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1.
This report has been prepared on March, 2017 under the project of Europe
EuropeAid/136687/IH/SER/TR
Products Business Development Centre
Project main objective is to contribute to the sociohane and increasing technical
via the operational setcompanies
and twenty new entrepreneurs who will be host
The project work plan is structured along two components as follows:

conducted an indepth sectorial value chain analysis on the selected strategic sectors in order to identify and
highlight entrepreneurial opportunities to be further exploited with the establishment of the
M as it is to encompass all activities and interactions required in the creation
of a product or service, from primary production to transformation to commercialization and
end-consumers. Value chain analysis looks at the various effects that operations in the chain
have on groups of people, e.g. employment, income generation, firm development, economic
growth, or environmental sustainability.
During the preparation phase, the team has held face to face interviews (field research) and run
desk research with the stakeholders and SMEs in the province. Necessary data for the activity
collected through meeting, interviews, field and desk research. Survey was conducted for each
SMEs and stakeholders in order to develop a sound understanding of the state of affairs in
Turkey, especially in G
(base of operation), and sectorial working group meetings
were held to provinces in secondary and tertiary regions.
In the first section, we summarise the sectoral identification methodology and rationale which
is the base of each individual reports. It is followed by Global outlook of the identified sector,
Turkish sectoral fact and figures and finally regional sectoral analysis which include 3 different
nd its outputs is stated in
fallowing section and finally value chain analysis and bottlenecks and opportunities are
identified.

2.
This report reveals the results of the value chain analysis and mapping activity conducted on
Apiculture sector including all players in order to understand the nature of relationships
between market players, to understand the reasons for constraints that are preventing value
chains from achieving the desired outcomes and to identify alternative opportunities for income
and employment creation.
field visits, in addition to working group focus meetings. It is also to identify and highlight
entrepreneurial opportunities to be further exploited wi

province currently depends on agriculture and small sized entrepreneurs manufacturing
traditional consumer products such as food products and wooden products. Even though the
province has been facing with competitive disadvantages due to its location and geographical
structure for so many years, it is clear that growth of local economy strongly depends on
development of traditional sectors especially food sector.
In the world, production of natural honey reached 1.510.566 tonnes increased significantly by
18 percent between 2000 and 2014. Leading country in production of honey is China by far,
representing 30% of all with the more than 462.000 tonnes in the year 2014, as Turkey is the
second biggest producer of the World (
of which
95% is exported). Honey production is specific to climate and flora therefore production of the
first 5 leading countries are equal to 52 percent of total production in the world.
Even though Turkey is the second producer of natural honey, because of high domestic
consumption, only listed 29th in the world in terms of export. For this reason, more production
capability is directly related with the export potential. As a consequence of this equation,
Turkey is the second fastest growing exporter after China reaching almost 60% growth rate in
2015. In terms of organic production of Honey Turkey has produced 1.174 tonnes of organic
honey in the year 2015 which makes it third biggest producer in Europe.

of Turkey and 2% of Eastern Black Sea regional production. In total there are more than 600
beekeepers in the region including with more than 65000 hives in 2016.
Changing consumer perception towards healthy food, adaptation on back-to-basics mind-set,
focusing on simple ingredients and fewer processed foods increase the possibility for further
development of the sector. Not only honey but there is also growing interest for other apicultural
products like propolis, pollen, royal jelly, and bee venom in Turkey and all over the World.

Although the sector is in infant stage
be businesses and for many producers honey production is the second proficiency or hobby,
sector looks promising for further development. This statement is associated with the
competitive advantage arising from the climate and flora and inherently quality of honey as
well as the support schemes that is provided to the producers in the region.

3.
Value Chain Analysis Report is to provide overview about sectoral obstacles, opportunities,
TAT have
used various techniques for data collection and completion of this report such as Interviews,
Questionnaire, Focus Groups and examination and analysis of existing documents and records.
Fallowing tools and steps are used to for analysing and mapping process;

Field Research
Meetings with
TAT&Stakeholders

Literature
Research

Questionnaire
Desk Research

Sectoral Meeting
Groups

Value Vhain
Analysis
Report

1.
documents, analysis of secondary data and interaction with Key persons.
2. Preliminary interaction with key persons in the district associated with the sector for
developing a district focused flow diagram
3. Developing questionnaires for in depth analyses for the sector, conducting with sector
key players and stakeholders, in addition to identifying bottlenecks and opportunities.
Questionnaire contains, company information related questions, closed, open, scale,
ordinal and nominal questions for deep understanding of the sector.
4. Field study: in depth interaction with number of stakeholders linked to the sector,
producers suppliers
5. Holding sectoral working group meetings with all parts linked to the sector to
understand the links/dynamics between the activities and/or actors.

4.
a.

Aim of the Identification

This chapter aims to identify the strategically important sectors to run in-depth sectorial value
chain analysis in order to highlight entrepreneurial opportunities to be further exploited with

b.

Definition and Content of the Identification

Based on meetings with stakeholders, personal interviews, literature reviews and reports on
rity, all aspects of
TAT Team has developed summary on the 5 sectors/sub-sectors nominated for consideration.
To summarise the findings, we have undertaken a multi-criteria analysis to highlight
comparisons between each sector. In order to analyse the information collected for each of the
4 industry sectors relative to others, we identified four key criteria, specifically:
Size of the Industry
Regional Infrastructural Advantages
Export Potential
perations Suitability

are considered for evaluation of sectors under specific criteria which is mentioned above.
Finally in conclusion, planned work is given in detail.

c.

consumer products such as food products and wooden products. There are also few larger scaled
companies in mining and construction sectors. Low economic and competitiveness
that renders transportation difficult, the lack of access to the sea, as well as its distance from the

traditional sectors, yet there is an availability of raw (especially agriculture and forestry)
materials and know how in production in order to create the appropriate conditionality for the
production and manufacturing of traditional competitive products.
and industrial employment to total employment rate is lower than average of Turkey,

Labour Force
Participation Rate

Unemployment Rate

Years

Employment
Rate

2009

62,4

4,4

59,6

2010

58,8

5,8

55,4

2011

56,7

6,1

53,2

2012

53,8

5,8

50,6

2013

49,9

7,2

46,3

Table 1 - Employment Rate

Source: www.tuik.gov.tr

registered with Chamber of Commerce and Industry and 6750 companies registered with
Chamber of Merchants and Craftsmen. There are 117 companies holding industry registry
certificate while they are 47% micro size (max 10 people/ max 1 million), 48% small size (max
50 people / max 8 million) and 5% medium size companies (max 250 people / max 40 million).
Industry has only share of 12.80% in Gross Domestic Product with 115.748.795 US Dollar.
Based on the 2013 figures of Ministry of Science, Industry and Technology 2013, sectoral

"S
18%
33%
7%
9%
16%

Food

Mining

17%

Nonmetallic Minerals

Table 2 - Sectoral Distribution

Forestry

Furniture

Other

Source: Current Status Report 2014/ MOSIT

production has increased sevenfold in the last 10 years.

"Sectoral Distribution Based on Employment"
Others

13%

Food

16%

Mining

17%

Metal Ore Mining

24%

Nonmetallic Minerals

30%
0%

5%

10%

Table 3 - Sectoral Dist.Based on Emp.

15%

20%

25%

30%

35%

Source: Current Status Report 2014/ MOSIT

permanently and around 3.000 in total including seasonal workers. In general manufacturing
sector employs 1496 people within 51 companies.

is labour intensive, 71% of total employment comes from mining and mining related subsectors.
Years
EXPORT (000$)
IMPORT(000$)

2008

7

130

2009

111

11

2010

344

23

2011

256

26

2012

5.277

4.006

2013

134

1243

2014

764

79

Table 4 -

Source: Turkstat
th

in Turkey with the export volume of 26.862 $ in 2015. Only one
company directly export to the Iraq and The United Arab Emirates. On the other hand Import
volume of 1.304.903 $ in 2015, was made by 8 manufacturing company, mainly from Germany,
Austria, Ukraine and China.
are very

Product Groups

Arable Crops

Vegetables

Fruits

Production Area (ha)

Rate

Production Volume (tons)
2013

2014

2015

45.113

39,68%

230.992

218.676

265.599

690

0.61%

6.312

6.603

6.555

1.614

1.42%

10.659

10.661

10.409

Table 5 - Agriculture Production

Source: www.gumushane.tarim.gov.tr

Arable Corps; Clover 21%, Corn 19%, Potato 17%, Wheat14%, Barley 8%
Vegetables; String Beans 28%, Cabbage 25%, Tomatoes 24%, Cucumber 11%
Fruits; Apple 40%, Pear18%, White Mulberry 10%, Walnut 8%, Hazelnut 7%
medical
and aromatic plants.
Beekeeping, husbandry, organic milk production and fish production are other business within

Product

Organic Product Producers

Area/Number

Production
Volume

Organic Feed Plant

37

8.269,5 decare

6.750 ton

Organic Milk

5

1.427 Animal

2.600 ton

Organic Honey

13

1.260 Hive

12 ton

TOTAL

55

Table 6 -

Source: www.gumushane.gov.tr

d.

Sectoral Figures and Facts
1. Pestil

e is easily planted taking
advantage of microclimate, clean water and low pollution. In recent years, main reason for
within the region. But now, the region cannot afford the demand of producers so companies
started exporting but until now it has not been sustainable.
In the last 10ble product after mechanization and
mass production while it has gained wider recognition. In year 2002, total production volume
are 27 companies within the sector
University, production volume of 8 leading companies as fallows;

Company Name

Production Volume (tons)
2013

2014

2015

260

270

288

52

55

60

30

32

36

156

170

198

178

180

192

902

912

936

191

198

204

LEZZET

32

34

36

TOTAL

1.801

1.851

1.950

KRAL

Table 7 -

Strengths

Weaknesses

Geographical Indication and Traditional
Product of the region
Advanced production Techniques and
Mechanization
Provision of raw Materials
Possibility for Organic Production
Increase in production volume in recent years

Standardization
Lack of Raw Material Provision from the
Region
Limited Marketing and Branding
Lack of Work Force
Lack of Innovation and NPD
Export Capabilities of companies
Packaging
Unutilized Capacity

Opportunities

Threats

Increased awareness for the products
Available lands for cultivation
Incentives and Support Mechanism

Climatic Conditions
Under Counter Productions
Competition on price
Standardization
Regulations for Export

Competition Competencies
Optional Subject in Zigana Technical
Vocational High School
Land consolidation acts

2. Apiculture/Honey

Honey is another important product in the region as well as Turkey. Turkey is the second biggest
808 tons in 2015. Based on the data provided by Provincial Administration of Food, Agriculture
and Livestock, there are about 377 beekeepers in the region with more than 36000 hives in
2016. (There are many unregistered hives within the region) Organic production is limited to
13 beekeepers as they are working with 925-1200 hives depending on the season, which
amounts 15% of total production. Especially between Zigana and Kop Tunnels, there are

YEARS

NUMBER OF HIVE

HONEY
PRODUCTION
(ton)

BEESWAX
PRODUCTION(ton)

NEW

OLD

TOTAL

2007

512

39.356

39.868

743,34

35,13

2008

181

43.300

43.481

757,27

31,12

2009

182

41.201

41.383

689,65

29,05

2010

178

41.450

41.628

725,60

27,35

2011

152

39.160

39.312

578,30

17,70

2012

115

34.274

34.389

361,37

10,87

2013

52

34.052

34.104

576,92

19,76

2014

505

44.214

44.719

954,30

27,04

2015

480

61.948

62.428

807,54

18,64

Table 8-

Source: www.doka.gov.tr

There are around 502 people/businesses registers Beekeepers Association and actively involved
Production capacity is very limited for side products. One of the main obstacles for the sector
is effectiveness. The level of produced honey per hive is around 17-18 kg which is higher than
flora with endemic flowers. It helps to produce high quality of honey but at the same time it has
a direct effect on effectiveness.
Strengths

Weaknesses

Favourable Regional Flora and climate
Quality
Dramatic Increase in number of people in the
sector, production volume and number of
hives

Cost of Raw Material
Standardisation
Production Control
Packaging
Low level of productivity and technological
innovation in the production
Effectiveness
Seasonal supply and demand
Poor distribution network
Minimum marketing activities

Size of the sector in Turkey

Opportunities

Threats

Support Mechanisms and rural development
policies
Perception of Organic Honey, Consumption
of honey is identified with a concern for
health
Possibility for sub-products like pollen and
royal jelly
Branding and Export potential

Regulations for Export
Under-Counter and Fake Production
Strong competition in the Market
Bureaucracy
Unregistered production.

