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4.1: INTRODUCTION  

The marketing concept holds that the key to achieving organizational goals consists in 

determining the needs and wants of target markets and delivering the desired satisfactions 

more effectively and efficiently than competitors  (Kotler, 1991, p. 16).  “There is only one 

valid definition of business purpose: to create a customer. The customer is the foundation of a 

business. Marketing is so basic that it cannot be considered a separate function”- Drucker 

(Carpenter, 2010, pp. 3-6). In Drucker’s view, only marketing and innovation generate 

revenue; all other activities are simply costs. The base of a successful competitive marketing 

strategy is a deep and holistic understanding of customers, their motivation, what they value, 

and how they choose. Many times, individuals and organisations lack sufficient knowledge 

about buyers to create solid foundation for a competitive marketing strategy (Carpenter, 

2010, pp. 3-6). A marketing channel structure (sometimes known as channels of distribution) 

is the set of pathways a product or service follows after production, culminating in purchase 

and use by the final end-user. The appropriate structure responds to an understanding of not 

just what customers want to buy, but how they want to buy. Though distribution channels are 

complex and can change over time, the resulting organisation of channel flows and overall 

channel structure is a key tool in maintaining competitive edge and increasing an institution’s 

profitability (Coughlan, 2010, p. 232). Beekeepers of West Bengal are always concentrating 

themselves in production only. They do not know the marketing strategy, distribution channel 

and other marketing aspects. Cooperative societies are also casual in doing these activities.  

The cooperative societies and mainly the beekeepers do not know where will they sell their 

products and how?  The cooperative societies are not interested about their consumers’ 

desires. They are not also interested about pricing of their product and finding out ways and 

means of selling activities which can generate better margin. They do not like to think about 

product differentiation and even most of the societies do not have any clear idea about retail 

marketing. This study attempts to explore the blurred picture of marketing of apiculture 

product by the cooperative societies of West Bengal.  

4.2: DIFFERENT MARKETS 

Raw honey, which is made by little honey-bees, is collected by the beekeepers from their 

bee-boxes. For producing enough honey and for reducing the span of feeding period (period, 

mainly rainy season, when food like sugar syrup has to be given into the bee-box to keep bees 

alive, not to collect honey) beekeepers try to move with their moveable frame hives in 
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different fields of flowers of different districts of West Bengal. It is very difficult as well as 

adventurous job for a beekeeper. Most of beekeepers directly or indirectly are trained by the 

cooperative societies of West Bengal. They are always harassed by policemen, landowners, 

local club, forest committee, farmers and even middlemen during migration of bee-hives and 

collection of honey. Some of beekeepers get them registered with the co-operative societies 

and others are not. Beekeepers have willingness to sale their honey to their mother 

organizations from where they get training or they get membership. But considering the said 

harassments and cooperative societies’ activities they sale their honey mostly at site.  

Collected honey is generally sold in two different markets. They are - 

 At site 

 At the doors of organisations  

4.2.1: At Site 

Most of the times, honey is sold at the site of collection. Out of total production of 

beekeepers in West Bengal, 90% of raw honey is sold at site. In respect of volume this 

market (at site) is the biggest market of honey within the state. Middlemen are the main 

purchasers of this market. The Figure 4.1 shows, 90% of ‘at site sold honey’ is purchased by 

middlemen. End user (mostly local people of site area), land-owners/ local clubs and others 

are sharing 1%, 4% and 4% respectively in ‘at site market’. Though the beekeepers get 

initiation from cooperative societies directly or indirectly, they sell honey to the cooperative 

societies in this market is only 1% of the production of beekeepers. 

4.2.2: At the Door of Organisations 

There is no specific ‘honey market’ in West Bengal. Beekeepers, mainly who are registered 

members of the co-operative societies and other associations, both sale their honey to their 

mother co-operative societies or associations. Beekeepers bring their produces at the purchase 

counter of these organizations and sale their honey to the organizations. Out of whole 

production of beekeepers in West Bengal, only 10% of raw honey is sold at the door of 

organizations. The Figure 4.1 also shows, 60% of ‘at the door of organizations sold honey’ is 

purchased by other organizations. Beekeepers sell honey to the cooperative societies in this 

market is 40%. 

