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Predgovor

Poštovani čitatelji,

Utjecaj klimatskih promjena vidljiv je u svim segmentima poljoprivrede i povezanim industrijama, pa 
tako i u pčelarstvu. Prilagođavanje tehnologije pčelarenja te uvođenje informacijskih tehnologija i sustava 
osiguranja kvalitete osigurava jake i zdrave pčelinje zajednice i proizvodnju kvalitetnih pčelinjih proizvoda. 
Kontinuirana edukacija pčelara neophodna je kako bi bili u korak s izazovima, ali i prednostima suvremenog 
pčelarstva. Kroz edukaciju i podizanje svijesti o značaju pčela za ekosustav i održivu proizvodnju od 
najranije dobi, stvara se društvo koje prepoznaje blagodati konzumacije pčelinjih proizvoda, nezamjenjivu 
ulogu pčela u očuvanju bioraznolikosti flore, i boljoj kvaliteti života općenito. Kvaliteta, sigurnost i zaštita 
potrošača koji koriste pčelinje proizvode kao i one koji sadrže pčelinje proizvode bitni su čimbenici koji 
utječu na odabir proizvoda u širokoj paleti sličnih na tržištu. Apiterapija postaje sve prisutnija u olakšavanju 
simptoma i liječenju mnogih bolesti. 

O svim navedenim temama raspravljati će se na osmom Kongresu o pčelarstvu i pčelinjim proizvodima. 
Prilika je to za razmjenu znanja i iskustava akademske zajednice, stručnih i savjetodavnih tijela i pčelara. 

Zahvaljujemo se svim članovima znanstvenog i organizacijskog odbora na sudjelovanju u pripremi i 
organizaciji kongresa i zbornika, a posebnu zahvalu upućujemo autorima radova prezentiranih na osmom 
Kongresu o pčelarstvu i pčelinjim proizvodima koji su na taj način dali doprinos kontinuitetu i kvaliteti 
kongresa.

Sarajevo, 10.11.2023.
izv. prof. dr. sc. Ivana Flanjak
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Abstract

In as much as honey is except for natural consumption 
aimed for the market, Croatian bidders have to 
direct their efforts according to market demand. 
The aim of marketing is to know and understand the 
customer so well that the product fits him and sells 
itself. Ideally, marketing should result in a customer 
who is ready to buy. The marketing concept rests 
on four pillars: target market, customer needs, 
integrated marketing, and profitability. Marketing 
activities are not the mission of only beekeepers. 
Beekeeping associations, traders, hospitality 
industry and government must also give insight 
in marketing. In this paper hypothesis is that 
Croatian beekeepers should use market research 
to see what product customers want. They must 
use marketing management, which is the process 
of planning and executing the conception, pricing, 
promotion, and distribution of honey and oher 
beehive products to create exchanges that satisfy 
individual and organizational profitable goals. 
At the end, in competitive EU market, it would 
be useful to use standardization of youality using 
product specification „Slavonski med” (It is defined 
European PDO-Protected Designation of Origin), 
so regarding some ideas are given how to introduce 
it on the market. 

Keywords: honey, marketing, standardization

Introduction

The motivation for writing this paper was to point 
the necessity of applying marketing, as an essential 
prerequisite for survival and competitiveness on 
the Croatian, European and world honey market, 
through the analysis of marketing functions. In 
this work, the focus is on the honey that is directly 
aimed at the end consumer-buyer. In doing so, in 
this paper deals not only with noticing problems 
in the field of marketing and the honey market, 
but also propose their solution. The problem that 
is noticed that honey producers have problem 
with import of low quality honey on the market 
from other countries, so in this paper are tips for 
Croatian beekeepers to apply a marketing concept, 
which would enable them to sell much easier, 
because sales can only have a full effect if it works 
coordinated with other marketing activities. This 
implies that the sale of honey operates under 
the assumption that the honey market has been 
researched, that the kind of honey that is in demand 
is produced, that the price is regulated according to 
the market and competition, and that the consumer 
market is prepared for sales through promotion. 
Furthermore, by using the standardization of 
“Slavonski med“, and using international market 
and standardization experiences, it is possible to 
raise the competitiveness of honey as a product.
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Characteristics of honey market

