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ABSTRACT 

 
Objective – The purpose of this paper is to investigate the ways rice producers work with other stakeholders to 

maximize business potential of rice agribusiness by identifying problems, suggesting solutions, and developing a 

stakeholders’ participatory framework as a guideline tool for the implementation.  

Methodology/Technique – We conducted a mixed method of qualitative and quantitative research, which was 

structured in accordance with participatory processes. First, we identified rice agribusiness underlying problem from the 

supply side through interview to the rice producer and retail observation; and from the demand side by assessing 

consumer preference through focus group discussion followed by survey to 396 respondents using conjoint analysis. 

Then, we held stakeholders dialogue involving 56 farmers and 17 cooperative employees.  

Findings – This research identified key stakeholders and the way they participate in 3 areas of rice agribusiness, i.e., 

rice production, skill and knowledge, and marketing strategy to position the authentic characteristics of Pandan Wangi 

rice from West Java, Indonesia with Geographical Indication certification as signal of quality for its target market.  

Novelty – This paper contributes a different approach of stakeholders’ participatory framework by focusing on the 

specific area of participation in rice category. 
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__________________________________________________________________________________ 

1. Introduction  

Rice is an important food crop in Indonesia; the majority of Indonesia’s 267.7 million population consume 

rice on a daily basis. Among hundreds of rice varieties in Indonesia, Pandan Wangi rice is superior rice 

cultivated from the Cianjur district, one of the well-known rice-producing areas in West Java province, 

Indonesia. The Pandan Wangi attributes, i.e., superior quality and Geographical Indication (GI) certification, 

largely corresponds with previous research relating to rice-eating consumers, which chose special features 

and quality of rice, certification logo and manufacturing information, and price as their rice preference 

(Sakolwitayanon et. al., 2018).  
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Despite the huge potential market and superior quality, the growth of Pandan Wangi rice agribusiness is 

still low. This low growth could be attributed to various factors, including limited participation of 

stakeholders to support rice agribusiness and changes in consumer behavior. Previous research has identified 

the need for stakeholder analysis to increase the development of the rice agricultural sector. Stakeholder 

analysis research of agriculture projects in South-East Asia found that farmers, their extension workers, and 

local authorities are the influential factors (Spangenberg et. al., 2018). However, the way to achieve 

successful stakeholder analysis remains unclear (Wang & Aenis, 2019). Current stakeholder analysis 

guidelines are considered too general, lacking applicability in stakeholder identification and good practice, 

and need a systematic framework particularly in a complex setting (Fassin, 2008; Jepsen & Eskerod, 2009; 

Wang & Anies, 2019). 

Previous research suggests that stakeholders’ participatory approach is capable of providing more accurate 

result based on key stakeholders’ opinion in their specific area of expertise (Karakosta et. al., 2017). This 

approach offers diversity to analysis through participation of multidisciplinary stakeholders at different levels 

of expertise and background (Pedrosa & Pereira, 2006). The stakeholders’ participatory approach has been 

used in the context of sustainable development or environmental studies (Pedrosa & Pereira, 2006; Krywkow 

& Hare, 2008; Lagabrielle et. al., 2010; Jarvis, 2015; Karakosta et. al., 2017), regional studies (Slocum, 

2003), improving working condition (Laitinen et. al., 1998), and assessing fisheries (Kaiser & Forsberg, 

2001). Despite evidence for the effectiveness of this approach in various studies, little is known about the use 

of stakeholders’ participatory approach in the context of how the stakeholders could participate to increase 

the growth of rice agribusiness.  

In view of the above, there is a need to investigate participation of key stakeholders in rice value chain as 

an effort to maximize rice agribusiness potential. This paper fills the knowledge gap by investigating the 

underlying problem of rice agribusiness from the perspective of supply and demand and formulating a 

method for stakeholders to effectively participate in rice agribusiness. Accordingly, the objective of this 

study is to develop stakeholder’s participatory framework as a guideline to solve rice agribusiness growth 

problem. In particular, we assess preference of rice eating consumers, which will generate input for the 

framework development and thus, allow the Pandan Wangi rice agribusiness to achieve the expected 

outcomes. 

