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Abstract. The current state of agriculture has entered the era of digitalization,
requiring farmers to understand digital technology, particularly in the field of
agricultural product marketing. This aligns with one of the Peat Care Village
program’s objectives, namely, strengthening the peatland ecosystem’s economic
support capacity. This study aims to analyze farmers’ level of knowledge and
identify the factors influencing their knowledge of digital marketing in the Peat
Care Village, Teluk Pakedai District, Kubu Raya Regency. The research method
employed is descriptive quantitative analysis. The findings reveal that farmers in
the Peat Care Village, Teluk Pakedai District, possess a level of knowledge
categorized as “understanding.” The influencing factors include age and farming
experience. Younger farmers are more receptive to new information, while farming
experience affects the adoption of technological innovations. Therefore, it is
necessary to enhance farmers’ knowledge through awareness programs, training,
and the implementation of digital marketing practices.
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INTRODUCTION

The development of the internet is currently accelerating rapidly and has penetrated various
sectors of human life. This condition has forced all sectors to adapt by utilizing internet-based digital
technology (Alvaro & Octavia, 2019) including in the agricultural sector (Kilmanun & Astuti, 2020;
Nurmawiya & Kurniawan, 2019). The number of internet users among Indonesian farmers averages
around 4.5 million (BPS, 2018). West Kalimantan is one of the provinces with a relatively high number
of farmers using the internet (96,400 farmers). For comparison, in Bangka Regency, Bangka Belitung
Islands Province, around 13,500 farmers, or 21.47% of the total 62,835 farmers, have used the internet
to support their daily activities. Kubu Raya is one of the regencies already served by internet
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infrastructure, with 34 villages/sub-districts covered, mobile phone service available in 63 villages/sub-
districts, and 136 BTS (Base Transceiver Stations) installed (RKPD, 2020).

Kubu Raya Regency is an area vulnerable to peatland fires, which can damage the peatland
ecosystem and affect the socio-economic conditions of the community. To address peatland fires,
Presidential Regulation of the Republic of Indonesia No. 1 of 2016 on the Peatland Restoration Agency
(BRG) outlines strategic measures, including ecosystem restoration, fire monitoring and prevention,
and community empowerment to support sustainable peatland conservation. The strategic goals of BRG
include hydrological restoration, vegetation rehabilitation, and strengthening the socio-economic
resilience of degraded peatland ecosystems (BRG, 2016). One of BRG’s initiatives is the “Peatland-
Caring Village” (Desa Peduli Gambut/DPG) program, which includes community economic
empowerment efforts to improve local welfare.

Many studies have explored the DPG program in relation to the 3R approach (Rewetting,
Revegetation, and Revitalization), from peatland management for ecosystem restoration and
community welfare (Ramdhan & Siregar, 2018), to recovery and economic empowerment of
communities in peatland areas (Adji et al., 2020; Widanarko, 2020). However, research on the
economic empowerment aspect of DPG remains limited. One such empowerment effort is the
development of adaptive agricultural technology on peatlands (Elvince et al., 2021).

Digital marketing is an alternative form of marketing management that leverages information
technology, with the internet serving as an effective and efficient marketing medium (Kotler & G, 2018;
Pamungkas & Zuhroh, 2016). The presence of digital marketing can transform conventional marketing
into a modern, electronic-based approach that is faster, easier, more affordable, and more accurate.
Farmers' knowledge of digital marketing is important for sustainable agriculture in the future
(Puspitasari, 2020).

Kubu Raya is one of the regencies in West Kalimantan that participates in the DPG program
(BRG, 2019). In Teluk Pakedai Subdistrict, four villages are involved in the DPG program, i.e. Sungai
Nipah Village, Madura Village, Teluk Pakedai Dua Village, and Sungai Deras Village. One of the key
issues in agricultural marketing is that many farmers still rely on middlemen to sell their agricultural
products (Yuantari et al., 2016), which is also the case in the four DPG villages mentioned. As a result,
farmers remain trapped in a long marketing chain. Consequently, as noted by (Anggraini et al., 2020)
and (Utami, 2020), farmers as producers continue to receive low selling prices, which negatively affects
their income.

The agricultural sector must keep up with the evolution of the times and be responsive in adopting
technology (Utami, 2020). If it fails to do so, it risks being left behind. Therefore, digital marketing
represents an effort to market products and services through digital media available on the internet to
reach consumers (Mahacakri, Usman, & Suadnya, 2020). This can shorten the marketing chain by
directly connecting farmers to consumers through online marketing. However, this technological
advancement must also be accompanied by an increase in knowledge levels (Yanuar, 2013).

