
Journal of Applied Economic Sciences 

 415 

Exploring the Conventional Ijon Market and its Impact to Strengthen Vegetable 
Farmers Bargaining Power in Central Java, Indonesia 

 

Dumasari DUMASARI 
Faculty of Agriculture 

Purwokerto Muhammadiyah University, Central Java, Indonesia 
dumasarilumongga@indo.net.id 

 

Budi DHARMAWAN 
Faculty of Agriculture 

Jenderal Soedirman University, Central Java, Indonesia 
b_dharmawan@yahoo.com 

 

Imam SANTOSA 
Faculty of Social and Political Sciences 

Jenderal Soedirman University, Central Java, Indonesia 
Scokronegoro@yahoo.com 

 

Wayan DARMAWAN 
Faculty of Forestry 

Bogor Agricultural University, West Java, Indonesia 
wayandar@indo.net.id 

 

Dinda Dewi AISYAH 
Graduate student in Agricultural Economics 

Universitas Gadjah Mada, Yogyakarta, Indonesia 
dinda.dewi.a@mail.ugm.ac.id 

Article’s history:  
Received 5th of May, 2020; Received in revised form 27th of May, 2020; Accepted 20th of June, 2020; 
Published 30th of June, 2020. All rights reserved to the Publishing House. 

Suggested Citation: 

Dumasari, D. Dharmawan, B., Santosa, I., Darmawan, W., Aisyah, D.D. 2020. Exploring the Conventional Ijon Market and Its 
Impact to Strengthen Vegetable Farmers Bargaining Power in Central Java, Indonesia. Journal of Applied Economic Sciences, 
Volume XV, Summer 2(68): 415 - 424. DOI: https://doi.org/10.14505/jaes.v15.2(68).14  
Abstract:  

This study aims to explore the conventional ijon market and its impact to strengthen bargaining power of vegetable farmers in 
rural area of Central Java, Indonesia. The research design was based on narrative synthetics, which uses in-depth case studies 
method with quantitative qualitative approaches. The results showed that the bargaining power of farmers was positively 
affected by ijon markets with an auction based on mutual reciprocity. However, their personal status was still lower than the 
middlemen in terms of formal education, business capital, ownership of transport vehicles, storage warehouses and the ability 
to hire workers. Middlemen compete to bid on pre-harvest vegetables produce at a price determined by farmer. The farmer 
sells the crop to the highest bidder, who subsequently sells the harvest for a profit in the local market. The reciprocal mutualism 
underlying the farmers’ bargaining power is based on their social interaction, persuasive communication routine, and their 
strong business cooperation networks. The ijon market was originally viewed as detrimental to farmers, but since it has begun 
to operate using an auction process, it now provides some profit. Another benefits for farmers including market guarantees, 
reasonable prices, production cost savings, minimization of crop failure, social relationships, and production security.  

Keywords: auctions; ijon markets; farmers’ bargaining power; middlemen; mutual reciprocity. 

JEL Classification: Z13; Q13; Y10. 

Introduction 
Improving the quality of farming community resources is a high priority goal in developing agrarian countries. Well 
resourced farmers are better at managing their farms in more productive, creative, innovative, and competitive 
ways. A strong bargaining position in every transaction related to marketing the harvest certainly benefits farmers. 
One requirement for farmers to achieve bargaining power is the ability to manage reciprocity among market players, 
including farmers, middlemen, and others (Dumasari et al. 2018). Market security and reasonable prices are key 
benefits for farmers. Even if an agricultural commodity is superior, inadequate market facilities and prices result in 
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minimal potential value and little contribution to farmers’ economic wellbeing (Rahman and Awerije 2016). 
Furthermore, reasonable prices and accessible markets help farmers to avoid losses due to product damage after 
harvest. 

Farmers need a short path to market. When the path is too long, the price of the produce at the farm level 
is lower than the market price, and the largest marketing margin is obtained by retailers (Serawai and Adly 2017). 
Outcomes insuffiency may happen when farmers lack access to price control and market information due to the 
distance between the farm and the market. This result addressed from some poor communication between the 
farmers and market participants, which increase uncertainty in price and market value. Middlemen tend to take 
large profits under high uncertainty by setting prices paid to farmers as low as possible (Courtois and Subervie 
2014). In an attempt to address this issue, the mobile Market Information Services (MIS) issues some programs to 
reduce those unsureness in order to increase more benefits for farmers. 

