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Abstract: Indonesian farmers face numerous issues when marketing their products. To overcome this, it is necessary to strengthen agricultural institutions, especially the auction market. However, many auction markets have underperformed, leaving farmers dissatisfied. This study aimed to know the farmers’ satisfaction with the Gisik Pranaji services, the oldest auction market in the sandy coastal area of Indonesia. This study was conducted in Kulon Progo Regency (Indonesia) from February to March 2020. The respondents were 60 (sixty) farmers who were chosen by purposing sampling. The analysis models used in this study are the Likert scale and customer satisfaction index. Farmers' expectations regarding the tangibles, reliability, responsiveness, and empathy attributes are still unmet. Meanwhile, the auction market will only satisfy the farmers' expectations in the assurance attribute. In general, farmers being dissatisfied with the auction market services. This issue arises due to auction market services that do not follow the Standard Operating Procedure, human error, and insufficient facilities.
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Introduction
Agricultural markets have been dominated by traders thus making the farmers unable to determine the price in the market (Falkowski et al, 2017; Shokoohi et al, 2019). Another problem for farmers is the long marketing channel which affecting to weakens farmers’ market power, high transaction costs, and the low return to farmers  (Ministry of Agriculture, 2006; Argade & Laha, 2018). 

The chili farmers in the sandy coastal area of Kulon Progo also face these problems. This problem tries to solved with establishing the auction market. Now, there are 13 (thirteen) auction markets in the Kulon Progo District.

Based on some literature, the auction markets have many benefits to the farmers, like sell farmers’ products in big quantities at a good price, link farmers with consumer demand, change the price discovery process and drive logistical efficiency by reducing transaction costs (Meulenberg, 1989; Heezen and Baets, 1996; Tourte & Gaskell, 2004; Nugroho et al, 2018). 

The auction market in the sandy coastal area was initiated in 2003 and it empowered local communities, facilitated collective marketing, and developed farming groups (Raya, 2014).  The first auction market in this area was Gisik Pranaji which established in 2003. The number of members of this auction market is 120 members and has 6 mangers. The Gisik Pranaji auction market still exists today, prove that farmers are enthusiastic about selling chili to this auction market.

Nowadays, the chili auction market system is set as a role model for other marketing systems in Indonesia, for horticultural marketing. Nonetheless, not all of the auction market systems can perform well; some cannot improve the farmers’ welfare, face difficulty in buying agricultural commodities due to competition from the existing traders, and have less warehouse space (Anugrah, 2004; Purwandani et al, 2016). This problem can be happened in the Gisik Pranaji and make farmers do not want to use these auction market services in the future.

Previously, some researches had been addressing the auction market of chili in the sandy coastal area. Nonetheless, there is no research that had examined the service quality of the auction market as most of the available research examined the auction market in general. This research also had a big contribution to others, especially to formulate good management for the agricultural auction market. So, this research intended to know the level of the farmers’ satisfaction with the Gisik Pranaji auction market service.
Literature Review
The Customer Satisfaction Index (CSI)
Customers’ perceptions of service quality result from a comparison of their before-service expectations with their actual-service experience. Service Quality as a multi-item scale developed to assess service quality or the degree and direction of a discrepancy between customers’ service perceptions and expectations. Service quality is an important factor that contributes to customer loyalty and business success (Monica & Ramaniah, 2018). There are 5 (five) service quality dimensions consisting of tangibles, reliability, responsiveness, assurance, and empathy (Parasuraman & Zeithaml, 1988).  Service quality will measure the difference between consumer perceptions and expectations on these 5 dimensions. Marketers can raise the appraisal of the service quality made by customers if they can eliminate these gaps of 5 dimensions (Chen et al, 2012).

The Customer Satisfaction Index (CSI) is a method to determine the overall level of customer satisfaction by considering the importance of each service attribute in the dimensions of service quality (Rangkuti, 2006). It is the customer’s feelings from comparing perceived performance to customer expectation (Ilieska, 2009). he CSI was very important for a marketer to determine the strategy of marketing (Best, 2005).