Previous research on farmers' knowledge has mostly focused on agricultural production and plant
utilization (Azizah & Sugiarti, 2020; Fadilah, Dewi, & Hutabarat, 2018; Sari, Yulida, & Sayamar,
2016), with varying findings (Halida, 2021; Jorgi, 2019). However, research related to the level of
farmers' knowledge about digital marketing in the DPG has not yet been conducted. Therefore, the
objective of this study is to analyze the level of farmers’ knowledge and identify the factors influencing
their knowledge of digital marketing in the DPG villages of Teluk Pakedai Subdistrict, Kubu Raya
Regency.

METHOD
This research was conducted in Teluk Pakedai Subdistrict, Kubu Raya Regency, across four
villages, i.e. Sungai Nipah Village, Madura Village, Teluk Pakedai Dua Village, and Sungai Deras
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Village. The research location was selected using a purposive sampling method. The sample was
determined using the Probability Sampling method. The samples were collected using Proportional
Random Sampling and Snowball Sampling techniques, where was applied based on information
obtained from previous respondent, namely the head of the BRG (Peatland Restoration Agency) in
Teluk Pakedai Subdistrict. A total of 91 respondents participated in this study. Both primary and
secondary data were used. The analysis of farmers' knowledge levels was conducted using the
knowledge level (Notoatmojo, 2014). Quantitative analysis was performed using the Partial Least
Squares (PLS) method. The software used for data processing was SmartPLS 3.0.

The variables used in this study to measure the farmers’ knowledge levels are analyzed as shown

in Table 1.

Table 1. Operational definition of variables: farmers’ knowledge of digital marketing

Variable Sub-Variable Indicator Criteria
The Level of Farmers' Product (Co- . Using social media such as (1) Knowing = If the
Knowledge of Digital  Creation) SMS, WhatsApp, Facebook, respondent can recall or
Marketing and Instagram has heard of and can

. Using Google to search for

desired products

. Uploading photos of business

activities and products on
social media

. Assigning a name or brand to

the product

. Use of appropriate packaging

for the product

. Adding a logo to the product

packaging

mention it

(2) Understanding = If the
respondent can explain
it

(3) Application = If the
respondent can apply or
has already used it

(4) Analysis = If the
respondent can elaborate
on it

(5) Synthesizing = If the
respondent can integrate
1t

(6) Evaluating = If the
respondent can assess or
is fully aware of all
aspects

Price (Currency)

. Listing product prices on

social media

. Offering discounts on

product purchases

. Receiving orders from buyers

according to the agreed order
and price

(1) Knowing = If the
respondent can recall or
has heard of and can
mention it

(2) Understanding = If the
respondent can explain
it

(3) Application = If the
respondent can apply or
has already used it

(4) Analysis = If the
respondent can elaborate
on it

(5) Synthesis = If the
respondent can integrate
it

(6) Evaluation = If the
respondent can assess or
is fully aware of all
aspects

Distribution . There is an online delivery (1) Knowing = If the
(Communal service respondent can recall or
Activation) . Knowing that product orders has heard of and can

can be made through social

mention it
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Variable

Sub-Variable

Indicator

Criteria

media such as WhatsApp,
Facebook, etc

(2) Understanding = If the
respondent can explain
it

(3) Application = If the
respondent can apply or
has already used it

(4) Analysis = If the
respondent can elaborate
on it

(5) Synthesis = If the
respondent can integrate
1t

(6) Evaluation = If the
respondent can assess or
is fully aware of all
aspects

Promotion
(Conversation)

. There are conversations in

buying and selling on social
media such as SMS,
WhatsApp, Facebook,
Instagram

. Knowing how to offer

products through social
media

(1) Knowing = If the
respondent can recall or
has heard of and can
mention it

(2) Understanding = If the
respondent can explain
it

(3) Application = If the
respondent can apply or
has already used it

(4) Analysis = If the
respondent can elaborate
on it

(5) Synthesis = If the
respondent can integrate
it

(6) Evaluation = If the
respondent can assess or
is fully aware of all
aspects

Source: Notoatmojo (2014) and Kotler (2019)