4.3: DIFFERENT DISTRIBUTION CHANNELS 

Many individuals and bodies exist in between producers and customers. They are- 
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 Middlemen 

 Cooperative societies 

 Others  

 Land-Owners / Clubs etc. 

 End Users 

 Companies / Agencies 

4.3.1: Middlemen 

Middlemen plays vital role in these marketing activities. They purchase honey not for their 

own consumption but for selling it to various enterprises to earn profit. They earn profit, 

which is above the normal profit. The middlemen take the advantage of differential price of 

unorganized and organized markets. They control the price and weight of honey for their 

vested interest and prevent direct and close touch between the producer and consumer. The 

poor producers are the actual pillars in the field and form the basic unit or the very backbone 

of the apiculture activities. But they are always indebted to the clever middlemen. They are 

becoming disinterested in honey producing/colleting because of this unhealthy marketing of 

honey. The middlemen exploit producers by taking honey without giving them genuine price. 

Many a time producers are forced to sell their product (honey) to the middlemen at cheaper 

rate. Reasons for these are 

i) Beekeepers get financial support from the middlemen. 

ii) Beekeepers do not have any knowledge –where to sell? 

iii) Beekeepers do not have any knowledge –how payments are to be collected from 

co-operatives or others? 

iv) Beekeepers want to avoid transportation activities but at the same time 

middlemen has own transport facilities or middlemen can hire any transport for 

bulk quantities and get large-scale benefits. 

v) Sometimes it is found that middlemen themselves are big beekeepers. 

vi) All beekeepers are not registered members of the existing co-operative societies. 

vii) Beekeepers do not want to bear storage burden. For this reason they want to sale 

their produces at field as early as possible. 

viii) Middlemen give support to save from harassments or give promise to stop any 

harassment which has been happening by them. 



279 
 

The Figure 4.1 shows, 90% of 90% of total production of honey of beekeepers in the state are 

purchased by middlemen. That is out of 100 kg of honey produced, in West Bengal, by 

beekeepers, middlemen purchase 81 kg.  

4.3.2: Cooperative societies 

There are only seven co-operative societies in West Bengal. They are - 24 Parganas 

Beekeepers’ Co-operative Society Ltd., Baruipur Apiculture Industrial Co-operative Society 

Ltd., Midnapore Beekeepers’ Khadi & Village Industries Co-operative Society Ltd., 

Bishnupur Subdivision Beekeepers’ Women Cooperative Society Ltd., Solo Mile 

Moumachhipalan Shilpa Samabaya Samity Ltd., Malda Bee-Keeping and Honey Processing 

Industrial Cluster Co-operative Society Ltd. and Jalpaiguri District Bee Keepers Co-

operatives Society Ltd. Their registered beekeeper members are 338, 17, 161, 106, 19, 700 

and 230 respectively (Annual Report, 2012-13). There is enough possibility to increase the 

number of members. But the need of increasing the number of members has not been 

conceptualized by the management of the co-operative societies for a long time. On the other 

side all beekeepers do not sell their total collections to their respective co-operative societies. 

They are interested to sell it to the middlemen for few reasons, which are discussed earlier. 

From the Figure 4.1 it is seen that the co-operative societies of West Bengal purchase honey 

of beekeepers from ‘at site market’ and from ‘at the door of organizations market’ are 1% of 

“at site market sold honey’ and 40% of ‘at the door of organizations market sold honey’ 

respectively. Since ‘at site market’ is biggest market i.e. 90% of total sales and cooperative 

societies’ participation is very poor (1%) in this market, so it is noticed that cooperative 

societies are in major trouble for collecting raw honey even form their trained and registered 

members beekeepers. It is also to be noted that cooperative societies also purchase honey 

from middlemen. Most of these middlemen, from which cooperative societies collect honey, 

are big and experienced former beekeepers. Cooperative societies purchase from the 

middlemen around 2% of total honey sold by the middlemen.  