2. Literature Review  

2.1 Stakeholder analysis  

A stakeholder is ‘any individual, group, or institution who has a vested interest in the natural resources of 

the project area and/or who potentially will be affected by project activities and have something to gain or 

lose if conditions change or stay the same’ (Golder & Gawler, 2005, p. 1). The stakeholders can have a 

positive or negative effect depending on their decisions or actions of other individuals, groups or 

organizations (Freeman, 1984; Grimble, 1998; Bryson et. al., 2011). The extant literature explains the 

guideline for conducting stakeholder analysis, which in general terms consists of the following steps: 

identifying issues; identifying stakeholders; mapping the stakeholders based on their interest, influence, 

importance, and impact; and investigating stakeholders interrelations, engagement, and interaction (e.g. in 

Grimble & Chan, 1995; Grimble, 1998; Brugha & Varvasovzky, 2000; Golder & Gawler, 2005; Reed et. al., 

2009; Indumathi, et. al., 2017; Spangenberg et. al., 2018; Wang & Aenis, 2019).   
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2.2 Stakeholders’ participatory approach in rice agribusiness 

Participatory approach is a useful tool in facilitating a wide range of stakeholder analysis purposes. 

According to its purpose, stakeholders can participate at different levels, e.g., through a one-way 

participation, consultation or bi-directional participation, or active participation in partnership (Slocum, 

2003). The participatory approach can help to frame the identified problems and future actions based on 

stakeholders’ opinion; and facilitating stakeholders’ participation to generate knowledge and enhance policy 

making (Pedrosa & Pereira, 2006). 

In rice agribusiness, the stakeholders correspond to the value chain of rice production, which comprises 

different stages including harvesting, procurement, transportation, storage, processing, grading, packing, and 

delivering rice to end consumer (Indumathi et. al., 2017). These stakeholders include farmers, association of 

farmers, consumers, government or authorities, raw material suppliers, industry associations, competitors, 

general public, research institution, and middlemen (Flor et. al., 2019; Spangenberg et. al., 2018; Indumathi 

et. al., 2017; Alemu & Shiratori, 2011; Okry et. al., 2010). 

A participatory process initially contains of the identification of suitable stakeholders and relevant 

information (ADB, 2001). The participatory approach needs to gather stakeholders’ feedback and opinion, 

involving them in the decision-making process. In particular, Krywkow and Hare (2008) have developed 4 

main phases of participatory processes, which encompasses: first, preparation of problem analysis, 

stakeholder layer, and draft planning; second, publication or stakeholders’ familiarization of problem and 

planning; third, dialogue among stakeholders to gain more solid information and contribute knowledge; and 

fourth, gaining response from the participants and validating the results.  

2.3 Preference of rice eating consumers 

There are many factors that drive consumers preference toward a particular product, for instance, features 

embedded to a product such as material substance of shape, size, taste, color, and consistency; brand 

elements, such as label, name, packaging, and use instruction; and the status given to the person acquiring 

and using that product (Voicu, 2008). Previous research states that preference of rice eating consumers 

related to income and new product exposure (Isvilanonda & Kongrith, 2008; Suwannaporn et. al., 2008), 

physical attributes (Senarah & Samaraweera, 2017), rice quality (Al Hasan et. al., 2008; Isvilanonda & 

Kongrith, 2008); price (Anang et. al., 2011; Azabagaoglu & Gaytancioglu, 2009; Al Hasan et. al., 2008; 

Isvilanonda & Kongrith, 2008), and is significantly affected by location, economic class, family size, and 

educational attainment (Bairagi et. al., 2018; Cuevas et. al., 2016; Ogundele, 2014; Azabagaoglu & 

Gaytancioglu, 2009; Al Hasan et. al., 2008). 

The view of rice as a uniform commodity is clearly outdated ( an on et. al., 200 ). The popularity of rice 

is attributed to its characteristics, such as menu versatility, ease of preparation, appealing flavor, and 

relatively cheap price (Childs, 1993). Customers will respond to the quality level of the grain, which is 

characterized by rice grain variety and tradition or naturalness (Azabagaoglu & Gaytancioglu, 2009; 

Suwannaporn et. al., 2008); cleanliness, softness, whiteness, purities, and shape (Bairagi et. al., 2018; 

Ogundele, 2014; Anang et. al., 2011; Azabagaoglu & Gaytancioglu, 2009; Al Hasan et. al., 2008); taste and 

aroma (Bairagi et. al., 2018; Anang et. al., 2011; Al Hasan et. al., 2008); convenience, ease of cooking, and 

cooking time (Anang et. al., 2011; Azabagaoglu & Gaytancioglu, 2009); and origin of rice (Anang et. al., 

2011; Al Hasan et. al., 2008). 
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3. Methodology 

This study adapts the participatory process of Krywkow and Hare (2008), structuring the research method 

into 2 stages described below.  

3.1 Problem identification and familiarization 

We conducted a series of qualitative and quantitative studies to identify the underlying problems of 

Pandan Wangi rice agribusiness. First, to gain insight from the supply side, we interviewed 3 representatives 

of Cooperative Sukamulya, the Pandan Wangi rice producer in Cianjur district. We also conducted retail 

observation at 8 supermarkets in Bandung city, where Pandan Wangi rice is largely marketed and sold.  