Martius (2009) states that there are several problems in the auction market for agricultural products in West Sumatra so that their performance is less than optimal. These problems include lack of infrastructure, not yet utilizing modern technology, and limited quality of human resources. Kholil et al (2019) used service quality analysis in their research regarding the level of participant satisfaction with the service of the Morodemak fish auction. The result obtained in this study is a negative gap between customer expectations and reality or the auction market performance is lower than customer expectations. 

Diyahya et al (2016) conducted research on the analysis of the satisfaction level of corn farmers with the services of 2 marketing agencies in Lubuk Pinang District. The CSI value for marketing agency 1 was 70.65%, while the CSI for marketing agency 2 was 72.21%. This value shows that the farmers are satisfied with the services of the two marketing agencies. Research by Putri et al (2018) conducted a study on the level of member satisfaction with the Gardu Tani cooperative service. These members are satisfied with the cooperative service with a CSI value is 72.40%.

That way, the services of marketing agencies can satisfy farmers, but also farmers did not satisfy with it.
Methods
Data and Location

The research was conducted in Bugel District, Panjatan Sub-district, Kulon Progo Regency because the area has been located of the first auction market of chili in Indonesia. This research was conducted for 2 (two) months from February to March 2020. The study used primary and secondary data. Primary data was obtained from interviews with 60 (sixty) farmers who sold chili to this auction market. The farmers in this study were selected using the simple random sampling method.
Data Analysis

This study applied the following methods to analyze the data:

1. The Likert scale used to measure respondents' attitudes and perceptions about the variables to be studied. The type of data obtained on the Likert scale is ordinal. The data then transformed into interval data using the successive interval method. This data can be performed several analyzes.

In this study, respondents measured their perceptions of the auction market service variables. The research variables then separated into several attributes which will be arranged into a statement that must be answered by the respondent. The attributes used in this research are tangibles, reliability, responsiveness, assurance, and empathy (Parasuraman & Zeithaml, 1988). The level of service quality can be measured by subtracting customer perceptions and expectations which is usually called a gap. The gap can be calculated by looking at the attributes of the service quality dimension.
2. Customer Satisfaction Index (CSI) is an analysis of customer satisfaction with the service quality of an institution. CSI is needed to determine the overall level of customer satisfaction by taking into account the importance of service quality attributes. This CSI measurement method includes the following steps:

Step 1: determine the Mean Importance Score (MSS) and Mean Satisfaction Score (MIS). This value comes from the average level of importance and performance of each respondent:
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n
: total respondent (person)

Yi
: the i-th attribute importance value

Xi
: the i-th attribute performance value
Step 2: calculate the Weight Factor (WF) or namely the percentage weight of the MIS value per attribute to the total MIS of all attributes.
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Step 3: Calculating the Weight Score (WS), which is the multiplication value of the average value of the performance level of each MSS attribute with the WF of each attribute.
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Step 4: Calculating the Weighted Total (WT), namely by adding up all the WS from each attribute.
Step 5: Calculating the Satisfaction Index, namely the WT divided by the maximum HS scale used (in this study the maximum scale is 4), then multiplied by 100%.
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To determine the level of customer satisfaction, the CSI value is compared with the customer satisfaction criteria which can be seen in table 1.