3. Herbs/Plants, Fruits

253 different type of endemic plants, 11 ecoare 2.856 different type of plant/herb belonging 124 different family. 13 type of rose hip can be
found in the region
has a big potential of endemic, medical and aromatic
plants. Many of them are even not collected. Plants, fruits and herbs (sage, thyme,
17% of total land is used for agricultural production.
Type of Land

(%)

657.500
Cultivated Area

113.685

17

Pasture Area

216.915

33

Forest Area

164.655

25

Non-Agricultural Land

162.245

25

Table 9 -

Source: www.gumushane.tarim.gov.tr

Rose hip is very important for the region. Only 240 tons of 340 tons wild rose hips are collected.
To turn into actual product (juice, marmalade or tea), companies/people sell around 230 tons

consider agricu
a final product.

%12

%4

%21

%3
%2

%58

DISTRIBUTION OF ROSE HIP
MERKEZ

TORUL

Table 10 - Distribution of Rosehip

Source: www.gumushane.tarim.gov.tr

4. Mining

reserves of metallic mines and non-metallic minerals. Sector provide 71% of total industrial
vities for possible

regarding mining sector as fallows;
Type of Mine

Number

Metallic (Cu,Pb, Zn, Fe, Au, Ag)

20

Industrial Raw Material (clay, limestone..etc)

102

Energy Raw Material (Coal)

400

Contruction Materials

228

Table 11 -

Opportunities

Weaknesses

Regional Studies of Mineral research and
exploration institute
Potential for Export
Available foreign markets
Governmental Support

Lack of Marketing and Branding
Number of Companies and Sectoral Immaturity
Sectoral Co-operation
Logistics and Transportation
Lack of Qualified Workforce

Strengths

Threats

Rich Natural Resources and Volume of
Reserves
Ongoing quarry search by the companies
High Added Value
Size of the sector
Infrastructure

Labour Costs when we compare to China
Regulations and Laws
Climate of the region
Low level consumption/production rate for
some minerals

5. Aquaculture/Fishery

there are 22 businesses operates in fish production. They produce 3.500 tons of trout per year.
On the streamlets, 18 companies which produce 1.300 tons of trout fish per year. Based on
figures of 2013, in Turkey aquaculture production is around 212.000 tons per year. With the
effect of improvement in the
dramatically in recent years and now average consumption per person (32 kg) is four time more
than average of Turkey.

Fish Production (Tons)
Fish Production
6000
5000
4000
3000
2000
1000
0
2009
Table 12 - Fish Production

2011

2013

2015

Source: Kocaeli Uni.

-182

Strengths

Weaknesses

Water resources offer a large potential to
increase production
Product Quality
Incentives and Support Mechanisms
Rapid increase in size
Establishment of Fishery Producers
Association

No aqua-feed manufacture, cost of feed
Level of facilities
Low science and research support
Low Qualified Workforce
Lack of product marketing
In domestic market, the consumption quantities
are relatively low
New Product Development

Opportunities

Threats

Development of Aquaculture Sector
Increasing popularity of Fish
Increase consumption of Regional People
Potential to enter new markets, especially to
neighbour countries
Product diversification and value addition More value-added
products to introduce
6. Artisan/Hand
Crafting

Possibility of pollution in the water
Adoption of EU fisheries policy and EU
environmental policy
Increased prices in fish feeds
Potential of reduced price for trout if
production increases significantly
Changes in water temperature

reaches till to the 1500s B.C. It was founded on the historical trade road between Trabzon and
Iran It is one of the richest cities of Turkey in connection with cultural heritage.

provides income to the regional economy, addresses to internal and external tourism while it
possesses shorter weaving period compared to carpet. Zili Rug has become popular as a cultural
40-50 years, today its loom number is highly decreased. Zilli Rug, produced wholly from sheep
wool and woven with looms with nearly 40 motives and designs, might be woven by three
persons in about one month With changeable dimensions according to demand, Zilli rug could
be produced in a short time with a variety of kinds (cushion face, corridor covering, saddle-bag,
bag, etc.) in a lower cost in case of mass production. Apart from Zilli Rug, Ala Rug is being
. If the production is increased and marketing problems is
removed, to include young girls and women to contribute national economy and to their being
em

supported by Public Education Centre. Centre is coordinating all activities which is being done
individually or by group. Main aim is to include young girls and women to contribute the
national economy. Some of the other handicrafts of the region is stone crafting, silver jewellery
making and woodwork.

e.

Comparison of Sectors

For evaluation of the sectors, TAT Team chose 5 major criteria and 3 or 4 parameters for each
criteria. By doing so, TAT Team has intended to evaluate each sector by considering proposed

Size of the Sector
o Number of Companies
o Number of Employees
o Production Volume
Regional Infrastructural Advantages
o Regional Specifics
o Raw Material Provision
o Utilization of natural resources
o Infrastructure
Export Potential
o Standardization
o Adaptation level for International Requirements
o Technology

Probability of Scale-Up
o Future Prospects of the sector
o National/International Possibility for Scaling
o Level of current awareness of the products

o Co-operation possibility
o
o Entrepreneurship level
o Horizontal Co-Operation Possibilities

Size of The
Sector

Regional
Infrastructural
Advantages

Export
Potential

Suitability for
Scale Up

Operations

Very Weak (0-2) Weak (2-4) Moderate (4-6) Strong (6-8) Very Strong (8-

Honey

Herbs/Plants
Size of the Sector
10

Mining

Fishery

8
6
Scale-Up

4
2

Regional Infrastructure
Advantages

0

Export Potential

f.

Conclusion for Sectoral Identification

contributing to economic and social progress of the city.

Team TAT collected, evaluated and processed data from several sources in order to produce a
detailed profile of each sector of the province. Due to lack of data, reports and studies from
related resources, TAT Team mainly used electronic data bases where available and
information gained from previously held interviews with the stakeholders in the process of
completion of the report.
TAT Team evaluated each sector by its size, export potential, regional infrastructural
advantages, suitability for scalinghas been chosen with the consideration of overall potential and competitiveness of the sectors,
possible coAs it would be seen from the graph that Mining sector was a leading sector within these criteria
hane. Even it is not the
case, most of them are not SMEs. Although, mining sector one of the locomotive sectors of

Activities.

a part of food sector, they are taking advantage of reginal infrastructure, they have a potential
for scaling-u

High Potential

14
12

FISHERY

10
8

Low Potential

6

HONEY

4
2
0

-5

0

5
Low Importance

10

15

20

25

30

High Importance

In the fallowing actions, TAT Team will run in-depth analysis for Herbs/Plants sector. But
unfortunately current available data would not enough to allow us coming up with quantitative
results. Therefore TAT team did not include this sector to above bubble diagram. Also
Artisan/handicraft products will be consider in the further steps as TAT Team would like to

Bubble Diagram was created to evaluate/display importance, potential and size of the sectors;
arket share represents importance,
increase in production volume (2012-2015) represents potential of the sector and finally number
of companies represents size of the sector.
EM itself. On
the other hand the rest of the sectors except mining is worth to consider for further steps of the
-sectoral relations. 3 sectoral reports is

me, Apiculture and Aquaculture. Herbs/Plants
and Artisan/Hand Crafting are the fields without available data and due to its size it would not
be considered as sector. Nevertheless during the implementation of the project and at the phrase
of establishment
involvement possibilities in terms of entrepreneurship are to be sought.

5.
a. Products and Classification for Apiculture Sector
Honey is being produced almost in every country in the world. The color, flavor, and
composition of a particular variety of honey may differ depending on the climatic conditions
and flora of the country. Although there are many varieties of honey, all honey types can be
divided into 3 general groups:
a. Polyfloral honeys
b. Monofloral honeys
c. Honeydew honey.
And it is utilised in four main ways:
a.
b.
c.
d.

Honey for direct consumption
Honey as an ingredient in products
Industrial honey
Honey as a raw material

Bees using nectar from many different flower sources produce polyfloral honey types.
Alternatively, bees produce monofloral honey mostly from the nectar of one flower species.
Honeydew is a Sugary liquid secreted by insects such as aphids while sucking the plant sap.
This sugary liquid is collected by honeybees and converted into strong dark colored honeydew
honey, which is also known as forest honey, pine honey, fir honey, etc.
As the oldest sweetener known to humans honey also can come in a variety of forms. The most
common is liquid honey that is extracted from the honeycomb by centrifugal force, gravity or
straining. Liquid honey is the most convenient form of honey for cooking or baking and most
honey is sold in this form. Cr
or spun honey is brought to the market in a crystallised state.
The crystallization is controlled so that, at room temperature, the honey can be spread like
butter. In many parts of the world,
honey is preferred to the liquid form. Comb honey is

as the honey, is edible. Other main product that we can find in the market from apicultural
activities are;
a. Pollen - Pollen grains are small, male reproduction units (gametophytes) formed in the
anthers of the higher flowering plants.
b. Propolis - Propolis, or bee glue, is a mixture of beeswax and resins collected from leaf
bugs and twigs. It is used to line nest cavities and brood combs, seal cracks and reduce
the size of the hive entrance. Propolis has antibacterial and antifungal properties.
c. Royal jelly - Royal jelly is a protein rich substance that is fed to larvae. More is given
to the queen larva, causing her to grow larger than the other bees. It is made from
digested pollen and honey and contains sugars, fats, amino acids, vitamins, minerals and
proteins.
d. Venom -Venom used in the bee sting is made up of a complex mixture of proteins.
Recent research suggests that venom may have benefits to humans.
Based on UN classification of
merchandise trade code 061.6 is Natural Honey .

b. Global Sector Trade flows
Over the last century, the global population has quadrupled. In 1915, there were only 1.8 billion
people in the world. Today, according to the most recent estimate by the UN, there are 7.5
billion people and we may reach 9.7 billion by 2050. This growth, along with rising incomes in
developing countries are driving up global food demand.
Food demand is expected to increase anywhere between 59% to 98% by 2050. This will shape
agricultural markets in ways we have not seen before. World production value of food grew
during 1990-2014 from USD 1,294 billion to USD 2,246 billion based on the latest report of
FAO. Also food exports had dramatic changes in terms of value and volume reaching value of

1,486

billion

in

2014

comes

Figure 1 World Food Export by Region

from

USD

315

billion

in

1990.

Source: www.wto.org

In terms of export, the biggest share in food export belongs to Europe, with 41.8% equivalent
of USD 622 billion in 2014, representing a growth of 6% since 2010. Asia is representing 21.6%
share in the total category, total valu of USD 321 billion. It is fallowed up by North America
with the share of 15.1%.
When it comes to Honey production, according to FAO available latest data of 2014,
production of natural honey has reached 1.510.566 tonnes increased by 18 percent between
2000 to 2014. Leading countries in production of honey are China, Turkey, USA, Iran and
Russian Federation.

Honey Production (Tonnes) 2014
500.000

462.028

450.000
400.000
350.000
300.000
250.000
200.000
150.000

103.525

100.000

80.862

76.000

74.868

66.521

61.945

60.624

Ukrain

India

Mexico

50.000

38.481

36.993

Brazil

Canada

0
China

Turkey

USA

Iran

Russian
Fed.

Table 13 - Honey Production

Source: FAO

Production of above mentioned 5 leading countries are equal to 52 percent of total production
in the world. China is representing 30% of all with the more than 462.000 tonnes in the year
2014. Turkey is the second biggest producer of the world with 103.525 tonnes of honey,
equivalent of 7% of world total production.

Honey Production (Tonnes) 2014

30%
48%
7%
5%
5%
China

Turkey

USA

Iran

5%
Russia

Table 14 - Production share of Honey by Countries

Other
Source FAO

As a region, EU is the second biggest honey producer in the world with 240.000 tonnes in 2014.
EU members with the largest honey production (Romania, Spain, Hungary, Germany, Italy,

Greece, France and Poland) are located mainly in the southern part of the European Union
where climatic conditions are more favourable to beekeeping.
Despite being the world's second largest honey producer, the EU is a net importer of honey as
domestic production only covers around 60% of consumption. The main supplier of honey
imported into the EU is China, followed by Ukraine and countries in Latin America. Turkey is
14th exporter of Honey for Europe and also the third most expensive importer after New
Zealand and Serbia with the value of 3.98 Euros per kilo in 2015.

Table 15 - EU Unit Value for Imported Honey

Source: Eurostat

According to Trademap data (GTIP Classification) exported value of Natural Honey has
reached almost USD 2.3 billion. Despite it has declined 11% in year 2016 from previous year,
annual growth rate is 5% between years 2012 to 2016.