Beekeeping was considered a hobbyist job - the 
job of an enthusiast, but in recent years, it has 
undergone substantial changes and more and more 
inclining toward the professionalism. Starting from 
the assumption that honey, as the most important 
bee product, is not intended only for consumption, 
but also for the market, it is believed that beekeeping 
should become an economic activity that should be 
taken care of in addition to beekeepers, beekeeping 
equipment manufacturers, honey consumers and 
the state. It is known that two opposing elements - 
supply and demand - face each other on the market. 
As far as honey suppliers are concerned, they will 
be primarily interested in sales growth, increasing 
their market share, reducing business risks, and 
making a profit. As a rule, honey buyers will be 
interested in high-quality honey at affordable 
prices, with deliveries on time. The price is formed 
by the interaction of supply and demand on the 
honey market. In addition to the price, other factors 
will affect the supply and demand of honey, which 
directly represent obstacles to the marketing of 
honey (Meler, 2002):

•	 seasonal character of the honey offer,
•	 instability of honey supply,
•	 different quality of honey,
•	 the number of inhabitants and their economic 

power,
•	 uneducated consumers,
•	 changing the state and form in which honey is 

offered on the market,
•	 weather conditions, the influence of which can 

be eliminated almost entirely or only to a lesser 
extent. 

We can state that the honey market is extremely 
unstable. Supply and demand is uneven, there is 
a large price disparity, and uncontrolled export 
and import, which is then directly reflected in its 
price, and then in its consumption. Honey has a 
very different consumption. In addition to being 
consumed by households, it is also consumed by 
hospitals, kindergartens, schools, the army, etc. 
As most of the produced honey is consumed in 
Croatia itself, the domestic demand for honey is 
of great importance for beekeepers. In the analysis 
of domestic demand, the economic power of the 

inhabitants must be taken into account. The share 
of food expenses in Croatia is the highest among 
non-agricultural and mixed households with higher 
incomes, while the low share of food expenses of 
agricultural households is the result of their low 
incomes and at the same time a high degree of 
natural consumption.

Aan overview based on the available data from 
Eurostat, the European Commission’s databases is 
listed bellow (Eurostat, 2023): 

•	 Production: The European Union produced 
around 200,000 to 250,000 tons of honey 
annually. The main honey-producing countries 
within the EU were Spain, Romania, Hungary, 
Germany, and Greece.

•	 Consumption: EU citizens consumed on average 
around 1.3 kg of honey per year. As mentioned, 
Germany was the leading consumer, followed 
by countries like Franceand Spain.

•	 Imports: The EU imported approximately 
200.000 tons of honey annually, accounting 
for almost 20% of the world’s total honey 
imports. The main countries from which the 
EU imported honey were China, Ukraine, 
Argentina, and Mexico.

•	 Exports: The EU also exported honey, though 
in much smaller quantities compared to its 
imports. The main export destinations were the 
USA, Switzerland, and Japan, among others.

•	 Price Volatility: The honey market in the EU 
experienced price volatility due to factors like 
weather conditions affecting local production, 
changing global market conditions, and 
variations in import levels.

•	 Challenges: The EU honey sector faced 
challenges like declining bee populations, 
pests and diseases affecting bee health (e.g., the 
Varroa destructor mite), and competition with 
cheaper imported honey.

Export costs are high, because honey must be filled 
in so-called euro-barrels (one 300-kilogram barrel 
costs 25 euros), due to transportation costs, and the 
costs of homogenization, i.e. honey quality control, 
amount to 0.2 euros per a kilogram. In order to sell 
honey stocks, beekeepers can increase the direct 
sale of honey, and in connection with this, it is 
suggested that promotional activities on local media 
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be increased, using social networks (Instagram, 
Facebook). The lack of honey on the world market 
is caused by climate disturbances, because it is 
important to have a „clean“environment for this 
traditional agricultural production. It is opinion that 
promoting „clean“environment is an opportunity 
for Croatian honey producers. 

Conception of the marketing mix on the 
honey market

It is believed that it is not possible to expect 
progress in beekeeping if the marketing concept is 
not applied. In order to realize such a concept, it is 
necessary for the state to encourage the adoption of 
a series of measures (Kolega, 1994):

•	 encourage production cooperation for foreign 
markets,

•	 promote the consumption of bee products,
•	 promote beekeeping production due to the 

invaluable benefit of pollination of cultivated 
plants,

•	 encourage large farmers to invest in apiaries 
and credit these investments.

