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Abstract
Pineapples are very perishable and require an immediate sale to consumers. This has
triggered the local growers to market their produce and rely on the middleman. Thus, this
present study was conducted to identify the challenges that affect the marketing channel
selection of smallholder pineapple growers in Samarahan, Sarawak. The primary data
used for this study were collected from 123 smallholder pineapple growers using simple
random sampling method with a well-structured close-ended questionnaire via face-toface survey. The descriptive analysis was used to describe the socio-demographic
characteristics of the pineapple growers meanwhile exploratory factor analysis (EFA)
using principal component analysis approach with orthogonal rotation (varimax) was used
to reduce data to a smaller set of summary variables and to identify the structure of the
relationship between the variables and the respondents. The findings revealed that five
main challenges have caused pineapple growers to carefully select the marketing channel
in marketing their produce namely; lack of market information; inefficient transportation;
price volatility; market distance; and product perishability. Inadequate marketing
information about supply and demand markets, potential buyers, bargaining, and
negotiation have caused concerned for the pineapple growers to take the risk in marketing
their produce to various customers. Lack of transportation facility and high transportation
cost has caused the pineapple growers to sell their produce at the farm gate to reduce
losses during the distribution channel. Moreover, the unstable pineapple price has created
a risk to the growers due to its negative effect on farm income stability. Besides, the
distance between farms and marketplace has significantly affected marketable surplus of
pineapple fruits thus resorts to the growers to rely on the middleman to market their
produce. Conclusively, all the challenges highlighted in this study should be given
adequate attention by the relevant agencies to improve and continue their effective roles in
the pineapple market and to enhance farmers’ livelihoods. This can be achieved by
strengthening the fruit supply chain management, adopting comprehensive approaches
such as policies, programs and strategies pertaining to the marketing of pineapple fruits
that require a collective effort and commitment from the public and private sectors.

1. Introduction
Sarawak, which contributes 98% of the country’s
black pepper, is now poised to be the largest premium
pineapple hub in the country (Ministry of Modernisation
of Agriculture, Native Land and Regional Development
Sarawak, 2020). As stated in a 2017 statistic by
*Corresponding author.
Email: arsaili@uitm.edu.my

Malaysian Pineapple Industry Board, pineapple farming
in Sarawak covers about 1,342 hectares of land with a
total production of 38,025 metric tons generating
revenue of RM48.22 million and currently is the secondlargest pineapple producing state in Malaysia after Johor
with 8,429 hectares (David, 2019). Ananas comosus is an
important tropical fruit from the Bromeliaceae family.
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After bananas, the pineapple was recognized by the
United Nations Conference on Trade and Development
(UNCTAD) in the ranking of commercial tropical fruits
for production on a worldwide basis (UNCTAD, 2016).
Pineapple is a wonderful tropical fruit having
exceptional juiciness and vibrant tropical flavour packed
with immense health benefits. Joy (2010) stated that
pineapple contains a considerable amount of calcium,
potassium, fibre, and vitamin C and a good source of
vitamin B1, vitamin B6, copper, and dietary fibre.
Currently, there are nine major pineapple varieties
planted in Malaysia, namely Moris, N36, Sarawak,
Moris Gajah, Gandul, Yankee, Josapine, Masapine and
most recently MD2 (Thalip et al., 2015). Milie Dilard 2
or MD2 has been identified as a key crop under the
National Key Economic Area (NKEA) of the Economic
Transformation Program (ETP). UNCTAD (2016) stated
that the local prices of fresh pineapple have tended to dip
in European markets under the effect of the growing
supply. Moreover, the increased supply in the Costa
Rican in the early 2000s, with the MD2 variety, first
caused an increase in demand which was accompanied
by a steep rise in prices, peaking in 2003. But, some of
the top ten fresh pineapple exporters especially the Asian
countries only exports approximately 20% of its fresh
produce, the remaining 80% is mainly aimed at
processing such as in Thailand, the Philippines,
Indonesia, and China (UNCTAD, 2016). Pineapple can
be consumed fresh, or it can be processed into canned,
juiced, and are found in a wide array of food packagingdessert, fruit salad, jam, yoghurt, ice cream, candy, and
as a complement to meat dishes (Chaudhary et al., 2019).