Second, to gain insight from the demand side, we conducted focus group discussion to 8 rice eating 

consumers to understand their preference in choosing rice. Then, we conducted survey to confirm the focus 

group discussion result. We developed survey instrument based on consumers insight from focus group 

discussion, which is supported by the literature review. We used a purposive sampling method to recruit 

respondents with the criteria rice eating consumer to cover ABCDE class of socio-economic status (Nielsen, 

2010). Then, we were able to collect reply from a total of 396 respondents. The data collected from these 

researches are useful to familiarize the comprehensive profile of Pandan Wangi rice agribusiness to the 

stakeholders in the subsequent research.   

3.2 Stakeholders dialogue 

We conducted stakeholder dialogue to gather stakeholders’ opinion toward the underlying problem of 

Pandan Wangi rice agribusiness and to involve them in formulating objectives and participation activities 

planning. Accordingly, we invited stakeholders who are currently involved in the supply chain of Pandan 

Wangi rice agribusiness, i.e., 56 farmers and cooperative members, and 17 cooperative board members.  

4. Results 

4.1 Pandan Wangi rice agribusiness profiling  

Pandan Wangi rice is the variety of rice that is only planted in a particular region in 7 districts of Cianjur, 

Cilaku, Cibeber, Warungkondang, Gekbrong, Cempaka and Cugenang in West Java, Indonesia. Pandan 

Wangi rice has tasty, fluffy, and pandan-scented rice characteristics, mainly due to the distinctive soil texture 

in those areas. In 2016, the Indonesian Directorate General of Intellectual Property Rights awarded Pandan 

Wangi rice Geographical Indications (GI) intellectual property right certification due to its unique 

characteristics. Pandan Wangi rice is produced and sold under Cooperative Sukamulya, an Indonesian typical 

of small medium enterprise that is owned by the farmers. Cooperative Sukamulya acts as the representation 

of farmers to manage the post-harvesting activities, including packaging, distributing, and selling the finished 

rice product to reseller agent, supermarket, and end consumers using the brand name Pandan Wangi Menak 

rice. Retail observation reveals tight competition among rice varieties and brands in the market. There are 59 

brands of packaged rice available in the supermarkets of which each of them has up to 11 varieties of rice, 

i.e. Cianjur, Rojolele, Setra Ramos, Slip, IR64 Setra, Jasmine, Jitai, Long Grain, Long Grain Crystal, Mutiara 

Medium Grain, and fragrant rice including Pandan Wangi. In particular, there are 22 brands claiming as 

Pandan Wangi rice but none of them embeds the GI certification in the packaging. According to the retailer, 

these brands are not originally from Cianjur district. While Pandan Wangi Menak rice sells the product at a 

premium price of IDR 20,000/kg, the competitor brands of fragrant rice variety have lower price range, i.e., 

IDR 15,000 up to IDR 17,500 per kg.  
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4.2 Preference of rice eating consumers 

This study used descriptive statistics to describe the respondents’ demographic profile. The, majority of 

respondents are female (93.94%) at mature age (48.73% is above 42 years old). Their occupation is varied, 

but the majority are housewives (34.34%). The majority of respondents comes from socio-economic status 

class A (54.3%) with basic monthly expenditure more than IDR 3 million (Nielsen, 2010). The focus group 

discussions with rice eating consumers revealed that consumers determine their preference based on rice 

intrinsic characteristics, such as cleanliness, taste and aroma, color, and shape; and search attributes, such as 

brand, price, and rice variety. Accordingly, we identified 5 factors, i.e., physical attributes (color and shape), 

brand familiarity, rice variety, acceptable price range, and rice quality (cleanliness, taste and aroma). Then, 

we measured consumer preference toward these factors using conjoint statistical analysis. The results 

generated very good prediction results, i.e., Pearson’s R at 0.957 and Kendall’s Tau at 0.871, and both 

correlation values were significant at 0.000 (< 0.050) (see Table 1). The conjoint analysis results show that 

physical attributes is the most important factor (33.92). followed by rice quality (23.89), acceptable price 

range (19.05), rice variety (14.01), and brand familiarity (9.04) as the least important. Conjoint procedures 

also attempt to assign values to the levels of each attribute. The analysis results show that the majority of 

consumers prefer clean white and long grain rice (-3.7963) with tasty, flavored, and clean (no lice) rice 

quality (-2.6893). They tend to buy the familiar brands (-0.6324), prefer to consume Pandan Wangi rice (-

1.0185), and prefer the price range IDR 9,000 – 15,000 per Kg (-1.6215).  