Modern marketing means a business activity that 
connects production with consumption so that 
the needs of society, which appear on the market 
as demand, are maximally, and profitably, met. 
Therefore, the concept of marketing includes 
all activities of the provider from production to 
the market, that is, to harmonize the interests of 
producers and consumers in the best possible way. 
Honey producers must be aware of the fact that 
marketing activity begins before the product is 
created and continues long after its sale, constantly 
pointing out what is happening in the market and 
constantly looking for ways to increase customer 
satisfaction, for which honey is produced. The 
meaning and purpose of marketing as a business 
philosophy can be expressed in different ways, 
but the essence comes down to the fact that the 
buyer-consumer is always in the center of attention. 
It is of particular importance that the honey is in 
accordance with the needs of the consumer, since the 
consumer is in the center of marketing attention, so 
all marketing activities should be directed towards 
him with the aim of satisfying his needs, while at 
the same time making a profit. Such a principle of 

putting the customer before the production itself 
is by far the most logical and profitable way of 
conducting business. The product honey belongs to 
the primary human needs (it has been used as food 
and medicine since ancient times) and to a lesser 
extent to the needs of a higher order (for care and 
beautification of the face and body).

Marketing thinking of honey producers should 
become a necessity in today’s competitive world, in 
which the winners will be:

•	 who carefully analyze the needs of honey 
consumers,

•	 identify their possibilities and
•	 sell type of honey in accordance with consumer 

needs.

Respecting the previous setting, it is believed that 
based on the results of honey market research, it 
is possible to produce honey of the highest quality, 
which, in terms of color, appearance, smell, taste, 
in special packaging with appropriate price and 
promotion, will find safe sales in the country and 
abroad. 

Market research

Globalization has strengthened the flow of 
information and technology across borders 
(Ramanathan et al., 2022). There is no real marketing 
without market research, and the modern economy 
is unthinkable without marketing. Honey suppliers 
should know what the market is looking for, so 
that they do not produce and offer such products 
that do not suit anyone (in terms of properties, 
quantity, or price) and thus becomes economically 
powerless. On the other hand, the honey producer, 
who successfully sells honey, earns income that not 
only covers all production costs (depreciation of 
fixed assets, material and energy costs, and labor 
costs) but also makes a profit.
In order to be able to produce quality honey, which 
the market will accept, beekeepers must rely on the 
information they receive:
•	 by researching the offer (analytically evaluate 

the offer of competitors and their product 
policy),

•	 demand research (recognizing consumer needs, 
their nature and features, purchasing power, 
and motivation, etc.).
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It should be borne in mind that the needs of honey 
buyers are not constant and are subject to change. 
Acknowledging this fact, the question arises as to 
how the consumption habits and priorities of honey 
consumers will develop in the future, especially 
regarding:

•	 desirable quality of honey,
•	 what needs to be done to improve the image of 

domestic honey and reduce imports?,
•	 purchasing habits - will consumers continue to 

buy honey on the “gray” market in the future, 
or will they, with the rise in living standards, 
prefer purchases from highly organized stores?

These and similar questions can only be answered 
by specialized marketing organizations that will 
professionally deal with honey market research. 
Since market segmentation is the most effective 
part of honey consumer analysis in order to discover 
the causes of demand, honey market segmentation 
research can determine consumer needs for each 
market segment. For example, some consumer 
segments will demand more black locust and others, 
like sage honey.

Product as marketing-mix element 

The quality of honey in the conditions of an 
underdeveloped market hardly interested honey 
producers, because consumers did not pay attention 
to these properties. In the conditions of increased 
economic power due to the increase in income, there 
is an unsuspected increase in the quality of honey. 
Honey is a natural product that honeybees obtain 
by processing nectar and honeydew in the honey 
sac. Honey produced from nectar is called nectar or 
floral honey. Honeydew is is the sugar-rich excretion 
produced by a great variety of phloem-feeding 
insects (various types of aphids, scale insects, 
leafhoppers and planthoppers). Honey produced 
from honeybees is called honeydew honey. Bees 
collect nectar or honeydew in nature and bring them 
to the hive in their honey sac. The further procedure 
consists in the fact that the bees deposit nectar or 
honeydew in the cells of the comb, but only up to 
half of the cell so that the excess water from the 
nectar evaporates as soon as possible. Excess water 
is removed by repeatedly transferring it from the 
honeycomb cells, and by aerating the hives. At 
the same time, under the action of transforming, 

the concentration of sugar in the nectar increases, 
which over time leads to thickening of the nectar 
and its transformation into honey. The legal 
requirements include standards and methods for 
the determination of the following quality factors 
of honey: moisture, ash, acidity, HMF, apparent 
reducing sugars, apparent sucrose, diastase activity 
and water-insoluble matter (Bogdanov et al., 1999).  