4.3.3: Others 

           In West Bengal honey market ‘Others’ includes many organizations specially 

Lokosiksha Parishad of Narendrapur Ramakrishna mission (South 24 Parganas), West Bengal 

Beekeepers’ Association (North 24 Parganas), few retailers and other societies other than 

beekeeping societies whose activities concerned with mainly rural development, livelihood 
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FIGURE 4.1: PROCEDURES OR BEEKEEPERS’ HONEY SOLD AT SITE AND AT THE DOOR OF ORGANISATIONS 

 

                 
Source: Field Survey 2013-14  
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development and women empowerment etc. The Figure 4.1 shows that ‘Others’ purchase 

honey of beekeepers from ‘at site market’ and from ‘at the door of organizations market’ are 

4% of ‘at site market sold honey’ and 60% of ‘at the door of organizations market sold 

honey’ respectively. They also purchase honey from middlemen around 8% of total honey 

sale of middlemen.  

4.3.4: Land-Owners / Clubs 

It is unfortunate for Indian beekeeper that they have to pay some money or honey to the land-

owners, farmers, local club or such body. Otherwise they cannot keep their colonies in such 

areas. Poor beekeepers think that honey payment is easier than money payment. They have to 

give their honey in exchange of getting permission to stay in that area. The Figure 4.1 shows 

that they purchase honey from beekeepers in this way around 4% of ‘at site market sold 

honey’. 

4.3.5: End Users 

End users are the ultimate consumers. They consume honey for their personal uses. All raw 

honey, whether processed or not, ultimately goes to these end users through various 

distribution channels either to be used as honey or as ingredient of other industrial products. 

But here end users directly purchase honey from the beekeepers. They consume this raw 

honey and the price becomes very cheaper than processed and packaged honey. The end 

users are generally local people who live in adjacent area of fields where bee-colonies are 

kept. They do not harass the beekeepers. They request the beekeepers to sell honey to them. 

If beekeepers agree to sale, then they can purchase honey. Quantity of sale of this honey is 

very small amount. The Figure 4.1 shows that they purchase honey from beekeepers around 

1% of ‘at site market sold honey’. 

4.3.6: Companies / Agencies 

Companies and agencies are the main purchasers of raw honey. They purchase this raw 

honey for processing, grading, labeling or packaging to sell it through their own distribution 

system in small quantity (generally 1kg, 500gms, 250gms, 200gms, 100gms or 50gms) with 

their own brand names. They are also using honey  as a raw material of their industries like 

pharmaceutical, cosmetic, confectionery, bakery and wine industries or selling it to other 

companies, agencies and export houses. They are the main developers of this industry. 
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Through their efforts demand of honey is increasing every day. Their advertisement 

techniques trace significantly on the mind of prospective consumers. Through their efforts 

demand for honey expands from medicinal use to regular kitchen item or even the use of a 

beautification element. They spent huge amount of money for processing, storing, grading, 

packaging, selling & distributing and even advertising. The Figure 4.1 shows that they 

purchase honey from middlemen around 90% of ‘middlemen sold honey’ i.e. around 72.90% 

of total production of beekeepers in West Bengal. The bad thing is that they use middlemen 

for collecting raw honey. Middlemen are empowered by these organizations. For these 

reasons middlemen create unhealthy and unethical competition with the cooperative societies. 

Middlemen are not well trained about this industry. Hence, they cannot keep standard or 

qualities of the products. Cooperative societies are always trying to maintain the standard or 

qualities of the product of the apiculture industry. But to collect honey these empowered 

middlemen always want to catch the beekeepers even those who have been trained from 

cooperative societies by the frightening or alluring them. 

4.4: DIFFERENT CUSTOMERS 

 Two types of customers are there. They are- 

 Small purchaser and 

 Bulk purchaser 

4.4.1: Small Purchaser 

 Small purchaser mean purchaser who purchases in small quantity generally in1kg, 500gms, 

250gms, 200gms, 100gms or 50gms of honey. Demand for even 5gms of honey  has come 

from the  market. They take honey directly for consumption as food, medicine, beauty-care, 

religious or other purposes. Few customers are there who collect honey for these purposes 

from ‘at site market’ (Figure 4.1). Remaining small quantity purchasers depend on retail-

shops or sales counters of different organizations for their consumption. Total marketing 

processes ultimately end with these small purchasers. 

4.4.2: Bulk Purchaser 

Bulk purchasers purchase honey in bulk amount (usually in Tonne) to use it as a raw material 

of their industries like pharmaceutical, cosmetic, confectionery, bakery and wine industries. 