 

Table 1. Average importance, Utilities, and Estimates part worth values 

Factors 
Average 

importance 
Attributes Utilities Dev2 Std. Dev. 

Estimate 

part worth 

A range 

of part 

worth 

Physical 

attributes 
33.92 

Clean white and 

long grain 
-3.7963 14.4119 3.3437 1.8286 

3.6572 
Yellowish and 

round grain 
3.7963 14.4119 3.3437 1.8286 

Brand 

familiarity 
9.04 

Familiar brand -0.6324 0.3999 0.0928 0.3046 
0.6092 

Unknown brand 0.6324 0.3999 0.0928 0.3046 

Rice variety 

14.10 

Rojolele 0.5768 0.3327 0.0772 0.2778 

0.9812 PandanWangi -1.0185 1.0373 0.2407 0.4906 

Setra Ramos 0.4417 0.1951 0.0453 0.2128 

Acceptable 

price range 

(/Kg) 19.05 

IDR 9,000 – 

15,000 
-1.6215 2.6293 0.6100 0.7810 

1.7873 IDR 15,000 – 

22,000 
-0.2338 0.0547 0.0127 0.1126 

> IDR 22,000 1.8553 3.4421 0.7986 0.8937 

Rice quality 

23.89 

Flavorless and 

contain lice 
2.6839 7.2033 1.6713 1.2928 

2.5855 Tasty, flavored 

and clean (no 

lice) 

-2.6839 7.2033 1.6713 1.2928 

  Constant 13.8691     

Pearson’s R = 0.957  Significance = 0.0000 

Kendall’s tau = 0.871  Significance = 0.0000 
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Further analysis generated the best combination of rice product attributes, which equals to the highest total 

amount of estimate part worth value of attributes level. It was found that the set attributes of familiar brand of 

Pandan Wangi rice variety that has clean white and long grain physical attributes, and tasty, flavored, and 

clean (no lice) rice quality; and at the price range IDR 9,000 – 15,000 per Kg is the most preferable 

combination attributes of rice product.  

4.3 Stakeholders participatory analysis 

4.3.1 Problem analysis and objective formulation  

In the stakeholders’ dialogue, the participants discussed the underlying problem of Pandan Wangi rice 

agribusiness. First, while it is struggling to compete with other brands in the same fragrant rice category due 

to its relatively high price, Pandan Wangi Menak rice has not optimized its strength, the authenticity of 

Pandan Wangi characteristics proven by GI certification. Further, insights from consumers lead to the 

opportunities and challenges for Pandan Wangi rice agribusiness. Pandan Wangi is the preferable rice variety 

that has the quality preferred by consumers, i.e., clean, tasty and flavoured with its Pandan-scented 

characteristics. However, consumers prefer clean white color and long grain shape instead of yellowish color 

and round grain shape physical attributes that belong to Pandan Wangi rice.  

The participants formulate objectives as an effort to eliminate the problems: first, to increase consumer 

knowledge on the characteristics in pair with physical attributes of Pandan Wangi rice; second, to position 

the authenticity of Pandan Wangi rice characteristics proven by GI certification in the consumers’ mind; 

third, to increase brand familiarity; and fourth, to optimize Pandan Wangi rice production. 

4.3.2 Stakeholders identification and participatory area  

In the stakeholders’ dialogue, the participants realized and admitted their limitation in knowledge and 

resources to meet the formulated objectives. Therefore, stakeholders participatory process began with the 

identification of additional stakeholders that may affect or have a vested interest in the advancement of 

Pandan Wangi rice agribusiness growth. Accordingly, the participants determined government, agricultural 

and industry association, supplier of raw material, marketing expert from academic institution, and brand 

consultant as additional stakeholders that need to involve based on their expertise and vested interest in 3 

participatory areas, i.e., rice production, skill and knowledge, and marketing strategy.  

5. Discussion 

Participation of stakeholders in a project or program design and implementation is the key to success and 

is important to generate a sense of ownership if initiated early in the development process, provides 

opportunities for stakeholders to learn, build their capacity, and enhance their responsibility (Golder & 

Gawler, 2005). Based on a comprehensive examination of the Pandan Wangi rice agribusiness, this study 

proposes a stakeholders’ participatory framework as a guideline tool to solve rice agribusiness growth 

problems. The framework illustrates the interrelationship of stakeholders through the way they participate in 

participation areas of rice agribusiness, as presented in Figure 1.  