Value
exported
in 2016
(USD
thousand)

Trade
balance
in 2016
(USD
thousand
)

Quantity
exported
in 2016

Quantity
Unit

Unit
value
(USD/uni
t)

Annual
growth
in value
between
20122016 (%)

Annual
growth in
quantity
between
20122016 (%)

Annual
growth
in value
between
20152016 (%)

World

2241878

225987

661451

Tons

3389

5

5

-11

1

China

276560

203753

128330

Tons

2155

7

5

-4

2

New Zealand

206676

204439

9667

Tons

21380

19

3

3

3

Argentina

168868

168845

81183

Tons

2080

-7

-2

3

4

Germany

144868

-115480

25325

Tons

5720

2

3

2

5

Sierra Leone

142438

142421

229

Tons

622000

6

Spain

109019

43749

26874

Tons

4057

8

10

7

7

Ukraine

108238

107976

54392

Tons

1990

28

34

4

8

Mexico

93725

93714

29098

Tons

3221

2

0

-40

9

Brazil

92030

91844

24203

Tons

3802

17

11

13

10

Viet Nam

75905

75042

42283

Tons

1795

9

16

-32

11

Hungary

74170

70958

18805

Tons

3944

2

4

-5

12

Belgium

72369

-1502

20816

Tons

3477

7

6

-10

13

India

70761

69651

35793

Tons

1977

8

11

-42

14

Canada

54360

25600

17894

Tons

3038

-7

-1

4

15

Romania

41492

32500

10371

Tons

4001

-3

-3

-10

16

Italy

38226

-34240

7815

Tons

4891

-3

-4

-13

17

France

34460

-92058

5079

Tons

6785

5

4

6

18

Poland

33596

-13475

13731

Tons

2447

11

16

4

19

Bulgaria

31901

28140

8894

Tons

3587

-2

-3

-15

20

Australia

31385

-12251

4011

Tons

7825

7

-4

-10

29

Turkey

14926

14920

3623

Tons

4120

28

32

-40

Table 16 - Export of Honey

Source: Trademap

China, New Zealand, Argentina and Germany were the top exporters in 2016 as they accounted
for 12.3, 9.2, 7.5, and 6.5 percent of world exports, respectively. Even though New Zealand
only exported 9.667 tonnes of honey compare to 81.183 tonnes production of Argentina, it is
the second biggest exporter of the world thanks to USD 21.380 value per ton which is even ten
times bigger than Argentina and almost 7 time bigger than average unit value of the world.

Figure 2 - List of Exporters

Source:Trademap

Even though Turkey is the second producer of natural honey, because of high domestic
consumption, only listed 29th in the world in terms of export with the export volume of 7.192
tonnes and value of USD 3.486 per ton in the year 2015. High domestic consumption has a big
impact on export values. Turkey is the second fastest growing exporter after China reaching
almost 60% growth rate in 2015. Unfortunately figures slowed down for 2016 and Turkey has
exported 3.623 tonnes of natural honey with the average value of USD 4.120 per ton which is
higher than world average of USD 3.389.
Trademap data shows that, USA is the biggest importer for Natural Honey in 2016 fallowed by
Germany, Japan, France and United Kingdom. In year 2016, these five countries have imported
53.9% of total world import. Average unit value were USD 3.190 per tonnes.
List of importers for the selected product in 2016
Product : 0409 Natural honey
Trade Indicators
Annual
growth
in
quantit
y
between
20122016
(%)

Annual
growth
in value
betwee
n 20152016
(%)

Value
imported
in 2016
(USD
thousand
)

Trade
balance
in 2016
(USD
thousand
)

Quantity
importe
d in 2016

Quantit
y Unit

Unit value
(USD/unit
)

Annual
growth
in value
betwee
n 20122016
(%)

World
United States
of America

2015891

225987

631926

Tons

3190

4

5

-13

423180

-397197

166516

Tons

2541

2

5

-30

Germany

260348

-115480

81959

Tons

3177

-2

-2

-20

Japan

157706

-157167

48445

Tons

3255

9

5

34

France
United
Kingdom

126518

-92058

35520

Tons

3562

8

8

-2

118548

-95437

40830

Tons

2903

2

5

-10

Belgium

73871

-1502

26509

Tons

2787

9

7

-18

China

72807

203753

6034

Tons

12066

30

16

-3

Italy

72466

-34240

22568

Tons

3211

7

11

-14

Spain

65270

43749

27988

Tons

2332

10

9

-10

Poland

47071

-13475

23869

Tons

1972

6

12

-1

Netherlands

46970

-39572

14448

Tons

3251

4

6

1

Australia

43636

-12251

8634

Tons

5054

31

35

-21

Saudi Arabia
Hong Kong,
China

41804

-15977

12185

Tons

3431

-9

-7

-26

39942

-35326

4259

Tons

9378

12

2

-13

Switzerland

35618

-28808

7865

Tons

4529

1

0

-9

Importer
s

Table 17 - List of Importers

Source: Trademap

Figure 3 - List of Importers

Source: Trademap

China is also 7th biggest importer of the world as it is the biggest exporter of natural honey with
the growth rate of 30% between years 2012 to 2016. In terms of growth rate of 2015, China is
a leading country fallowed by Australia, Hong Kong, Canada and Thailand. Similar to Turkey,
main reason for China case; China is the world's largest country of honey production and export
country, but also the power consumption of honey.

.
Figure 4 - China Honey Consumption

Source: www.chinaagtradefair.com

Therefore China will be one of the target markets for exporters in near future. On the other hand
the biggest importer USA has some statistics that shows us there is still available market for
producers. In USA 50% of the population directly purchases honey, 35% never eat honey, the
remaining 15% consume honey in products made with honey. Also Europe, the second biggest
producer of honey, is not self-sufficient and is dependent on honey imports from other
countries. Germany is the leading market for honey, representing 23% of total European honey

consumption (around 85,000 tonnes). Other major consumers of honey in Europe are the UK
(12% of total European consumption), France (10%), Spain (8%) and Poland (7%).
When it comes to organic production of honey, Turkey has produced 1.174 tonnes of organic
honey in the year 2015 which makes it third biggest producer in Europe.
Organic production of Honey (from 2012
onwards) (Tonnes)
Bulgaria
Czech Republic
Estonia
Spain
Croatia
Latvia
Lithuania
Poland
Romania
Turkey
Table 18 - Organic Production of Honey

2012
2.448
15
22
599
:
250
35
24
2.847
:

2013
1.606
17
20
708
33
226
32
60
:
344

2014
1.517
0
45
701
60
263
30
50
:
:

2015
2.160
0
39
912
48
502
28
78
3.344
1.174

Source:Eurostat

c. Global Consumer Trends
Nowadays consumers have an incomparable ability to access all necessary information about
products. When it comes to food, it is more particular and more concerned. They share this
information via social media, making it more challenging than ever for companies in terms of
positioning.
Deloitte food value equation survey, 2015, show us that value drivers such as Health &
Wellness, safety, social impact, experience, and transparency have never been more important
than today. These factors are evolving in meaning and becoming increasingly important drivers
of behavior for a large and diverse group of consumers. These value drivers are to be among
the most important drivers of behavior, and likely will be for the future. They have a direct
impact on purchasing decision of any consumer.

Food industry marketers perceive that consumers want foods that are convenient; fresh (lessprocessed and less-packaged); all natural with no preservatives (a sowithout a perceived negative (i.e., foods without high fat, high salt, and high sugar); and
healthy. The industry perception is that consumers want foods that not only cause no harm but
also remedy ailments from heart disease, osteoporosis, and fatigue to memory loss. Categories
of foods that promote health are fortified foods, performance enhancing food additives,
probiotics, and prebiotics.

fruits and vegetables, and more innovative packaging. In addition, consumer aversion to
traditional chemical preservatives has left food processors with less flexibility in choosing
preservation methods.

our main macro environmental trends are contributing to
an increased focus on health and wellness: an aging global population; rising chronic-disease
rates; a rise in self-care, treatment and prevention; and increasingly educated and connected
consumers. Consumers are adopting a back-to-basics mind-set, focusing on simple ingredients
ingredients, hormones or antibiotics, genetically modified organisms.
Therefore organic food market segment has been growing rapidly for years. It is expected to
continue its double digit growth. The organic food movement should continue growing in
popularity as consumers become increasingly aware of pesticides and genetically modified
foods. The biggest obstacle to further growth is cost of producing, supplying and purchasing
organic products, so those that can balance cost with an organic approach are likely to find
favor with consumers.
U.S. Grocery Shopping Trends, 2016 illustrates that consumers now look at many data points
(such as qualitative product claims and quantitative nutritional content information) related to
Health & Wellness.

Beside it is a toll of sustainability in the investment portfolio. There is a reason behind the fact
that over USD $1 billion has been invested in food start-ups and projects in 2016 alone in
Silicon Valley. Main criteria for investment includes having a social conscience, being health
driven, solving a problem (life-hacking) and most importantly being a mass-market orientated.
Generation Z (range from the mid-1990s to early 2000s,) is more likely to eat fresh homecooked meals and healthier QSR offerings.
There is a strong increased international competition in terms of food production as well as
increase worldwide food demand , concerns for food safety and quality, interest in added- value
food and changing attitudes and emerging consumer trends
Becoming a major factor and value for near future.

Smaller nimble brands are growing and using the new media to connect in real time and build
trust and authenticity with their customers. People are not eating less; they are choosing the
brands that mirror their needs and values. They are asking for more transparency like smart
label program which enables consumers to get additional details about products by scanning a
bar code or doing an online search to reach a landing page with information on ingredients.
Honey is standing in the right place considering all above mentioned trends in food. Honey, a
natural product of very high nutritive value is made when the nectar (floral) and sweet deposits
from plants (non floral) are gathered, modified and stored in the honeycombs by honeybees. Its
composition and quality vary greatly with the botanical source of nectar as well as
environmental and climatic conditions. Depending on its quality, honey can contribute to the

health and nutritional status of humans. These beneficial actions have been ascribed to its
antimicrobial, anti-inflammatory and anti-oxidant potential. Interestingly, honey is gradually
receiving attention as a complementary and or an alternative source of treatment in modern
medicines. It is active against antibiotic-sensitive and antibiotic-resistant strains of microorganisms and has the potential not to select for further resistant strains.
Honey can come in a variety of forms. The most common is liquid honey that is extracted from
the honeycomb by centrifugal force, gravity or straining. Liquid honey is the most convenient
form of honey for cooking or baking and most honey is sold in this form. Creme or spun honey
is brought to the market in a crystallised state. The crystallization is controlled so that, at room
temperature, the honey can be spread like butter. In many parts of the world, creme honey is
preferred to the liquid form. Comb honey is honey that comes as it is produced in the hive, in a

need to be prepared to meet what the consumer wants. The honey industry needs to find its way
into these trends and to be prepared to modify its approach to marketing as quickly as the trends
change. Considering health concerns, honey is the best option to be used as sweeteners. In many
forms it is natural and nonconsumers consider as a plus. So all producers should emphasis on positive assets of the product
in the market with the right marketing strategy combined with right bottling and right
packaging.
Outside of the thousands of "home-made" recipes in each cultural tradition, honey is largely
used on a small scale as well as at an industrial level as a food or in baked products,
confectionary, candy, marmalades, jams, spreads, breakfast cereals, beverages, milk products
and many preserved products. In particular, the relatively new industry of "natural", health and
biological products uses honey abundantly as the sweetener of first choice, together with nonrefined sugars in substitution of refined sucrose (cane and beet sugar). In fact, honey can
substitute all or part of the normal sugar in most products.
Traditionally, honey is considered the major beekeeping product. Wax has played a
considerable role in only a few parts of the world and propolis is even less known. However,
with increasing knowledge about beekeeping and an awareness of the beneficial aspects of
many bee products, the use and demand for other products is increasing. The inclusion of
"natural" bee products in cosmetics, medicines and foods has improved consumer appeal. While
such appeal is not always based on scientific evidence, more and more studies confirm at least
some of the traditionally claimed benefits of primary bee products.

6.
a. Turkish Sector Trade Flows and Foreign Trade
Turkey has a variety of beekeeping regions and flora with different climatic condition. Most
of the beekeeping in Turkey takes place in place in Black Sea, Aegean, Eastern and Center
Anatolian, Marmara and Southeastern Anatolia regions. Very important honey production
districts in Turkey are
Ordu, Adana, Izmir, Antalya, Aydin, Erzurum, Sivas, Konya,
Kars,
Adiyaman, Malatya, Sivas and
Ankara cities,
Turkey is one of the biggest honey and bee wax producers of the world. Turkey produces %92
According to TURKSTAT data, there are 84,047 agriculture holdings involved in honey
production and 7.9 million registered hives as of 2016 increased 45% since 2000.