Sometimes they are big FMCG (Fast Moving Consumers Goods) Companies. This FMCG 
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Companies purchase this raw honey for selling of processed honey in small quantities with 

their own brand names. Few agencies are there who purchase bulk quantities of honey to sell 

it to other companies, agencies and export houses. They collect bulk quantity of honey from 

middlemen, cooperative societies, agencies, companies or others. 

4.5: TYPES OF HONEY MARKETED IN WEST BENGAL 

Honey bees are moved up upon a variety of Flowering plants and fruit trees by the Bee 

keepers. Types of honey depend on the variety of flowering plants. Few varieties of Honey 

are produced in West Bengal like Eucalyptus, Mustard, Mangrove, Coriander, Til and Kala 

Zeera etc. But separate floral variety is not maintained properly. All are mixed together 

ultimately. There is a possibility to segregate the different types of honey and to market it. 

Actually two types of honey are marketed in West Bengal one is unprocessed i.e. raw honey 

and other is processed honey.  

4.5.1: Unprocessed 

It is raw honey which is collected by the beekeepers from their bee-colonies. Most of the raw 

honey is sold at site. Beekeepers do not process the raw honey. Middlemen also do not 

process the raw honey. Some amount of raw honey is demanded by various industries. 

Maximum portion of honey marketed by cooperative societies is unprocessed. Small quantity 

packaged honeys are retailed in shops, which are processed. Since average retail marketing of 

honey through all cooperative societies is very minimum, the cooperative societies of West 

Bengal are sell maximum amount of raw honey (Table 4.1).    

4.5.2: Processed 

Moisture, pollen, pesticide, yeast cells, particulate material, extraneous solids like various 

things remain in raw honey. To remove these things processing is required. Moreover, 

‘Agmark’ is introduced to identify standard quality of honey and ensure that the moisture 

content is not over a tolerable limit. Processing is very much needed for raw honey to 

maintain the quality of honey. In practice purchasers purchase raw honey from beekeepers 

and sell it to other concerns either processed or in raw form.  
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 4.5.3: Normal Losses 

A few cases of normal loss occur in the process of making quality honey. Moisture, pollen 

and pesticide like various things remain in the raw honey. In order to reduce these elements 

and to maintain ‘Agmark’ standard, cooperative societies, companies and others do few 

treatments to convert raw honey into quality honey. The honey loses its weight and normal 

loss occurs.  

4.6: MARKETING ACTIVITIES OF COOPERATIVE SOCIETIES  

Figure 4.2 depicts that how cooperative societies purchase raw honey and sell it to others. In 

the figure 100kg is taken as a quantity of raw honey, which is produced in West Bengal by 

the beekeepers, for easy representation and quickly conversion in percentage. Out of 100Kg 

production of raw honey by the beekeepers, cooperative societies of the state collect only 

6.52Kg of raw honey. Out of which, they collect 4.90 kg from beekeepers directly and 

1.62Kg from middlemen. Out of directly collected honey from beekeepers, 0.90Kg is 

collected from field and 4Kg from its own office. So it is clear that cooperative societies are 

not in close touch with the beekeepers. Middlemen have caught the gap between beekeepers 

and cooperative societies. Out of this 6.52Kg total collected honey of cooperative societies, 

0.62Kg has been processed and remaining 5.90Kg remain unprocessed. The unprocessed 

honey is sold out in bulk quantity mainly to the other companies or other industries. The 

processed honey is sold out in two different ways. One is in bulk quantity to other companies 

or other industries. Other is sold out (retail sales) in small package with cooperative societies’ 

own mane or brand name. Brand name of retail package honey of 24 Parganas Beekeepers’ 

Co-operative Society Ltd. is "AMRIT", Baruipur Apiculture Industrial Co-operative Society 

Ltd. is "REGAL HONEY", Midnapore Beekeepers’ Khadi & Village Industries Co-operative 

Society Ltd. is "MODERN APIARY HONEY", Bishnupur Subdivision Beekeepers’ Women 

Cooperative Society Ltd. is "TDL MALLABHUM APIARY HONEY" and Solo Mile 

Moumachhipalan Shilpa Samabaya Samity Ltd. is "DEW DROP HONEY". Malda Bee-

Keeping and Honey Processing Industrial Cluster Co-operative Society Ltd. does not sale in 

small package. Recently they propose to sell small quantity in a new brand name. The 

proposed brand name is "GOUR BANGA HONEY". Jalpaiguri District Bee Keepers Co-

operatives Society Ltd. sells its product in small quantity under its own name but its total 

sales volume is very poor. Table 4.1 shows that how much amount of honey every 

cooperative society processes and sells. It is noticed in Table 4.1 that in 2012-13, 24 Parganas 
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BEEKEEPERS’ PRODUCTION OF HONEY IN WEST BENGAL 
 ( IF 100Kg) 