Direct marketing is crucial for agricultural commodities, particularly for vegetables and fruits, as both sustain 
high levels of damage during the post harvest period. Vegetable and fruit farmers in Ethiopia are prone to financial 
loss and poverty due to repeated crop losses resulting from weak market access and negligible processing 
technology (Rahiel et al. 2018). The marketing strategy directly will frees farmers from the costs of drying, storage 
and postharvest processing (Timsina and Shivakoti 2018). It also strengthens farmers’ bargaining position. Some 
marketing strategies are directly motivated by the desire to maintain harmonious reciprocal relationships in the form 
of partnerships based on mutualism between farmers and middlemen. Partnerships grounded in mutualism serve 
as alliances that overcome farmers’ weak access to prices and markets. Although improvement is still needed, the 
partnership between farmers and middlemen in Cameroon is sustained because it reduces transaction costs (Tita 
et al. 2012). Partnerships are important for the sustainability of farming in rural areas. Partnership management is 
inseparable from the existence of reciprocity and the pursuit of relational values necessary to organize and motivate 
sustainable agriculture (Alan and Berber 2018). 

Farmers use mutual reciprocity to form social networks that meet various needs from preproduction, through 
production, to postharvest (Jana et al. 2013, Bétrisey and Mager 2019). The result of reciprocity is the basic 
principle of cooperation, grounded in interaction and mutual trust (Giorgio 1997). Reciprocity forges a strong bond 
for business partnerships between farmers and middlemen in the marketing of agricultural crops. A culture of 
collaboration and mutual trust was established in Vietnam to strengthen reciprocity between farmers and collectors 
in rice marketing (Do 2017). The business partnership network is based on oral agreements without a formal legal 
contract. However, the majority (90%) of Vietnamese farmers continue to use middlemen as a marketing channel. 
The decision to do so is based on the role of middlemen, who serve as intermediaries as well as providers of price 
and market information for farmers. 

In fact, most of the farmers in Indonesia are smallholders who have a low bargaining position when they 
have to face the unfair marketing system. Ijon system, a sort of marketing system which commonly used by small 
scale farmer which makes them sell their agriculture produce before the harvesting time (Suprehatin 2009). In rural 
areas of Karangreja, Purbalingga, Indonesia, farmers and middlemen manage mutual reciprocity in the marketing 
of vegetables. Marketing with ijon system and bonded labor goes in harmony. The transaction uses an auction 
system to strengthen the bargaining position of farmers. Ijon marketing strategies apply to certain vegetables that 
are characterized by annual crops and one harvest. Ijon marketing is unique to farmers in various rural areas of 
Indonesia. It's just that the role of middlemen in the ijon market tends to be antagonistic that detriment many 
farmers. Ijon markets are characterized by a transaction process between farmers and middlemen that takes place 
when vegetables are still not harvested in the garden. Some middlemen as bidgers bid on vegetables before several 
days of harvest with an auction system. Farmers who have the right to decide who are the middlemen that chosen 
as the buyers of vegetables. 

The selection of middlemen tends to be based on the courage to bargain with the highest bid. Another 
criterion considered by farmers is the track record of middlemen in terms of honesty, cooperation and the reciprocity 
of mutual reciprocity. Payment of cash vegetables after the farmer has set the right middlemen as a pengijon. If the 
bondage occurs during the harvest season, then the payment can be paid in installments with a minimum deposit 
of 50% of the total estimated price. Ijon market strategy based on mutual reciprocity has increased the profits of 
farmers to reach 150% compared to marketing themselves to the nearest agribusiness market. Ijon marketing by 
way of auction relieve farmers of the burden of the costs of harvesting, transportation and storage. 

The bargaining power of farmers in the vegetable ijon market with mutual reciprocity by auction in rural 
Karangreja reconstructed the asymmetrical exchange theory that led to the high dependency of farmers to 
middlemen to weaken their bargaining power and disadvantage farmers (Lwin et al. 2006, Hegde and Madhuri 
2013, Arsyad et al. 2018). The bargaining power in the vegetable market with ijon system by means of auction and 



Journal of Applied Economic Sciences 

 417 

reciprocity based are interesting to be studied in depth. The theme is unique, distinctive and relevant as valuable 
information for the development of the quality of human resources in an effort to strengthen the bargaining position 
of farmers through the management of values and mutual reciprocity norms. 
1. Methodology 
The research design employed was narrative synthetics, which uses a deep case study method to analyze social 
facts with a literature review that combines quantitative and qualitative approaches (Pawson et al. 2005).This design 
is appropriate for reviewing theories and constructs under consideration in this study. The output is a summary of 
the current state of knowledge about a particular topic based on a formulation of the problem that aims to offer a 
new perspective on the issue. 

