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Abstract 

SONESA: Business Plan - Beekeeping, Organic Honey Production and Export. El 

Salvador 

By 

Oswaldo Ramírez 

Beekeeping is the maintenance of honey bee colonies, commonly in hives, by humans. In order to 

collect their honey and other products that the hive produce (including beeswax, propolis, pollen 

and royal jelly). The beekeeping dates to 15,00 years ago; efforts to domesticate them are shown 

in Egyptian art around 4,500 years ago. The Beekeeping has evolved, into what we know now a 

day, a worldwide industry. Studies had allowed us to have more than one use for the honey on 

our daily life. The Worldwide Honey market is prognosticated to reach 1.9 million tons by 2015. 

Most of the consumers are in Europe Countries, having China as the biggest producer with 26% 

of the worldwide production, EU with 13% followed by US with 5% the rest is divided among 

other countries. 

Due the constant growth of the Honey Industry new countries had come into the picture. Creating 

new products distinctive from the regions of origin. Using the honey from beauty products to 

High Organic Quality Honey made of a specific plant blossom, with different properties and 

flavor. Among the new countries into the Honey Market we can find El Salvador, where new 

treats had been design to boost the export from these countries and help in the inner production. 

This paper proposes, taking the already existing business platform the export honey business, to 

introduce a new product into the existing markets. This product will come from Mango´s Trees 

and Coffee Bean´s Tree Blossom, creating a unique type of honey. In which thanks to the 

weather condition in El Salvador it´s possible to have a constant year production. 

The present’s trends in the Honey market are the best in order to get in the picture, between the 

Honey producers in the worldwide market. Maintain the “Know How” to produce a High Quality 

Organic Honey, which will guarantee a long run success in the honey market sustainability of 

business model. 
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1. Introduction of Beekeeping 

Understand the honey as the food product produced by honeybees from  

the nectar of flowers or from secretions of living parts of plants or excretions of plant sucking 

insects on remaining living parts of them, the bees collect, transform, store and leave to ripen in 

the combs of the hive. 

Therefore the honey bee is the main product of beekeeping, activity refers to the breeding and 

production of bee Aphis Mellifera. To produce honey, the bees collect nectar from flowers, 

transform and combine it with their own circumstances and then stored and allowed to ripen in 

the hives. Beekeeping is an activity that produces significant benefits to agriculture and the 

environment, through the pollination action of bees. At the same time is an important economic 

activity with an attractive export potential, becoming an alternative to agricultural diversification.  

For example: In countries as El Salvador (country of study), farmers who could benefit from 

blooms coffee plants and shade trees of the farms. Honey consumption worldwide has become 

increasingly important, because it constitutes a healthy natural product  that other industrial 

sweeteners.1 

1.1. Bee Colonies 

A colony of bees consists of three castes of bee: 

 A queen bee, which is normally the only breeding female in the colony; 

 A large number of female worker bees, typically 30,000–50,000 in number; 

 A number of male drones, ranging from thousands in a strong hive in spring to very few 

during dearth or cold season. 

                                                            
1 Manual de Buenas Prácticas Apícolas Centroamericano 
Septiembre 2004; http://www.mag.go.cr/bibliotecavirtual/a00010.pd 
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The queen is the only sexually mature female in the hive and all of the female worker bees and 

male drones are her offspring. The queen may live for up to three years or more and may be 

capable of laying half a million eggs or more in her lifetime. At the peak of the breeding season, 

late spring to summer, a good queen may be capable of laying 3,000 eggs in one day, more than 

her own body weight. This would be exceptional however; a prolific queen might peak at 2,000 

eggs a day, but a more average queen might lay just 1,500 eggs per day. The queen is raised from 

a normal worker egg, but is fed a larger amount of royal jelly than a normal worker bee, resulting 

in a radically different growth and metamorphosis. The queen influences the colony by the 

production and dissemination of a variety of pheromones or "queen substances". One of these 

chemicals suppresses the development of ovaries in all the female worker bees in the hive and 

prevents them from laying eggs. 

1.2. Annual Cycle of a Bee Colony 

The development of a bee colony follows an annual cycle of growth that begins in spring with a 

rapid expansion of the brood nest, as soon as pollen is available for feeding larvae. Some 

production of brood may begin as early as January, even in a cold winter, but breeding 

accelerates towards a peak in May (in the northern hemisphere), producing an abundance of 

harvesting bees synchronized to the main nectar flow in that region. Each race of bees times this 

build-up slightly differently, depending on how the flora of its original region blooms. Some 

regions of Europe have two nectar flows: one in late spring and another in late August. Other 

regions have only a single nectar flow. The skill of the beekeeper lies in predicting when the 

nectar flow will occur in his area and in trying to ensure that his colonies achieve a maximum 

population of harvesters at exactly the right time. 
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2. Beekeeping Process 

The Hives most be located 200 meters from any residential location in order to avoid any disturb 

to others. Due the nature the location where the hive will be, in can be used for farming or 

Livestock at the same time. A load capacity is determined by increasing an area progressively the 

number of hives in the apiary at the same time it is observe the effect this increase has on the 

average amount of honey is harvested by the hive apiary. Start the apiary with about thirty 

colonies and increase gradually to 25 percent annually.  

To collect and take care of the bees we should know the basic equipment we need in order to 

have a more efficient and safe process tower our production (honey and bees) as well to our 

profits. The location of the Apiary have to be where has access to vehicle. Because a Chamber 

full of honey can get to wait 35 to 40 kilos each.  

For the hive arrangement, has to be above ground around 60cm, to reduce the exposure of the 

hive to the ground humidity, at the same time have it at this high is easy their manipulation. The 

base floor where the hive will be, it has to be clean all the time, to avoid humidity under the hive. 

2.1. Beekeeping Equipment 

One of the most important part The Beehive with bees Hive parts are cut to standard dimensions 

that mimic the space bees naturally leave between their combs. Always reproduce these 

dimensions exactly if you make your own bee hives. You will need the following equipment. 
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The Beehive should have at least five 

supers. Supers are a very important 

component of the beehive because this is 

where the honeybees will be producing 

and storing their honey. The five supers 

should be between the bottom of the hive 

and the corner of the beehive. A spacer 

board is a piece of equipment beekeeper's 

use to keep an equal amount of space 

between the frames while they are in the 

super. 

Once you have an active beehive, each of 

these supers should contain nine to ten 

frames.. 

Smoker 

The next piece of beekeeping equipment you will need to 

have onsite is a smoker. The smoker is what allows 

beekeepers to get the honey bees to leave the beehive when you 

are getting ready to extract the honey. A beekeeping 

smoker is a simple design that consists of consists of a 

funnel, a combustion chamber, and bellows. Many beekeeper's say that a burlap sack is the best 

material to use in the smoker because the burlap is easy to ignite because it smolders and smokes. 