The color, taste, aroma and texture of honey depend 
on the flower nectar from which it was obtained 
(sage, lime, chestnut, black locust, lavender, thyme, 
sunflower and many other species). For these 
reasons, they are different from location to location. 
With the influence of other plants that bloom at the 
time of the main nectar flow, the color and taste 
vary from year to year even in the same location. 
Honey is not a uniform product, its composition 
changes depending on the composition of the 
raw materials from which the honeybees produce 
honey, depending on the season. The color, aroma, 
structure and quality of honey depend on the source 
of the nectar, as well as on its production. Depending 
on the production, honey can be extracted (obtained 
by centrifugation), melted (obtained by heating 
crushed combs), as honeycomb honey and honey 
with honeycomb pieces. The most important 
market property of honey is the quality of the 
honey, which is measured according to the quality 
of the bee pasture. The quality of Croatian honey 
should be highlighted through the various types of 
honey that can be produced due to our geographical 
location, which offers a range of climate conditions 
from the Pannonian, through mountainous, to the 
Adriatic climatic regions. This diversity in climate 
conditions allows for the production of a wide array 
of high-quality honey, each with its own unique 
flavor profile, making our honey products truly 
exceptional. In conclusion, Croatian honey, shaped 
by the diverse climatic regions of our geography, is 
a testament to the rich and varied natural resources 
at our disposal, setting us apart as a producer of 
exceptional, region-specific honey varieties.

Logistics and distribution of the honey

The task of sales is to sell the produced honey to 
consumers, in this way, by exchanging it for money, 
at the market price, cover the costs, and make a 
profit. In the pre-marketing era, sales had the task 
of selling what was produced and achieving the 
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best possible price. Today in marketing, sales work 
under the assumption that the market has been 
researched, that the products for which there is a 
demand are produced, that the price is regulated 
according to the market and competition and that 
the consumer market is prepared for sales through 
promotion.

Distribution is a set of actions related to the selection 
of delivery channels and the physical delivery of 
honey from the producer to the consumer. The 
system of direct sale of honey is the most important 
sales channel. In such conditions, mistrust develops 
among trade actors, and strong unfair competition 
caused by direct sales occurs. It is believed that 
it is necessary to eliminate the gray economy in 
the sale of honey on the domestic market. In the 
retail sale of honey, in Croatia, in addition to retail 
supermarkets (approx. 50%), retail markets (approx. 
40%) still occupy a significant place, while the 
remaining part of sales takes place through small 
independent retail stores (approx. 10%). In addition 
to direct sales, other honey distribution channels 
are also represented. The next sales channel is 
the sale of honey directly through beekeeping 
centers. The number of sales beekeeping centers 
should be increased so that there is one beekeeping 
center for every 100 000 consumers. Sales stands 
of beekeeping cooperatives sell honey and other 
bee products at cooperative retail market stands. 
(Brščić et al., 2017). Retail stores of macrobiotic 
products with a share of bee products are very 
suitable for selling honey. All products sold in this 
way would have to have a product number created 
and written guidelines for an acceptable product of 
biological production from clean areas. Selective 
sales of quality honey would take place in stores 
for consumption by top consumers. In a special so-
called garden centers, in addition to bee products, 
sell beekeeping tools and supplies. Resellers or 
traders who ship these products to wider retail and 
export also sell honey.