FIGURE 4.2: MARKETING ACTIVITIES OF COOPERATIVE SOCIETIES OF 
WEST BENGAL  

 

 

 

 

 

 

 

 

 

 

  

Source: Field Survey (2013-14) 
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Beekeepers’ Co-operative Society Ltd., Baruipur Apiculture Industrial Co-operative Society 

Ltd., Midnapore Beekeepers’ Khadi & Village Industries Co-operative Society Ltd., 

Bishnupur Subdivision Beekeepers’ Women Cooperative Society Ltd.  and Solo Mile 

Moumachhipalan Shilpa Samabaya Samity Ltd. have processed 80%, 60%, 60%, 50% and 

10% of their total collected raw honey respectively. Malda Bee-Keeping and Honey 

Processing Industrial Cluster Co-operative Society Ltd. has not processed any raw honey 

during this study period (1998-99 to 2012). This society sells 100% unprocessed honey in 

bulk quantity to others.  On the other hand, Jalpaiguri District Bee Keepers Co-operatives 

Society Ltd. processes 100% of their total collected raw honey and sells it in retail market 

mainly in different fairs, festivals and exhibitions. It is also noticed in Table 4.1 that in 2012-

13, 24 Parganas Beekeepers’ Co-operative Society Ltd., Baruipur Apiculture Industrial Co-

operative Society Ltd., Midnapore Beekeepers’ Khadi & Village Industries Co-operative 

Society Ltd., Bishnupur Subdivision Beekeepers’ Women Cooperative Society Ltd.  and Solo 

Mile Moumachhipalan Shilpa Samabaya Samity Ltd. have sold in retail 30%, 20%, 60%, 

50% and 10% of their total collected raw honey respectively.  Where, Malda Bee-Keeping 

and Honey Processing Industrial Cluster Co-operative Society Ltd. has not involved in retail 

marketing, Jalpaiguri District Bee Keepers Co-operatives Society Ltd. has involved itself in 

retail marketing with 100% of their total honey. Since production of Malda Bee-Keeping and 

Honey Processing Industrial Cluster Co-operative Society Ltd. is remarkably high that is 

84.11% (comparing production of other cooperative societies in West Bengal). It’s 

processing and selling nature has a great impact on the nature of all cooperative societies of 

west Bengal. Hence, average processed retail market, average processed bulk market and 

average unprocessed bulk market of all the cooperative societies of West Bengal taking 

together are 4.09%, 5.36% and 90.54% respectively. Since, total raw honey collection of all 

beekeeping cooperative societies of West Bengal is only 6.52% of total honey production of 

West Bengal produced by the beekeepers; it is found that the processed honey by all 

beekeeping cooperative societies of West Bengal is only 0.62% of total honey production 

produced by the beekeepers of West Bengal and the unprocessed honey by all cooperative 

societies of West Bengal is only 5.90% of total honey production produced by the beekeepers 

of West Bengal (Figure 4.2). It is also noticed that maximum portion of raw honey remains 

unprocessed and sold in bulk. But it is profitable to the Beekeeping cooperative societies of 

West Bengal to sell honey in small quantity and obviously after processing.   
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TABLE 4.1: PRODUCT DIFFERENTIATION ACTIVITIES BY THE COOPERATIVE SOCIETIES OF WEST BENGAL  

(Unit in %)

R
et

ai
l (

x)

B
u

lk
 (

y)

T
ot

al
 (

x+
y)