2000
2001
2002
2003
2004
2005
2006
2007
2008
2009
2010
2011
2012
2013
2014
2015
2016

Number of
villages in
apiculture

Number of
agriculture
holdings in
apiculture

New hives

Old hives

Honey

Wax

(adet number)
22 571
22 606
22 423
22 110
22 133
22 550
22 305
21 560
21 093
21 469
20 845
21 131
21 307
-

(adet - number)

(adet - number)

(adet - number)

(ton-tons)

(ton-tons)

79 934
81 108
83 467
84 047

4 067 514
3 931 301
3 980 660
4 098 315
4 237 065
4 432 954
4 704 733
4 690 278
4 750 998
5 210 481
5 465 669
5 862 312
6 191 232
6 458 083
6 888 907
7 525 652
7 679 482

199 609
184 052
180 232
190 538
162 660
157 059
146 950
135 318
137 963
128 743
137 000
149 020
156 777
183 265
193 825
222 635
220 882

61 091
60 190
74 554
69 540
73 929
82 336
83 842
73 935
81 364
82 003
81 115
94 245
89 162
94 694
103 525
108 128
105 727

4 527
3 174
3 448
3 130
3 471
4 178
3 484
3 837
4 539
4 385
4 148
4 235
4 222
4 241
4 053
4 756
4 440

Table 19 -Turkey Apiculture Statistics

Source: Turkstat

Despite the fact that honey production decreased by 2.2% in 2016 when compared to the
previous year, but it has dramatically increased in the last 15 years by 42%, and became 105
thousand 727 tonnes. Honey wax decreased by 6.6%, and became 4 thousand 440 tonnes.
Beekeeping is possible within almost all seven geographical regions of Turkey. Climatic and
environmental conditions are always very suitable to practice the art of bees rearing. Even
though most of these beekeepers are teachers, farmers, retired, religious leaders or other jobs
rather than professionals as they gain experiences from forefathers in the development phrase
of the sector, nowadays producers are in the transition stage to professional businesses in main
areas of production. Beekeeping is the most important income source over 220 000 families in
Turkey.
Turkey produces flower honey mainly from cultivated plants, such as oranges (Mugla, Yzmir,
Antalya, Mersin, Adana, Hatay), cotton (Mardin, Diyarbakir, Sanliurfa, Gaziantep, Adana,
Aydin, Nazilli, Izmir), sunflower (Istanbul, Tekirdag, Kirklareli, Edirne, Balikesir, Canakkale,
Samsun, Aksaray, Yozgat, Adana), heather (Canakk- ale, Tekirdag, Kyrklareli, Ystanbul,
Mersin, Tarsus), chestnut (Trabzon, Giresun, Samsun, Rize, Sinop, Kastomonu, Bolu, Bursa,
Canakkale, Balykesir), linden trees (Tekirdag, Kyrklareli, Ystanbul ), as well as from different
orchards. Wild Nectar yielding plants in the all regions of Turkey are clovers, acacia,
raspberries, strawberry, bee balms etc.

Figure 5 - Honey Production regions in Turkey

Source: Preperad by Prof.Dr.

The number of new hives is rising as a result of the subsidy program given by the Ministry of
Food Agriculture and Livestock. Beside many other supports, 10 Turkish Lira (TL) per hive is
to be given to beekeepers who register with the Beekeeping Registration System (AKS) and
has at least 30 hives for production.
Period

Trade
Flow

Reporter

Partner

2014

Import

Turkey

World

2014

Export

Turkey

World

2015

Import

Turkey

World

2015

Export

Turkey

World

2016

Import

Turkey

World

2016

Export

Turkey

World

Table 20 - Trade of Turkey

Commodity
Code
Natural
Honey
40900
Natural
Honey
40901
Natural
Honey
40902
Natural
Honey
40903
Natural
Honey
40904
Natural
Honey
40905

Trade
Value
(US$)

Netweight
(kg)

Qty Unit

$67,982

11,946

Weight in
kilograms

11,946

$18,919,192

4,969,418

Weight in
kilograms

4,969,418

$1,638

90

Weight in
kilograms

90

$25,071,596

7,192,410

Weight in
kilograms

7,192,410

$6,238

1,02

Weight in
kilograms

1,02

$14,926,353

3,622,792

Weight in
kilograms

3,622,792

Qty

Source: Uncomtrade

producer of pine honey of which 95% is exported export value is not reflect its power in
production. There are mainly two reasons for that. Most of the honey produced in Turkey is
also consumed there and other reason is to stay competitive in terms of price in main markets.
Based on UN Comtrade data, 2016 export value of Turkey in Honey is 3622 tonnes declined
from 7192 tonnes in 2015. In 2016 Turkey's exports represent 0.7% of world exports for this
product, its ranking in world exports is 29.

Figure 6- Map of Importers of Turkey

Source: Trademap

Main destinations are Germany, USA and Saudi Arabia. Export value of Turkey for Honey has
increased by 28% between years 2012 to 2016, however it has declined sharply in 2016 by 40%.
Although Turkey has no import ban on honey, the Turkish Ministry of Economy implemented
a high custom tariff on imports therefore import value of honey very limited.
Export value has increased 28% between 2012 and 2016 due to development of the sector and
increasing honey production volume as increasing level of production volume is higher than
increasing level of domestic demand.

Product: 0409 Natural honey
Trade Indicators
Importers

World

Value
exported in
2016 (USD
thousand)

Trade
balance
2016 (USD
thousand)

Quantity
exported
in 2016

Quantity
unit

Unit value
(USD/unit)

Growth in
exported
value
between
2012-2016
(%, p.a.)

Growth in
exported
value
between
2015-2016
(%, p.a.)

Ranking of
partner
countries in
world
imports

14926

14920

3623

Tons

4120

28

-40

Germany
United
States of
America

5985

5985

1322

Tons

4527

33

9

2

4578

4572

1331

Tons

3440

46

-71

1

Saudi Arabia

1444

1444

280

Tons

5157

12

164

13

France

701

701

198

Tons

3540

201

28

4

Free Zones

377

377

104

Tons

3625

56

91

China

283

283

37

Tons

7649

-30

7

Israel

264

264

120

Tons

2200

Netherlands
United Arab
Emirates

199

199

19

Tons

10474

156

1227

11

186

186

27

Tons

6889

44

481

18

Spain

169

169

39

Tons

4333

-35

9

Canada

102

102

32

Tons

3188

-73

16

Yemen

92

92

14

Tons

6571

109

34

Austria

89

89

16

Tons

5563

166

-83

17

Malaysia

86

86

19

Tons

4526

108

-33

22

7

43

Belgium
79
79
20
Tons
3950
-32
Table 21 - List of importing markets for the product exported by Turkey in 2016

464
6
Source Trademap

Turkey has strong prospects in beekeeping since all regions of Turkey are available for this
activity and 75 percent of beekeepers are migratory. The honey derived from different regions
within Turkey has different local traits. Approximately 70 percent of plants in Turkey are
floristic and it is believed that apicultural production has great potential, but faces difficulties.
In Turkey, main problem for setting up the prices and being more competitive on price is
efficiency in production. Turkey suffers from inefficient production of honey due to climate
conditions, diseases, low level of technology, low level of technical knowledge and many more.
Average production volume for a single hive is around 18 kilos in the World. It is 52 kilos in
China, 30 kilos in Mexico, 29 kilos in USA and around 23 kilos in Ukraine, Russia and Iran.
When it comes to Turkey, average production volume is as low as 13 kilos, which is decreasing
year by year. Therefore apart from total production value and number of hives, Turkey has to
deal with the inefficient production.
Looking at the number of hives per square kilometre would state the main reason behind

is 0.7 as it is 0.8 in Argentina. In that terms Turkey has the number of 5.6 hives per square
kilometre which has the main effect on production.
Prices of Animal Product, TL/Kg
Animal products(1)

2012

2013

2014

2016(3)

2015

Bal - Honey

19,23

19,94

19,77

21,53

23,69

Balmumu - Wax

13,75

14,47

14,62

14,98

18,18

Turkstat
Table 22 - Prices of Honey

Source: Turkstat

As Turkstat data states, average prices of honey has been increased over the years to reach 23.69
and the value of production reached 2.6 billion TL in the year of 2016 with the growth rate of
8.1% from previous year.

Animal
products (1)

2014

Pay
Sha
re

Cha
nge
s%

Bal - Honey
Balmumu Wax

2015

Pay
Sha
re

2 110 041 613

(%)
4,8

8,7

2 415 225 556

(%)
4,3

50 390 628

0,1

11,9

65 762 749

0,1

Ch
an
ge
s
%
14
,5
30
,5

2016 (2)

Pay
Sha
re

Chan
ges%

2 610 807 286

(%)
4,2

8,1

70 692 090

0,1

7,5

turkstat
Table 23 - Valuer of Honey

Source: Turkstat

b. Turkish Sector Trends
Business Monitor International

-term

industry.
Turkey is self-sufficient in most foods, although some agricultural commodities are imported.
According to the Turkstat, the highest share in household expenditure were food and nonalcoholic beverages with 21.7% in 2015 as it was 19.7% in 2013. Through the widespread
presence of modern international and domestic grocery retail outlets as well as rising incomes,
the consumption patterns of Turkish consumers have shifted away from bulk and raw foods
towards packaged and processed foods, including ready-to-eat meals and frozen foods.
Based on FAO reports major food consumption patterns have not changed as much in the rural
areas and are still based on wheat and grain products and a variety of meat products (lamb and
beef) in Turkey. Milk consumption has not increased as quickly as milk production, although

the variety of milk products, yogurt and cheese has increased. The most consumed traditional
foods are pekmez, pestil, cezerye, lokum, and baklava. Packaged food sold from modern retail
outlets only accounts for around 20 percent of all consumer spending on food. Demand for
higher-value food products that take less time to prepare is expected to rise in urban areas. Highend market segments such as health and organic foods only have a niche presence in Turkey.
According to GAIN report of USDA, with increasing young population, increased preference
for organized retail stores leads consumers to discover new products and to become more aware
of brands. There is a growing demand for specialized products such as diabetic and diet foods,
sauces, ready-to-eat foods, and frozen food products.
Currently, the main target of Turkish food and agricultural production is to harmonize the
related activities and regulations with the EU acquis communitarian. The Turkish food sector
is becoming more advanced due to retailer demands for higher standards and investments by
food manufactures. Important subsectors include the pastry and milling industries, biscuits,
processed fruit and vegetable products, sugar and confectionery, chocolate and cocoa products,
vegetable oil, meat and meat products, pulses, tobacco products, tea products, non-alcoholic
drinks, ready-made food and baby food.
Recently, organic products have become popular and expensive commodities in developed
countries including Turkey. Based on data of Ministry of Food, Agriculture and Livestock,
2014 there are 71472 organic producers producing 1,642,235 tons of goods. Honey, dried fruits,
edible nuts, spices and herbs, fresh/processed fruits and vegetables, pulses, cereals, industrial
crops, oil seeds, and other raw/processed products make up most of the organic production in
Turkey.
The trend goes towards more healthy lifestyles stimulates the consumption of healthy, natural
products and particularly organic products in Turkey. Consumers not only appreciate the
environmentally friendly production methods, but also often perceive organic products as
healthier than conventional products. They believe that organic products are more trustworthy
than conventional products. For example, in the honey market, consumers are concerned about
the presence of antibiotics in conventional honey
unawareness in beekeeping sector. Consumers are not well informed about the product and do
not trust as it is believed no control mechanism is established to distinguish the quality of
different products. Even though producers hold Organic certification which provides a certain
guarantee for the customers, consumers maintain concerns about use of agricultural chemicals
and livestock medicines
Turkey is not only the second producer of honey in the world but also the first consumer of the
world with the average of 1300 grams per person fallowed by Germany with 1200 grams in

2015. Europe average is around 80-900 grams. The most widely consumed, and thus most
important, honey types in Turkey are flower honey, pine honey, chestnut honey, thyme honey,
astragalus honey, citrus honey, cotton and sunflowers honey.
In Turkey, there is no strong but growing interest for other apicultural products like propolis,
pollen, royal jelly, and bee venom. Despite they are less affordable in terms of money due to
limited production volume, rising awareness of the side products resulted in increase in demand.
In recent years, a rise detected in artificial/adulterated honey sales, which has likely been the
cause of reduced domestic consumption and a loss of consumer confidence. Additionally, the
Ministry of Customs and Trade has banned advertisements for honey sales due to concerns with
fraud.

7.
a. Sectoral Overview
Although
there are variety of commodities in Apiculture sector such as honey, beeswax, pollen, propolis,
royal jelly, bee venom, queen and
honey
and some production of pollen, propolis and beeswax.

