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Economics of Marketing Bee Honey in the
Kingdom of Saudi Arabia

Abstract

Bees' honey is an important agricultural commodity due
to its nutritional and curative benefits. Although bee
honey is well known worldwide, it has a special
recognition in the Kingdom as its benefits have been
mentioned by the holly Quran and Hadeeth. The
kingdom has given great attention to bee honey
producing projects through provision of soft loans and
other production equipments and facilities.

This study aims at analyzing the economics of the
marketing activities of bees' honey in the different areas
of the Kingdom. The economic nature of marketing
activities, multi-market equilibrium and revenue/cost
comprised the major focus of the study.

To achieve its objectives, the study relied on primary
data collected through a questionnaire designed
specifically for this purpose. Owners and directors of
(176) bee honey marketing enterprises in six major
regions in the Kingdom were interviewed. Secondary
data was also obtained from other official sources
including Ministry of Agriculture and Ministry of
Economy and Planning, FAO as well as other sources.
Among the important results obtained by the study, is
that most of the bee honey in Saudi Arabia is imported.
Although local production is found to be increasing,
particularly in Al.Jouf area which produces more than
20% of the total domestic production. Average marketing
costs of honey vary among the different areas with
Jeddah, the major port of the Country, ranking first



because of its geographical location and being the center
of Makkah district. Madina area ranked last with respect
to marketing cost elasticity. This result is attributed to the
religious status being an important Muslims' destination.
Taif, on the other hand, being a strategic summer
recreation area ranked first with respect to marketing
efficiency. Analysis of multi-market equilibrium model
indicated various welfare differences among regions
when changing transaction costs and pricing policies.
Among the bee honey marketing problems, price
variability, source mistrust, transportation and storage
difficulties, competition, debt repayment and honey-
freezing problems were the most important.

Finally, the study recommended organization of
marketing training sessions for the directors of bee honey
marketing enterprises, establishment of bee honey
marketing cooperatives, provision of soft loans and
upgrading consumers awareness of the importance and
benefits of bee honey along with preferable types.