5.1 Rice production   

The fact that Pandan Wangi rice could not offer competitive prices in the market may stem from the 

ineffectiveness of rice cultivation; farmers are still currently practicing traditional farming. To eliminate this 

problem, farmers and their cooperatives need to apply technology-based machineries instead of manual 



Mustika Sufiati Purwanegara, Nita Garnida and Nurrani Kusumawati 

65 
J. Bus. Econ. Review 5 (4) 59 – 68 (2021) 

 

 

farming tools, and to feed the plantation with good quality seed, fertilizer, and pesticide. We suggest 

additional stakeholders to participate in rice production areas based on their expertise and value (Indumathi 

et. al., 2017). First, industry associations need to participate by giving information on the efficient 

machineries in rice farming. Then, the government needs to legitimize the standardized quality of raw 

material supplied to the farming. Afterward, the suppliers could be directly involved by ensuring the access 

of raw material delivered to the farmers. The involvement of local seed suppliers will improve smallholder 

farmers’ access to seed supply (Okry et. al., 2010).  

 

 
Figure 1. Stakeholders participatory framework of rice agribusiness 

5.2 Skill and knowledge  

Skill and knowledge of farmers and their cooperatives is one of the main issues in increasing the quality 

and quantity of rice production. Currently the ways farmers plant, cultivate, and harvest the rice are based on 

tacit knowledge passed down over generations. On the other hand, the cooperatives has limited skill and 

knowledge to run the day-to-day operations and business practice. Therefore, the agricultural organization, 

such as Indonesian Farmer Alliances (Aliansi Petani Indonesia or API), Indonesian Farmer Union (Serikat 

Petani Indonesia or SPI), and academic institution need to participate by holding an information gathering or 

training on good farming for farmers; and operation and business practice training for the cooperatives. The 

contribution and legitimacy of public organizations is considered high (Indumathi et. al., 2017) because they 

are more accepted by the farmers community. 

5.3 Marketing strategy  

Consumer preference to consume Pandan Wangi rice variety and the existence of competitors’ brand 

claiming as Pandan Wangi rice without evidence of GI certification indicate the business growth of Pandan 

Wangi rice is actually good. However, consumers have low knowledge on the physical attributes of Pandan 

Wangi rice and its GI certification. As such they could not differentiate Pandan Wangi rice from other 

fragrant rice varieties. On the other hand, as the owner of GI certification intellectual property right, 
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cooperative Sukamulya has limited skills in marketing Pandan Wangi Menak rice brand, as such it loses 

competition from the non-authentic Pandan Wangi rice brands.  

To eliminate this problem, the cooperative needs to accentuate its competitive advantage, i.e. the 

authenticity of Pandan Wangi rice with tasty, fluffy, and Pandan-scented rice characteristics, originated from 

Cianjur district, and GI certification as the point of differentiation from the competitors. The GI certification 

also becomes the signal of quality, which corresponds to premium price of the authentic Pandan Wangi rice. 

We suggest participation of brand consultants to help the cooperative design marketing communications to 

educate consumers on the characteristics and physical attributes of Pandan Wangi rice as well as to 

communicate the positioning of authentic Pandan Wangi Menak rice through logos, slogans, and packaging. 

Further, the cooperatives need to collaborate with marketing experts from academic institutions to target 

consumers who are willing to pay premium prices to provide high quality rice to their family. Based on 

demographic profiles, these consumers belong to households with socio-economic status class A, i.e., basic 

monthly expenditure more than IDR 3 million (Nielsen, 2010). Lastly, we suggest the cooperatives should 

collaborate with retailers to increase Pandan Wangi Menak rice brand familiarity through repetitive exposure 

of its brand positioning at the point of purchase.  

6. Conclusion 

This study has developed a stakeholders’ participatory framework by identifying key stakeholders, i.e., 

farmers, cooperative, supplier, government, industry association, agricultural organization, academic 

institutions, brand consultants, retailers, and consumers; and suggesting the way stakeholders participate in 3 

main participatory areas, i.e., rice production, skill and knowledge, and marketing strategies. Through 5 types 

of participation, i.e., direct involvement, legitimacy, information giving, collaboration, and consultation, the 

stakeholders could contribute to solving the Pandan Wangi rice agribusiness growth problem. The results of 

this research are useful, first, as a guideline tool for rice producers and stakeholder groups in preparing 

detailed action plans to implement the strategy using a participatory approach. Second, to determine the 

extent to which stakeholders could add value within the rice supply chain.  

For further research, we encourage the implementation of stakeholders’ participatory framework to be 

assessed further, to reveal the extent to which this framework could generate proven additional value and 

achieve business growth of rice agribusiness. In addition, we also suggest this model be assessed in relation 

to different agricultural products and market areas to increase the generalization of the framework 

implementation. 
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