minimize
weaknesses and threats (Rangkuti, 2009).

Internal Factors (IFAS) and External
Factors (EFAS)

The internal strategic factors are then
compiled in an IFAS (Internal Factor
Analysis Summary) table to formulate the
internal  factors of Kibo Tawaeli's
Hydroponics  business. The external
strategic factors are compiled in an EFAS
(External  Strategic  Factor  Analysis
Summary) table.

The analysis stage of IFAS and
EFAS is by giving the rating and weight
values contained in the IFAS and EFAS
tables. They were calculating the rating for
each factor by giving a scale ranging from
4 (outstanding) to 1 (poor), based on the
influence of these factors on the company's
internal  and  external  conditions.
Weighting each of these factors on a scale
ranging from 1.0 (most important) to 0.0
(not important), based on these factors, to
the company's strategic position (all these
weights must not exceed a total score of
1.0) (Rangkuti, 2009).

OPORTUNITIES

3. Support the strategy
Turn-around

WEAKNESSES

1. Support the strategy
Aggressive

STRENGTHS

4. Support the strategy

2. Support the strategy

Defensive Diversification

\

THREATS

Figure 1. SWOT Diagram
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Table 1. SWOT Matrix Diagram and Possible Appropriate Strategies

IFAS/EFAS Strenghts (S) Weaknesses (W)
Opportunities (O) SO Strategy WO Strategy

Creating strategies that use
strengths to take advantage of

opportunities.

Creating strategies that minimize
weaknesses to take advantage of
opportunities.

Threats (T) ST Strategy WT Strategy
Creating strategies that use Creating strategies that use
strength to overcome strength to overcome
threat. threat.
Source: Rangkuti, 2009
Table 2. IFAS Matrix of Hydroponic Vegetable Marketing in Palu City, 2021.
INTERNAL FACTORS MEANS
No IMPORTANT SCORE
STRENGHTS VALUE WEIGHT RATE
1 Strategic Location 4.0 0.09 3.67 0.34
2 Affordable prices 4.3 0.10 3.58 0.36
3 Pesticide free product 5.0 0.12 4.00 0.47
4 High demand 4.4 0.10 3.67 0.38
5 Easy processing and maintenance 4.0 0.09 3.25 0.30
Total 21.75 0.51 18.17 1.85
WEAKNESSES
Variations of Hydroponic Vegetable 4.25 0.10 2.50 0.25
Products
2 Limited Product Quantity 4.08 0.10 2.67 0.25
The packaging does not have a 4.17 0.10 2.33 0.23
3
label/ brand
4 Promotion through offline is not 4.42 0.10 2.67 0.27
optimal yet
5 Training on hydroponic vegetables 4.17 0.10 2.67 0.26
is still lacking
Total 21.08 0.49 12.83 1.26
Grand Total 42.83 1.00 31.00 3.12
SWOT analysis can be used to opportunities and strengths to take

determine income-generating strategies by
analyzing a combination of the intersection
of the abscissa line (strengths-weaknesses)
and the ordinate line (opportunities-
threats) on the SWOT analysis diagram.
Values on the x and y axes on the SWOT
diagram are taken from the weight of X
rating on internal factors and Y weight on
external factors.

Description:
Quadrant I: This is a very profitable
situation because the company has
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advantage of current opportunities. The
strategy that must be applied in this
condition is to support an aggressive
growth policy (growth-oriented strategy).

Quadrant 1l: Despite facing various
threats, the company still has internal
strength. The strategy that must be applied
is to use strength to take advantage of
long-term  opportunities  through a
diversification strategy (product/market).

Quadrant 11l: In this condition, the
company faces a huge market opportunity,



but on the other hand, it faces several
internal constraints/weaknesses to seize or
maximize better opportunities, which is
called a turn-around strategy.

Quadrant IV: This is unfavorable because
it faces various internal threats and
weaknesses thus a defensive or defensive
strategy is needed.

RESULTS AND DISCUSSION

The results of the rating calculation on
internal factors that affect the marketing of
hydroponic vegetables in Palu City are
presented in Table 2.

Table 3 shows that the total score of
2.91 is greater than the average value
(2.5), which shows that the marketing of
hydroponic vegetables in Palu City has a

threat but can be overcome with its
opportunities.

Based on the evaluation of internal
and external factors, it can be seen that the
strength factor has a score of 1.85, the
weakness factor is 1.26, the opportunity
factor is 1.74, and the threat factor is 1.16.
Thus, the highest score was achieved by
internal factors (strength) of 1.85, and the
lowest was the weakness of 1.16

IFAS and EFAS Matrix

Based on the IFAS and EFAS
analysis results that have been started, the
IFAS and EFAS matrices and the SWOT
analysis diagram can be described in Table
3 and Figure 2.

Table 3. IFAS and EFAS Matrix of
Hydroponic Vegetable Marketing in Palu

OPORTUNITIES -O (+)

City, 2021.
SO Strategy

3. Support the strategy
Turn-around 301

WEAKNESSES -W (-)

3.60

1. Support the strateg
Aggressive

2.43

4. Support the strategy
Defensive

3.02

STRENGTHS -S (+)

2. Support the strategy

Diversification

THREATS -T ()

Figure 2. SWOT Analysis Diagram of Hydroponic Vegetable Marketing Strategy in Palu

City, 2021

Observing the SWOT analysis
diagram in Figure 2, the Hydroponic
Vegetable Marketing Strategy can be
formulated as follows:

Quadrant I:

It is a favorable situation because it
has good opportunities and strengths
because it is in a strategic location so that
it is easy to market hydroponic vegetables,
affordable prices, vegetables produced are
free of harmful chemicals (pesticides),
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high consumer demand, easy management,
and maintenance of vegetables.

Quadrant I1:

Despite facing various threats, it still has
internal strength in this condition. The
strategy taken is to take advantage of a
strategic location to increase income
supported by increasing consumer demand
and easy management and maintenance.
The threats faced are competing with local
vegetables, pests and plant diseases,



differences in the price of hydroponic
vegetables from outside the Palu city,
water quality, and unpredictable weather
can be minimized so that the marketing of
hydroponic vegetable increases.

Quadrant II1:

There is ample opportunity, namely
public awareness to consume and high
demand for hydroponic vegetables, but on
the other hand, producers face several
internal  constraints/weaknesses.  The
strategy that must be done is to increase
the wvariety of hydroponic vegetable
products, make attractive packaging for
consumers, promote both online and
offline, and conduct training on
hydroponic vegetable marketing so as to
improve the quality and quantity of
hydroponic vegetable marketing.

Quadrant IV:

This situation is very unfavorable for
producers because the marketing of
hydroponic  vegetables faces various
internal threats and weaknesses. The effort
or strategy that must be applied in this

condition is to maintain hydroponic
vegetable  production  with  limited
resources.

CONCLUSION

Based on the study, the conclusion
of hydroponic vegetables' marketing
strategy in Palu City is the SO Strategy. In
this  condition, the marketing of
hydroponic  vegetables has strength
because it has great opportunities to be
marketed.
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