1 24  PARGANAS BEE-KEEPERS' CO-

OPERATIVE SOCIETY LTD. 30 50 80 20 1.81 54.44 90.73 145.17 36.29

2 BARUIPUR APICULTURE INDUSTRIAL 

CO-OPERATIVE SOCIETY LTD. 20 40 60 40 11.14 222.79 445.59 668.38 445.59

3 MIDNAPORE BEEKEEPER'S KHADI & 

VILLAGE INDUSTRIES CO-OPERATIVE 

SOCIETY LTD. 60 0 60 40 1.86 111.49 0.00 111.49 74.33

4 BISHNUPUR SUB-DIVISION BEE-

KEEPER'S WOMEN CO-OPERATIVE 

SOCIETY LTD. 50 0 50 50 0.25 12.44 0.00 12.44 12.44

5 SOLO MILE MOUMACHI PALAN SILPA 

SAMABAY SAMITY LTD. 10 0 10 90 0.83 8.25 0.00 8.25 74.28

6 MALDA BEE-KEEPING AND HONEY 

PROCESSING INDUSTRIAL CLUSTER CO-

OPERATIVE SOCIETY LTD. 0 0 0 100 84.11 0.00 0.00 0.00 8411.33

7 JALPAIGURI DISTRICT BEE KEEPERS 

CO-OPERATIVE SOCIETY LTD. 100 0 100 0 0.00 0.00 0.00 0.00 0.00
Total (All Cooperative Societies in West 

Bengal) ∑(f)=100 ∑(fx)=409.42 ∑(fy)=536.32 ∑(f(x+y))=945.74 ∑(fz)=9054.26

MEAN % of All Cooperative Societies in West 

Bengal 4.09 5.36 9.46 90.54

NAME OF THE SOCIETYSl.No.

fx fy f(x+y) fz

Processed Share in 

Total 

Cooperative 

Societies' 

Production 

(f)U
n

p
ro

ce
ss

ed
 (

z)
 

[B
u

lk
]

 
                                                                                                                          Source: Cooperative Societies Survey (2012-13) 
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4.7: MAXIMUM RETAIL PRICE OF APICULTURE COOPERATIVES’ HONEY  

Table 4.2 shows the MRPs of packaged honey of apiculture cooperative societies of West 

Bengal during 2012-13. Out of these seven apiculture cooperative societies only five 

apiculture cooperative societies have their own brands. It has been discussed earlier Malda 

Bee-Keeping and Honey Processing Industrial Cluster Co-operative Society Ltd. has not 

involved in retail marketing and Jalpaiguri District Bee Keepers Co-operatives Society Ltd. 

has not any brand. Jalpaiguri District Bee Keepers Co-operatives Society Ltd. has been 

selling their product with their society’s name. It’s total volume is also very poor. This 

society actually retails its product in different exhibitions, trade fair and festivals in irregular 

manner. This society has no pricing policy. Table 4.2 shows MRPs of remaining five 

apiculture cooperative societies relating to the year 2012-13. Price of "AMRIT" brand honey 

of 24 Parganas Beekeepers’ Co-operative Society Ltd. is the highest. 24Parganas Beekeepers’ 

Co-operative Society Ltd. has been trading for long time in this business. Then the price of 

“TDL MALLABHUM APIARY HONEY" brand honey of the only women apiculture 

cooperative societies in West Bengal comes. There are Six types of packet are available in 

market of these apiculture cooperative societies. 250 Grams packet is not marketed by 

Midnapore Beekeepers’ Khadi & Village Industries Co-operative Society Ltd. ("MODERN 

APIARY HONEY") and Bishnupur Subdivision Beekeepers’ Women Cooperative Society 

Ltd. ("TDL MALLABHUM APIARY HONEY"). Similarly, 200 Grams packet is not 

marketed by 24 Parganas Beekeepers’ Co-operative Society Ltd., Baruipur Apiculture 

Industrial Co-operative Society Ltd. ("REGAL HONEY") and Solo Mile Moumachhipalan 

Shilpa Samabaya Samity Ltd. ("DEW DROP HONEY"). But 50 Grams honey packet is 

retailed only by Baruipur Apiculture Industrial Co-operative Society Ltd. Table 4.2 shows  

per Kg average MRP of each apiculture cooperative society. First of all, market available 

quantities of honey of each apiculture cooperative society have to be added to arrive at total 

of quantities (b) and then all respective MRPs have to be added to arrive at total of MRPs (a). 

After dividing (a) by (b) and then the result is multiplied by 1000, per Kg average MRP of 

each apiculture cooperative society can be ascertained. 

4.8: IN CHANNEL ACTIVITIES AND EARNINGS   

It is noticed that in cooperative marketing channel four parties have been doing various 

important jobs to bring the final product into the bag of end-user for long time and for these, 
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they make few earnings. Table 4.3 shows the activities of these parties and their earnings. 