Tabel 1. Customer Satisfaction Index Criteria

	Index (%)
	Criteria

	25.00 – 43.75
	Very Dissatisfy

	43.76 – 62.50
	Dissatisfy

	62.51 – 81.25
	Satisfy

	81.26 – 100.00
	Very Satisfy


Source: Sugiono (2017) 
Result and Discussion
The chili quantity in the auction market determined by the farmer's planting schedule. Farmers will start the planting season in August or end of the dry season because of the conditions suitable for chili cultivation. The Gisik Pranaji auction market has started its auction process in the fourth week of November to December (Table 2). The quantity of chili in that month being quite large. The chili quantity being will start to decline in late December to January as the chili harvested starts to run low.
Table 2. Chili Quantity in The Gisik Pranaji Auction Market
	Month
	Week
	Quantity (kg)

	November/2019
	4
	1,906.19

	December/2019
	1
	2,287.64

	
	2
	2,027.79

	
	3
	1,599.36

	
	4
	979.86

	
	5
	786.17

	January/2020
	1
	513.4

	
	2
	481.29

	
	3
	394.64

	
	4
	192.79

	
	5
	237.2


Source: The Gisik Pranaji Auction Market (2020)
Chili price often experience fluctuates. In the fourth week of November to the second week of December, it can be seen that the price in the auction market is lower than the farmers' price at the Sleman Regency or national because the chili quantity in the market is so large. So, traders have the courage to offer prices that are cheaper than market prices. In the third week of December, the price in the auction market results had started to increase and was higher than the prices at the Sleman Regency or national. In general, prices on the auction market are higher than farmer prices in the Sleman Regency or national (Table 3).

Table 3. Comparison of Chili Prices at the Gisik Pranaji Auction Market with Sleman Regency and National (IDR)

	Month
	Week
	Gisik Pranaji Auction Market
	Sleman Regency
	National

	November/2019
	4
	11,496
	16,500
	23,191

	December/2019
	1
	13,918
	17,111
	21,576

	
	2
	19,745
	18,000
	21,274

	
	3
	22,231
	20,133
	22,451

	
	4
	23,332
	20,667
	23,696

	
	5
	23,180
	23,000
	23,904

	January/2020
	1
	23,649
	23,000
	24,467

	
	2
	27,022
	26,617
	27,643

	
	3
	29,117
	27,833
	29,311

	
	4
	29,091
	28,350
	29,452

	
	5
	31,000
	30,846
	31,031


Source: Gisik Pranaji Auction Market and Ministry of Agriculture (2020)
Service Quality of The Gisik Pranaji Auction Market

The Gisik Pranaji auction market was able to buy large quantities of chili at high prices. However, it is necessary to know the perceptions and expectations of farmers on the service quality of the auction market.

Table 4. Average Service Quality Attributes Based on Performance and Expectations
	Attribute
	Item
	Performance
	Sd
	Expectations
	Sd
	Gap
	Sd

	Tangibles
	
	
	

	1.
	Strategic location
	3.73
	1.01
	4.18
	0.59
	-0.45
	0.83

	2.
	Clean environment 
	3.97
	0.76
	3.90
	0.57
	0.07
	0.55

	3.
	Comfortable waiting room
	3.98
	0.74
	3.85
	0.66
	0.13
	0.58

	4.
	Modern and complete equipment
	2.57
	0.67
	3.88
	1.03
	-1.31
	0.77

	5.
	Has a large storage warehouse
	3.97
	0.55
	3.88
	0.64
	0.09
	0.53

	6.
	Using modern information technology
	1.85
	0.80
	2.55
	1.12
	-0.70
	1.05

	Tangibles Average
	3.01
	0.77
	3.40
	0.81
	-0.36
	0.79

	Reliability
	
	
	

	1.
	Provision of services as promised
	4.03
	0.79
	3.87
	0.81
	0.16
	0.76

	2.
	Employees provide timely service
	3.82
	0.87
	3.65
	0.80
	0.17
	0.74

	3.
	The process of becoming a member is easy
	2.30
	0.65
	4.12
	0.71
	-1.82
	0.47

	4.
	Employees can be relied on in handling problems
	4.00
	0.64
	3.85
	0.80
	0.15
	0.57

	5.
	Employees respond appropriately to customer needs
	3.95
	0.57
	3.95
	0.67
	0.00
	0.52

	6.
	Employees collect data appropriately
	2.13
	0.83
	3.70
	0.65
	-1.57
	0.74

	7.
	Opening on time
	3.87
	0.65
	4.07
	1.01
	-0.20
	0.90

	8.
	Payment to farmers on time
	3.75
	1.05
	4.28
	0.60
	-0.53
	0.85

	Reliability Average
	3.48
	0.76
	3.94
	0.77
	-0.46
	0.69

	Responsiveness
	
	
	