through which they can market their products. Arinloye
et al. (2015) stated that there are four main marketing
channels consists of rural, urban, export fresh pineapple
markets, and processing-oriented markets. Most common
among these options are direct-to-consumer sales (e.g.,
farmers’ markets, roadside stands), direct-to-institution
outlets (e.g., schools, hospitals, other institutional
foodservice operations), and intermediated outlets such
as wholesalers, distributors, restaurants, or grocers
(Barrowclough et al., 2019). For the rural farmers,
marketing channel selection is one of the key elements to
the successful marketing of their products as different
channels are characterized by different costs and
profitability. For instance, selling to brokers or collectors
at the farm gate due to the lack of access to
transportation or insufficient credit often give less
remunerative to the farmers. The evidence found by
Fafchamps and Hill (2005) that the crop price received
by farmers varies between channels for sales has
implications
for
the
welfare
impact
of
commercialization.

Marketing channel as defined by (Stern et al., 1996)
is a set of interdependent organizations involved in the
process of making a product or service available for
consumption or use. Makhura (2001) inspected that the
marketing of smallholder farmers was constrained by
poor infrastructure, distance from the market, lack of
own transportation, and inadequate market information.
A study in West Bengal done by Das et al. (2016)
revealed that there are six major marketing channels
through which pineapple fruits are transacted from
producers to consumers (Table 1). Additionally, Figure 1
shows the supply chain structure in Johor, starting from
According to Jaji et al. (2018), their study indicated the farmers until the end customers (Zakaria and Abdu
that pineapple industry contributes significantly to the Rahim, 2014). From the figure shown, there are several
country’s socio-economic development in terms of levels involved in fruit supply chain starting from
improving livelihoods of smallholder farmers through farmers, intermediaries, and lastly the consumers. There
incomes generation. Sigei (2014) stated that it is is, however, a growing interest among supply chain
important for smallholder farmers to market the stakeholders for small-scale farmers to shift their
agricultural produce as they provide job opportunities for participation in traditional into intermediated channels
the rural community. Smallholder farmers must select such as marketing their products in mainstream grocery
high-value markets, such as exporting and processing- and retail venues where consumers are already shopping
oriented marketing channels, in the pineapple supply (Clark and Inwood, 2016). Accommodating these
chain to generate more income. This is possible because requests can be challenging, requiring buyers to integrate
fruit and vegetable farms have numerous channels
Table 1. Marketing channel of pineapple fruit in West Bengal
Marketing channel
Channel-1
Channel-2
Channel-3
Channel-4
Channel-5
Channel-6

Channel chain
Producer→Wholesaler→Outside markets→ *Consumer
Producer→Trade agent → Wholesaler →Outside market→*Consumer
Producer→Wholesaler→Retailer Consumer
Producer→Trade agent→Wholesaler→ Retailer→Consumer
Producer→Wholesaler→Factory→ Outside market→*Consumer
Producer→Wholesaler→Middle agent →Outside market→*Consumer

*incomplete channel is an open channel that is extended to the markets in other states
eISSN: 2550-2166
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Figure 1. Fruit supply chain in Johor

The Samarahan district is one of the pineapple
cultivation project areas in Sarawak. The areas were
previously implemented by the Integrated Agriculture
Development Area (IADA) Samarahan which were then
taken over by Malaysian Pineapple Industry Board
(MPIB) (Assis et al., 2014). With the effort of the
government to produce fresh pineapple products
especially from the MD2 variety as Sarawak has vast
landmass and a large tract of peat soil, it has big potential
to become the nation’s main pineapple producer. Hence,
using an intermediary is important to solve the
ineffective marketing system such as the used of
contracts to facilitate transactions between small-scale
farms and wholesalers. However, the selection of
marketing channels is one of the important factors for
pineapple growers in Samarahan because different
channels are characterized by different profitability and
cost. Understanding the challenges influencing the
channel selection is essentials to improve farm income
and investment condition especially for small scale
pineapple production. This paper was therefore aimed at
identifying the challenges that affect the marketing
channels selection of pineapple growers in Samarahan,
Sarawak so as to be able to point out the necessity of
pineapple growers to increase their production and also
formulate the strategic plans and policies for the
development of smallholder marketing abilities.

