
    
    

e-ISSN: 3026-0221 
 

 

2107 

ANALYSIS OF FACTORS THAT INFLUENCE TRADERS' INCOME IN 
OLD MARKETS COMPARED TO MODERN MARKETS 

Deni Iskandar 
FEB UKRIDA, Jakarta, Indonesia 

Email : denny.iskandar@ukrida.ac.id 
 

Abstract 
Traditional markets are still a very important center of economic activity 
for some people in Indonesia. Directly, traditional markets have natural 
competitive advantages that their competitors do not have. The 
advantages of traditional markets include strategic locations, wide sales 
areas, a complete variety of goods, low prices, and a bargaining system 
that shows closeness between sellers and buyers. The development of 
the modern market has an impact on small traders' businesses, if seen 
from business law, that is, if small traders are unable to compete and 
provide the best service to consumers when viewed in terms of price, 
product quality, comfort, then consumers will be abandoned. The 
presence of a modern market adjacent to a traditional market could 
cause the existence and presence of basic food traders in traditional 
markets to decline so that the result will have an impact on the 
continuity of basic food traders in the market, one of which is that basic 
food traders experience losses in terms of income which makes their 
business go out of business. The existence of an art market Modern 
technology can be a dilemma for traders who have small scale capital 
and can potentially cause a decrease in traders' income in traditional 
markets. 
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INTRODUCTION 

Current developments in globalization and technology have brought so 

many changes. Changes to life patterns and the needs of society in general. To 

fulfill people's desires and needs, various shopping facilities such as markets 

have emerged. During this time it is an important place in people's lives. 

Where this market is a place where people's needs are met and sellers and 

buyers meet (Islam & Rahman, 2023). Apart from that, the market is also a 

place of social interaction and represents traditional values. The traditional 

values in question are the attraction of consumers to traders, including 

bargaining, relatively cheap prices for goods, and the goods being bought and 

sold are more complete in meeting people's needs (Escobar et al., 2022). 

Buying and selling activities have been known for a long time. The 

existence of a market is very important in buying and selling activities 
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(HASANAH, 2022). The market is a place where sellers and buyers meet to buy 

and sell goods. In the economy, the market also plays a role for producers, 

namely to sell goods produced and promote goods or services. Likewise for 

consumers, the market also plays a role in fulfilling life's needs and also in 

getting the goods they need. The market started with several traders selling 

their goods in groups at strategic locations. Markets can also be centers for 

the exchange of goods and become a center of attention for the community 

(Nurazizah et al., 2022). 

The market also has a role for the government, namely as a source of 

income, in this case the market also influences the economic growth of a 

country which is influenced by several activity systems, including trade. 

Progress in the economic sector can be seen through activities in the trade 

sector. The facilities needed by the trade sector are adequate facilities and 

infrastructure that can accommodate these activities. Therefore, it can be said 

that the market is a facility for trading activities (Drissi, 2023). 

Directly, traditional markets have natural competitive advantages that 

their competitors do not have. The advantages of traditional markets include 

strategic locations, wide sales areas, a complete variety of goods, low prices, 

and a bargaining system that shows closeness between sellers and buyers. 

Meanwhile, in modern shopping centers, the prices of goods are set and there 

is no communication or bargaining between sellers and buyers. The market is 

not only a place for buying and selling transactions, but the market is also 

starting to be used as a means of driving the community's economy 

(Permatasari et al., 2022). 

The existence of modern shopping centers such as minimarkets, 

supermarkets and hypermarkets has slightly disturbed the existence of 

traditional markets (Wang et al., 2024). The similar functions of modern 

shopping centers and traditional markets have given rise to competition 

between the two. It is feared that the proliferation of modern shopping 

centers will kill the existence of traditional markets which are a reflection of 

the people's economy. Traditional markets have various weaknesses which 

have become basic characteristics that are very difficult to change, starting 

from design factors, layout, layout and appearance which are not as good as 

modern shopping centers (Santosa et al., 2023). 