Year

Region Code

Region Name

Production of Honey (tonnes)

2014
2015
2016
2014
2015

TR
TR
TR
TR9
TR9

Turkey
Turkey
Turkey
Eastern Black Sea
Eastern Black Sea

103.525
107.665
105.727
19.794
20.647

2016
2014
2015
2016

TR9
TR906
TR906
TR906

Eastern Black Sea

20.799
954
808
595

Table 24 - Comperasion of honey production volumes

Source: Turkstat

of Turkey and 2% of Eastern Black Sea regional production. In total there are more than 600
beekeepers in the region with more than 65000 hives in 2016. (There are also many unregistered
hives within the region)

Table 25 - Distribution of Honey Production

Source: Turkstat

Organic production is limited to 13 beekeepers as they are working with 925-1200 hives
depending on the season, which amounts 15% of total production. Especially between Zigana
and K

YEARS

NUMBER OF HIVE

HONEY
PRODUCTION
(ton)

BEESWAX
PRODUCTION(ton)

NEW

OLD

TOTAL

2007

512

39.356

39.868

743,34

35,13

2008

181

43.300

43.481

757,27

31,12

2009

182

41.201

41.383

689,65

29,05

2010

178

41.450

41.628

725,60

27,35

2011

152

39.160

39.312

578,30

17,70

2012

115

34.274

34.389

361,37

10,87

2013

52

34.052

34.104

576,92

19,76

2014

505

44.214

44.719

954,30

27,04

2015

480

61.948

62.428

807,54

18,64

TABLE 8

Source: www.doka.gov.tr

There are around 502 people/businesses registers Beekeepers Association and actively involved
-18 kg
which is higher than Turkey average.

b. Relationship with Other Sectors
Outside of the thousands of "home-made" recipes in each cultural tradition, honey is
largely used on a small scale as well as at an industrial level in baked products,
confectionary, candy, marmalades, jams, spreads, breakfast cereals, beverages, milk
products and many preserved products. In particular, the relatively new industry of
"natural", health and biological products uses honey abundantly as the sweetener of first
choice, together with non-refined sugars in substitution of refined sucrose (cane and
beet sugar). In fact, honey can substitute all or part of the normal sugar in most products.
Considering Turkish edible nuts and dried fruit production is quite high and dominates
the world markets, in Turkey, Italy and many other countries whole dried fruits or nuts
in honey as a product is very common.
Honey is important for

as it is a direct ingredients. Even though
of honey using
sugar or glucose instead, geographical indication of product requires 20% of honey in
ry products,
are made with end touch of honey.
In the industrial non-alcoholic beverage industry, the use of honey is relatively recent
and is expanding.
The medicinal use of honey is widely known use, but such uses do not require special
preparations. If not used straight, it is mixed at home with other liquids such as hot milk,
teas or other infusions, wine and other alcoholic beverages. The pharmacopoeias of
many countries describe a honey-based preparation which can be prepared by
pharmacists (honey rose water) which is used for topical application in infected throats
and various ulcers of the mouth.
The tobacco industry use honey annually to improve and preserve tobacco's aroma and
humidity.
The cosmetic industry uses honey as a skin moisturizer, softener and restorer of the
skin's own moisturising factors in creams, soaps, shampoos and lipsticks.
Beeswax is sold as a by-product for candles, polishes and as an ingredient in cosmetics.

c. Resource/Competence Based View Analysis / RBV

Physical

Know-How

Financial
Apiculture
Sector

Reputation

Human

5 main resources of every company is analysed in this chapter as sector. Competitive advantage
is gained through value of organizational resources. The advantage can be sustained if only
companies are able to obtain and develop their resources while they protect available resources.
This analysis provides insight and overview about what can be done in terms of main resources
to be more competitive. For Apiculture sector RBV analysis as fallows;

Physical Resources:
Sufficient land for production
Rich flora and endemic plants in the region
Sufficient physical provision of the materials in the region and neighbourhoods
Strong need for improvement in production technics and materials
Low level of technology
Difficulties in Logistic
Difficulties in accessing to raw material (some)

Financial Resources:
Supports from Ministry specially for Organic Production
Availability of financial resources/incentives within the region for expansion and new
investment
Not enough usage rate of state incentives and supports as a result of low interaction
with institutions
Human Resources:
Lack of professionalism. Low Employment. Family based businesses.
Seasonal employments
Working Conditions
Low level attractiveness of jobs created by the sector.
Know-How:
Available production knowledge
No branding
No IP protection on any product or design
Needs for knowledge and standards
Lack of collaboration for further development
Strong Need for technical training
Need for product Analysis
Lack of national and regional level statistical data
Lack of communication with the outside world
Organizational Culture and Reputation
Almost no established organizational culture
Unclear objectives
Low level of Establishment of Legal corporation
Strong individual reputation of beekeepers in the region

d. SWOT Analysis
Strengths

Weaknesses
Level of Establishment of Legal corporation
Lack of Standardization
Bee colony loses due to poor knowledge
Production of queen bee
Limited Number of Quality Certificate Holder
Limited Provision of Raw Materials from the Region
Almost no Marketing and Branding
Lack of Innovation, NPD and design
Lack of Governance in the sector
Export Capabilities of companies, low export
performances of the region (the lowest among the 81
provinces).
Bottling / Packaging
Seasonal supply and demand
Lack of geographical access to the Black Sea together
with lack of airport and railway transport facilities.
Competition on price, Quality Concerns
Weak financial structure of companies, access to Finance
Lack of cooperation between university, industry and
institutions
Very Limited Distribution Channel
Weak financial structure of companies, access to Finance
Level of ability to handle with high volume orders.
Lack of capabilities to detail full costing
Unclear objectives and strategies
Rivalry, competition with other products in other region
Unclarified product quality identification in consumer mind
Low level of Awareness of the products in national market

Natural resources, climate, flora.
Level of Quality of Honey
Know-How
Dramatic Increase in number of people in the sector,
production volume and number of hives
Increase in number of producers in recent year
Rising number of hives and volume of honey
Willingness for further development
Have strong infrastructure that allow partnerships
and collaboration
Ability to sell what is produced
Reputation
Honey Producers Association
Reputation of Turkey abroad
Being in transition to professional beekeeping
production

Opportunities
Increased awareness for sectoral products
Available lands for production
Research and Implementation Centre in the
University
Possibility for Organic Production
Trends in Healthy Food, value of beekeeping
products.
Support Mechanisms and rural development policies
Perception of Organic Honey, Consumption of honey
is identified with a concern for health
Export potential
Increased understanding of importance of branding
Production of secondary products for industrial use
Diversification of beekeeping products like propolis,
More standardised products.

Threats
Substitute/Fake Products
Climatic Conditions
Under Counter Productions
Competition on price
Regulations for Export
Resistance to Change
Seasonal production of stable beekeepers
Usage of pesticides, antibiotics
Diseases, Inspects
Migratory beekeepers

e. Five Forces Analysis for Apiculture Sector
SUPPLIER POWER
(MODERATE)
Moderate Supplier concentration (-)
Low bargaining power on price (+)
Moderate Importance of volume to supplier (+)
Low Differentiation of inputs (+)
Low Switching costs (-)
Low Presence of substitute inputs (+)
Low Threat of forward integration (-)
Low probability to expand (-)
Ordinary need for supply (-)
BARRIERS
TO ENTRY
(LOW)

THREAT OF
SUBSTITUTES

(LOW)

- Low requirements
for profitable operations (-)
-High learning curve (+)
- Moderate bureaucratic
hurdles (-)
- Moderate need for Economies
of scale (-)
- No protection for products (-)
- Not established Brand identity (-)
-Difficult access to distribution (+)
-Low Switching Costs (-)

- Very low risk for replacement (+)
- Low Switching costs (+)
-No Enough Information in the Market
(+)
-Low propensity to new products (-)
- Level of uniqueness of the product
(-)

BUYER POWER
(MODERATE)

Moderate Bargaining Power (+)
Moderate Concentration of products (+)
Low switching cost of customer (+)
Low risk for buyers to expand into (-)
Quality is important than prices (-)
Brand/Personal identity (-)
Low Product differentiation (+)
Buyer concentration vs. industry
Importance of reputation (-)
Moderate unlawful practices (+)
Moderate concentration of Buyers (-)
Influence of intermediaries on buying
decision (+)

DEGREE OF RIVALRY
(MODERATE - HIGH)
- Very few product differentiation (+)
- Under Capacity (-)
-Very low switching cost for customers
(+)
-Moderate number of firms operating
(-)
-Continuous Industry growth (+)
-Easy to close the business (+)
-Some competitor with cost
Advantages (-)
-Not established Brand identity (+)
-No stock keeping (+)
-Lower Diversity of Competitors (-)
-Complication in the Market (-)

Rivalry
5
4

3,3

3
2

Buyer Power
2,6

Barriers to Entry

1

2,2

0

1,8
2,8
Supply Power

Threat of Substitutes

This analysis evaluation overall sector of Apiculture in the region. But it is worth to mention
that t
region, Organic Producers and
Conventional Producers . Dues to their capacity and relatively different downstream supply
supplier of big national bands. In other respect, Rivalry is more intense for CPs even though
they have no set up higher barriers for new entries.
Possible Actions to reduce Competitive Rivalry for Apiculture Sector:
Product Differentiation / New Product Development
Regulation for competition on price / Act together to deal with buyers
Expansion of market and export / Expansion of distribution channels
Communication between players
Possible Actions to reduce Supply Power for Apiculture Sector:
Partnering in Supply/ Co-Production for Supply
Monitoring regional incentives and support
Better information about the market and suppliers
Supplying regionally
Co-Production for Supply

Possible Actions to reduce Bargaining Power of Buyers for Apiculture Sector:
Price and Cost Analysis
Effective usage of Marketing Channels
Brand creation individually/by acting together
Increasing Loyalty of the customer
CRM
Increasing switching cost for buyer
Value Added Product
Product Differentiation
Possible Actions to increase Barriers for Entry for Apiculture Sector
Creation of Brand and Loyalty to the Brand
IP
Tie up with suppliers
Tie up with distributors
Possible Actions to reduce Threat of Substitutes for Apiculture Sector:
Monitoring and market analysis
Legal Actions if it is necessary
Increase switching cost
Value Added product production
Advertising

8.
a. Quantitative Conclusion from Interviews
interviews haven been held with 10 leading companies
of Apiculture sector in
region. Beside questions prepared for sectoral value chain
analysis, some quantitative questions have been asked to the representatives of the companies.
Total Turnover of the companies is very limited due to number of hives and harvesting amount
for each hives. Only companies which are working with national brands and mobilise their self
to other regions for production are making over USD 300.000 per year. In that sense organic
producers need to explore new markets to find better value for the product.

Total Turnover (TL)
9
8

8
7
6
5
4
3

2

2
1

0

0
0-300.000

300.000 - 1.000.000

Over 1.000.000

All companies interviewed has less than 10 people employed. Businesses are mainly shaped
by family member especially in organic production.

Number of Employees
50-100

0%

20-50

0%

10-20

0%

0-10

100%

0%

20%

40%

60%

80%

100%

120%

Number of Foreign Language Speakers

2--5

0%

1

0%

None

100%

0%

20%

40%

60%

80%

100%

120%

Education level is very low in the companies as all companies has less than 2 people with
university degree and none of them has an employee who can speak foreign language. This is
a limitation for export.

Number of University Graduates

6-10

0%

3-5

0%

0-2

100%

0%

20%

40%

60%

80%

100%

120%

CUSTOMER DISTRIBUTION
50%

30%
20%

0%

0%

Companies are mainly serving to local market or individuals in other cities. Regional sales is
limited to 30% of total companies interviewed and only 20% working nationally. Companies
in Kelkit have relatively higher production volume and working with national brand and big
companies. 9 companies out of 10 is working with individual based on personal relation. Only
1 company deals with exporter as it is indirect export.

Customer Type
12
10

No; 1

8
6

No; 9

No; 9

No; 8

No; 9

No; 9
Yes; 9

4
2
0

Yes; 1

Yes; 1

Large
Firms/Chains

Small
Firms/Traders

Yes; 2
Wholesalers
Yes

Yes; 1

Yes; 1

Exporters

Retailers

No

Direct to
Customer

Marketing Tools
12
10

No; 1

8
6
4

No; 7

No; 8

No; 8

Yes; 2

Yes; 2

PR

Website

No; 9

No; 9

No; 9

No; 9

Yes; 1

Yes; 1

Printed
Material

Outdoor

Yes; 9

2

Yes; 3
Yes; 1

0
Personal
Contact

Yes; 1

Social Media Advertising
Yes

Fairs

No

Only personal contact is used as a marketing tool. Other marketing tools are not applied by the
companies due to level of knowledge, lack of human resources and other reasons. Marketing
and New Product Development are the areas that companies most likely to invest in near future.
They are aware of importance of receiving technical advice and skills development.