Samarahan was chosen due to its characteristics of being
the largest pineapple planting district with 357.95ha or
37 per cent of the total planted areas across Sarawak in
2016 (Veno, 2018). It is a district with an area of 593.9
km square coordinated at 1°45’99” North and longitude
110°48’83” East. Samarahan was, therefore, chosen as
the study area. The specific areas or villages in the
Samarahan district selected for the study were Meranek,
Niup, Naie Baru, Melayu, Sungai Mata, Empila, Mang,
Tanjung Parang, Asajaya, Lubuk Punggo, and Tambey.
The primary data used for this study were collected from
123 smallholder pineapple growers selected using simple
random sampling method with a well-structured closeended questionnaire via face-to-face survey. The
instrument used for data collection consisted of two
sections of A, and B. Section A comprised of questions
on demographic of pineapple growers and Section B
covered the challenges faced by the smallholder
pineapple growers in selecting marketing channel to
market their pineapples products. To ensure the validity
of the instrument it was pre-tested to detect weakness in
design and a wide range of other potential problems
associated with the instrument. The results from the pilot
study were used to fine-tune the questionnaire for the
final data collection. Furthermore, the reliability analysis
was conducted using Cronbach’s alpha to examine the
internal consistency of items for each of the construct.
The results showed Cronbach's Alpha is 0.719 that is in
the range of acceptable internal consistency of 0.8 > α ≥
0.7. This indicated that the reliability of the items
measured in each of these indices are satisfactory and the
internal consistencies are quite high.
2.1 Data collection analysis

2. Materials and methods

The descriptive analysis and exploratory factor
analysis (EFA) were used to analyse the data using the
Statistical Package for Social Science (SPSS) software
version 22. Descriptive analysis was used to describe the
socio-demographic characteristics of the pineapple
growers in frequencies and percentages. Exploratory
factor analysis using principal component analysis
approach with orthogonal rotation (varimax) was used to
identify the most important variables from the large
number of variables in the data set that affect the
selection marketing channels among the pineapple
growers. Varimax rotation attribute helps smoothen the
components and reduces the level of convergence among
the variables in each component (Hair et al., 2009).

The study was carried out in Samarahan, Sarawak,
Malaysia. According to the Department of Agriculture,
Sarawak is listed as the second top producing state in
Malaysia after Johor for pineapple production in 2017
with the estimated volume of production of 25,664
metric tons (Nurul Hidayah and Fazleen, 2019).

The twenty-three items considered for factor analysis
in this study were subjected to a reliability test to ensure
internal validity. According to George and Mallery
(2003), the value of 0.8 is considered as a good
consistency in the instrument measurement showing that
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develop strategies to manage the frequently more-varied
quantities, quality, and production practices from these
farms. Zakaria and Abdul Rahim (2014) stated that the
distance of farm which is lengthy to the consumers had
affected the selection of marketing channel by the
smallholders.
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variables are consistent and reliable. The measure of
sampling adequacy is determined by Keiser-MeyerOlkin (KMO) and its value of at least 0.6 or higher with
an eigenvalue greater than 1 is considered meaningful for
factor analysis (Hair et al., 2009). The Bartlett’s test of
sphericity tests the hypothesis that the correlation matrix
is an identity matrix that is all the variables are
uncorrelated. If the significance value for this test is less
than 0.05, this indicates that the test is significant, thus,
factor analysis is suitable. In computing the factor
analysis, the “option” tool in SPSS software was used to
suppress the scores to show the results of those variables
above 0.5. This was done to allow for easy identification
of the significant variables in the components.
Uncorrelated and standardized factor scores were also
generated through the Anderson-Rubin method for
further analysis.
3. Results and discussion
3.1 Socio-demographic profiles of smallholder pineapple
growers