This research project was intentionally carried out in the rural Karangreja District, Purbalingga Regency, 
Central Java Province, Indonesia. Karangreja is a center of vegetable production in Central Java. The majority of 
villagers in the region (>70%) are vegetable farmers. Recognizing the high potential of rural Karangreja as a 
vegetable center, the Regional Government of Purbalingga Regency established an Agribusiness Station Market. 
The aim of the market is to help vegetable farmers’ sell their crops at reasonable prices. However, in reality, the 
majority (>90%) of vegetable farmers choose to sell their harvest to middlemen in the ijon market using an auction 
system. 

Primary and secondary data were collected. Primary data were obtained through in-depth interviews with 
respondents and key informants guided by research instruments, observations while participating in a number of 
vegetable ijon market activities and focus group discussions. Secondary data were obtained through literature 
searches and content analyses of research results, theories, and related concepts from textbooks, research reports, 
and scientific journal articles. 

The population of this study includes all vegetable farmers who live in rural Karangreja District, Purbalingga 
Regency, Central Java Province, Indonesia. Respondents were selected from the population to represent all the 
conditions and problems of the farmer. Determination of respondents carried out purposive sampling technique. 
Various criteria that underlie the selection of respondents: cultivate annual vegetable crops, non tubers and one 
harvest, have a reciprocal relationship with several middlemen, use the bonded market with the auction system to 
market vegetables and get economic benefits from the social ijon market. 

Other primary data sources include key informants from middlemen as someone with enough movement 
space for activists in rural Karangreja. Determination of key informants is done by rolling snowball technique. 
Primary data sourced from key informants function to complete and check re-check between types of data. 
Determination of the number of respondents and key informants using nonprobability sampling techniques to not 
be strictly limited as a rule in quantitative research. Determination of the number of primary data sources is more 
emphasized to fulfill the importance of the completeness and depth of the data in order to answer the problem 
formulation logically. 

Data processing techniques carried out qualitatively and quantitatively. Utilization of qualitative data 
processing techniques through several stages of data entry, data filtering, data grouping, data categorization, 
inference, retesting and presenting data. The quantitative data processing techniques include the stages: editing, 
coding, and data entry manually. Qualitative data that has been processed is then analyzed using Interactive 
Analysis Techniques (Miles and Huberman 1991). The results of quantitative data processing were analyzed using 
non-parametric statistics: percentage values, tabulation, frequency distribution and scoring. The results of data 
analysis are then interpreted to be presented in a systematic narrative descriptive discussion. 
2. Results 
The vegetable ijon market in the Karangreja countryside has been in operation for many years. The respondents 
were invited to discuss the honesty, kindness, and openness of the middlemen in determining the prices offered by 
the vegetable appraisers. Past experience with mutual reciprocity was also a consideration for farmers in accepting 
price estimates. The courage of the middlemen’ bids were seen in their estimation of the highest price, particularly 
as they weighed farmers’ decisions in determining who would serve as the pengijon. The selling prices and payment 
mechanisms in the ijon market are the result of agreements between farmers and middlemen after an auction. Ijon 
markets take place before the harvest, when the vegetables are still in the garden. The auction process in 
Karangreja is shown in Figure 1. 
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Figure 1. Auction mechanism in the vegetable market with ijon system 

 
Not all types of vegetables can be sold on the bonded market (e.g., no root vegetables), and those that 

qualify (cabbage, leeks, celery, bok choy, choy sum, and others) must meet some criteria, including a specific age 
at harvest, being from a single harvest, being healthy without pest damage, and having been harvested from the 
farmer’s own property. In our study, all types of vegetables were cultivated by respondents using monoculture 
farming. Only a few respondents applied polyculture farming. 

Monoculture farming patterns are more attractive to farmers because the process of price estimation by 
middlemen is easier and more precise. Estimating prices for vegetables grown under polyculture planting patterns 
is more troublesome for middlemen, and the price is lower and therefore less attractive to farmers. The production 
of each type of plant is also unclear because it is difficult for middlemen and farmers to predict multiple outcomes. 
Furthermore, middlemen tend to make flat price estimates for all types of vegetables on the same land. Polyculture 
farming was carried out by some respondents to avoid continuous attacks by plant pests and by some farmers with 
narrow strips of land. 