Planned Development/Investment Areas
Consultancy/Skills Dev.
Management Systems
Quality Systems
Marketing and Sales
New Product Development
Organization and Logistic
Equipment
Investment in Machinery
0

1

2
Very Likely

3
Likely

4

5
Unlikely

6

7

8

9

Relationship with Institutions
12
10

No; 0

8
6
4

No; 10

No; 9

Yes; 0

Yes; 1

2
0

No; 7

Yes; 3

No; 9

No; 9

Yes; 1

Yes; 1

Yes

Yes; 10

No; 10

Yes; 0

No; 8

Yes; 2

No

Producers have very limited interaction with the institutions except Provincial administration
of Food Agriculture and Livestock. Only 3 companies is an active member for association and
only 2 companies receiving technical support from consultant.

b. Configuration of the Sectoral Working Group
In order to have realistic results for this report, the TAT has organized Sectoral Working Group
Meetings with the participation of key stakeholders from each sector identified. The participants
were included representatives of companies, representatives of key stakeholders and from all
aspects/layers of the value chain of a sector as well as participants outside the value chain. The
TAT has organized the meetings for the Sectoral Working Groups, provided and presented the
analyzed materials to be examined and discussed between participants.
1st
for the sectors. 2nd
on 3rd of April, 2017.

1st of March, 2017
need for cooperation

The objectives of the sessions:
to create a forum for discussion on sector
To understand the real problems and challenges of the sector-Value Chain
future development of the sector;

Identify the project opportunities and possible entrepreneurship areas

Please note that in fact the aim of TAT to organize such an event to let participants to share
their knowledge and contribute to the mapping, analysis and entrepreneurial opportunities
identification for each strategic sector. Despite the fact that meetings were successful in terms
of satisfaction of the participants and outputs, mainly sectoral problems were discussed. In
connection with the low number of regular meetings held in the region, some participant from
meetings were the platform for them to meet people and express their selves.
problems were identified by discussion sessions. In addition to that, participants were asked to
write down their first and second concerned on the paper to be delivered at the end of the session
to the TAT team. In the second meetings, as a result of the first meetings, most voted four
problems were discussed. Action plan and necessary steps were identified.

c. Conclusions from the 1st Sectoral Working Group meeting
Selected Headings;
1. Cooperation (Supply-Analysis-Sales-Filling and Packaging )
2. Honey Analysis
a. Execution of Analysis Requests
b. Research on apiculture
c. Thesis
3. Honey filling and packaging
a. Current Project
4. Marketing and Branding
a. Propolis Royal Jelly - Bee Venom - Beeswax
b. Value Added Product / Benefits - Value Chain
c. Advertisement
5. Pricing and Sales
The 1st most important problem
1. Protecting and strengthening the Flora structure.
2. Bee Breeding
3. Health check-ups
4. Honey Analysis
5. Honey Filling and Packing
6. Marketing and Branding

7. State Mechanisms - Financial Supports
8. Increase of Working Culture
9. Advertising
10. Creation of common strategy and planning between producers and institutions.
11. Training
12. Queen Production
13. Auditing and Classification
The 2nd most important problem
1. Increase of State Support
2. Governance
3. Bee race mixing with the outsiders
4. Bee Care
5. Engaging producers with experts
6. Failure to sell for quality
7. Marketing
8. Capacity Increase
Other Notes;
known that the bee industry had
improved that much in the Region.
Participants have been informed about the existing of laboratory in the University.
Both part were agreed on running projects and Analysis. KUSI will be in contact with
parts in this context.
There is not a unit related to beekeeping yet, but there is a unit related to Animal
Husbandry and Agriculture at University.
Existence of Culture of beekeeping in region nevertheless there is no Industrial
Production
Queen bee production is a problem. The races are changing with the outsiders
New product development- Pollen-Propolis--Bee Venom-Beeswax
Beekeeping-oriented school or research centre
Beekeeping courses should be opened by the Provincial directorate of Agriculture and
Livestock.
There is a lack of cultural knowledge and unity. In this sense the academician must
have stepped into the field.
Laboratory analysis can be searched if demands are transmitted. The association of
beekeepers and the association of honey producers may be the forefront in this sense.
The long-term needs will be fulfilled.
Organically, the value of honey is very high, but we cannot sell at the price that
quality represents. Main reason id lack of advertising and lack of brand.
Organic Beekeeping is very risky and we need to get support from the university.
There is a problem of diseases and bee breeding.

Costs are too high
Apiculture activity should be a profession. Only limited percent are earning their
living on apiculture. The rest are doing it for hobby.
There is no certificate of insufficient honey inspection.
Local products need to be reserved at the chain stores.
Honey can go into small boxes and sold to public institutions and organizations.
Training at the beekeeping point is inadequate, something must be done in an
academic sense.
Open honey is sold everywhere, should be blocked by inspection.
Only certain people use the barcode system. When we request inspection from the
authority the answer is; we cannot inspect it if there is no filling facility.
honey must be added to the traditional products.
Medical and Aromatic plants must be identified. We're in a very rich territory.

d. Conclusions from the 2nd Sectoral Working Group meeting
)
Honey Analysis
Execution of Analysis Requests
Investigations on Beekeeping
Thesis
Honey filling and packing
Current Project
Marketing and Branding = New Market
Value / benefit - value chain
Advertisement
New Product / Pollen - Propolis Royal Jelly - Bee Venom - Beeswax
Business Cooperation - Supply-Analysis-Sales-Filling and Packaging

The producer association and the University will be meeting in the University
Laboratory in a week to determine the needs for the necessary honey analyzes
and what analyzes will be initiated.
At the same time, the devices needed for analysis will be identified and the
project financing will be provided by DOKA or TUBITAK projects.
It would be possibility to create a new quality honey production based on the
flora analysis of endemic plant species in the region by emphasizing the
The results of the analysis of the honey may be directed towards better quality.

The filling facility, which is planned to be
Project, is a very important step for the sector.
Panels can be organized in terms of training for new product development.
Financing of provincial directorate of agriculture may be possible in this regard.
At the same time, the Lifelong Learning Education Center of the university will
be used for educational purposes.
Marketing activities are directly related to bottling and packaging. Following the
establishment of the plant, marketing efforts will be accelerated. In this sense, it
would be possible to use a common brand.

e. Entrepreneurial Opportunities
Organic beekeeping is a possibility for farmers and families to run their own companies
and increase their income in rural areas. However, due to a number of constraints
hindering the expansion of organic beekeeping worldwide such as production,
certification and quality, the demand for organic beekeeping products such as honey
and wax cannot be met. Provisional Administration of Food, Agriculture and Livestock
runs support programs in order to increase the number of organic producers. Organic
producers are certified in the region but more support in terms of management and
marketing would contribute the development of the sector. Considering the richness of
the flora, production of organic honey would enhance the sector, if it meets the right
market with the expansion of distribution channels.
Related products of honey production are propolis, beeswax, bee pollen, bee venom and
royal jelly.
Apart
from their recognition on consumer mind concerning health, they are used in many other
sectors, indutries for different purposes. Beeswax is sold as a by-product for candles,
polishes and as an ingredient in cosmetics. Royal jelly, the secretion of the glands of
for human consumption and energy source. Also the price level for these products is
much higher than honey.Therefore increase in related beekeeping products will
contribute the sector and there are opportunity for the sector even it is not easy and
required specific training.
Christalised Honey is commonly used in many Western Countries. Even though the this
type of honey is not appealing in Turkish Market, it is the opportunity for export and
market expansion.

Although project has already been prepared by Provincial Administration of Food,
Agriculture and Livestock aiming to establish filling and packaging facilities for the
sector within the
it is still the entrepreneurial opportunity for the sector as it is
missing. Considering the number of hives and producers in districts Kelkit, covering
this leak is crucial for the sector.
There is no local provision of raw materials/supplies to the sector. Specially, production
of hive and wax is possible that would create a cost and time advantage for the
producers. Especially beeswax is provided From factories in Erzincan and Erzurum that
they collect used beeswaxes from the producer and sell back after processing.
Conventional and Organic production requires different processes.
Many producers are having a trouble with extraction of honey as it is the most demanded
form of the honey. Some producers apply traditional ways but establishment of plant
for extracted honey is necessity for producing more hygienic and standardised honey.
Almost no business services provided to those companies. Considering weaknesses of
the sector, Marketing and Sales advisory/training services could be provided to the
companies in the sector.

enterprises. Provision of this service is missing for many companies operating in the
sector.
Provision of raw material or intermediary role in distribution of honey nationally and
internationally as a trader can be applicable business model.

9.

a. Value Chain Map and Analysis

b. Relation Analysis and Stakeholder Grid

c. Conclusion and Bottlenecks along the value chain
The value chain is a systematic approach to examining the development of competitive
advantage, created by M. E. Porter in his book, Competitive Advantage (1980). The chain
consists of a series of activities that create and build value. They culminate in the total value
Apiculture ecosystem.
In value chains of commodities, the full range of activities which are required to bring a product
or service from conception, through the different phases of production to the final consumer,
and final disposal after use are studied (Kaplisky, 2001).
Value chain analysis helps in understanding business- business relationships which connect the
chain, mechanisms for increasing efficiency and ways to enable the business to increase
productivity and add value. The value chain of a commodity does not only illustrate the vertical
linkages but the horizontal linkages as well and are usually more links in the chain than often
illustrated (Kaplisky, 2001).

On the other hand supply chain extends the scope towards intra-company material and
information flows from raw materials to the end consumer as it is a network of organizations
that are involved through upstream and downstream linkages in different processes and
activities that product value in the form of products and services in the hand of the ultimate

To increase Value in the Supply Chain, companies' plans and practices need to be considered. In
order to align supply chain initiatives with business objectives, the supply chain strategy must

be combined with the entire business strategy. Supply chain objectives must be defined and
plans should be developed to ensure individual ability of each process used to meet this
objectives. Systems should be developed to listen to the signals of the market request and
demand changes should be monitored continuously. Supply resources should be managed by
improving cooperation with suppliers to reduce the cost of the materials needed. Customerfocused supply chain networks that are tailored to each segment should be developed. A supply
chain information system should be developed to support decision making at all levels of the
supply chain and in the flow of products. Customer and customer relationship management
should establish the focus of customer activities. Integrated supply chain management, which
prioritizes co-operation with the chain partners, must be implemented.
Organizations should understand the importance of inter-enterprise and institutional
relationships in order to gain competitive advantage, and to restructure the relationships from
suppliers to customers, aiming highest benefit possible by mutual cooperation. Established
cooperation with the actors in value chain can provide very positive contributions to issues such
as increasing product quality, cost reduction, improving production and distribution, and most
importantly increasing customer satisfaction.

Main Actors:
ey production.
Altitude of honey production high hills is around 2000-3000 meters which has direct positive
effect on the percentage of sugar with the honey. Therefore experts states that Honey produced
ket price of 300 dollars. It is also

Honey
chains. The main difference is absence of actors common for most of other products. Processor,
ny companies
especially for Organic producers, products usually directly flow from producers to final
customers. In fact honey market is acting in terms of network marketing where existing
customers, friends and relatives of producers have the role of sales agents. In that sense, wordof-mouth is main source of marketing and prices are relatively lower compering to same
products which fallows traditional trade channels. Main disadvantage of this situation to
producers is that there is no predictable timing of the orders and the lower volume of orders.
Thus the products sold to the customers directly goes by small amounts but with higher profit
margin for producers.