Other beekeeper's prefer to use dried corn cobs with the smoker. Once the fire has been lit in the 

combustion chamber, the bellows will keep it going. The funnel directs the smoke into the 

beehive, encouraging the honey bees to leave the beehive. 
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3. Worldwide Bee Colonies and Industry. 

The situation of bee products in the world is clearly divided into producing and consuming 

countries. By reviewing the statistical data published by FAOSTAT, specifically on product 

honey find information on how they have evolved hives stocks globally by continent, which is 

presented below for the period 2004-2010. 

CONTINENTE 2005 2006 2007 2008 2009 2010 

AFRICA 15,535,910 16,368,758 16,052,518 16,508,229 16,000,523 16,051,842

ASIA 20,891,970 21,303,942 21,401,243 21,779,113 22,488,814 22,786,591

AMERICA 10,459,189 10,706,021 10,414,480 10,407,677 10,568,540 10,852,984

EUROPE 16,103,161 16,413,905 16,374,956 15,763,450 15,619,835 15,787,227

OCEANIA 675,329 687,294 711,171 713,471 709,071 709,071 

WORLDWIDE 63,665,559 65,479,920 64,954368 65,171,940 65,386,783 66,187,715

 

To collect and analyze statistical data on the overall world-wide number of bee colonies, 

regardless whether they are used for pollination or honey production, have been conducted either 

by public research institutes funded by Central Governments or by international organizations, 

e.g. the United Nations FAO or UNEP. Data is not available across all countries but a large 

majority has been mapped in the last 5-10 years by FAO, entomologists and other research 

groups. 

3.1. The Americas 

According to the American Beekeeping Federation (ABF) and recent USDA surveys, the overall 

number of US honey bee colonies in 2011 was in the range of 2.5-2.6 million. A strong 

consolidation process has been going on in the last decade due to colony losses and beekeepers 

running out of business. According to the last available USDA Census, almost 60-65% of the 

beekeeping farms have less than 10-15 bees colonies and less than 8% more than 1000 colonies 
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each. In Canada, there were roughly 575,000 beehives in 2010 (source: Canadian Honey Council). 

In the last decade, Central American farmers have started using bees for pollination due to a more 

global need for food sourcing and FAO Reports show a total number of 2.1 million colonies, of 

which approximately 1.8 million are located in Mexico. 

After 1990, Argentinean beekeeping, traditionally focused on the production of honey for 

international markets, experienced a period of steep growth, specifically in the Northern 

provinces. Recent FAO studies and national research group data report a total number of nearly 3 

million colonies, with a majority of them used to produce honey and very low average bee 

keeping. Today, Argentina is the largest exporter of honey in the world and the second largest 

producer. 

In Brazil, the Africanized 

bee is the pollination insect 

most largely present in the 

apiary industry; according 

to entomologists reports, 

this species is more resistant 

to mites however like 

effects have been 

experienced in the last 

decade as in most of other 

geographical regions in the 

world. A realistic estimate by entomologists for the number of colonies is about 2.5 million.2 

 

 

                                                            
2 Bee and Natural Beekeeping; http://www.beesfree.biz/Beekeeping 

Countries 
Production 

(1000 
metrictons) 

Consumption 
(1000 

metrictons) 

Number of 
Beekeepers

Numbers 
of Bee 
Hives 

North 
America 

    

United 
States of 
America 

70,306 158,75 12,029 2,400,00

Canada 28 29 13,000 500,000
Latin 

America 
 

Argentina 93,42 3
Mexico 50,63 31
Brazil 33,75 2

Uruguay 11,87 1
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3.2. Europe and Africa 

In the 27 EU countries, the leading 

apicultural nations are Spain, 

France, Greece and Italy: At a 

European level, including Russia 

and former USSR Republics, FAO 

estimates tells us of approximately 

29 million honey bees colonies. 

Africa has a high potential for 

natural beekeeping; climate and 

forestry are favorable for a majority of the countries (with exceptions to the ones in the Saharan 

subcontinent). The business itself 

does not require massive investment 

and the beekeeping culture and 

practices are easy to teach and learn. 

Even in these developing countries 

FAO and local entomologists have 

recently reported losses of up to 25-

30% of the colonies (especially in 

the Nile valley, in Egypt and Sudan). 

2010 reports take the continental 

managed colonies to a total of nearly 

16 million, with still a great potential 

for growth.3 

 

                                                            
3 Bee and Natural Beekeeping; http://www.beesfree.biz/Beekeeping 
 

Countries 
Production 

(1000 
Metrictons) 

Consumption 
(1000 

metrictons) 

Number of 
Beekeepers

Numbers 
of Bee 
Hives 

Africa  
Ethiopia 41.23 40 4,400,000
Tanzania 28.68 28
Angola 23.77 23
Kenya 22 21
Egypt 16 200,000 2,000,000

Central 
Africa 

Republic 

14.23 14

Morocco 4.5 27,000 400,000
South 
Africa 

2.5 1.5 1,790 92,000

Countries

Production 
(1000 
metric 
tons) 

Consumption 
(1000 metrics 

tons) 

Number of 
Beekeepers 

Numbers 
of Bee 
Hives 

Europe 
and 

Russia 

  

Ukraine 71.46 52  
Russia 52.13 54  
Spain 37 40  

Germany 21.23 89 90,000 1,000,000
Hungary 19.71 4  
Romania 19.2 10  
Greece 16.27 16  
France 15.45 30  

Bulgaria 11.22 2  
Serbia 3 to 5 6.3 30,000 430,000

Denmark 2.5 5 4,000 150,000
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3.3. Asia and Oceania 

China and India have 

both a century-long 

tradition of bee keeping. 

In the recent past India 

has witnessed a revival 

of the organic 

beekeeping industry in 

the rich forest regions 

along the sub-

Himalayan mountain 

ranges and the Western Ghats. In India, recent estimates of bee colonies are nearly 10 million, of 

which the large majority for honey production purposes. 

According to FAO, China is the fastest growing country in the Far East for honey production and 

has almost reached the 9 million 

mark of bee colonies in 2009, 

Reports describing the increasing 

impact of CCD problems on 

traditional farming and natural 

beekeeping industry have become 

a serious concern for many local 

governments.  

Countries 
Production 

(1,000 
metrics tons) 

Consumption 
(1,000 metrics 

tons) 

Number  
of 

Beekeepers

Numbers 
of  

Bee Hives

Oceania     

Australia 18.46 16
New Zeland 9.69 8 2602 313,399

Asia  

China 299.33 238 7,200,000
Turkey 82.34 66 4,500,000

Iran  3,500,000
India 52.23 45

South Korea 23.82 27
Vietnam 13.59 0

Turkmenistan 10.46 10

0 100000 200000 300000 400000 500000

China

Argentina

Turkey

United States

Russia

Main Honey Producers 2010  
(Production in Tonnes)
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4Worldwide we can find five countries have traditionally concentrated 50% of the total honey 

production (China, Argentina, Turkey, United States and the Russian Federation). The main 

producing continent is Asia, followed by 

Europe and thirdly America. From 2003 

Argentina was ranked as the second 

largest producer surpassing for the first 

time in United States history. China has 

historically been the world´s largest 

producer of honey with a share of 22% 

of world production and is the largest 

exporter. 