The four parties are  

 Beekeepers 

 Middlemen 

 Cooperative Societies and  

 Retailers 

TABLE 4.2: MRPs OF PACKAGED HONEY OF APICULTURE COOPERATIVE 
SOCIETIES OF WEST BENGAL IN 2012-13 

(Unit in Rs.) 

Quantity 
(in 
Grams) 

AMRIT 
REGAL 
HONEY 

DEW 
DROP 
HONEY 

MODERN 
APIARY 
HONEY 

TDL 
MALLABHUM 
APIARY 
HONEY 

Beekeeping 
Societies’ 
Per Kg 
Average 

1000   240.00    183.00    180.00        200.00               220.00    

500   130.00    106.00      95.00        100.00               115.00    

250     80.00      67.00      50.00                -                        -      

200           -              -              -            40.00                 55.00    

100     52.00      34.00      30.00          20.00                 30.00    

50           -        24.00            -                  -                        -      

Total of 
MRPs (a)   502.00    414.00    355.00        360.00               420.00    
Total of 
Quantities 
(in 
Grams) 
(b) 1850 1900 1850 1800 1800   

Per Kg 
Average 
MRP 
(a/b)X1000) 271.35 217.89 191.89 200.00 233.33 222.89 

Source: Market Survey 2013-14 

4.8.1: Beekeepers 

Beekeepers are moving around the different fields of the state and even outside the state. 

They stay at a particular field around 15 to 60 days. Throughout the year they move with their 

bee-colonies for collecting honey except three months (almost from middle of July to Middle 

of October) during rainy season. These three month they stay at home and for providing 

artificial feeding to the bees they supply sugar syrup, vitamin etc. A few beekeepers move 
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with their bee colonies to different fields to provide pollens to these little insects for avoiding 

artificial feeding. Hence, these beekeepers are engaged in their beekeeping profession almost 

throughout the year. It is found that if beekeepers want to sell honey to their mother 

organization, they normally sell their product after holding of 45 days in stock (Table 4.3). 

For collection of one kilogram honey Rs.55 is needed for cost. They sell one kilogram at Rs. 

100 making, profit per kilogram of Rs. 45. So per day of holding, profit earning capability 

from one kilogram of honey of a beekeeper is Re.1.  

4.8.2: Middlemen 

Beekeepers are moving around the different fields of the state and even outside the state. 

Middlemen always follow the path of these beekeepers with a target to catch all the honey 

produced by these beekeepers. Middlemen always make themselves get in touch with the 

beekeepers, they hear the problems of the beekeepers and try to solve them immediately. The 

problem may be financing, storing, transporting and even medical problem of beekeepers as 

well as bees. Sometimes middlemen provide them groceries at field at wholesale rate on 

weekly basis. If beekeepers sell honey to the middlemen, they can be able to make a situation 

of stock out (not sell out) their product after holding it for one week in stock. But payment is 

made by these middlemen after around 45 days. Beekeepers are interested in stock out honey 

to the middlemen to avoid storing problems in fields. On the other hand middlemen have own 

storing and transport facilities. By Middlemen can collect and club the entire honey of 

beekeepers from different fields by using such facilities. A Middleman knows that where this 

honey can be sold. Sometimes middlemen just transfer honey from beekeepers’ tent to 

warehouse of different companies and by doing this they get commissions. In recent decade it 

has been found that some companies’ empty buckets are kept by these middlemen in the 

beekeepers’ tent and those buckets are transferred to the companies’ warehouses again after 

filling honey. Table 4.3 shows that average holding period of these middlemen is only three 

days. Here they get Rs. 10 per kilogram for only three days holding. The average earnings per 

day of holding per kilogram of honey is Rs. 3.33, the highest earnings among the four parties 

(i.e. beekeepers, middlemen, cooperative societies and retailers).   

4.8.3: Cooperative Societies 

Beekeeping/apiculture cooperative societies are the societies of the beekeepers, for the 

beekeepers and by the beekeepers. But now a gap is created there in between the beekeepers 
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and apiculture cooperative societies. The business of apiculture cooperative societies is alive 

on the trust of very few beekeepers members. Only 4.9% honey of beekeepers are came to the 

apiculture cooperative societies directly. These societies earn Rs 10, Rs.50 and Rs. 55 from 

unprocessed, processed bulk and processed retail sales of honey respectively (Table 4.3). 