experience with multi-generational farming and
knowledge and experience in the management of plant
growing and/or animal breeding. Jaji et al. (2018)
additionally expressed the same result as an increase in
the farmers’ experience increasing pineapple quantity
supplied to the market. Further results by Kassa et al.
(2017) showed that high income generated by the fruit
sector was an important motivational factor for
households to participate in the market. This finding
concurs with that of Osmani and Hossain (2015) who
reported that farmers’ decisions on market entry are
significantly related to the amount of farm income.
Table 2. Socio-demographic profiles
Variable (s)
Frequency
Age
20-30
25
31-40
62
41-50
26
51-60
10
Gender
Male
64
Female
59
Level of education
Primary school
13
Secondary school
89
Tertiary education
21
Monthly income
Less than RM500
62
RM501-RM1000
44
9
RM501-RM1000
3
RM1001-RM1500
2
RM1501-RM2000
3
RM2001-RM2500
Farming experience
Less than 2 years
19
3-5 years
87
More than 6 years
17

Percent

20.3
50.4
21.1
8.1
52
48

Table 2 reports the descriptive characteristics of the
123 respondent of pineapple growers. The results
showed that most of the pineapple growers were in the
age of 31–40 years old (50.41%), 20.3% were between
20–30 years, while only 8.1% of the growers were in the
age bracket of 51–60 years. Majority of the respondents
(52%) are males while the rest (48%) are females. This
shows that there are more male pineapple growers than
female pineapple growers in the study area. More than
half (72.4%) of the respondents had secondary school
education, 17.1% attained tertiary level education, while
10.6% accomplished their secondary school education.
The results also indicated that majority of the pineapple
growers earned less than RM500 per month or 50.41%
and only 14% of them have a monthly income above
RM1,500. In terms of experience, the majority (70.7%)
of the pineapple growers had 3-5 years of farming
experience, 15.5% of them had had less than 2 years’
experience, while the rest (13.8%) had over 6 years of
pineapple farming experience.

3.2 Challenges faced by smallholder pineapple growers
in selecting marketing channel

Based on the respondents, it can be summarized that
a majority of smallholder pineapple growers in
Samarahan Sarawak were young farmers who had less
than five years’ experience in pineapple sectors and had
undergone only secondary school education. Moreover,
they were categorized as a lower income group who
received income less than RM500 per month. As stated
by Marie et al. (2018), the main reasons these young
farmers enter the agriculture sector were to continue with
the farming of their parents or relatives and to work in
nature. Moreover, the finding is in line with Zondag et
al. (2015) who identified that Czech farmers lack the

Factor analysis was conducted on the items related to
the factors influencing the selection of marketing
channels using Varimax rotation method and
Eigenvalues greater than one as a cut-off point for the
number of factors extracted. The sampling adequacy and
the factorability of the data were evaluated through the
Kaiser-Meiyer-Olkin indicator (KMO), which is based
on correlation and partial correlation varying from 0 to
1.0. Thus, to proceed with factor analysis, the overall
KMO value should be at least 0.6 or higher (Hair et al.,
2009). The value of KMO for this study was 0.804 as
shown in Table 3 which is acceptable for conducting

eISSN: 2550-2166

10.6
72.4
17.1
50.4
35.8
7.3
2.4
1.6
2.4
15.5
70.7
13.8
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Table 3. Test of sampling adequacy
Kaiser-Meyer-Olkin Measure of Sampling
Adequacy
Bartlett's Test of Sphericity
Approx. Chi-Square
Degree of Freedom
Significance

0.804
1664.682
253
0.000

The result shows that five factors comprising 21
items out of the initial twenty-three items met KaiserMeiyer- Olkin’s criterion of having eigenvalues greater
than 1 and are considered significant. These five factors
collectively explained 64.704% of the total variation of
the factors influencing pineapple supply as shown in
Table 4 together with the factor loadings, eigenvalues,
percentage of variance, as well as Cronbach’s alpha.
Items in the five-factor solution had factor loadings
ranging from 0.503 to 0.907. These factors are (1) Lack
of market information, (2) Transportation, (3) Price
volatility, (4) Distance, and (5) Product perishability.
These factors are described and interpreted in Table 4.