In the ijon market based on mutual reciprocity, harvest payments were made in cash or in installments. Most 
vegetable sales transactions (81%) used cash. Only a few (19%) respondents were willing to sell vegetables and 
be paid in installments. Cash is safer for respondents because middlemen pay for the vegetable yield a few days 
before harvest. Installments are burdensome for respondents because middlemen only agree to give >50% of the 
total estimated price at harvest. The rest of the payments are paid in installments after the vegetables are sold to 
various market segments. Being paid in installments is particularly common during the main harvest season; they 
are made immediately by the middlemen to maintain a reciprocal relationship based on mutualism with the 
vegetable farmers. Table 1 summarizes the cropping patterns and vegetables marketed by respondents under cash 
and installment payment options. 

Table 1. Diversity of vegetable cropping patterns observed on the ijon market 

Commodities 

Planting pattern Ijon motived marketing 

Monoculture 
Policulture 

Cash Credit Inter 
Cropping 

Mixed 
Cropping 

Multiple 
Cropping 

Relay 
Cropping 

Cabbage 90,91 2,27 1,14 4,55 1,14 87,50 12,50 
Leek 70,45 6,81 4,55 9,09 9,09 70,45 29,55 

Celery 79,55 4,55 1,14 7,95 6,81 93,18 6,82 
Pakcoy 88,56 3,41 1,14 4,55 2,27 78,41 21,59 
Caisim 87,50 2,27 2,27 4,55 3,41 64,77 35,23 
Lettuce 73,86 7,95 3,41 9,09 5,68 93,18 6,82 

Putren Corn 68,18 11,36 5,68 12,50 7,95 79,54 20,46 
Mean 79,86 5,53 2,76 7,47 5,19 81,00 19,00 

Diversity of vegetable cropping patterns with ijon patterned marketing techniques. The mutual reciprocity of 
the ijon markets begins with an introduction between vegetable farmers and middlemen. The middlemen come 
from the local village or neighboring village in Karangreja District. The number of middlemen has increased over 
time. Farmers face offers from an average of 5 middlemen in each season before the vegetable harvest. 

The middlemen have higher quality of self characteristics than farmers. The average middlemen are in the 
productive age, with high education level, adequate business capital, have their own pick-up vehicles, and they are 
able to hire workers to harvest and transport crops. Middlemen also have a vegetable storage warehouse before 
being sold to the market or distributor middlemen. Farmers have characteristics in common with middlemen in the 
same age indicators are still productive. The amount of venture capital for middlemen is higher than for vegetable 
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farmers. The diversity of characteristics of middlemen and vegetable growers who have a reciprocal relationship 
between mutualism in the vegetable ijon market by auction in rural Karangreja is detailed in Figure 2. 

Figure 2. Individual characteristics of vegetable farmers and middlemen 

 
The main obligation of farmers is to produce healthy vegetables in their own gardens in a location that is 

clear of other claims. Vegetable farmers are obliged to provide their harvesting permits to middlemen. The 
middlemen are obliged to pay for the vegetables according to the price agreed upon with the farmer. The prices 
offered by vegetable appraisers are above the local market price. The bond market based on mutual reciprocity is 
built on three strong elements: high interaction intensity, routine persuasive communication, and a solid business-
motivated social cooperation network between vegetable farmers and middlemen (Figure 3). 

Figure 3. Mutualism Reciprocity Strengthening Elements in Ijon Vegetables Market 

 

For farmers, the greatest benefit of the cash ijon system is that they receive market guarantees and 
reasonable prices. They also save on labor costs at harvest, storage costs, and transportation costs typically paid 
to the agribusiness market. The system also minimizes the risk of crop failure, strengthens social relations, and 
generates production security. 

Agreements to be paid in installments also provides significant benefits to vegetable farmers, although it 
does not tend to strengthen social relations. If a payment is delayed, middlemen may avoid meeting with a farmer, 
thus straining the relationship. However, it is still advantages compared to a conventional market, where farmers 
must incur additional costs, for example, paying wages to laborers who harvest their crops and renting transport to 
move the vegetables to market. Figure 4 summarizes the socioeconomic benefits of the three different markets 
considered here. 