	1.
	Information conveyed clearly
	4.12
	0.45
	4.07
	0.82
	0.05
	0.70

	2.
	Fast administration service
	1.95
	1.17
	2.40
	0.74
	-0.45
	0.83

	3.
	Employees help customer needs
	3.97
	0.86
	3.93
	0.81
	0.04
	1.00

	4.
	The existence of a suggestion box
	1.67
	0.93
	2.10
	0.69
	-0.43
	0.98

	5.
	Employees remain on the premises during working hours
	3.85
	0.60
	3.78
	0.72
	0.07
	0.54

	6.
	The readiness of employees to respond to customer requests
	4.00
	0.82
	3.93
	0.88
	0.07
	1.03

	Responsiveness Average
	3.26
	0.81
	3.37
	0.78
	-0.11
	0.85

	Assurance
	
	
	

	1.
	The ability of employees can be trusted
	4.00
	0.64
	3.93
	0.82
	0.07
	0.69

	2.
	Employees are skilled in serving customers
	4.05
	0.60
	3.93
	0.73
	0.12
	0.52

	3.
	Employees are responsible for transaction errors made
	4.12
	0.46
	4.10
	0.69
	0.02
	0.47

	4.
	Employees are able to foster trust in customers
	4.03
	0.87
	3.93
	0.81
	0.10
	0.92

	5.
	Complaints are handled properly
	4.03
	0.71
	3.93
	0.57
	0.10
	0.62

	6.
	Employees consistently polite
	3.90
	0.85
	3.90
	0.91
	0.00
	0.52

	
	Assurance Average
	4.02
	0.69
	3.95
	0.75
	0.41
	0.62

	Empathy
	
	
	

	1.
	Employees pay individual attention to customers
	1.87
	0.73
	3.92
	0.58
	-2.05
	0.50

	2.
	Employees are patient with customers
	3.87
	0.85
	3.92
	0.83
	-0.05
	0.99

	3.
	Employees understand customer needs
	2.10
	0.73
	1.98
	0.60
	0.12
	0.50

	4.
	Employees are easy to contact by customers
	4.27
	0.55
	4.13
	0.57
	0.14
	0.47

	5.
	Service does not differentiate social status
	3.70
	0.96
	4.25
	0.44
	-0.55
	0.67

	6.
	The auction market conducts extension
	4.00
	0.78
	4.03
	0.88
	-0.03
	0.73

	Empathy Average
	3.30
	0.77
	3.71
	0.65
	-0.41
	0.64

	Service Quality Average
	3.41
	0.76
	3.67
	0.75
	-0.16
	0.72


Source: Primary Data Analysis. 2020
The average performance of the tangibles attribute obtained is smaller than the average expectation. This is because there are several items that have a negative gap value. Although there are also good conditions in the auction market, such as comfortable of the waiting room and the cleanliness of the environment.

The auction market facilities, especially equipment and warehouses, are still not as expected by farmers. The auction market managers still use manual equipment, such as scales, calculators, and a recording process, which allows for inaccuracies in various activities on the auction market. Actually, the managers have been given training on the use of modern equipment such as computers, but many managers are old so they have difficulty using the equipment. 

Another lack of the auction market facility is the warehouse was not large enough although it can actually hold up to 2.5 tons of chili. So, the auction market managers had to put chili on the terrace during the main harvest. This allows the chili to rot easily due to rain. Meanwhile, the location of the Gisik Pranaji auction market is too far from the farmer’s land. After harvesting, farmers have difficulty bringing chili to the auction market because they have to carry heavy loads while the auction market location is far away. However, farmers still sell their chili to the Gisik Pranaji auction market because they will get a better price than selling them to the merchant.