In the next charts, we can observe how 

the exportation and importation is going 

per continent  until the year 2009. The Asian Continent has a trade surplus primarily influence by 

China which is the largest producer of honey in the world. On the other hand Europe has a trade 

deficit in honey with a high consumer of honey. And the American Continent has a surplus being 

a net exporter of honey mainly to Europe. 

Continue with Africa we observe a 

deficit on their trade having a excess of 

$6,000 over their export. In the other 

hand we observe that Oceania has a 

Surplus on their honey trade which is 

even superior than the Asia continent. 

 

                                                            
4 FAO STAT CHART. 
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4. Regional Honey Production Market Context 

The honey in Central America in addition to being an important export item has consumption in 

each country for its medicinal properties and beauty’s aspects.  

In the next it´s been presented the honey production from different countries on the Region. And 

we can observe that El Salvador was the largest producer in Central America until 2006, 

Guatemala began to occupy the first place as a honey producer.  We can observe that the biggest 

export of honey in the region are El Salvador and Guatemala as Panama is a net Importer.  

Take in consideration that in Centro America the Beekeepers are working hand by hand and 

under the PACA guidelines (PACA; Central America Agriculture Policy by the initial in 

Spanish). As well we have the OIRSA (OIRSA: International Agency for Regional Agriculture 

Health by the initials in Spanish) which it the entity that is supporting  the whole  Central level 

work to streamline and  increase the competitiveness of the sector in all countries of the region.  

4.1. Honey Bee Production  in Countries of Central America (2005-2009  in 

tonnes) 

Country 2005 2006 2007 2008 2009 2010 

Guatemala 1,500 1,459 3,443 3,446 3,505 3,500 

El Salvador 2,508 2,026 2,128 2,234 2,237 2,200 

Costa Rica 1,176 1,300 1,162 1,139 1,149 1,100 

Nicaragua 400 470 449 471 490 460 

Honduras 117 120 118 115 122 130 

Belice 31 49 48 29 59 60 

Panama 0 0 0 0 0 0 

Overall 5,732 5,424 7,348 7,434 7,562 7,450 

Source: FAO STAT CHART. 
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The goal is to standardizing the management and quality of the honey, in order to promote the 

Central America honey to external markets; for it has already been developed  a regional standard 

honey, in addition to each country-specific regulations . As well the continues training to 

technicians and beekeepers on disease control and Good  Beekeeping Practices.  

4.2. Honey Trade between the Central American Countries (in US Dollars 

Thousands) 

COUNTRY Activity 
Costa 
Rica 

El 
Salvador

Guatemala Honduras Nicaragua Panamá 

 Import  $296,800 $75,500  $41,000 $65,000 
COSTA RICA Export      $3,000 
 Overall  -$296,800 -$75,500  -$41,000 -$62,000 
 Import   $69,400 $8,000 $129,000  
EL 
SALVADOR 

Export $278,300  $3,333 $73,500   

 Overall $278,300  -$66,067 $65,500 -$129,000  
 Import $3,000 $3,000     
GUATEMALA Export $96,000 $77,767  $148,500 $4,000  
 Overall $93,000 $74,767  $148,500 $4,000  
 Import  $58,000 $203,167  $11,000  
HONDURAS Export  $6,000 $1,000    
 Overall  -$52,000 -$202,167  -$11,000  
 Import   $7,000 $1,000   
NICARAGUA Export $45,000 $47,667  $20,000   
 Overall $45,000 $47,667 -$7,000 $19,000   
 Import $3,000   $1,000   
PANAMÁ Export       
 Overall -$3,000   -$1,000   
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5. El Salvador Honey Market Context 

El Salvador has been a bee honey producer and consumer. The beekeeping industry it´s in El 

Salvador since colonial times, when the first honey bees were introduce in the country. Since that 

time the beekeeping has evolved to become an important item in the economy. At the same time 

the Beekeeping industry is considered a generator of employment in the country, of course most 

of the employments are temporary and are during the harvest period.  
5 The Honey in El Salvador is 

most use to export as we can see 

in the chart. We can bserve the 

rise and fall in exports, which 

reflect behavior almost static in 

the export during the years. 

 

 

 

In the following chart we can observe the different destiny countries for export and the value in 

each of them: (in US Dollars Thousands) 

Countries 2005        
(FOB US$) 

2006      
(FOB US$) 

2007 
(FOB US$) 

2008 
(FOB US$) 

2009 
(FOB US$) 

United States 72,746.10 78,273.90 7,350.00 0.00 3,601.50
Guatemala 0.00 2,975.36 5,394.94 0.00 0.00
Honduras 63,269.58 69,911.64 61,032.23 72,077.14 32,686.43
Costa Rica 128,520.00 141,960.00 529,605.13 402,340.00 219.600.00
Panamá 0.00 0.00 0.00 0.00 27.21
Germany 1717,788.00 1575,885.00 1168,710.00 2138,439.00 2766,837.00
Belgium 0.00 0.00 0.00 62,628.00 241,131.00
Spain  0.00 0.00 0.00 111,180.00 0.00
United Kingdome 162,210.00 440,715.00 253,605.00 153,840.00 58,800.00
Japan  0.00 0.00 36.00 0.00 0.00
Overall 2144,533.68 2309,720.90 2025,733.30 2940,504.14 3322,683.146 

                                                            
5 Source Central Reserve Bank of El Salvador 
6 Source Central Reserve Bank of El Salvador. 
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We can observe that overall the biggest customer in honey export is Germany followed by 

Belgium and Costa Rica. Which help us to focus in the export in the start if the business and later 

we can move to the promote of our own brand.  

El Salvador is political divided by 14 Departments. We can find deferent regions that specialize 

in the Beekeepers. According to the IV DIGESTY Agriculture Census in 2007/2008 in El 

Salvador was a total of 1,070 beekeepers distributed throughout the country. In the next Graphic 

we can observe the dispersion by Department.  

In the present chart shows the production 

of honey is concentrate in Chalatenango, 

Sonsonate and Santa Ana. Which 

confirm more the benefits for our future 

production plant that will be locate it in 

Sonsonate. Due their flora diversification 

and location away from the main cities, 

which allows us to produce a higher 

quality honey  And as well we can have 

the advantage to have a specific honey 

from fruits as Mango or Coconuts which 

can be more attractive to the local and 

foreign customer. 
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7 Must of the production is measure by 

bottles because it is the unit with which the 

beekeepers sells his honey in the local 

market.  Beside honey the beekeepers also 

produce and sale in the market the wax 

from the Honey Hive, which is use for 

different products as well as for the 

production of the honey itself.  

