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Abstract

Chiang Mai and Lamphun provinces are the major area that produce high
quality Longan honey products. In addition the industry show the promisng growth in
the firture. Therefore, The main objectives of this research were to know the industrial
structure and market conduct of bee industry in Chiang Mai and Lamphun provinces,
This study also aim to analyze the business management as well as SWOT analysis of
beekeeper in Chiang Mai and Lumpun provinces. The data used in this study were
obtained from interview focus, conducting focus group and using questionnaire
methods for 4 beekeepers community groups and 3 private producers. Production data
during 2004-2005 were used.

The research results showed that the market structure of honey industry at
producers level has been designated as monopolistic competition. The study indicated
that out of 642 honey producers, 87.5 % are small and medium producers, and only
12.5 % are large producers. The market structure of honey industry at the buyer level

has been designated as oligopsony.



The rezult showed that 95 % of honey produced was sold to 8-10 large buyers
in the whole market. The largest buyers has market share of more than 47 % and
therefore has power to determine and control the price of the product. However, price
determination of honey was based on quality standard. The remaining quantity was
absorbed by small buyers at lower price. Study result also showed that market barrier
to the new entry producers in the beekeeping industry are difficulty in the obtaining
good location of orchards, the expertise in beekeeping technique, and the economy of
scale. The quality and taste of honey produce by different farmers are not significantly
different.

The study about market conduct indicated that the small producers has no
control of market prices. The prices of honey was determined by large company,
middlemen and a few large scale beekeepers. The largest share of honey produce in
this area are Longan honey which accounted for 83 % and honey from Bitter bush
and others accounted for 14 and 3 percent, respectively. Total production of honey in
2003-2005 were calculated as 7,350 8,050 and 9,800 metric tons consecutively.
Moreover, the research result showed that there was no production and retail price
competition among small producers. However, market competition among large scale
producers still exist, group forming among the small and medium scale beekeepers
resulted in increasing price bargaining power with the middlemen.

The result on business management for 4 beekeeper community groups and 3
private producers-revealed that all beekeepers community groups were similar in term
of organization management such as simple management structure, responsibility are
divided among members in very simple way. In term of production, there is more
emphasize on quality control and all of member producers in the going are helping
each other to meet the quality standard. However, the weak points of beekeeper
community groups were in marketing strategies. They are unable to control the
market and unable to find new target group. In other hand, private producers have
good system in organization management, responsibility for each task are clearly
defined. Machine and modern technologies were used in production. In addition they
have good marketing strategies, especially in identify target markets and continuous

marketing development, especially for Nestlé company (Thailand).
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The research results on marketing strategies of beekeepers was analyzed
excluding Nestlé company (Thailand) because they do not sell pure honey. The study
founded that beekeeper community groups still showed no improvement on honey
production to reach standard quality. In term of packaging, there were very few sizes
available and lack of packaging design. When compare to sole producers, they
showed significantly different in marketing development. The emphasis was place on
value-added of existing products by using modern design which can be attractive to
wide range of target groups. The study on product pricing of beekeeper community
groups found that the retail price were in the same level of all group given that
packaging image are the same, but the retail price of honey farm large companies
were lower. However, large company producers price their products at lower level
when compare with the price of imported honey product. The study on marketing
promotion indicated that beekeepers community groups promote their product by
attending trade fair and other events. However, this activities are not on regular basis
due to the high cost of attending each events. The promotion program emphasize on
giving information to consumers by sellers, or let the consumers taste the products.
For sole producer, leaflets, and sample products were used for promotion. Road
shows at large trade fair was also used. For marketing channels, beckeeper
community groups have very few channels for their products, mostly they sell honey
at their production sights, or at small stores locally. Sole producers usually have their
own outlet store. Nevertheless, marketing channel for sole producers still do not cover
all of their target market. They also use middlemen and agents to help with product
distribution as well as selling throngh e-commerce channel.

Recommendations for beekeepers community groups and sole producers are to
improved their production process in order to obtained international food quality
standard certification. Beekeepers community groups should modified the packaging
to have more sizes as well as contemporary and modern styles. The pricing strategy
for beekeepers community groups and sole producers should be more compatible with
quality and suitable with product positioning. The promotion program recommended
for beckeepers community groups should be through producers or direct sale
including schemes road show directed to the consumer. Sole producers should used

advertising via local media. For distribution channels beekeepers community groups



should increase channel to penetrate more markets. For sole producers marketing
channel should be improved to covered wide range of consumers through distributing

agents in the country and aboard.