Societies’ income can be reduced by Rs. 20 per kg if they purchase honey from middlemen. 

Sometimes societies purchase raw honey from middlemen. In this case, societies earn Rs.30 

and Rs. 35 from processed bulk and processed retail sales of honey respectively. They cannot 

sell unprocessed honey after purchasing from middlemen in that case loss of Rs.10 may 

occur. Therefore, apiculture cooperative societies have to increase the relationship with 

beekeepers and must try to increase the ‘sale’ of processed honey for perpetual succession. 

Apiculture cooperative societies do the works relating to storing, processing & grading, 

packaging & transporting. Besides, they do other activities like research & development and 

advertisement & training etc. for the development of apiculture industry. Their average 

period of stock holding is 30days. . The average earnings per day per kilogram of honey are 

Rs.0.33, Rs.1.67 and Rs.1.83 for unprocessed, processed bulk and processed retail honey 

respectively. 

4.8.4: Retailers  

Retail sales of apiculture cooperative societies’ honey are not good. Popular brands like 

Dabur takes the lion share of retail marketing. Most of the customers believe that Dabur 

honey is the best. Apiculture cooperative societies’ face acute problems to sell honey in retail 

market under this condition. Actually, for long time the apiculture cooperative societies 

cannot concentrate their works in this market. Till date they only receive the government 

grants or subsidies and want to recover day to day expenditure only. But new way has come 

to concentrate this area of marketing. The apiculture cooperative societies mainly retail their 

products in fair and exhibitions. Their products are also retailed by government department 

through their shops and from cooperative societies own registered office’ counters. Some 

retailers buy honey for their own interest and keep it in their own shops.  Apiculture 

cooperative societies give 10% to 20% commission on MRP to retailers. But, the retailers do 

not want to keep the societies’ honey in their shops. Because stock turnover period for 

amount of sufficient demand in the market is around 120 days (considerably long).   The 

average earning per day per kilogram of honey becomes Rs.0.28 in retail market. 

 



292 
 

TABLE 4.3:  IN CHANNEL ACTIVITIES BY DIFFERENT SECTORS AND THEIR 
EARNINGS   

 
Source: Market Survey 2013-14 

4.9: MIDDLEMEN’S EXPLOITATION 

 Table 4.3 shows that the beekeepers earn revenue at low rate (Re.1), whereas, middlemen 

earn at the highest rate (Rs.3.33). The beekeepers’ jobs are tougher than others. Actually, 

they are deprived by others, mainly by middlemen. If beekeepers get such (discussed earlier) 

facilities from societies, can sell their honey directly to the co-operative societies. Then they 

can earn better than selling honey to the middlemen by price negotiation with their societies. 

In the long run both cooperative societies and beekeepers will be benefited. Member-

beekeepers can also earn better dividend from the societies. Beekeepers create the beekeeping 

cooperative societies. But the middlemen use the beekeepers for their own interest by making 

‘benefit traps’ for the beekeepers and also by harassing and frightening the beekeepers. The 

co-operative societies have the mechanism of making processed honey. On the contrary 

middlemen have no such mechanism to do so. If the co-operative societies can concentrate on 

sell of processed honey, then beekeepers as well as the co-operative societies can get more 

revenue. But due to ignorance of beekeepers and unconsciousness attitude of the cooperative 

societies, beekeepers cannot sell their honey to the co-operative societies and are 
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continuously deprived by the middlemen. The middlemen do some disservices like the 

following: 

 Prevent direct or close touch between the beekeepers and the co-operative societies. 

 Ignore the actual trend of the market by manipulative devices. 

 Bring about mal-adjustment between demand and supply with a profit motive by 

hoarding and other means. 

 Take undue advantages of the illiteracy and simplicity of the majority members of 

the co-operative societies in the state. 

 Create artificial local problems like club donation, police harassments etc. and 

provide measures for solving the problems. 

 Show muscle power or artificial friendship.  

 Control the supply by their clever methods of cornering and by other sly means and 

thus creates an unhealthy atmosphere in the marketing activities by creating 

artificial scarcity, rocketing prices and black markets etc.  
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