  

                                                            
7 Source: “Plan de Agricultura Familiar”. CENTA – Gob. EL Salvador. July 2012. 
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As we mentioned before El Salvador beside producer it’s a honey consumer as well.  Even 

though the total per-capital that El Salvador consume it´s still low, therefor on our business plan 

we want to focus the production in 

export strictly and later we want to get 

in to the local market, with our own 

brand and continue with a expand into 

others products that comes from the 

honey.  In the next chart we can 

observe that most of the honey 

produced in El Salvador is aimed to 

export and not for the local 

consumption.  
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6. Target Market Analysis Summary 

As we have appreciated in the charts previews showed, Europe represent 25% of the worldwide 

honey market, for 2009 the market came up to 390,00 tonns of honey and 10,000 tonns of wax. It 

shows that Europe it’s a stable and constant growing maeket. 

Taking in consideration that the Biggest Buyers of honey in El Salvador in the past years are: 

Germany, Belgium and Costa Rica. We had chosen Germany and Belgium for our target market. 

Even though Costa Rica is one of the biggest importer for our product and is closed to our 

country, we had excluded as target market because the past years Costa Rica had boosted their 

inner honey production, having as consequences the decline of El Salvador’s honey production 

import.  

And in the other hand the export from El Salvador to Germany and Belgium has been increasing 

during the past few years. And if take in consideration that only Germany represent the 25% of 

the honey market in European Union which 48% comes from Developing Countries as El 

Salvador.  We are heading to a big market that it will always be expanding. 

We have to mention that El Salvador is between the 39 countries contemplated in the “Council 

Directive 2002/99/EC”.  In which stipulate the regulation for products from animal that can be 

exported to UE.  

In that section explain the ones that the income from “Honey is allowed in the EU”  in which 

among others, El Salvador under the scheme  GSP  (Generalized System of Preference ) + with 0% 

tariff rate, those countries that do not appear under that list cannot import honey to any country of 

the EU. And In the case of the source rule, El Salvador followed because the manufacturing and 

production of honey is wholly obtained in the country, on forms of monitoring specification to 

third countries see: Commission Decision 2004/432/EC.  
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These specifications on the honey production are most worldwide standards in order to export the 

product. So it won’t effect on the expenses on the production of the honey.    

6.1. Country Market Segmentation 

Germany 
8As the present chart shows, Germany has been 

a big market for El Salvador Honey productiont. 

During the years Germany has been increasing 

the importation of honey to their market either 

for the industrial honey as well for the local 

direct consumes.  

In the previews charts we can see that also some 

countries from Centro America has been a big 

customer for El Salvador Honey Production, but in the past few years they have increase they had  

boosted the local honey production, in order to get in to the worldwide honey market.  Even 

though Germany it’s a big producers of honey still the consumption is too big in order to be held 

by their own production. Only Germany represents the 25% from  the European Union total 

Consumption and 48% of their total import it’s from Developing Countries as El Salvador.  

Germany Honey Consumtion 
2005-2009 Respectively in thousand tonnes and kg 

2005 2007 2009 
Total Per Capita Total Per Capita Total Per Capita 

312,071 0.64 324,923 0.66 309,933 0.63 
 

                                                            
8 Source European Union Minister of Economy   

1,717,78
8.00

1,575,88
5.00 1,168,71

0.00

2,138,43
9.00

2,766,87
3.00

2005 2006 2007 2008 2009

US Dollars (in US Dollars 
Thousands)
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In the German Market it shows in the past few year and Stable Honey Consume. In the period 

2005-2009 Germany have been one of the biggest  Which indicate the market is constant and the 

Product is demanded in Bolk Consumer in the Eruope Union.  

At the same time by been one of the biggest consumers in the region, it the best option to start the 

exportation on the conutry in order to get into the market and later on expand to others countries 

in the European Uion as: United Kingdome, Belgium among others. 

Germany is by far the leading EU market for honey, with consumption amounting to 96 thousand 

tonnes in 2007 (30% share in the EU). Followed by United Kingdom, France and Spain. Per 

capita consumption differs greatly between EU countries.  

6.2. Type of Product Market Segmentation 

9Almost all the data found for the honey market in the 

Europeans countries it´s found as one big market and not 

an individual market per country.  

But still we can observe that in the honey market we can 

find to type of segmentation. The main one which is the 

domestic use or direct, this one is represent in a 85% of 

the total honey market. This honey is the one you use at 

your home for your toast, sweet your coffee, tea or the ones that the Restaurants use for their 

salads, vegetables or prepare different types of food. The other segment we call it the industrial 

honey. Which is use in the food industry segment, this honey is the one you use in big industries 

and they use it to sweet their cereals, candies or bread.    

This industrial honey is mainly used in the bakery, confectionery and cereal industries. It is 

particularly useful in baked goods. The moisture-absorbing quality of honey helps breads, cakes, 

                                                            
9 SOURCE. European Union MInister of Economy 

85%

15%

European Market 
Honey Use

Domestic

Industrial
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cookies and candies stay fresh longer. Finally, honey also has a use in honey wine and several 

after-dinner liqueurs. Honey was tradinioally used in food preparations, but is now often replaced 

by sugar and sugar syrups. The honey which is used by the food industry is often of a lower 

quality than the honey used by households. Other industries using honey include the tobacco and 

pharmaceutical Industry, although these account for only a small part of the total demand for 

honey. 

6.3. Market Trends 

6.3.1. Natural Health Food 

EU consumers are increasingly 

intered in a healthy life style 

and, consequently, in the 

consumption of health food. 

Health food refers to food 

products, which are low in fat 

or even have calorie-burning 

properties and which have 

limited sugar and salt content. 

This includes functional foods, which have specific health – promoting properties (e.g. 

antioxidants) and food products with added vitamins and mineral, or bacteria supporting the 

intestinal function.  

The increasing awareness of the importance of diet and nutrition, particularly among Western 

European consumers, has been accompanied by increasing concerns about the safety of food. 

Recent food  scandals and critical food research have led to a negative image of synthetically 

manufactured food (ingredients). Together with a higher appreciation of products from nature and 

a growing environment consciousness, this has made natural products more popular.  
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Honey fits in well with the natural health trend. It is a completely natural product which has 

several health –promoting properties. Nevertheless, honey consumption does not expand under 

influence of the health trend. Honey has always been appreciated for its natural origin and its 

therapeutic as well as medicinal properties. The health trend emphasizes the value of honey again 

and strengthens sales to existing consumers, but does not cause significant increases in total sales. 

It mainly helps to prevent substitution of honey by other bread spreads and  sweeteners, such as 

jams, which are continuously improved and for which the assortment continues to expand.  