RESULT AND DISCUSSION
Characteristics of DPG farmers in Teluk Pakedai District

The age of the DPG farmer respondents in Teluk Pakedai District is dominated by the 34-44 year
age group, which is considered a productive age. The relationship between age and knowledge level
shows that farmers aged 34-44 are still at the understanding level. Meanwhile, farmers aged 23-33 have
a better level of knowledge in digital marketing, reaching the application level. According to
(Soekartawi, 2006), younger age groups usually have a higher curiosity and eagerness to learn. This
condition is because almost all farmers are familiar with smartphones/android devices, which they use
in their daily activities. Younger DPG farmers are more knowledgeable about using social media and
e-commerce applications, as shown in Figure 1.
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= 23-33
m34-44
 45-55
W 56-66

Source: Data Processed, 2021
Figure 1. Age of DPG farmer respondents in teluk pakedai subdistrict

Besides age, the majority of DPG farmers are male rather than female. This aligns with the
previous finding (Fika, Salsabilla, & Batangriyan, 2020), that male respondents are more dominant than
female respondents in participating in activities. Both male and female categories demonstrate a
knowledge level at the understanding level.

Table 2. Farmers’ characteristics by gender in the peatland-caring villages, teluk pakedai

subdistrict
Farmers’ Characteristics Number (%) Knowledge Level
Male 56(62%) Understanding
Female 35(38%) Understanding
Total 91(100%)

Source: Data Processed, 2021
Based on Table 2 both male and female gender categories have a knowledge level at the

Understanding level. Both male and female genders have the same opportunity in technology adoption.
DPG farmers, whether male or female, have equal opportunities in using digital marketing.

Female

™

Male

Gender of DPG Farmers

Liﬁ 10 20 30 40 50 60
Total Number of Individuals
Source: Data Processed, 2021
Figure 2. Gender of DPG farmer respondents in teluk pakedai subdistrict

Based on the research results, the average highest education level of the farmer respondents is
elementary school (SD). The highest level of farmers’ knowledge was found among those with higher
education (bachelor’s degree/S1) and senior high school (SMA), which is at the Application level.
(Yuantari et al., 2016) stated that low education levels result in limited farmers’ ability to utilize
technology. This aligns with the situation of DPG farmers, where those with higher education are
quicker to adopt digital marketing compared to those without higher education, as shown in Figure 3.
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Level of Education

37

21

16
13

4

None Elementary Junior Senior Bachelor's
Schoel High School High Schoel Degree (51)

Source: Data Processed, 2021
Figure 3. Education level of DPG farmer respondents in teluk pakedai subdistrict

Experience in farming influences farmers’ ability to successfully manage farming businesses and
implement technological innovations (Yusliana, Anantanyu, & Rusdiyana, 2020). As shown in Table
1, the highest level of knowledge based on farming experience is found among those with <10 years of
experience, which is at the Application level. According to previous research (Rahmasari, Kusnadi, &
Harniati, 2020), long farming experience does not necessarily indicate that farmers adopt technology;
rather, they often rely on traditional knowledge passed down through generations. The DPG farmers
who are new to farming, often younger and already owning smartphones, are more likely to readily
adopt new technologies because young farmers are more familiar with technology (Nurmawiya &
Kurniawan, 2019). Meanwhile, DPG farmers with longer farming experience tend to resist adopting
new technologies due to established habits developed over the years, as shown in Table 3.

Table 3. Farming experience of farmers in the peatland-caring villages, teluk pakedai

subdistrict
Experience (years) Number (individuals)  Percentage (%)
<10 28 88
>10-20 30 89
>20-30 16 45
>30-40 20 47
>40-50 17 37
Total 30 100

Source: Data Processed, 2021

The DPG Farmers’ Knowledge Level of Digital Marketing in Teluk Pakedai Subdistrict

Digital marketing is important in the development of agricultural marketing as an effective and
efficient medium for promoting agricultural products (Pamungkas & Zuhroh, 2016). The overall level
of farmers’ knowledge about digital marketing in the DPG program across Teluk Pakedai Subdistrict is
presented in Figure 4. The results indicate that 45.1% of farmers in the DPG program have knowledge
of digital marketing at the Understanding level. The Understanding level is the second level of
knowledge and is considered a low level of knowledge. The Understanding level is categorized as low
because it represents the initial phase where one has just begun but has not yet applied or evaluated the
knowledge (Effendi, 2015). Therefore, there is a need for introduction and socialization regarding
digital marketing. This finding aligns with the previous research, as shown in Figure 4 (Halida, Surni,
& Yunus, 2021).
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45

Knowing (1.00 — 1.83)
Understanding {1.84 — 2.67)
Application (2.68 — 3.51)
Analysis (3.52 — 4.35)

