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| NTI SARI

Peneiitian nengenai pemasaran  susu  di Daer ah
| stimewa Yogyakarta nel al ui koperasi susu Warga Ml ya ini
di | aksanakan nui ai bui an Februari sanpai dengan Mei 1999.
Responden terdiri dari tiga belas peternak sapi perah

mandiri, koperasi Warga Milya, dan Ilinma |oper susu
Peneiitian I ni bert uj uan unt uk menget anui ] al ur
penmasar an, struktur bi aya  penasaran, mar gi n, dan

efisiensi permasaran susu nel alui koperasi Warga Milya di
wi | ayah Daerah Istimewa Yogyakarta serta penerinmaan
pet er nak dan | enbaga  pemmsaran. Unt uk menget ahu
keefisienan jalur permasaran dihitung biaya penasaran,
margin, farmer s share, dan anaiisis profitabiiitas. Dari

hasil peneiitian ditenukan tiga jalur pemasaran susu
mel al ui koper asi : (1)peternak — koper asi — | PS,
(2)peternak — koperasi — konsunmen RT, (3) peternak —
koperasi — loper — konsunen RT. Kurang lebih 80,64 %

penjuaian nelalui jalur pertama, 14,13 % dan 5,23 %
melalui jalur kedua dan jalur ketiga. Marjin penmasaran
per liter pada jalur pertama Rp 200,12, jalur kedua Rp
725,00, dan jalur ketiga Rp 925,00 (diterim koperasi Rp
375,00 dan loper susu Rp 550,00). Biaya produksi per
liter di peternak Rp 1.073,20, sedangkan biaya penmasaran
per liter di koperasi Rp 123,47, dan loper susu Rp
291,40. Nilai Net profit marjin (NPM tertinggi 33,42 %
di koperasi pada jalur dua dan yang terendah 0,17 % di

" peternak. Nilai Operating ratio (OR) terendah 66,58 % di
koperasi sedangkan yang tertinggi 99,83 % di peternak.
Pet er nak nmenperol eh farmer''s share tertinggi 59,72 % pada
jalur kedua. Hasil peneiitian nenunjukkan bahwa pemasaran
susu nel al ui koperasi Warga Mulya bel um efisien.

(Kata kunci : pemasaran, susu, efisiensi pemasaran)
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ABSTRACT

This research was conducted to observe mlk
mar keting (marketing channel, cost structure, marketing
margi n, nmarketing efficiency, and the income of farmers
and narketing agent) in Yogyakarta region through the
Warga Mulya Dairy Cooperative since February to May 1999.
Respondents of the study were thirteen farners nenber of
Warga Milya Dairy Cooperative, Warga Milya Dairy
Cooperative, and five mlknen. There were three narketing

channels, (1) farmer - cooperative - mlk processing
plant, (2) farmer - cooperative - household consuner and
(3)farmer - cooperative - mlkman -household consuner.

Approxi mately 80.64 % of the whole marketing activity was
conducted through the first channel, 14.13 % and 5.23 %
was through the second and the third one. Marketing
margin at those three channels was Rp 200.12, Rp 725.00
and Rp 925.00 per liter, respectively (the cooperative
and the mlkman received Rp 375.00 and Rp 550.00). The
production cost for the farmer was Rp 1,073.20 per liter,
while marketing cost per liter for the cooperative and
for the mlkman was Rp 123.47 and Rp 291.40. The hi ghest
value of net profit nmargin was received by the
cooperative (33.42% at the second channel and the | owest
one (0.17% was received by the farmer. The highest val ue
of operating ratio was received by the farnmer (99.83%
and the Jlowest one (66.58% was received by the
cooperative. The highest farner s share (59.72% was at
the second channel. It is showmn that the mlk marketing
through the Warga Mulya Dairy Cooperative has not been
efficient yet.
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