As mentioned the main difference between
honey producer in small scale and large scale producers is their sales channels of final produce.
For small scale companies there is no existence of intermediaries they reach final customers
directly or by retailers as they cannot afford the margin that wholesalers and traders charge.
Only limited organic producers are working with big companies at the price level they are not
satisfied with. For conventional honey producers, producing quite larger volume of honey, they
have the access to the different region of Turkey through the traders. There is no control of
which points of sell that they reach. Also being provider of big companies and big brands is
another option for these companies.
Another effect is an absence of export companies in the system. Considering that Turkish export
of honey is very limited and honey is mostly consumed in domestic market there is no export
company existence which is specialised in honey. So there is no mechanism like other products
that companies buy goods from a large number of producers, consolidate those and then export
to foreign markets.
Companies are not struggling in terms of demand as the quality of the honey is very good. But
when it comes to increase their production capacity, there is an uncertainty of demand so even
it is different for those who are working with big companies and supplier of big brands of
Turkey, generally new market expansion is crucial for producers in terms of production volume
and price. Even though there is continuous demand and clear path for the future for the
companies working with big companies, profit margin is pretty low comparing to those which
is working on individual customer base.
Functions of honey value chain actors are the followings: Provision of Input from Individuals
and Companies mainly from the region or neighbourhood
Producers - Beekeeping,
and Re
and in kilograms.
Inputs are provided mainly by individuals and companies such as Wax, Hives, Frame, Sugar,
Machinery, Medicine and Equipment. For Organic Production Ministry is one of the providers
with its support to the sector. All can be found in the region North Sea but there is no production

Retail traders can be divided into 3 major groups within the honey value chain: a) Formal
retailers, such as shops and supermarkets b) Informal retailers, i.e. friends and relatives of honey
Trabzon

Producer prices of honey may vary according to type of the honey and the sells channel.
Average cost of the conventional honey is around 25 TL as it is sold in the market for 50-60 TL
per kilogram. Profit margin of this type producers is limited to 15%-20% if they are providers
of wholesaler or big companies. Reaching directly to the customers makes big difference in
terms of profit margin but as it was stated before, this willing is not always matched with the
continuous demand. For Organic production, cost is around 45-55 TL as all equipment and raw
materials specific to organic production. Organic Honey can be sold at the market as high as
120 TL but generally 70-75 TL. If company is working with intermediaries their profit margin
is around 15%-20%. Retailers has the biggest share with 30%-35% in organic honey. It is again
the main reason for direct customer preferences of the producers. Honey with light colour and
good tastes fetch better price in the market. Honey with amber (golden) colour and clear honey
is highly preferred on the market. Whereas, dark colour is inflict suspicious for the presence of
foreign matters and regarded as low quality for which not preferred by consumers. This suggests
high demand for honey that encourage the beekeepers to more involve in beekeeping activities
through adopting improved and productivity and quality enhancing beekeeping technologies.
Honey producers and companies do not hire additional workforce usually for their activities.
Most part of honey production processes is carried out by the beekeeper and his family
members.
Only some
processes such as honey extracting or transfer of beehives may require additional workforce. It
few women beekeepers involved.
The companies working with big brands of Turkey are mainly located in Kelkit. There are over
200 producers in the district with around 20.000 hives. Many honey producers from Kelkit, in
early spring, take the hives out of wintering places mainly South part of Turkey. Marmaris is
the region for palm honey and Antalya for flower honey to gather sufficient quantity for the
year. Relocation of beehives is the most costly process in beekeeping. Therefore, many
producer just place the hives in their gardens and do not move.
Beekeepers usually feed bees and implement some treatments and sanitary works to have strong
colonies. Beekeepers mostly feed bees by sugar. According to specialists, it is allowed to use
sugar as forage in this period and it will not affect the quality of honey produced. But the volume
of sugar given to the bees is important. As there is no organic sugar in the market available,
even organic producers are using sugar for feeding. Certain levels of sugar is fine as stated
before, but when they continue sugar feeding like the conventional producers, honey they
July and August. Beekeepers moving to other regions usually take off in November and come
back around May to harvest in the indicated period.

There are two types of extractors: manual and electric. Almost all honey producer farmers in
use manual extractors, which leave some particles inside the honey. Though
electric extractors are more productive they are much more expensive and beekeepers cannot
afford buying those. Big companies are buying manually extracted honey than they filter the
honey in their facility to reach smooth and convenient honey form for more processing or
packaging.
Bottling and
facilities including labelling but normally considering the size of the business in apiculture
sector, this facilities is not affordable for individual producers. They provide ordinary 1 kg or
2 kilogram bottles to the sells points. Therefore the project prepared by the Provincial
Administration of Food, Agriculture and Livestock is important for the sector. It is planned to
have bottling and packaging facilities for the producers which will allow the producers use
labelling which is important to identify the quality level of the honey. Also it is a part of

According to producers, one of the core issues of honey production sector is the week system
of honey quality control. Honey of different quality is being produced and sold at approximately
the same price because there is no established mechanism to identify which honey is better in
terms of quality. Therefore customers prefer to buy honey which produced by the producers
they personally know. Organic producers are certified by the Ministry but even this certification
is not enough to define the price level for the honey. These companies are looking for
opportunities to reach export markets, where organic food is demanded and can be sold at
comparatively higher prices. Prices also may change according to stock volume of the producer
and the volume demanded by the customer in bigger picture. Again for the producers,
governance is not enough in the sector. Many outsiders (Especially from Ordu city) easily come
the region for production. It effects all other local producers as outsiders are only produce sugar
honey and they even use glucose in the production. Also it is a risk of mixed race of the bees.
Moreover most of the producers have never tested their products. They consider that their
production does not need any testing and they can ensure the quality without that. Only some
producers and supplier of big brands took their honey to the laboratory for analysis.
As mentioned, the honey production volumes significantly depend on climatic conditions and
can vary from year to year. When the climate is favourable and honey production volumes are
high, producers always have difficulties with sales and some stock remains. Producers face the
challenge of unstable weather and flora changes, so they request more support from the Ministry
of Food, Agriculture, and Livestock (MinFAL) to accommodate for unexpected conditions.
Almost none of the companies run marketing campaigns using appropriate channels to reach
customers. Few companies has their own brands but mostly operating locally and regionally.
Lack of finance, knowledge, skills and human resources prevent them taking foreseen steps

based on marketing strategy. Therefore market they are serving remain limited which results in

There are two cooperatives active
Beekeepers Association
and Honey Producers Associations are important to take a leading role for the producers in the
development phrase of the sector. Existence of the associations would be based of coproduction and coroducers
Association involved in. One of them is establishing filling and bottling plants which will be
leading factor to common production. Second project is establishment of selling points around
. Both projects are expected to make a big

Collecting and selling of beeswax and other hive products by beekeepers was not very known
and very limited. Provincial Administration of Food Agriculture and Livestock has been
delivering some trainings regarding side products but at this level production of other
beekeeping products
is limited to beewax, propolis and pollen. Even some
training has been delivered to the beekeepers in terms of side products, production is very
specific requires knowledge, time and financial support. Future beekeeping intervention is very
crucial in the area on bee products diversification to contribute to improved livelihoods of the
sector. In that sense, Provincial Administration of Food, Agriculture and Livestock has a project
regarding other beekeeping products that is planned to give 25 organic beekeepers around 2375
hives for specifically for pollen and beewax production.
Apiculture sector is still in its development stage
poor delivery of extension
services has the main role during this process. More services should be delivered to the
companies and some guidance will shape the figure of future.

Supporters:
Supporter are playing crucial role in development of value chain. Value creation comes with
strong background and established infrastructure in all means. Improving inputs quality,
preserving and improving conditions, audit and quality maintenance is strongly attached to the
supporters.

contribution not only for development of local economy but also publicity. Thus, support
mechanism is decisive factor as sector desperately need a guidance and support in all means.
Business service provision is one of the bottlenecks in the sector. Services in R&D would
support sector for further development of new product, improving production that are
customized to local climate and territorial characteristics. Management services would

technically assist producers to develop and implement effective and sustainable programs and
incorporating best practices in aquaculture.
More financial support for producers is crucial. Financial services that offer loans better suited
for this chain, in terms of interest rates and conditions, are needed.
Audit and quality assurance scheme could provide new spaces for the development.
Certification processes are increasingly important for demonstrating compliance with
international norms and standards across the value chain especially for Organic production.
On the other, market information may strengthen producers
directly their products with retailers and other traders, increasing revenues (capturing a higher
proportion of value added), and achieving better compliance. Market intelligence would
contribute to strengthen competitiveness of this value chain through enhanced information on
new markets, new products, competitors and suppliers, among others. These information
technology (IT) services may also support producers through updated information, market data
with specific emphasis on price formation.
Provision of technical assistance to producers and other links of the value chain, that is
professional and supporting services can be directly supplied by public agencies. Public policies
to support the creation and strengthening of domestic providers of professional and supporting
services are needed, for instance financial support for human capital formation and investment
in new technologies.
While support activities are not directly involved in the manufacturing or movement of the
product, these activities have critical impact the efficiency of production. Supporters are
enabling creation of value chain environment. Supporters for the sector are Development
Agency DOKA, Provincial Administration of Food, Agriculture and Livestock, KOSGEB,
stry, Business Associations, and
DOKAP.
Development agencies are supporting sectors to create a sustainable and competitive regional
economy and to accelerate the regional development by mobilizing the local potential by
developing the corporation between public, private sector and NGOs.
Provincial Administration of Agriculture and Livestock is a supporter of the sector considering
raw material provision, production
regulations or implementation on
Agriculture from the institution is directly related with the sector. Also supports that is provided
by the institution is vital for the sector at this stage. Places suitable for beekeeping is subject to

permission of that body as they have a chance to create beekeeping hub with limited access to
outsiders.
KOSGEB is a public organization which support the sector. KOSGEB can be classified into
groups; Supports under KOSGEB Support Regulation and SME Credit Support Mechanism
targeting of developing the production and management skills of our SMEs, their capacity to
produce innovative and high added value product/service production capacities, increasing
their competitive power in the global market; popularizing entrepreneurship culture in the
society, developing entrepreneurship and ensuring sustainability of the enterprises. There is no
support provided by the KOSGEB to the production of honey. But on the other case, processing
of honey is in the scope of KOSGEB Supports.
was established in 2008 has a unique role for the sector as only
laboratory is established within the University. Also it is important for research and
development activities within the sector. It has the following academic unites: Faculty of
Engineering, Faculty of Economics and Administration, Faculty of Communication, Faculty of
Theology, Graduate School of Social Sciences, Graduate School of Natural and Applied
Sciences, School of Health, Physical Education and Sports Vocational School, Tourism
Vocational School,
Health Services Vocational School,
Vocational School and TORUL Vocational School.
for necessary analysis of the products in the sector. Sector and University can cooperate in that
sense.
rce and Industry is a branch of The Union of Chamber and
Commodity Exchange of Turkey (TOBB) and all merchants registered in the trade registry and
all real persons and corporate bodies possessing the title of industrialist, all their branches and
factori
established in 1927. Today it has a number of 634 registered members which classify the
Chamber as one of the small scaled ones. It provides services through its Council having 15
members, the Management Board with 5 members, seven Professions Committees with totally
37 members, the Disciplinary Board with 6 members and the Women Entrepreneurship Board
with 17 members. At the development stage of the sector, Chamber of Commerce and Industry
wil be a main actor in terms of service and support provision.
Honey Producers Association and Beekeepers Associations are two main body to represent
sector. Their contribution is crucial to rise the value along the chain. From input provision to
the market sells, all steps can be improved with cooperation so Association should be more
involved in development of the sector with vision and longer term strategy.

DOKAP is the body for East Black Sea region including
Ordu, Rize, Samsun and Trabzon for Regional Development. In order to accelerate the
development of the region by the fulfilment of its services such as Research, planning,
programming, projecting, monitoring, evaluation and coordination, It carries out its activities
under the Ministry of Development.

Influencers:
Influencers are mainly public organizations and parameters depending on public organizations
laws, policies and regulations. There is no direct effect on production exist but sector is directly
affected with long or medium term development programs as well as laws and regulations that
tend to create a business environment conducive for growth in the value chain and food
processing industry.
Ministry of Food, Agriculture and Livestock
uties are to improve plant and animal, and
aquaculture production; to conduct research to develop the agriculture sector and form
agricultural policies; regarding food production, and to ensure security and safety; to coordinate
and improve rural development; to protect soil, water resources, and bio-diversity, and to ensure
that they are used efficiently; to organize and raise awareness of farmers; to manage agricultural
support efficiently; and to regulate agriculture markets; furthermore to define general policies
of food, agriculture, and livestock; to monitor and inspect.
Ministry of Science Industry and Technology is a government ministry responsible for
industrial and commercial affairs in Turkey. And running many projects for industries,
development of innovation and technology.
Ministry of Economy is a government department responsible for the economic affairs of
the Republic of Turkey which is responsible for monitoring and regulating free-market
economy and a liberal foreign trade policy Main aim is that developing and implementing
policies regarding foreign trade and investments in order to contribute to the national economy
and development of the social welfare.
Research and Development, is important for the sector as it has indirect effect on value chain.
Regulations and development in R&D and R&D institutions are important in coming up with
innovation in product development, packaging and other processes that will allow better
production or production of differentiated products.

Standard and other Regulations are important for the sector that would allow the companies to
be active in export markets. Fallow up on standards not only in production but also in provision
is crucial for the sector.

Observed constraints in value chain and how they
prohibit expansion/export

Critical1
constrai
nt?
(Y/N)

Solvable
in short
term2
(Y/N)

Who is providing
this solution?