6.3.2. Organic Food 

 Increased concerns about the effects of intensive farming on the countryside, as well as on the 

environment in general, have intensified interest in organic foods. Furthermore, organic food 

products also profit from the general interest in natural products , as they are perceived to be 

purely natural products. The organic trend has increased demand for organic honey. It is a trend 

which covers almost the entire natual product range of the food industry. 

 

6.3.3. Fair Trade 

Consumers are becoming more aware of the poor labour conditions in many conuntries which 

supply products to the EU. They are increasingly taking on the responsibility for fair prices. Fair 

Trade products guarantee that producers receive fair prices and are therefore in higher demand. 
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6.3.4. Mono Floral Honeys 

Monofloral honeys, such as acacia, are becoming more popular in the EU. Especially in the 

leading EU markets, demand for these monofloral honeys is increasing at the expense of blended 

honeys (David Wainwright of Topical Forest Bee Products LTD, 2007). The largest growth in 

consumption is expected for these types of honey. However, there are significant differences in 

consumer habits and preferences in the various EU countries.  

This type trends that we can find in the European Market are one of the reason that the European  

Market is suitable for our product. To start the exportation of a Industrial Type of Honey and then 

continue to a High Quality Gourmet Honey. The conscience on the benefits of honey as a natural 

sweeter in the European market, had raise the importation of the product. The Fair Trade policies 

that many European Union had adapted , had allowed to our countries to have a better trade with 

them and most of the time with a  0% tariff to enter the products, if they qualified with the 

specification off course. And By boosting the Monofloral Honeys, becomes a push forward to ide 

to pass next into the a High Quality Gourmet Honey with one type of blosson, the mango and the 

coffee one.  

6.4. Target Customer Industrial Honey  

For the Industrial Honey that we will be exporting the principal customer to target will be the:  

 Importers as:   

o Fuersten-reform  in Germany 

o Meli in Belgium 

 Packers 

o Packers –Cooperative Bioland 

o Packers Walter Lang 

o Apicola Chezelles Packers – Producers. 
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This channels will use or honey for their best convenience. To them the honey will be sale by 

barrels. And the price will be settle depends on the market price of the honey at the moment of 

the transaction.  

They use the honey for their own supplies or to offer our honey to other industries so they can use 

as a final product. The importers, usually combine the functions of import of honey in the EU 

processing, blending and packaging of honey. The Packers, most of the time they blend the most 

polyfloral honey into a honey acceptable table. Most low price honey end as private label products on the 

shelves of supermarkets. 

6.5. Target Costumers for Organic Gourmet Honey 

In European Union we can find many stores, which import finish products from Developing 

Countries for the final consume. For the normal home consume honey as well for the Gourmet 

honey type. We have chosen this store in particularly due the experience of previews Beekeepers 

in dealing with them for their business.: 

 Germany Metro 

 Ahold  

 REWE in Germany  

 Delhaize Group in Belgium. 

This are Whole Store located in those two countries that have experience in introducing honey 

made in Developing Countries. To this stores for example will be offering the Organic Gourmet 

Honey. At the same time by the use of a website we can export honey to different countries not 

only to those two countries in specific.  
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6.6. Competitors 

The numbers of Beekeepers in El Salvador is about 1,235. Eventhough this number tend to 

change depending on the source we use. There is not a exact number of companies or informal 

producers in the market. But still any iniciative in getting in the business have to be coordinated 

with CONAPIS (National Beekeepers Comission of El Salvador) and the MAG/IICA. Between 

the big companies that have the exportation quality, we can mentione:  

 Grupo VAPE 

 EXAGROLI 

 San Julian Export. 

 SCAES: (El Salvador Beekepers Cooperative) 

 Joyas de Cerén Honey. 

 Acapil  

According to CONAPIS, there are about 9 honey export companies in El Salvador. They use 

almost 70% of their production to export. Therefore these companies still use small producers in 

order to cover their honey demands. By example, Joyas de Cerén only the 40% is from their own 

production the other 60% is from small producers. 

These companies are representative by CONAPIS which will be one of our key partners, in order 

to get in touch with this companies and can export our honey thru them. 
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7. Business Model Proposition 

Based on the extensive research in the Production, Export and Local honey market based in El 

Salvador. In the local market for the facilities to the Honey Producers and the marketing of the 

honey in the informal as the formal market for the local honey sales, as the Export Market where 

El Salvador has been a producer for many years and which had been growing during the years. At 

the same time take advantage of the tropical weather and the flora near the beach areas which is 

unique of this type of weather where our production based will be locate and taking the example 

of others gourmet honey sales. This paper proposes the creation of an exportation and Organic 

Gourmet Tropical Flavor Honey sale. Taking advantage of the different fields of Mango 

production in the area. 

The Organic Gourmet Tropical Flavor Honey, main idea is behind the concept is to take 

advantage of the export of the honey business and combined it with the creation of a type of 

honey that will be extracted from the Mango´s Trees. Located near the honey production area. 

The concept is to have as start the export of high quality honey to international markets and later 

on create the Gourmet Mango Honey as own brand to sale it in local market as international 

market.   

7.1. SONESA CO. Business Model Canvas 

Customer Segments: 

 

 Our target market to export the honey will be Germany. 

 Local and Foreign Industry that use honey to process their own based  honey 

products 

 Local Supermarkets and Gourmet Store, where we will Introduce the (Organici 

Gourmet Honey) 

 A unique flavor Organic Gourmet Honey  to foreign  markets. 
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Value Propositions. 

 

 A Tropical Organic Gourmet Honey new in the market. 

 High Quality Organic Honey to export into the different markets. 

 Offer an industry with years of experience that had facilitated the transaction 

between countries. 

 Competitive worldwide prices with a high quality product. 

 Consstant Production During the year. 

Channels 

 Social Media Advertisement. 

 Local Supermarkets and Stores. 

 Local Industry that use honey as base for their products. 

 Local Enterprise that process and export the honey to outside markets. 

 El Salvador Beekepers Asociation (SCAES). 

Customer Relation 

 Ensure the quality of our products through our standards and practices for product 

purchasing, testing and safety. 

 If the customer needs is the import of normal tropical honey to their local market, 

due or practice we assure a high standards storage, handle and packaging in order 

to assure the safe arrival to the final destination, with in the dates stipulate on 

contract. 

 If the customer needs the Organic Gourmet Honey. We assure a constant product 

lines, with all the benefits of using high quality natural and organic ingredients. 

Revenue Stream 

 Export pair Barril. $390.00 

 Bottle of Organic Gourmet Honey. $2.50 
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Key Resources 

 El Salvador Beekeeper’s Association (SCAES). 

 Local Mango and Coffee Beans Producers. 

 A Dedicate and experience work force to deliver the superior service and high 

quality product. 