Table 4. Challenges in selecting marketing channel
Items

F1

Factor Loading
F2
F3
F4

F5

Lack of market information
Lack of market information provides higher risk in direct selling of pineapple to

0.907

Lack of market information influence the farmer’s judgement in selecting marketing
channel for pineapple

0.894

Lack of market information is a major factor in selecting marketing channel for

0.866

Lack of market information lead to middleman involvement

0.863

Farmers get low internet access causing them getting lack of market information
Transportation

0.767

Transportation influence farmers judgement in selecting marketing channel for

Lack of transportation facilities lead to higher risk in marketing pineapple directly to
customers
Transportation is a major factor in selecting marketing channel for pineapple
Perishability of product provides higher risk in direct selling of pineapple to

0.796
0.774
0.766
0.550

Price Volatility
Price volatility influence farmers judgement in selecting marketing channel for

0.835

Price volatility lead to higher risk in marketing pineapple directly to customers
Price volatility cause farmers to sell their crop to middleman

0.812
0.787

Price volatility is a major factor in selecting marketing channel for pineapple
Distance
Distance influence farmers judgement in directly marketing the pineapple
Distance is a major factor in selecting marketing channel for pineapple
Longer distance lead to higher transportation fee
Distance provides higher risk in direct selling of pineapple to customer

0.759

Distance cause farmer to sell their crop to middleman
Product perishability

0.763
0.751
0.625
0.600
0.503

Perishability of product provides higher risk in direct selling of pineapple to

0.708

Pineapple is highly perishable product

0.578

Perishability of product cause farmers to sell their crop to middleman
Eigenvalues
Percentage of Variance (%)
Cumulative percentage of variance (%)
Cronbach’s alpha
eISSN: 2550-2166

0.541
7.561 2.572 1.858 1.758 1.211
19.354 14.425 12.791 10.419 7.715
19.354 33.778 46.570 56.988 64.704
0.931 0.797 0.750 0.738 0.693
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that the overall correlation matrix is not an identity and it
is significant at p < 0.000 indicating the appropriateness
of extracted items for factor analysis. Furthermore, the
anti-image correlation matrix revealed that the measures
of sampling adequacy were well above the acceptable
level of 0.5, confirming the suitability of the data for the
factor analysis (Coakes and Steeds, 2003).
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3.2.1 Factor 1: Lack of market information
This factor explained about 19.354% of the total
variance with eigenvalue of 7.561. The factor consists of
five items with the factor loadings ranging from 0.767 to
0.907 (Cronbach’s Alpha = 0.931). This result shows
that insufficient market information is the main
challenges affecting the selection of marketing channel
by the pineapple growers in Samarahan. Access to
market information is important because it enables
farmers to make more appropriate decisions on which
market to sell to and when to sell their commodity.
Farmers need comprehensive market information to be
able to make the right decision on the amount of product
to market and which price to receive (Kyaw et al., 2018).
As expressed by Jari and Fraser (2009), the availability
of market information enables farmers to make informed
marketing decisions related to supply and demand
conditions of markets, potential buyers, bargaining and
negotiation, enforcing contracts, and monitoring.
Moreover, access to agricultural market information is
necessary for participating in agricultural markets.
Mazowa et al. (2014) mentioned in the study that poor
access to markets by rural farmers is attributed by poor
road infrastructure, lack of transporting means, and
broadly by lack of agricultural market information. Due
to lack of market information such as the price of
produce, quality, and quantity of produces required at the
markets, rural farmers negotiate on prices of their
produce based on the information provided by traders.
These factors significantly reduce the bargaining power
of rural farmers thus promoting uncompetitive markets.
The evidence found by Soe et al. (2015) revealed that the
rice farmers who do not get enough market information
are more likely to sell at the farm gate and less likely to
sell through other channels such as direct sales. The
statement above was parallel to the finding of this study
as the pineapple growers in Samarahan who gained lack
of market information provides higher risk in direct
selling of pineapple to their customer and comfortable to
sell their produce through the help of middlemen.
3.2.2 Factor 2: Transportation