If traditional markets do not keep up with developments, their income 

will decrease and they will be unable to compete with other modern markets. 

This is very worrying for the community, because traditional markets are a 

place to earn a living for the majority of people at the lower middle economic 
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level (Anas & Ashari, 2022). The existence of traditional markets must be 

maintained so that the trade sector in the lower middle class economy 

continues to have access to market its products. Therefore, the number of 

traditional markets in each region must be maintained. Therefore, kiosks or 

market stalls need to be arranged at a distance that is large enough for 

consumers to move. Cleanliness, security and parking facilities need to be 

provided with adequate conditions and good market management (Efendi et 

al., 2023). 

Earning income by trading in traditional markets is something that does 

not always run smoothly. Sometimes there are obstacles in the process of 

opening a business. Such as lack of capital and skills in running a trading 

business. These things can affect the size of your income. Because income is 

the most important factor in this world. Several other factors influence 

income, including capital, length of business and working hours (Tiurmida et 

al., 2022). 

Starting a trading business, one of the important things needed is 

capital. However, capital is not the only factor that increases income. Apart 

from capital, the length of business can give rise to business experience. 

Someone who trades longer will have a special strategy or own way of trading 

(Sulismadi et al., 2023). However, it is not necessarily true that traders who 

have recently opened their business will earn less than traders who have 

opened their trading business for longer. Likewise with working hours. It is 

not necessarily true that traders who open their business in one day will earn 

more income, and vice versa. 

 

RESEARCH METHOD 

The study in this research is qualitative with literature. The literature 

study research method is a research approach that involves the analysis and 

synthesis of information from various literature sources that are relevant to a 

particular research topic. Documents taken from literature research are 

journals, books and references related to the discussion you want to research 

(Earley, M.A. 2014; Snyder, H. 2019). 

 

RESULT AND DISCUSSION 

Merchant Income Concept 

A. Income 

Income is the most important factor for every human being in this 

world, income is very influential on the survival of a business. The ability of 
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a business to finance all activities that support the sustainability of a 

business greatly influences how much income the business obtains 

(Merchant, 2022). 

Revenue is money for a number of business actors that has been 

received by a business from buyers as a result of the process of selling 

goods or services. Income or what can be called economic profit is the total 

income obtained by the business owner after deducting production costs 

(Bose & Bhoagwar, 2024). Income can also be called income from a person 

obtained from the results of buying and selling transactions and income 

obtained when a transaction occurs between a trader and a buyer in a 

mutual price agreement. 

B. Factors Affecting Merchant Income 

In a business, it is always followed by the income that will be 

obtained. So the factors that influence traders' income are: (Bernstein, 

2022) 

1. Initial capital 

Capital is all forms of wealth that can be used directly or indirectly 

in the production process to increase income. Capital consists of money 

or goods which together with the production factors land and labor 

produce new goods and services. Capital is a very important production 

factor in determining the level of income, but it is not the only factor 

that can increase income (Suparmoko, 1986 in Firdausa, 2012). In 

business, capital has a very strong relationship with the success or failure 

of a business that has been established. Capital can be divided into fixed 

capital and current capital.  

Capital is the lifeblood of business. Without capital, it is very 

difficult for a business to progress and develop even more rapidly. This is 

the problem for traders with very minimal initial capital, it is certain that 

their business will have difficulty developing, in contrast to businesses 

that have very large initial capital, their business will certainly grow very 

quickly because capital greatly influences the trader's income. 

2. Length of Business 

The length of business gives rise to an experience of trying, 

experience can influence a person's observation of behavior (Poniwati, 

2008). Someone who works longer will have a special strategy or own 

way of trading because they have more experience in pursuing their 

business. 
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Length of business is a measure of the length of time or period of 

work that a person has completed to understand the tasks of a job and 

carry them out well. The length of time a business actor pursues his 

business field will have an influence on his professional abilities. The 

longer someone is in the trading business field, the more knowledge 

they will have about consumer tastes or behavior. Skills in trading are 

increasing and more business relationships and customers are being 

captured. The longer a person's efforts in opening a business, the more 

skilled they are at doing the work and the more perfect their thinking 

patterns and attitudes in acting to achieve the goals they have set. 