Number of Farmers

Synthesis (4.36 — 5.19)
Evaluation (5.20 — 6.03)

The Level of Farmers’ Knowledge

Source: Data Processed, 2021
Figure 4. Farmers’ knowledge level of digital marketing in teluk pakedai subdistrict

Factors Influencing DPG Farmers’ Knowledge of Digital Marketing in Teluk Pakedai Subdistrict

In the Measurement Model (Outer Model), the results indicate that the convergent validity shows
the variables used in this study—namely farmers’ characteristics and their knowledge level—are valid.
The factors influencing DPG farmers’ knowledge of digital marketing in Teluk Pakedai Subdistrict
include age, gender, education, and farming experience. Age and farming experience are among the
factors that passed the loading factor test, with loading factor values greater than 0.5 (Haryono, 2017).
Furthermore, the Average Variance Extracted (AVE) values indicate that the latent variables are
categorized valid. The results of Cronbach’s Alpha (CA) and Composite Reliability (CR) show that the
constructs are acceptable or reliable. The Q? value indicates that the exogenous latent variables are
appropriate as explanatory variables for predicting the endogenous variables. The R-Square (R?) value
of 0.275, classifies the model as weak. The results of the F-square (F?) test interpret that the exogenous
latent variables have a strong influence at the structural level.

Table 4. Results of sem-pls outer model analysis

Variable AVE CR CA R? F? Q?
Farmers” 0.841 0914 0812 - 0.379 ;
Characteristics

The level of farmers'

knowledge about - - - 0.275 - 0.187

digital marketing

Source: Data Processed, 2021

As shown in Table 4, farmers’ characteristics have a negative effect on farmers’ knowledge level.
This means that the two variables are inversely related: as the farmers’ characteristics increase, the
farmers’ knowledge level decreases. The path coefficient obtained from the relationship between
farmers’ characteristics indicates that there is a significant effect between farmers’ characteristics and
their knowledge level, as shown in Table 5.



Rahmanita et al., Volume 23 Number 1 (2026)

Table 5. Results of sem-pls inner model analysis

Variable Original Sample T-Statistik P-Value
The level of farmers'

knowledge about digital 0.841 0.914 0.812
marketing

Source: Data Processed, 2021

In the SEM-PLS model test, it was shown that farmers’ knowledge level of digital marketing in
DPG, Teluk Pakedai Subdistrict is influenced by farmers’ characteristics, as shown in Figure 5.
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Figure 5. SEM-PLS outer model results

The factors influencing DPG farmers’ knowledge of digital marketing in Teluk Pakedai
Subdistrict are age and farming experience. The age variable has a significant effect on farmers’
knowledge level of digital marketing. Age affects memory, cognitive patterns in accepting new
innovations, and productivity to achieve business success. This variable indicates that the younger the
farmer, the greater the likelihood of them in using digital marketing. This aligns with the fact that the
millennial generation is more adaptive in using internet technology in daily life, including in rural areas
and agriculture (Affandi, Sinaga, & Arifatus, 2017; Feryanto & Rosiana, 2021).

Farming experience also affects farmers’ knowledge level of digital marketing. Experienced
farmers tend to be more confident in making decisions regarding the marketing of their crops. This is
consistent with studies showing that farmers who are adaptive and use their mobile phones to support
their farming activities through digital marketing open up wider market opportunities, gain faster
information, and are able to improve their welfare in the long term (Fafchamps & Minten, 2012; Jensen,
2019; Zakaria, Endaryanto, Indah, Sari, & Mutolib, 2020).

CONCLUSION
This study aimed to analyze the level of farmers’ knowledge and determine the factors

influencing their knowledge of digital marketing in the Peatland-Caring Village (Desa Peduli
Gambut/DPG) of Teluk Pakedai Subdistrict, Kubu Raya Regency. The findings show that farmers’
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knowledge is generally categorized at the Understanding level, indicating that most farmers are able to
explain digital marketing concepts but have not yet widely implemented them in practice.

Age and farming experience significantly influence farmers’ knowledge. Younger farmers tend
to be more adaptive to digital technology, while farming experience affects confidence in marketing
decisions. These findings suggest that improving farmers’ digital marketing capacity requires structured
training, practical mentoring, and continuous assistance adjusted to farmers’ characteristics. Future
studies should focus on developing effective strategies to accelerate the practical adoption of digital
marketing within the DPG program.
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