Vegetable farmers get a more reasonable price when marketing vegetables using the cash and installment 
ijon system. Farmers receive multiplied profits to reach an average of 303% when marketing products with cash 
ijon and 185% with ijon credit systems. The profitability of marketing vegetables with delayed payments or in 
installments is lower than cash ijon but is still higher when compared to conventional independent marketing. 
Variations in profits obtained by farmers with three vegetable marketing techniques are detailed in Figure 5. 
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Figure 4. Diverse socio-economic benefits of three vegetable marketing techniques 

Figure 5. The differences in the benefits of three variations of vegetable marketing techniques 

 
The opportunity to pay cash before harvest is that there is a certainty of the transaction. Farmers are least 

willing when giving an opportunity to postpone payments to middlemen. Requests from middlemen to pay in 
installments a heavy payment for farmers, even though it is still implemented. All gifts from vegetable farmers are 
motivated by social economy to gain bargaining power, profits, connections, reasonable prices, direct market 
guarantees and business relationships. The level of willingness of vegetable farmers to provide various forms of 
opportunity to middlemen is listed in Figure 6. 

Figure 6. Level of willingness and various forms of giving farmers to middlemen

 
All of the gifts from vegetable farmers received a balanced response from the middlemen. Middlemen are 

always friendly, close to family and maintain mutual reciprocal relationships with vegetable farmers. The dominant 
form of giving from middlemen is accurate and fast market information. Middlemen as pengijon try to bring the 
market closer to farmers in a way known as snowball marketing techniques. Middlemen find it most difficult to share 
profits with vegetable farmers when prices rise at the level of distributor middlemen or various other market 
segments. Another gift that is not given up by the middlemen is to pay the installments immediately. The level of 
willingness and variety of forms of giving from middlemen to vegetable farmers is observed in Figure 7. 
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Figure 7. The degree of willingness and variety of forms of giving from middlemen to vegetable farmers 

 

3. Discussion 
The relationship between mutualism and reciprocity between respondent farmers and middlemen is based on 
compliance with shared rights and obligations. Respondents have the right to yield security, market guarantees, 
price eligibility, certainty of income, and profits. The rights of middlemen include harvesting vegetables, selling them 
at a certain price to the distributors or other market segments, and certainty of income and profits. The rights of the 
parties are balanced because they are mutually beneficial. From the beginning of the transaction in the ijon market, 
each of the rights and obligations of the vegetable growers and the middlemen is clear and mutually agreed upon. 
Respondents ownership rights were different from those of other farmers who used ijon markets in other villages. 
Ijon markets in Karangreja are indeed unique and distinctive because they are different from the others, price 
exploitation due to the dominance of bargaining middlemen who are antagonistic to vegetable farmers does not 
occur. An increasing number of middlemen have led to increasingly competitive efforts to gain the trust of vegetable 
farmers so as to be chosen as a pengijon. 

Mutual reciprocity between vegetable farmers and middlemen in the Ijon market with an auction system 
formed from a symmetrical and non-permanent cooperation network. The lasting mutual reciprocity in the vegetable 
ijonmarket is more profit oriented. The intensity and frequency of negotiations between farmers and vegetable 
middlemen reach it speak before harvest time. The mutual reciprocity in the vegetable bonded market through an 
auction in Karangreja villages proves that the bargaining power of farmers has emerged since resisting the 
dominance of the antagonist role of the gathering middlemen. The reality of the vegetable ijon market shows that 
the dominance of the middlemen can be toppled by the bargaining power of farmers who act as equal partners who 
have acknowledge their autonomous rights over vegetables. 

The relationship between the vegetable farmer and the middlemen is based on the principle of mutual 
reciprocity that gives and needs to each other. Various forms of gifts from farmers to middlemen are related to the 
smooth functioning of the vegetable ijon market. Farmers are willing to provide opportunities for middlemen to 
participate in bidding on vegetables that have not been harvested using the auction system. The middlemen who 
act as pengijon collectors can be a subscription or those recently known by vegetable farmers. Farmers also 
prepare vegetables that are healthy and ready for harvest to be auctioned at the highest price. The right quality 
products have the potential to increase profits (Dumasari et al. 2019). Loyalty factors and discounts are 
determinants of good relations between market participants (Alimpic et al. 2020). 