Allow primary activities to run smoothly, take
marketing as indivisible part, increase the capability
for branding

Y

N

Lack of Product diversification. Production of value
added products

Y

N

Generally production is more done by tradition
methods requiring monitoring and technological
investment

Y

N

Production
CompaniesDistributors and
Retailers
Production
Companies and
Associations Supporters
Production
Companies and
Supporters

Packaging, bottling and filling facilities and
capabilities, Labelling
Demand-side, lack of information creates confusion
on product benefits. No regulator for identification
of product quality.
Supply-side: Information flow and process
efficiency should be established between producers,
traders, wholesalers, and retailers

Y

N

Y

Y

Y

Y

Classification of the Honey

Y

N

Access to Finance

N

N

Human capital is becoming a critical factor for
competitiveness. Skills and workforce development
are essential elements for upgrading in value chain
Linkage between companies and supporters

N

N

Y

Y

Producers Associations
Production
Companies and
Supporters
Production
CompaniesDistributors and
Retailers
Production
Companies and
Supporters
Production
Companies and
Supporters
Production
Companies Supporters
Production
Companies and
Supporters

Entry of honey producers from other regions into the

N

Y

Regulation in relation with intermediaries to reduce
buyer power in terms of volume and price

Y

N

Better access to retailers, acting together to gain
supplier power as the products are unique anywise.

Y

N

Lack of Cooperation between production companies

Y

N

Food safety requirements and standards

Y

N

Lack of business support services
Higher cost in production comparing the other region
of production, Cost of Transportation

N
Y

N
N

Limited Capacity for Production

Y

Y

Lack of NPD and R&D Facilities and activities

Y

N

Acquiring certificates and licenses that attest to the
conformity of the products and the production
practices to the requirements.

Y

Y

Standardization on Supply

N

N

Suppliers

Input and Output Analysis

Y

N

Standardization on Production

Y

N

Production Yield

Y

N

Observed opportunities in value chain and necessary
actions

Critical
opportu
nity?
(Y/N)
Y

Short
term
benefit
(Y/N)
Y

Suppliers,
Production
Companies and
Supporters
Production
Companies
Production
Companies
Who is providing
this solution?

Y

Y

Y

N

Focusing on consumer demand pull rather than
supply push
Demand-side, Users of products should be well
informed and more aware of the product and its
benefits.
Reducing input costs through standardization,
production controls such as honey ingredient and
residue controls

Production
Companies and
Supporters
Production
Companies and
Supporters
Production
Companies and
Supporters
Production
Companies
Production
Companies and
Supporters
Supporters
Production
Companies
Production
Companies
Production
Companies
Production
Companies and
Supporters

Production
Companies
Production
Companies and
Supporters
Production
Companies
Supporters

Product Development Initiative to develop new
products, meeting the trends in target markets

Y

Y

N

Y

Y

Y

Y

N

Y

Y

Improve current products and bottling and
packaging with higher benefits or functionality for
higher pricing and customer experience
Bees and Beeswax can be provided from local
beekeepers

Y

Y

Y

Y

Hives can be manufactured in the form of standard
hive

Y

Y

Co-supply, Co-production, Co-sales to gain more
competitive advantage. Opportunities for reducing
costs and increasing efficiencies in the market if
value chain stakeholders large and small work
together.
Relation with Export Companies

Y

Y

Y

Y

Promoting management, growth and integration of
associations or cooperatives in the future

N

N

Moving upstream along the chain, Building its own
network of suppliers to have a better control of the
quality, quantity and frequency of inputs.
Value chains focused on different market segments
bring distinct opportunities
Gain more control over its product lines, its sales
volume, its customers and the prices it obtains

N

N

Y

N

Y

Y

E-Trade

N

Y

Increase in production yield, capacity and secured
with long term contractual relationships that would
take into consideration quality, quantity, variety, and
continuity of selling

Y

Y

infrastructure, capabilities and capacities
Conduct a detailed market research exercise to
determine the feasibility and depth of penetration to
each region targeted
Launch large-scale promotions to make consumers
Apiculture
products.
Provision of Technical Trainings for by-products

Production
Companies and
Supporters
Supporters
Production
Companies and
Supporters
Production
Companies and
Supporters
Production
Companies and
Supporters
Production
Companies and
Supporters
Production
Companies
Production
Companies and
Supporters
Production
Companies and
Supporters

Production
Companies and
Supporters
Production
Companies and
Supporters
Production
Companies
Production
Companies
Production
Companies
Production
Companies
Suppliers,
Production
Companies,

Preventing/Regulating the entry of honey producers

N

N

Provision of training to get better knowledge and
experience for new comers

N

N

Intermediaries and
Supporters
Production
Companies and
Supporters
All Parts

10.

capacity building opportunities for itself and its companies but also to contribute the
development of significant
size and potential, Apiculture

product production and value creation.
Apiculture sector.
ould play intermediary role between
companies and stake holders of the sector to help to establish a clear understanding of demands
of the companies and provision of services that may match the need of the sector. Lastly,
the sector and run capacity building activities to support

Project written by Provincial administration of Food, Agriculture and Livestock to be
This is an opportunity to take a step further in the sector.
hould have closer relationship w

Supporting entrepreneurs and sector
by services provided
to increase competitiveness in national and international markets. Capacity Building
programs, trainings and consultancy service should be provided to the companies after
detailed identification of fields to improve.
Export market analysis and identification of possible target markets. Companies should
be directed towards the markets with necessary information and establish strategies.

Increase variety of business services provided in the region and technical capability
building of entrepreneurs and companies.
Support creation and retention of local jobs and services.
Encourage companies for Co-supply, Co-production, Co-sale to gain more competitive
advantage.
Enhance the links between universities, research institutions and the business
community and foster networking and collaboration. Assessing demand and services

Running project with companies and stakeholders of the sector.

improvement possibilities in mechanization, technology improvement.
Helping companies to establish standardization on supply, product and process.
Playing intermediary role in R&D activities, encourage New product development
actions.
Reaching Business Networks and similar organizations for possible cooperation.
Guiding companies for stable growth, financial security and creation of value
Helping companies to access to financial instruments.
Supporting innovation
Guiding companies to acquire certificates and licenses for standardization.
Playing leading or intermediary role to conduct a detailed market research exercise to
determine the feasibility and depth of penetration to each region targeted
Active role in human capital development. Skills and workforce development.
Assisting companies to use modern marketing management and positioning the brand
Provision of packaging facilities
Creation of events regarding sectoral development.

11.
a. Questionnaire

Name of the expert
Face to Face
Telephone

Type of the Interview
Name of the interviewed person
Position in the company / title
Date of the interview
Company/Institution Name

Publicly owned/socially owned (SOE/POE)
Business Association
Unlimited company
Limited / corporate company

Type of the Business
Web site (e-trade?)
Corporate mail address
Establishment year
Sector / subsector
Location / region
What is total space of the company
sq.m?
Do you have a show room? If yes how
big is it? (sq.m)
Products / Capacity

Total Number of Employees

University Degree Holders

Foreign Language Speakers

0.1 - What kind of activity does your organisation undertake?
Production
Trade/Retailer
Service
Agriculture
Other
0.2- Please describe the activity of your organisation in a few words:
_______________________________________________________________________________
_______________________________________________________________________________

_______________________________________________________________________________
___
0.3

How you describe the activity of your Business in terms of sales?
Local
Regional
National
International

0.4

To whom do you sell your product?
Large firms (chains..etc.)
Small firms/Traders
Wholesalers
Exporters
Retailers
Direct to consumers

0.5

How do you promote and market your products/services?
Personal Contact
PR
Web Site
Social Media
Advertising
Fairs
Printed Materials
Outdoor

0.6 - Which aspects of your business do you intend to change or developed in the next 2
years?
Unlikely
Likely
Very Likely
Machinery
Equipment/Computers
Organization/Logistics
New products
Marketing strategy
Quality control
Management system
Worker skills / Consultancy

0.7

Do you have any relationship with one of the followings? (One or more)

University
COC/I
Development Agency
KOSGEB
Business Associations
Ind. Organized Zone
Provisional Administration of
Agriculture and Husbandry
Consultant/Trainer

0.8- What is your annual turnover?
TL
If your company does not export, please go to question 0.10
0.9 - Share of exports in the total sales?
0.10 - What are the main countries that your company exports to?

0.11 - Share of imported inputs in total production?
0.12 - What do you import?
1
2
3
0.13 - What are the main constraining factors for firms in your sector?

domestic firms producing your sector's inputs
/development

ompetition
/Effectiveness
state support for firms

0.14 - Can you please tell us what are the most binding constraints preventing firms in
your sector from using more local inputs?
Please rank the most important factors from 1 (the most important) to 4 (the least important):

relative to imported inputs
relative to imported inputs

0.15 Can you please tell us what are the most binding constraints preventing firms in
your sector from exporting?
Please rank the most important factors from 1 (the most important) to 5 (the least important):

ness

Industry Competition:
1.1 At what rate do you expect your sector to grow over the next few years?
Less than -5%
- 5 to -3%
0
+3 to +5%
Greater than 5%
Please tick one of the five options on the response scale please bear in mind that only responses
1, 3 and five are labelled to give you a better orientation of the meaning of the scale.
1.2 Can you tell us to what extent the products of your sector can be differentiated
from those of other competitors?
1

2

No product differentiation

3

Some product differentiation

4

5

Very high product differentiation

1.3 - Do you observe over-capacity in your sector?
1

2

Under-capacity

3

4

Capacity reflects market demand

5

Over-capacity

1.4 - How do you rate the costs for clients in your sector to switch between suppliers?
1

2

3

4

5

Very high costs

Moderate costs

Very low costs

1.5 - How do you rate the level of competition in your sector? There are:
1

2

Very few firms

3

4

5

Several fIrms operating

Very many firms

1.6 - Is it difficult to close a business in your sector?
1

2

Very Difficult

3

4

5

Moderate

Very Easy

1.7 - Are there (domestic or foreign) competitors with cost advantages in your sector ?
1

2

Very few competitors

3

4

5

Some competitors

Very many competitors

If you have any comments/clarifications that you would like to add, please write them
here:

New Entrants:
2.1 - Can your sector produce individual products or does it require large volumes of
output to be competitive in price (i.e. economies of scale)?
1

2

Mass Production

3

4

Medium-size volumes

5

Individual Products

2.2 Relative to other sectors, how do you rate the average level of start-up capital in
your sector?
1

2

Very high start-up capital

3

4

Moderate

5

Very low start-up capital

2.3 - How easy is it to gain access to a distribution network in your sector?
1

2

Very difficult

3

4

Moderate

5

Very easy

2.4 - How do you estimate the bureaucratic hurdles that companies face, in order to start
a business in your sector?
1

2

Very high hurdles

3

4

Moderate hurdles

5

Very low hurdles

2.5 Can you estimate the level of labour force training needed to start a company in
your sector?
1

2

Very specialized training

3

Intermediate-level training

4

5

Very basic training

If you have any comments/clarifications that you would like to add, please write them
here:

Suppliers:
3.1 - Can you estimate the degree of concentration of suppliers for your sector? There
are:
1

2

Very few suppliers

3

4

Moderate number of suppliers

5

Very many suppliers

3.2 - Can you give us an estimate of the cost of switching from one supplier to another?
1

2

Very high costs

3

4

Moderate costs

5

Very low costs

3.3 - How do you rate the probability that new technologies might dramatically change
the work processes in your sector?
1

2

Very low probability

3

4

Moderate probability

5

Very high probability

3.4 - How do you rate the importance of purchase volume for better supply conditions in
your sector (better supply conditions include, for example, lower units prices, supplier
credit, etc.)?
1

2

Very important

3

4

Moderately important

5

Of little importance

3.5 - How do you rate the risk that suppliers might expand into your sector?
1

Very low risk

2

3

Moderate risk

4

5

Very high risk

If you have any comments/clarifications that you would like to add, please write them
here:

Substitutes:
4.1 - How do you rate the risk that products in your sector might be replaced by another
(new) product or material?
1

2

3

4

5

Very low risk
Moderate risk
Very high risk
4.2 - How do you estimate the switching costs from existing products to another new
product or material?
1

2

3

Very high costs

4

Very low costs

4.3 - How do you rate bu
available?
1

5

Moderate costs

2

Very low propensity

new products or materials, if
3

4

Moderate propensity

5

Very high propensity

If you have any comments/clarifications that you would like to add, please write them
here:

Buyers:
5.1 - How do you rate the bargaining power of
comes to price levels, delivery conditions and prepayment?
1

2

Very low bargaining power

3

4

Moderate bargaining power

5

Very high bargaining power

5.2 - How do
products? Are there:
1

2

3

4

5

Very many buyers

Moderate number of buyers

Very few buyers

5.3 - How inconvenient is it for buyers to switch to other companies?
1

2

Very difficult to switch

3

4

Neutral

5

Very easy to switch

5.4 - How do you rate the risk that buyers might expand into your sector?
1

2

Very low risk

3

4

Moderate risk

5

Very high risk

5.5
1

2

Quality

3

4

Both

5

Price

5.6
1

2

Very high

3

4

Moderate

5

Very low

5.7 - How do you rate the incidence of unlawful practices / corruption in your sector?
1

Very low

2

3

4

Moderate

5

Very high

If you have any comments/clarifications that you would like to add, please write them
here:

Thank you for your time!
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