Therefore, the length of time a person has been in business will increase 

their ability to carry out the business so that they will be able to increase 

the productivity of the business. 

3. Working hours 

Working hours are the time period used to run a business. What is 

meant by working hours in this research is the time used by traditional 

market traders to line up their merchandise every day. Working hours 

depend on the type of merchandise being bought and sold, the speed at 

which the merchandise sells out, weather and other things that affect 

the trader's working hours. 

Working hours are closely related to a person's income, for 

informal sector traders it is determined by the quality of the goods or 

services sold. The relationship between working hours and income is 

also based on the theory of working time allocation based on utility 

theory, namely working or not working to enjoy one's free time. 

Working means earning wages which will further increase income. In the 

micro approach, the wage level has a direct role in the working hours 

offered. For most workers, wages are a basic motivation that 

encourages a person to work, so that the relationship between wages 

and working hours is positive, where when the working hours offered 

are higher, then the wages received will also be higher. 

4. Gender 

Gender can increase income (Citra, 2013). Gender in business is 

related to physical endurance, communication. Married men's 

productivity in work increases while married women spend most of their 

time taking care of their families at home. Gender in business is also 

re llate ld to agillilty iln offelrilng and communilcatilng to consumelrs. Me ln telnd 

to bel more l passilve l than womeln iln communilcatilng wilth consumelrs. 
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The Impact of Modern Markets on Small Traders' Income 

Sarwoko (Le lle la e lt al., 2023) basilcally thelre l are l advantage ls iln e lach 

tradiltilonal marke lt and modelrn marke lt ilf se le ln from thel marke lt se lgme lntatilon 

whilch ils dilffe lre lnt from onel anothelr. Tradiltilonal marke lts havel a bargailnilng 

proce lss that cre late ls close lnelss be ltwe le ln se lllelrs and buye lrs whilch ils not 

availlable l whe ln shoppilng iln modelrn marke lts. I ln contrast to thel modelrn 

marke lt, prilce ls are l de lfilnilte lly no longelr nelgotilable l be lcause l the lre l ils a prilce l tag 

on elach product. Howelvelr, iln thel mode lrn marke lt thelre l ils gre lat coopelratilon 

wilth supplile lrs of goods, whelre l good coopelratilon ils elstablilshe ld ovelr a long 

pe lrilod of tilme l, whilch ils an advantage l iln thel mode lrn marke lt (Yang, 2022). I ln 

thel long telrm, thils willl relsult iln ilncrelase ld elffilcile lncy wilth large l elconomile ls of 

scale l. Thelre l are l also se lve lral prilcilng stratelgile ls such as fre le l parkilng, combilne ld 

purchasilng, longe lr opelnilng hours, non-prilce l strate lgile ls be ltwele ln 

adve lrtilse lme lnts, prilce l dilscrilmilnatilon ovelr tilme l and prilce l cuts. 

Furthe lrmore l, Sarwoko (Fe lrnandelz, 2022) be llile lvels that thel ilmpact that 

willl occur duel to thel elxilste lncel of thel modelrn marke lt ils as a proble lm that 

e lxilsts from thel e lxilste lnce l of thel modelrn marke lt, name lly; Filrst, the lre l ils a shilft 

iln consumelr habilts whilch can turn off small trade lrs. The l locatilon ils also close l 

to a mode lrn marke lt whilch has advantage ls ove lr tradiltilonal marke lts whilch 

cause ls buye lrs to swiltch shoppilng from tradiltilonal markelts to modelrn 

marke lts. Se lcond, re lgardilng local e lconomilc ilssue ls, re lgilonal monely cilrculatilon 

ils a contrilbutilon from SMEls, but as SMEls de lcre lase l and tradiltilonal marke lts are l 

unable l to compeltel wilth modelrn marke lts, thelilr contrilbutilon can automatilcally 

be l re lduce ld. 