 A Tropical weather, ideal for the Organic Gourmet Flavor Honey we want to 

produce. 

Key Activities. 

 Honey Production 

 Honey Exportation 

 Organic Gourmet Mango and Coffee Flavor Honey Production.  

Key Partners. 

 Local Mango Producers 

 Local Coffee Beans Producers 

 CONAPIS /MAG 

 Local Beekeepers Associations. 

Cost Structure. 

 Cost Associated to the maintained of the hives and the extract of the honey. 

 Cost Associated in the Logistic for the transportation of the Hive to the Mango´s 

and Coffee’s Farms. 

 Cost Associated to the Honey Exportation. 

 

7.2. Mission 

To offer global consumers market an organic natural process honey products of the highest 

quality and purity. At the same time provide a product within all standards required for their 

commerce in different markets. 
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7.3. Key of Success 

 Produce High Quality Products under the Standards in order to compete in the market.  

 Produce an Organic High Quality Gourmet Honey, from the blossom of the Mango and 

Coffee Beans Tress. 

7.4. Objectives 

 With the “Know How” from our technician, set up a permanent High Quality Honey 

production in order to maintain supply our customers.   

 Create a customer Base, requiring a constant supply from either our High Quality Gourmet 

Honey or our Organic Tropical Honey.  

 Point out among our customers the High Quality Organic Honey benefits from our products.   

7.5. Company Summary 

SONESA. It’s a start-up company that wishes by taking the advantage of the model already use 

by many of the Honey Producers in El Salvador, produce a High Quality Honey to export to the 

market where El Salvador has been one of their constant honey suppliers. At the same time 

introduce a new High Quality Gourmet Honey, extracted from the Mango and Coffee Bean trees. 

Take in consideration the new trends on healthy food, to promote honey on the daily diet. As well 

the new trends on the fair trade, providing an opportunity to export to foreign markets in which 

treated provide a 0% trade taxes. 

7.6. Company Ownership 

SONESA MIEL is to be registered in San Salvador, El Salvador, as a Tropical Honey Producer; 

Mr. Oswaldo Ramirez  is the sole owner and operator of the business for at least the first year of 

operations. 
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Company Operations 

The production will have the following Organizational Structure. 

For each work area, will have a 

responsible for marketing, 

production and administration. 

Each area will feature staff to 

undertake each of the activities 

planned. This three main work 

area will cover the main activities 

on the honey production as: 

production and postharvest, 

marketing and finance 

administration.  

7.7. SWOT Analysis 

 

Strenghts

*Treates that facilitate the promote of our     
products in foreign markets.

*Proven Know How.

*High Organics Qualities Products.

Weakness
*Dependency on the Export and           
Packaging Comapnies in order to move 
the product into a new markets.

*Introduce a new Product in the market.

Opportunities
*Take advantage on the new trends in order to 
promote our product.

*Introduce a new Product in the market.

*Weather suitable  to a High Quality Honey 
Production.

* Low cost labor force.

Threats
*Competitors with years of experience 
in the field.

*Country with High Delinquency Rate.

*Local Weather ‐ Natural Disaster.

Owner

Marketing 
Management

Production 
Management

Staff

Staff

Staff
Administration 
and Finance



‧
國

立
政 治

大

學
‧

N
a

t io
na l  Chengch i  U

niv

ers
i t

y

 

29 

 

7.8. Strategy and Implementation Summary 

SONESA, main strategy is to introduce into the European Market a High Quality Honey, as well 

introduce a completely new Gourmet Product in the Organic Honey Market by using the blossom 

from the Mango´s and Coffee Bean´s Trees. The company leverages on its advantage of be 

located in an area where the weather has the perfect condition in order to maintain a constant 

production during the year. SONESA will be working hand by hand with the Exporter and the 

Packaging Company the first years in order to get into the Germany Market.  

After Reaching the Breakeven, will move to the production of the Organic Mango and Coffee 

Bean Blossom Flavor Honey, by having more hives into our production we would be able to 

move some of the hives, into the Mango´s and Coffee Bean´s Plantation, in order to recollect a 

specific blossom honey. This is able due the condition around the production location. The 

location of the production is in Sonsonate, El Salvador. This location has Mango´s plantation and 

nearby as well Coffee Beans Plantation. Which allow us to have a quite effective logistic, in 

moving the hives due the relative small distance and El Salvador´s good road infrastructure. 

 

 

 

 

 

 

 

 

 

 

 

 

HONEY 

PRODUCTION 

INTERMEDIARY

*EXPORTERS 
*PACKAGING‐ 
PROCESSING 
COMPANIES

EXPORTATION 

MAKET 

FORMAL MARKETS: 

*Wholesale Store 

*Restaurants. 

*Gourmet Stores. 

INFORMAL 

MARKETS: 

*Local Municipal     

  Markets. 

*Local Stores and  

  Pharmacies 
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Competitive Edge 

 Provide and Organic Health Product according to the market demands. 

 Location with a perfect weather for the honey production and Special Organic Gourmet 

Product. 

 Growing Honey Market, thanks to the trends into healthy food and honey´s health and 

beauty properties. 

 Take advantage on the fair trade trends in order to push the export from Developing 

Countries. 
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8. Marketing Strategy 

8.1. Positioning Statement 

SONESA Co., it’s a High Quality Honey Producer, which offer Tropical Honey from El Salvador. 

With a quality control, under the standards in order to export in foreign market according to 

regulation. As well the Company will introduce a unique High Quality Organic Gourmet Flavor 

Honey, taking advantage of the Mango Trees and the Coffee Bean plantation around the area. 

This product put us as competitive in the Gourmet Honey Market by introduce a new product in 

the market, in which will assure a high control standards and always guaranty the Organic 

process of the product. 

8.2. Pricing Strategy 

Initialy the Company will produce normal Tropical Honey. In order to penetrate in the export 

market. Beginning as Target Market Germany due the trends and that is one of the main countries 

that buy honey from El Salvador. The Honey Barril is calculating to sell between $250.00 or 

$300.00, this price change according the market demands and supply. Later on, we plan to 

produce a High Quality Organic Flavor Honey, using the Mangos Tress and Coffee Beans around 

the location, to produce a product to penetrate the Gourmet Honey Market, this will be sold in 

bottles a difference of the Normal Tropical Honey, and the price might may varied around $15.00 

to $25.00 the bottle, in order to maintain a price to compete with other producers and be able to 

penetrate the market with an introduction price. In the future depending on the forecast and the 

results, the price may vary. 

8.3. Promotion Strategy 

Setting of Stands in Agriculture Fair, Livestock Fairs, Export Fair. Is one of the most use and 

vital to promote and success of the business. This Fairs, helps to the promotion of the product and 

help to get in touch with new customers, offering a Tropical Honey Production, which is the main 
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demand in the market and introduce a new Organic Flavor Honey, which is the new product we 

would like to introduce into the market. 