Honey price as marketing-mix element 

From a marketing point of view, the price of 
honey should not behave independently, but 
should be coordinated with other elements of the 
marketing mix (Wu et al., 2015). For example, it 
must correspond to the quality of the honey, it must 
follow the policy of the distribution channels, and 

advertising messages must be appropriate for the 
price of the offer. It should be borne in mind that 
the price of honey significantly affects the level of 
sales. The higher the price, the lower the demand, 
and the lower the price, the higher the demand for 
honey. Honey prices are highly classified, from 
the lowest (like for rape honey) to some types 
of honey, the price in Croatia is 50% higher than 
world honey prices. It is noticed that honey prices 
are too high in stores. Our consumers, especially 
pensioners, cannot buy it because of the high prices 
in stores. In the store you can buy a 900 gr jar of 
honey for 9 EUR. There is the opinion that the 
high margins are unjustified since honey is not a 
perishable commodity. The very fact that the retail 
network earns up to three times more per kilogram 
than the producer does contributes to the decreasing 
consumption of honey in Croatia. Because of this, 
honey is still mostly used as a medicine, and not as 
an equal food product.

Promotion as marketing-mix element on 
honey market

Promotional activities are continuous communication 
processes of exchanging information, messages 
and incentives between the producer and the 
environment for creating a favorable attitude about 
the product. Honey producers can carry out their 
promotion in accordance with their business goals, 
most often through (Šedík et al., 2018): 

•	 economic propaganda - advertising through the 
media,

•	 personal sales - the seller is the basis of 
promotion,

•	 sales promotion - display of goods at exhibitions, 
fairs, and tastings,

•	 economic publicity - by means of articles in 
the press, consultations, public forums and 
lectures, and articles in various publications to 
create a favorable image of the product and the 
manufacturer,

•	 public relations - the manufacturer influences 
public opinion.

It is a fact that the action of promotion can be 
effective only if it works coordinated with other 
marketing functions. For example, if the honey is 
of poor quality, the price is unacceptable on the 
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market, sales and distribution are inappropriate for 
the needs of consumers - promotional activities 
will be ineffective, because promotion cannot 
compensate for the shortcomings of other functions, 
but it can confirm them through promotion, if they 
deserve it with their quality. That promotion with 
an increase in income can have the greatest effect 
on increasing the consumption of honey. Promotion 
can only be achieved by strengthening economic 
entities, which will be able to invest in marketing. 
Likewise, business entities should invest in the 
education of honey consumers, as well as future and 
potential beekeepers. We believe that beekeepers 
must constantly work to strengthen their reputation 
among consumers. It is certain that beekeepers 
must not call their reputation into question with 
unargued and unprofessional statements in public. 
By creating doubts about the originality of honey, 
the already small consumption of honey in Croatia 
is reduced, and the success of businesspersons who 
invest in promotion is made more difficult.

„Slavonski med“ as a form of quality 
standardization – results and discussion

Slavonia, the eastern region of Croatia, has 
maintained beekeeping traditions that span 
centuries. This part of Croatia is characterized by 
pristine natural landscapes, old oak forests, and an 
abundance of floral diversity, all of which contribute 
to the quality of honey produced here (Kraljić, 
2002). The particular climatic conditions and rich 
biodiversity of Slavonia lend its honey a unique 
flavor profile, color, and texture. Predominant 
nectar sources include lime, black locust, chestnut, 
and sunflower, each contributing to distinct varieties 
of Slavonian honey. The label “Slavonski med” 
is not just about geography but also encompasses 
the history, tradition, and skill of Slavonian 
beekeepers. Recognizing its distinctiveness and 
cultural importance, the European Union has 
granted it a protected designation of origin (PDO) 
status (European Commission, 2019). This not 
only safeguards its quality but also ensures that 
the consumers get an authentic product. Slavonian 
honey is not just a sweetener. It boasts numerous 
health benefits, from antimicrobial properties to 
acting as an antioxidant powerhouse. Due to its 
unique flora origin, it contains a range of beneficial 
compounds not found in other honey varieties 
(Matić, 2018). 