The role of middlemen is no longer an adverse market actor and weakens the bargaining position of farmers 
in rural Indonesia (Arsyad et al. 2018). The existence of ijon markets in rural Karangreja has reconstructed the 
concept of middlemen or intermediaries as market channel players and partners who play an antagonistic role in 
distributing production from producers to consumers (Kotler 1988, Gadde and Snehota 2001). The limitation of the 
concept of middlemen as an economic institution and social network structure has locked farmers in marketing their 
crops through personalized relationships that harm income (Monieson 2001). Development of the concept of 
middlemen happened due to the reciprocal vegetable market based on mutualism reciprocity which refer the 
middlemen no longer only as a channel or partner that connects producers with markets and consumers but also 
plays a role as market connector, price information facilitator and profit contributor. 

Ijon markets through auction can strengthen farmers' bargaining power. Utilization of bonded labor markets 
contributes to the empowerment of vegetable farmers in rural Karangreja. The existence of the bonded market 
through auction is a form of vegetable economic creative activity. The development of social capital transmission 
through the sale of agricultural products (rubber) through the auction system is beneficial for the welfare of farmers 
in Rao District, Pasaman Regency, West Sumatra Province, Indonesia (Badarudin et al. 2006). Mutual trust, 
networks of collaboration and collective values as elements of social capital need to be strengthened through the 
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use of local institutions. Effective social capital functions as a tool to control farmers' actions to avoid adverse 
deviations (Hartoyo et al. 2013). 

Every creative economic activity with an institutionalized value in the social structure of the community has 
the potential to be a driving force for empowerment (Santosa and Suyanto 2018, Dumasari et al. 2019, Dumasari 
et al. 2020). The mechanism design for strengthening the bargaining position of vegetable farmers in the 
conventional ijon market based on mutual reciprocity by means of auction in rural Karangreja is shown in Figure 8. 

Figure 8. The strengthening of vegetable farmers' bargaining power mechanism in conventional Ijon market 

 
Conclusion 
The concept underlying the ijon market was originally known as an agricultural product sale transaction conducted 
before harvest. Middlemen bind farmers by providing them with basic funds from the start of planting. Middlemen 
take large profits from the bonded market by buying crops at low prices. Farmers have a weak bargaining position 
in the bonded market because they feel indebted to middlemen, who are always ready to provide loans as needed. 
This results in weak bargaining power for farmers. The concept of bonded markets, which initially viewed as seen 
as having detrimental effects on farmers, in fact produces a different reality for vegetable farmers in Karangreja 
village. The farmers are able to exercise bargaining power in the vegetable bonded market based on mutual 
reciprocity and using the auction system. A periodic increase in the number of middlemen results in greater 
competitive power as they strive to gain the trust of farmers and to be chosen as a party to the ijon process. 

The vegetable bondage market based on mutual reciprocity is formed from the management of elements of 
social interaction with high intensity accompanied by persuasive communication routinely and maintaining a solid 
business cooperation network between farmers and middlemen. Farmers get socio-economic benefits from the 
bonded market, both in cash and in installments. Socio-economic benefits of the cash ijon market are higher than 
that of the ijon installment market and the conventional market. Farmers who sell vegetables in the garden with the 
ijon cash market gain socio-economic benefits in the form of market guarantees, reduction in price fluctuations, 
saving production costs, minimizing the risk of crop failure, strengthening social relations and production security. 

Farmers get a higher profit if the vegetable transaction uses the bonded market than the conventional 
market. The increase in farmers' profits reached 303 percent from the cash ijon market and 185 percent from the 
green installment market. The increase in profits encourages vegetable farmers to maintain the existence of the 
bonded market with an auction system. The bargaining power of farmers regulates the mechanism for selecting 
vegetable prices, which is the highest. 

Bonded market management cannot be separated from the willingness of vegetable farmers and middlemen 
to carry out a balanced exchange. Farmers are most unwilling when giving middlemen the opportunity to postpone 
vegetable payments within a certain time period. Middlemen are also hardest when faced with the event of sharing 
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profits with farmers when the price of vegetables rises. The obligation to pay the installments until they are paid off 
is among the things that are less willing for middlemen. 

The bargaining power of farmers in the bondage market based on mutualism reciprocity with the auction 
system can be developed by maintaining high intensity of social interaction, routine persuasive communication and 
social networks for solid business cooperation. The mechanism design is in the form of a dynamic process that is 
cyclical and flexible. The commitment of the vegetable farmer and the middlemen is important to maintain the 
elements of balanced exchange, trust, willingness to share, dare to deal and adhere to an agreement so that the 
bonded market will remain as a profitable transaction for both. 
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