Create a website in order to facilitate to our customers the placing of order to our different 

products that we will be offering. On the website, should contain all the information from our 

production process, types of Organic Honey we will be offering, the importance and health facts 

that customer will benefit from our products.   

Social Media utilization, such as: Twitter, Facebook Fan Page among others. Had been proved, to 

contribute to expand the customer base and the feedback from them. 

Word of mouth and referrals from existing customers will contribute in the business expand. 

8.4. Placing Strategy 

SONESA, headquarter will be located in Sonsonate city, El Salvador. The same city as the 

location for the beekeeping process. Allowing a high quality control of the production, as well by 

been locate it in Sonsonate City, provide proximity to the others city where the Mango´s Trees 

and the Coffee Bean Plantation are locate, which will be used for the production of other products 

in our company.  
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By been a small country, allowed us to be closed from the capital and the harbor cities. The 

location in Sonsonate, help us to provide a proximity to one of the main harbor in El Salvador, 

Acajutla Harbor. This proximity facilitates our logistic coordination in export our products. 

8.5. Sales Strategy 

The participation in different Agriculture and Export Fair, will be the key for the success into get 

to know our product into the market. Work hand by hand with the Beekeepers Association to get 

in touch with the foreign key customers. We plan to start with 400 bee hives in order to have a 

production of 12,242 liters per Trimester.   

The price will be set at $2.50 per liter. Having a price, lower in compare to other competitors in 

the market will help us to gain market share faster.  The production will be divided into 50% for 

the Organic Mango Honey and 50% to the Industrial Honey which will be sold in Barrel (each 

contained 156ltr).  Our projection is to avoid have intermediaries in order to sell the honey in a 

higher price. But for the moment we will need them in order to establish a connection to our main 

customers. 
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9. Sales Forecast 

In our Apiary we will manage 400 hives, which will produce 12,242 liters per Trimester, as we 

had mentioned  before. This will cover the production for both types of honey the High Quality 

Organic Honey for the Domestic use and the Industrial. In on forecast, we planning to increase or 

hive in a 15% every year. We considered this forecast due the high demand of the product. 

Having a production of 22,994 liters per trimester, for the end of the third year. 

The production will be located in different farms in order to not disturb the recollection of the 

honey between the hives, taking the advantage the different mangos and coffee beans farms 

located in the area. In this way we can maintain a constant growth in the production and at the 

same time we are producing the Specific honey that we require. This cost of rent of land had been 

added in the cost per bottle.  



‧
國

立
政 治

大

學
‧

N
a

t io
na l  Chengch i  U

niv

ers
i t

y

 

35 

 

 

 

  

Year Forecast Year 1  Year 2 Year 3
Bottles (ltr) 24,800             34,720             49,649            

Barril 24,168             33,835             48,384            

Total 48,968             68,555             49,649            

Sales
Bottles 74,400.00$     104,160.00$  148,947.00$ 

Barril 60,800.00$     85,120.00$     121,720.75$ 

Sales 135,200.00$  189,280.00$  270,667.75$ 

Operative Costs
Bottles (ltr) 36,952.00$     51,732.80$     73,977.01$    

Barril 36,010.32$     50,414.45$     72,092.16$    

Fix Costs
Bottles (ltr) 1,240.00$       2,256.80$       3,971.92$      

Barril 1,208.40$       2,199.29$       3,870.72$      

Total Cost
Bottles (ltr) 38,192.00$     53,989.60$     77,948.93$    

Barril 37,218.72$     52,613.74$     75,962.88$    

Total 75,410.72$     106,603.34$  153,911.81$ 

Net Income
Bottle 36,208.00$     50,170.40$     70,998.07$    

Barril 23,581.28$     32,506.26$     45,757.87$    

Total Net Income 59,789.28$     82,676.66$     116,755.94$ 

0
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10. Management Summary  

SONESA is a business solely owned and operated Oswaldo Ramirez. During the three years 

forecasted in the present business plan will required at least 2 employees, for the different 

activities of hives maintenance and production process. The first Year for the extra operation as 

Administration and Marketing can be done by the owner. If it is necessary to expand the staff will 

do so. In the moment of the harvest, will be required to hire 2 more employees in order to 

recollect the honey from the hives. The mechanical process allowed us to be able to recollect the 

honey using this amount of people. The expenses of the extra 2 employees, even though they will 

be required only at the end of each Trimester the expenses has been reflected as a monthly cost 

for accounting reasons. A technical Assistance is provided by the Beekeepers Association in 

order to have a monthly follow up on the Apiary salubrity, and the management of the bees in 

order to avoid future problems, the payment to the Technician is symbolic that the Association 

required for his personal expenses on the monthly visits. 

 

  

No. Employee Monthly Salary Monthly Cost

Hive Maintenance 2 300 600

Hive ASIS (TRI) 2 100 300

Technical Asistence 1 10.5 10.5

TOTAL SALARIES 910.5

Job Positions
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11. Financial Plan 

Start-up capital for operations is expected to be obtained from a Bank Loan which will have the 

monthly interest rate of 9%, which is forecast to be paid in a period of three years. The table of 

the amortization table can be found at the appendix at the end of this document. After the initial 

loan it won’t be need of an extra loan, the company should sustained by itself and futures growth. 

11.1. Cash Flow  

              (in US Dollars Thousands) 

 

Year 0 Year 1 Year 2 Year 3

Operation

Net Income 20,713.00$  59,789.28$  82,676.66$  116,755.94$ 

Depreciation 5,164.64$    3,499.98$    2,345.64$      

Gross Cash Generation 54,624.64$  79,176.68$  114,410.30$ 

Salaries 46,926.00$  51,511.20$  54,950.10$    

Total EBITDA 7,698.64$    27,665.48$  59,460.20$    

Flow Preoperative Investments

Preoperative Expenses

Short Term Investment $3,435.00 1,145.00$    1,145.00$    1,145.00$      

Medium Term Investment $17,018.00 5,672.66$    5,672.66$    5,672.66$      

Long Term Investment $2,550.00 7,650.00$    7,650.00$    7,650.00$      

Total Flow Preoperative Invest. $23,003.00 7,667.67$    7,667.67$    7,667.67$      

Total Investment Flow

Financial Flow 

Bank Loans 23,100.00$  (6,040.14)$   (7,570.72)$   (9,489.15)$    

Repayment of Loan

Total Finacial Flow  17,059.86$  9,489.15$    0.00$              

Final Net Cash Balance  97.00$          7,698.64$    27,665.48$  59,460.20$    

Initial Net Cash Balance  7,983.07$    32,638.85$  71,277.83$    

Closing  Balance Cash 97.00$          4,885.08$    63,318.58$  214,919.15$ 
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11.2. Indicators (in US Dollars Thousands) 

 