In the reliability attribute, the average performance obtained is lower than expectations. The biggest gap in this attribute is the easy process of becoming a member. The auction market managers allow farmers to become members, but they do not keep good administrative records. The auction market managers ever made a mistake because the name of the farmer was the same in the recording so they are confused to record the amount of chili supply from the same farmer.

The auction market is often late in making payments to farmers. Based on the SOP, payment should be made 3 days after depositing chili into the auction market. But in reality, when the chili price is high. the payment is usually made on 7 days after depositing. Even. there are farmers who have to wait 1 month before they get this payment. In other words, the auction market has not complied with the SOP. The payment is long enough because the buyer (trader) always pays a few days after win the auction process.

Farmers also complained several times that the auction market did not open on time, causing farmers to have to wait. In fact, many farmers have just returned from the land. So, instead of waiting for a long time, the farmers just put the chili on the terrace of the auction market and they return home. Actually, farmers are afraid if their chili lost because no one is kept it, but the farmers are already very tired after harvesting.

Some of the strengths of this attribute are that the manager can be trusted by farmers. Managers try to be honest in carrying out all activities in the auction market, for example, the weighing and recording process. As a form of transparency, the managers will weigh together with the farmers. In addition, the managers record the amount of farmers' chili supply in two stages, namely the weighing stage book and the repayment stage book.

In the responsiveness attribute, the average performance obtained is lower than expectations. This is because there are several items that have a negative gap value, including administrative service items that are still slow. These obstacles are due to the manager's old age and no use of modern technology. Another item, there is no suggestion box for receiving farmer complaints, is one item with a high gap value. The managers did not install a suggestion box because some farmers said there was already the WhatsApp group so farmers could express their opinion in the group.

The willingness of the auction market managers to help farmers' needs and respond quickly to farmer requests is the strength of this attribute. The manager helps bring chili from farmers’ motorbike to the auction market. The auction market manager also owns a three-wheeled vehicle that is used to transport chili from the farmland to the auction market. The managers also assist in lending seeds to farmers with payments made when the farmers deposit chilies into the auction market.

The average performance obtained on the assurance attribute is higher than expectations. Farmers are satisfied with the level of knowledge, friendliness, and honesty of employees so they provide a high average performance value. Although there are still some errors related to transactions, these mistakes are not intentional. The auction market manager is also trying to continuously improve services. The auction market manager is also consistently polite. An example is the manager serve the farmers well and using the Javanese language properly.

The last attribute is empathy, almost the same as the other attributes, which is lower than expectations. Some items in this attribute have a negative gap value, for example, the patience of the managers will decrease when more farmers come to the auction market. Auction market managers rarely provide counseling about procedures, if any, the counseling only to a few farmers. In fact, this information may be needed by all farmers.
Customer Satisfaction Index
The existence of the Gisik Pranaji auction market as a place to sell chili is very helpful for farmers because it is able to increase the chili price. Farmers reveal that the chili price in the auction market is IDR 3,000 to IDR 6,000 higher than the price at the merchant. This large difference, if multiplied by the large chili weight, it will reduce farmers' income very much.

Table 5. Customer Satisfaction Index (CSI)
	Attribute
	Item
	Expectations
	WF
	Performance
	WS