In the Official Journal of the European Union, L 17 
of January 23, 2018, the following was published: 
Commission Implementing Regulation (EU) 
2018/95 of January 9, 2018 on the entry of names 
into the register of protected designations of origin 
and protected geographical indications (“Slavonski 
med” - PDO). “Slavonski med” is distinguished 
by its freshness (HMF value max. 16.5 mg/kg) 
and with a water content of up to a maximum of 
18.3%. “Slavonski med” has a pollen spectrum or 
the presence of plant species in “secondary pollen” 
from the families Brassicaceae, Rosaceae and 
Robinia spp. in most single-flowered and multi-
flowered honeys, which is how it differs from 
honey produced in other areas. The characteristics 
of “Slavonski med” are reflected in its physical, 
chemical, melissopalynological and organoleptic 
properties. “Slavonski med” is not subjected to 
intensive heat treatment. It can be decrystallized at 
a maximum temperature of 43 °C, which ensures 
that its properties derive from the specific flora 
on the defined area and thanks to the bees remain 
unchanged. Similarly, “Slavonski med” is jurs 
from the frame without heating, by the centrifuge 
process, must not be pasteurized in order to preserve 
the specified properties (Ministry of Agriculture, 
2023). Each package placed on the market must be 
marked with the logo shown on Figure 1.

The right to use the logo, under equal conditions, 
has all users of the mark that on market a product 
that conforms to the product specification. The logo 
is brown and black, bordered with Croatian braid, 
on the left side above the logo there is a bee. Inside 
the logo on the left side, there is a map of Croatia, 
and on the right side, there is the year 1879 with the 
old coat of arms of Slavonia. In the central place 
of the logo is located woven beehive. In the upper 
part of the logo, the name “Slavonski med”, while 
in the lower part of the logo there are three oak leaf 

Figure 1 „Slavonski med“ label (Ministry of 
Agriculture, 2023)
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(Ministry of Agriculture, 2023). 

Beekeepers in Slavonia continue the 130-year 
tradition of honey production. It usually is “retail” 
honey production to supplement family income in 
rural areas on family farms. During many years of 
beekeeping at in the region of Slavonia, knowledge 
about beekeeping was developed and transferred 
through practice, skills, abilities and knowledge of 
people. That knowledge would not be exactly that 
much if it was not human factors, beekeepers, who 
take care not only of bees, but also of the landscape 
where they are grazing takes place. The bees are 
autochthonous gray bees (Apis mellifera carnica), 
under the Pannonian type, species adapted to 
the climate and relief is another feature of the 
beekeeping sector in the defined area. With using 

this EU label, beekeepers have opportunity to raise 
market share and honey price, so intention is to 
work on education and promotion of customers to 
understand this issue. 

Conclusion 

The paper gives a summary of the application of 
marketing in the honey market. As a guiding idea, 
the aspiration of Croatian honey suppliers to direct 
their efforts towards the market and satisfying the 
demand arising from it stands out. This can only 
be achieved through the application of coordinated 
marketing activities, which allways focus on 
consumers, towards whom they will direct all their 
efforts and resources, all with the aim of satisfying 

their needs and making a profit. Marketing activities are not only the task of beekeepers, but also of 
beekeeping associations, trade, catering and state institutions. Honey suppliers should strive for the idea 
that marketing is not the art of selling honey, but knowing, based on information obtained from the market, 
what kind of honey to produce to meet the needs that arise on the market, using Slavonian honey label. 
Only with such an attitude, they will be able to successfully deal with the challenges of market competition 
in the future.
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pregledni rad

Sažetak

Koliko god je med, osim za prirodnu potrošnju, namijenjen tržištu, hrvatski ponuditelji svoje napore moraju 
usmjeriti prema zahtjevima tržišta. Cilj marketinga je poznavati i razumjeti kupca toliko dobro da mu 
proizvod odgovara i da se sam prodaje. U idealnom slučaju, marketing bi trebao rezultirati kupcem koji 
je spreman kupiti. Koncept marketinga počiva na četiri stupa: ciljno tržište, potrebe kupaca, integrirani 
marketing i profitabilnost. Marketinške aktivnosti nisu misija samo pčelara. Pčelarske udruge, trgovci, 
ugostiteljstvo i država također moraju dati uvid u marketing. Hipoteza ovog rada je da bi hrvatski pčelari 
trebali koristiti istraživanje tržišta kako bi vidjeli koji proizvod kupci žele. Moraju koristiti upravljanje 
marketingom, što je proces planiranja i izvršenja koncepcije, određivanja cijena, promocije i distribucije 
meda i drugih pčelinjih proizvoda za stvaranje razmjene koja zadovoljava individualne i organizacijske 
profitabilne ciljeve. Na kraju, na konkurentnom tržištu EU bilo bi korisno koristiti naziv „Slavonski med“, 
pa su dane ideje kako to uvesti na tržište.

Ključne riječi: med, marketing, standardizacija