For small trade lrs, thel e lme lrge lncel of the l rapild growth of thel modelrn 

marke lt also has an ilmpact on re lducilng thel compe ltiltilve lnelss of small trade lrs 

and can we lake ln thelilr bargailnilng posiltilon wilth supplilelrs. The l qualilty of se lrvilce l 

whilch ils saild to be l satilsfactory ils a strong re lason whilch has re lsulteld iln thel 

modelrn marke lt be lilng able l to attract thel ilntelre lst of consumelrs iln varilous 

re lgilons (Yaqiln & Sukmono, 2023a). 

Thel de lve llopmelnt of thel mode lrn marke lt has an ilmpact on small 

trade lrs' busilne lsse ls, ilf se le ln from busilnelss law, that ils, ilf small trade lrs are l 

unable l to compeltel and provilde l thel be lst se lrvilce l to consumelrs whe ln vile lwe ld iln 

telrms of prilce l, product qualilty, comfort, theln consumelrs willl be l abandoneld. 

e lspe lcilally for prilce l, of course l thils ils an advantage l iln the l modelrn marke lt 

be lcause l wilth prilce l the ly are l able l to se lll goods chelape lr, me lanilng thely are l able l 

to compe ltel wilth tradiltilonal marke lts for thel same l products belcause l thel 
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modelrn marke lt take ls goods from supplile lrs iln large l quantiltile ls so thel prilce ls 

offe lre ld are l chelape lr, iln contrast to small trade lrs whosel capiltal ils re llatilvelly 

lowelr (Nde lde l, 2023). 

Pamudilana (Gilntilng, 2023) thel proble lm for tradiltilonal marke lt trade lrs ils 

that thel hilgh compe ltiltilon beltwe le ln trade lrs ils the l only stratelgy that ils carrile ld 

out, name lly iln telrms of prilce l, trade lrs se lll thelilr me lrchandilse l at low prilce ls 

accordilng to buye lrs' wilshe ls through a bargailnilng proce lss so that buyelrs do 

not swiltch to othelr trade lrs' busilne lss pre lmilse ls. Change ls iln socile lty's 

consumptilon we lre l not a proble lm at filrst, but ilt turne ld out to havel an ilmpact 

on socile lty belcause l the l mode lrn marke lt also targe lts thel milddlel and uppe lr 

classe ls. Tradiltilonal marke lts are l synonymous wilth muddy, shabby marke lt 

condiltilons and pelople l wilth poor vilelws, se lllilng prilce ls and bargailnilng are l stilll 

convelntilonal. Howelve lr, supe lrmarke lts and hypelrmarke lts e lme lrge ld wilth many 

change ls iln socile lty. (Sullilvan & Ke lndall, 2022). As consumelrs, pe lople l shop wilth 

many de lmands such as ilncre lasilng publilc knowleldge l iln telrms of shoppilng, 

knowleldge l, thel numbe lr of doublel-ilncome l famillile ls wilth lilmilteld shoppilng tilme l. 

Thelre l are l also othelr factors whilch are l also thel cause l of the l lack of 

de lvellopme lnt of tradiltilonal marke lts, name lly thel lack of support for tradiltilonal 

trade lrs (Ge lrotto elt al., 2024). Thelre l are l se lve lral strate lgile ls that are l not good, 

name lly no elconomile ls of scale l, guarantele ls whilch cause l lilmilteld acce lss to 

capiltal, poor or no coopelratilon wilth supplilelrs, poor procure lme lnt 

manage lme lnt and an ilnabillilty to adapt to consumelr de lsilre ls. Pae lsoro (Robe l & 

Robe lrts, 2024) saild that onel of thel cause ls of losilng iln thel compe ltiltilon 

be ltwele ln tradiltilonal marke lts and mode lrn marke lts ils we lak manage lme lnt and 

poor ilnfrastructure l iln tradiltilonal marke lts, not just thel e lxilste lncel of mode lrn 

marke lts. Mode lrn marke lts can take l advantage l of condiltilons that occur iln 

tradiltilonal marke lts. 