	Tangibles
	

	1.
	Strategic location
	4.18
	0.03
	3.73
	0.13

	2.
	Clean environment 
	3.90
	0.03
	3.97
	0.13

	3.
	Comfortable waiting room
	3.85
	0.03
	3.98
	0.13

	4.
	Modern and complete equipment
	3.88
	0.03
	2.57
	0.08

	5.
	Has a large storage warehouse
	3.88
	0.03
	3.97
	0.12

	6.
	Using modern information technology
	2.55
	0.02
	1.85
	0.04

	Reliability
	

	1.
	Provision of services as promised
	3.87
	0.03
	4.03
	0.13

	2.
	Employees provide timely service
	3.65
	0.03
	3.82
	0.11

	3.
	The process of becoming a member is easy
	4.12
	0.03
	2.30
	0.08

	4.
	Employees can be relied on in handling problems
	3.85
	0.03
	4.00
	0.12

	5.
	Employees respond appropriately to customer needs
	3.95
	0.03
	3.95
	0.13

	6.
	Employees collect data appropriately
	3.70
	0.03
	2.13
	0.06

	7.
	Opening on time
	4.07
	0.03
	3.87
	0.13

	8.
	Payment to farmers on time
	4.28
	0.03
	3.75
	0.13

	Responsiveness
	

	1.
	Information conveyed clearly
	4.07
	0.03
	4.12
	0.13

	2.
	Fast administration service
	2.40
	0.02
	1.95
	0.04

	3.
	Employees help customer needs
	3.93
	0.03
	3.97
	0.13

	4.
	The existence of a suggestion box
	2.10
	0.02
	1.67
	0.03

	5.
	Employees remain on the premises during working hours
	3.78
	0.03
	3.85
	0.12

	6.
	The readiness of employees to respond to customer requests
	3.93
	0.03
	4.00
	0.13

	Assurance
	

	1.
	The ability of employees can be trusted
	3.93
	0.03
	4.00
	0.13

	2.
	Employees are skilled in serving customers
	3.93
	0.03
	4.05
	0.13

	3.
	Employees are responsible for transaction errors made
	4.10
	0.03
	4.12
	0.14

	4.
	Employees are able to foster trust in customers
	3.93
	0.03
	4.03
	0.13

	5.
	Complaints are handled properly
	3.93
	0.03
	4.03
	0.13

	6.
	Employees consistently polite
	3.90
	0.03
	3.90
	0.12

	Emphaty
	

	1.
	Employees pay individual attention to customers
	3.92
	0.03
	1.87
	0.06

	2.
	Employees are patient with customers
	3.92
	0.03
	3.87
	0.12

	3.
	Employees understand customer needs
	1.98
	0.02
	2.10
	0.03

	4.
	Employees are easy to contact by customers
	4.13
	0.03
	4.27
	0.14

	5.
	Service does not differentiate social status
	4.25
	0.03
	3.70
	0.13

	6.
	The auction market conducts extension
	4.03
	0.03
	4.00
	0.13

	
	Total
	119.89
	1.00
	111.42
	3.57


Source: Primary Data Analysis (2020)
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Based on the CSI analysis of every attribute, the lowest satisfaction index was tangibles (40.88%) and including as a less satisfying satisfied category. Then empathy (42.75%), reliability (43.50%), responsiveness (43.75%), and assurance (50.25%). Overall, the satisfaction index from the five attributes is 44.25% which included in the less satisfied category. Based on this, the auction market managers need to improve the service quality of the auction market.
Conclusion
The performance of the Gisik Pranaji auction market service quality is still below the farmers’ expectations. Performance of the tangibles, reliability, responsiveness, and empathy attributes still not fulfill to farmers' expectations. Meanwhile, the auction market is only able to meet the farmers’ expectations in the assurance attribute. Farmers being dissatisfied with the auction market services.

To improve service quality, the auction market managers need to collaborate with local governments to organize training on the use of modern equipment. This training aims to accelerate and improve administrative accuracy in the auction market. Efforts to improve communication skills and good service methods also need to be pursued by auction market managers. This can be done by continuously monitoring and training workers in the auction market. Meanwhile, with regard to late payments to farmers, the auction market should make a written contract with the traders regarding the time of payment for each completion of the auction process. If it is difficult to do, the auction market can collaborate with financial institutions to bail out payments to farmers while waiting for the traders to pay off debts. 
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