This factor explained about 14.425% of the total
variance with eigenvalue of 2.572. The factor consists of
four items with the factor loadings ranging from 0.550 to
0.796 (Cronbach’s Alpha = 0.797). The lack of
accessible means of transportation or possession of own
transportation is another variable found to influence the
decision of the channel selection. Soe et al. (2015)
studied on the factors influencing marketing channel
choice by paddy rice farmers in Myanmar found that the
probability of farmers selling at the farm gate to the
brokers or commission men increases if they have no
eISSN: 2550-2166

transportation facility and the road condition is bad.
Perishable goods especially agricultural products need
speedy movement and shorter route of distribution. The
marketing of fresh pineapple poses a serious problem
due to its high perishability. According to Das et al.
(2016) in their study in Bidhan Nagar market, total losses
for raw pineapples and ripened fruits were 2.5% and
29.6%, respectively. The major part of loss (1.4%)
occurs during transportation of raw fruits and for ripened
fruits, it is 13% which occurs in wholesalers’ store.
Therefore, transportation is one of the key factors that
influence the smallholder pineapple growers in selecting
the marketing channel to market their produce to reduce
the marketing losses due to spoilage during transit.
3.2.3 Factor 3: Price volatility
This factor explained about 12.791% of the total
variance with eigenvalue of 1.858. The factor consists of
four items with the factor loadings ranging from 0.759 to
0.835 (Cronbach’s Alpha = 0.750). This result shows
that price of the product is one of the factors affecting
the selection of marketing channel by the pineapple
growers in Samarahan. Price volatility is one of the most
important sources of risk for fruit and vegetable
producers due to its negative effect on farm income
stability (Hartwich et al., 2015). A study by Felis and
Garrido (2015) analyse the impact of price volatility on
the market power of retailer and wholesaler in the fresh
produce supply chain and find that market power is
sensitive to price volatility. Increasing price volatility
caused by external shocks rises the variability of their
price margins. Price of the product is a sensitive factor
with a great effect on both the demand and supply of any
product. A study conducted by Jaji et al. (2018)
discovered that an increase in the price of pineapple in
the market results in an increase in the quantity of
pineapple market supply by the farmers, holding other
variables constant. This result is consistent with the
findings by Kyaw et al. (2018) as the price of rice had a
significant effect on the rice sales volume of farmers.
The results indicate that higher market prices encourage
farmers to produce more, which in turn increases the
proportion of rice to be sold in the market by smallholder
farmers. Fresh fruits and vegetables are extremely
perishable and have a relatively short shelf life and need
to be sold through shorter marketing channels to reduce
losses to the farmers. Soe et al. (2015) expressed that the
farmers have to sell immediately after harvesting to the
brokers or commission men who bargain less with
farmers because they need immediate cash to pay their
loans for production and household expenses.
Furthermore, the inaccessibility and the bad condition of
the rural roads to the market is another determinant
factor affecting the channel choice. Gandorfer et al.
© 2020 The Authors. Published by Rynnye Lyan Resources
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3.2.4 Factor 4: Distance
This factor explains about 10.419% of the total
variance with eigenvalue of 1.758. The factor consists of
five items with the factor loadings ranging from 0.503 to
0.763 (Cronbach’s Alpha = 0.738). This result indicates
that distance is one of the factors influencing the
selection of marketing channel for pineapple growers in
Samarahan. Ayalew (2015) studied the factors affecting
fruit supply in the market in North Wollo, Ethiopia and
found that distance to market had significantly and
negatively affected marketable surplus of fruit. The
result shows that an increase in the distance indicates a
decrease in the quantity of supplied fruit. This result was
aligned with the findings of Kyaw et al. (2018) which
revealed that the longer the distance to market, the less
the proportion of rice will be marketed. Therefore, the
larger the distance to the market, the lower the amount of
products sold in the market and instead sell their
products at the farm gate. According to Soe et al. (2015),
the distance to selling place has caused the rice farmers
to sell their grain to brokers or commission men or send
to collectors or traders at the farm gate, and less likely to
sell their grain in rice mills in town. Results of the study
conducted by Volpe et al. (2013) indicate that
transportation costs significantly increase the costs of
marketing the produced items and therefore their
wholesale price. The impact of fuel prices on produce
price tags depends on the distance between wholesale
markets and the source of the produce, the method of
transportation, the importance and timing of imports, and
commodity-specific factors such as perishability. Hence,
the distance of the pineapple growers to the market
influences the decision in selecting marketing channel
due to the higher transportation costs which reduces the
quantity of supply of fruits sold to the market among
smallholder pineapple growers in Samarahan.
3.2.5 Factor 5: Product perishability
This factor explained about 7.715% of the total
variance with eigenvalue of 1.211. The factor consists of
three items with the factor loadings ranging from 0.541
to 0.708 (Cronbach’s Alpha = 0.693). The product
perishability is one of the challenges faced by pineapple
eISSN: 2550-2166