Pramudilana (Gome lra, 2023) also bellile lve ls that thelre l are l aspe lcts of thel 

stre lngth of tradiltilonal marke lts, name lly iln telrms of prilce ls that are l re llatilvelly 

chelap and ne lgotilable l, closel to relsilde lntilal are las, and provildilng a wilde l choilce l 

of fre lsh products. Thelse l se lve lral aspe lcts do not melan that tradiltilonal marke lts 

do not havel we lakne lsse ls, iln fact ilt ils known that thelre l are l many we lakne lsse ls iln 

tradiltilonal marke lts. I lf you look at the l place l, ilt looks muddy, sme llly, dilrty and 

thel helavy traffilc ils a we lakne lss iln tradiltilonal marke lts (Fe lhlilngs, 2022). Ilt can 

e lveln be l saild that care le lr womeln who lilve l iln urban are las do not havel tilme l to 

shop iln tradiltilonal marke lts be lcause l of thel thre lat of changilng socilal condiltilons 

iln socile lty and choosel to shop iln modelrn marke lts, e lspe lcilally supe lrmarke lts. 
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Buye lrs pre lfe lr a place l that ils comfortable l, safe l and ade lquate l, whilch ils 

thel mailn choilce l for buye lrs iln ge lne lral. Tradiltilonal tradelrs should pay more l 

attelntilon to thelse l condiltilons whilch willl be lcome l a se lrilous proble lm for 

tradiltilonal trade lrs. Howelve lr, tradiltilonal marke lts stilll havel thelilr own charm to 

vilsilt. Trade lrs must pay attelntilon not only to thel qualilty and prilce l of thelilr 

products, but also to how to satilsfy customelrs wilth convelnile lncel iln buyilng as 

we lll as spelcilal attractilons, elspe lcilally thel shoppilng atmosphelre l, whilch modelrn 

marke lts do not havel (Huangfu & Lilu, 2022). 

 

Factors that Influence Traditional Market Traders' Income to Modern 

Markets 

Afte lr thel e lmelrge lnce l of thel modelrn marke lt, ilt has had an ilmpact on 

thel marke lt, e lspe lcilally on thel ilncome l of basilc food trade lrs, some l basilc food 

trade lrs have l complailne ld about thel pre lse lncel of thils modelrn marke lt be lcause l 

of thel ilmpact ilt has had (Elndo, 2022). 

Thel ilmpacts e lxpe lrile lnceld by basilc food trade lrs iln tradiltilonal markelts 

afte lr thel e lme lrge lnce l of modelrn marke lts ilncludel: 

1. Consumelrs are l startilng to delclilnel be lcause l consume lrs pre lfe lr to shop iln 

modelrn marke lts rathe lr than tradiltilonal marke lts. Thils ils cause ld by se lve lral 

factors, name lly thel dilrty condiltilon of tradiltilonal marke lts and ilnade lquate l 

parkilng and ilrre lgular place lme lnt of me lrchandilse l so consume lrs pre lfe lr to 

shop at modelrn marke lts be lcause l ade lquate l facilliltile ls and se lrvilce ls. 

2. Trade lrs' ilncomel ils startilng to delcre lase l be lcause l consume lrs pre lfe lr mode lrn 

marke lts be lcause l thelre l are l dilscounts and promotilons on thel prilce ls of 

goods offelre ld, iln contrast to tradiltilonal marke lts thelre l are l no promotilons 

or dilscounts gilveln to consumelrs whe ln buyilng thelilr me lrchandilse l. Ave lrage l 

de lclilnel iln ilncomel for basilc food trade lrs iln thel marke lt. 