Indicators  Year 0 Year 1 Year 2 Year 3

Salaries  46,926.00$  51,511.20$       54,950.10$    

Office Expenses 5,400.00$    5,400.00$          5,400.00$      

Depreciation 5,164.64$    3,499.98$          2,345.64$      

Total Fix Cost 5,731.50$    5,731.50$          5,731.50$      

Total Sales Balance Point 25,135.00    38,563.00          55,634.26      

69,121.25    106,048.25       152,994.21    

Percentage Coverage of fixed cost 23% 15% 10%

Recovery Period

Initial Investment 23100

Utilities  (3,741.50)$   10,727.18$       32,536.87$    

Depresiation 5,164.64$    3,499.98$          2,345.64$      

Net Cash Flow  4,885.08$    55,619.94$       185,678.65$ 

VAN 42,356.23$        1 Year 

TIR 51% 1 Year 

Financial Ratios Y1

Return on Investment  39%

Return on Assets  545% 116% 73%

Leverage 77% 144% 373%
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11.3. Assets 

 

Quantity  Cost Total
Useful Life in 

Month
Depreciation

Work Suites 5 $29.00 $145.00 12 $12.08

Glows 10 $15.00 $150.00 12 $12.50

Veils  5 $15.00 $75.00 12 $6.25

Brush 6 $20.00 $120.00 12 $10.00

Rubber Boots 10 $19.00 $190.00 12 $15.83

Hats Canvas 5 $13.00 $65.00 12 $5.42

Woods Frame 800 $0.50 $400.00 12 $33.33

Total Short‐ Terms 

Assets $1,145.00 $95.41

Quantity  Cost Total
Useful Life in 

Month
Depreciation

Seed Beehives 200 $68.42 $13,684.00 36 $180.55

Hives 

Transportation 2 $100.00 $200.00 36 $5.56

Reproduction 

Boxes 100 $6.00 $600.00 36 $35.99

Bases 100 $3.50 $350.00 36 $9.72

Roof 100 $3.50 $350.00 36 $9.72

Smokers 6 $16.00 $96.00 36 $2.66

Spatulas 6 $22.00 $132.00 36 $3.66

Knife 6 $52.00 $312.00 36 $8.66
Honey Extraction 

Booth 2 $485.00 $970.00 36 $26.94

Plastic Barrel 4 $27.00 $108.00 36 $3.00

Stainless Steel 

Barrel 4 $54.00 $216.00 36 $6.00

Total Medium‐

Term Assets $17,018.00 $292.46

Quantity  Cost Total
Useful Life in 

Month
Depreciation

Centrifuge 1 $1,800.00 $1,800.00 60 $30

Percolating Table 1 $750.00 $750.00 60 $12.50

Total Long ‐ Term 

Assets $2,550.00 $43

Short‐Term Assets: Depreciable investment within one year or are part of the initial raw material 

inventory.

ASSETS

INVESTMENT

Medium Term Assets:  Investments in Depreciable Assets between 1 and 3 years or more 

Long Term Assets:  investments that are depreciable on a two‐year longer
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11.4. Expenses 

 

Unit Quantity Use Unit Cost Total

PRODUCT 1 $0.82
Sugar pound 0.008 $39.75 $0.32

Varroicidal 0.004 $4.00 $0.02

Flour pound 0.006 $3.00 $0.02

Beeswax pound 0.032 $4.00 $0.13

Lime pound $2.50 $0.00

Container, 

Cap, Bullet unit ‐ ‐ 0.33

Unit Quantity Use Unit Cost Total

PRODCUT 2 $1.48
Sugar pound 0.008 $39.75 $0.32

Varroicidal 0.004 $4.00 $0.02

Flour pound 0.006 $3.00 $0.02

Beeswax pound 0.032 $4.00 $0.13

Lime pound $2.50 $0.00

Container, 

Cap, Bullet unit 1 $1.00 $1.00

Job Positions No. Employee Monthly SalaryMonthly Cost

2 $300.00 $600.00

Hive ASIS (TRI) 2 $100.00 $300.00

1 $10.50 $10.50

Land Rental $1,000.00

TOTAL SALARIES $1,910.50

200

20

20

10

200

EXPENSES

Variable Costs

Fix Costs

Private Security

Technical Asistence

Office

Land Rental

Water Cost

Phone Cost

Electricity 

Hive Maintenance
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11.5. Balance Sheet (in US Dollars Thousands) 

 

11.6. Project Results (in US Dollars Thousands) 

 

  

Year 0 Year 1 Year2 Year3

Cash  97 943.33$        18,780.68$  43,836.55$    

Stock (Inventory) 1085

Total Current Assets 1182 943.33$        18,780.68$  43,836.55$    

Medium Term Assets 1,418.17$     1,418.17$     1,418.17$      

Long Term Assets  127.50$        127.50$        127.50$          

Total Long Term 

Assets 2,489.00$     20,326.34$  45,382.22$    

TOTAL ASSETS 10,970.75$  71,315.85$  160,852.12$  

Current Liabilities

Bank Loans

Repyament Loans  (1,640.23)$   (1,943.00)$   (2,301.66)$     

Taxes payable 

Total Current Liabilities 23,100.00$  17,059.86$  11,545.02$  5,012.19$      

Total Liabilities 77,725.60$  57417.25 31,304.34$    

Concept Year 1 Year 2 Year 3

Total Sales 135,200.00$  189,280.00$  270,667.75$ 

Cost of Goods Sold 75,410.72$     106,603.34$  153,911.81$ 

Margin on Sale 59,789.28$     82,676.66$     116,755.94$ 

Salary 46,926.00$     51,511.20$     54,950.10$    

Office Expenses 5400 5400 5400

Depreciation 5164.64 3499.98 2345.64

Operating Incom 2,298.64$       22,265.48$     54,060.20$    

Financial Expenses (6,040.14)$     (7,570.72)$     (9,489.15)$    

Income before Taxes (3,741.50)$     14,694.77$     44,571.06$    

Income Taxes (3,967.59)$     (12,034.19)$  

Net Utility (3,741.50)$     10,727.18$     32,536.87$    
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12. Conclusion 

On the present document the research shows how big and profitable the Honey Industry is. 

Therefore this industry has a lot of potential and invest in this type of business is a good option. 

Plus the treats oriented to the boost of exportation on Developing Countries, the trends on the 

market  to prefer healthier ingredients on our daily diet, can help us to boost the business in the 

forecast we have.  It’s a Industry that the demand  is in constant growing promising a business 

that can  last many year in the right administration. 

The key to maintain a success in the market, will be always been innovating to new products, 

penetrate new markets in order to expand the production year by year. Not only in sale the honey 

but the honey derivate of course without neglecting the original product, that way we can expand 

the diversity on our product line and have more to offer to our existent and future clients.  This 

way we can assure a sustainable growth and long term success of the business.  
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