growers in choosing a marketing channel. A study was
done by Baruwa (2013) in Osun state, Nigeria shows that
highly perishable characteristic of pineapple coupled
with the lack of storage and transportation facility is one
of the constrain in the marketing of the product.
Additionally, Kainga (2013) indicated that spoilage of
fruits, transport risk and irregular supply was the major
constraint in watermelon marketing in Bayelsa State,
Nigeria. This result was consistent with outcomes of
Okal (2016) which showed that the perishable nature of
pineapples was third-ranked among marketing
constraints to pineapple trade in selected markets in
Bureti, Kenya. This means that farmers and traders were
not able to store the produce for a longer period and was
sometimes forced to dispose of the produce at lower than
purchasing prices to minimize total loss. The marketing
of pineapples is a complex and risky business because of
their perishable nature and bulkiness which requires well
-functioning marketing system to transfer it from the
point of production to the point of consumption within a
specified amount of time to maintain its freshness. This
constraint poses a special challenge to smallholder
pineapple growers in Samarahan because they lack the
resources to access and interpret market information thus
depending on the middleman to manage or market their
product.
4. Conclusion
The results of factor analysis in this study showed
that lack of market information, transportation, price
volatility, distance, and product perishability was
identified as the challenges affecting the selection of
marketing channel among the smallholder pineapple
growers in Samarahan, Sarawak. Therefore, it can be
concluded that all the challenges identified in this study
are the significant factors to be considered for any
related agencies to enhance and sustain their
competitiveness in the pineapple market and to improve
farmers’ livelihoods. In order to sustain its competitive
position in the pineapple market, fruit supply chain
management must be strengthened to avoid post-harvest
losses and wastage. This will require adopting an
inclusive approach such as policies, programs, and
strategies pertaining to the marketing of pineapple fruits
that require a collective effort and commitment from the
public and private sectors. As such, the related agencies
in Malaysia should venture into downstream processing
to add value, instead of focusing solely on marketing the
whole fruit.
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(2017) stated that one of the most important sources of
risk in marketing fruits and vegetable in Germany is
price volatility as they give a negative impact and
influence the farm income stability. Thus, the findings of
this study revealed that, due to small-scale pineapple
production, the smallholder pineapple growers in
Samarahan are frightened to take the high risk to market
their product. Instead, they choose to sell their product as
fast as they can to the middlemen in order to avoid price
volatility.
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