3. Trade lrs cannot add to thelilr me lrchandilse l be lcause l thel salels of thel goods 

offe lre ld are l not iln lilne l wilth thelilr sale ls targe lts so that thel re lmailnilng 

me lrchandilse l ils ke lpt for sale l the l nelxt day, ve lry dilffe lre lnt from modelrn 

marke lts whilch always brilng iln ne lw goods and look fre lsh so that thely 

attract consumelr ilntelre lst. shoppilng at modelrn marke lts (Yaqiln & Sukmono, 

2023b). 

Somel of thel ilmpacts cause ld by the l e lme lrge lnce l of modelrn marke lts on 

thel ilncomel of basilc food trade lrs iln thel marke lt do not makel trade lrs stop 

se lllilng, basilc food trade lrs contilnue l to se lll as usual (Wahildah e lt al., 2023). 

Apart from that, to ke le lp thelilr busilne lss runnilng, basilc food trade lrs contilnuel to 

offe lr thelilr melrchandilse l usilng tradiltilonal melthods, namelly bargailnilng, se lrvilng 
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buye lrs one l by onel, the lre l ils no prilce l be lnchmark for the l goods be lilng sold, thus 

cre latilng a familly-lilke l ilmpre lssilon for thel communilty or consumelrs (Ugulumu e lt 

al. al., 2023). 

Thel pre lse lnce l of a mode lrn marke lt adjace lnt to a tradiltilonal marke lt 

could cause l thel e lxilste lncel and e lxilste lnce l of basilc food trade lrs iln tradiltilonal 

marke lts to de lclilnel so that as a re lsult ilt willl havel an ilmpact on thel contilnuilty of 

basilc food trade lrs iln thel marke lt, onel of whilch ils that basilc food tradelrs 

e lxpe lrile lnce l losse ls iln telrms of ilncomel whilch makels thelilr busilne lss go out of 

busilne lss (Le lstarilnil e lt al. al., 2022). 

I ln ordelr to re lduce l the l ilmpact of a de lclilnel iln ilncome l and fe lwe lr 

consumelrs for basilc food trade lrs iln tradiltilonal marke lts, thelre l are l thilngs that 

must be l donel by basilc food trade lrs by applyilng two prilce ls, name lly reltaill and 

wholelsale l, so that peloplel who buy basilc food products iln large l quantiltile ls willl 

be l gilve ln wholelsale l prilce ls. , thus provildilng an opportunilty for pelople l to selll 

basilc ne lce lssiltile ls back iln the lilr villlage ls or homels (Silanturil e lt al., 2024). 

 

CONCLUSION 

Tradiltilonal marke lts havel natural compe ltiltilve l advantage ls that thelilr 

compe ltiltors do not havel. Thel advantage ls of tradiltilonal marke lts ilnclude l 

strate lgilc locatilons, wilde l sale ls are las, a comple ltel varile lty of goods, low prilce ls, 

and a bargailnilng syste lm that shows closelne lss be ltwe leln se lllelrs and buye lrs. 

Me lanwhille l, iln modelrn shoppilng ce lntelrs, thel prilce ls of goods are l selt and thelre l 

ils no communilcatilon or bargailnilng be ltwe le ln sellle lrs and buyelrs. Thel marke lt ils 

not only a place l for buyilng and se lllilng transactilons, but thel marke lt ils also 

startilng to bel use ld as a me lans of drilvilng thel communilty's e lconomy. Elarnilng 

ilncomel by tradilng iln tradiltilonal marke lts ils some lthilng that doels not always run 

smoothly. Someltilme ls thelre l are l obstacle ls iln thel proce lss of ope lnilng a 

busilne lss. Such as lack of capiltal and skillls iln runnilng a tradilng busilnelss. Thelse l 

thilngs can affe lct the l silze l of your ilncome l. Be lcause l ilncome l ils the l most 

ilmportant factor iln thils world. Selve lral othelr factors ilnflue lncel ilncome l, 

ilncludilng capiltal, le lngth of busilne lss and workilng hours. 
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