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ABSTRACT

In this paper, we review the honey global market using statistics FAO repositories from 2009 to 2018. We
analyze the macro competitiveness in the honey international commerce, which is related with the trade
practices of main exporter countries and how Mexico is compared with them. This paper shows a growth
in honey production and commercialization. We also show the emerging of new countries as important

producers, which increases commercial dynamism.
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INTRODUCTION

Beckeeping is a productive activity that is developed throughout the world
due to the multiple benefits it offers both for the consumption of honey and for
the pollination of crops, as well as the obtaining of other products. This profession
can be complemented with other agricultural and livestock practices; however, the
main objective of beekeepers is the production of honey for self-consumption or for
marketing, being an activity with strong local roots.

Half of the honey produced in Mexico is destined for bulk export, the second
destination is the national agroindustry, and a smaller amount is sold to the final
consumer. The Mexican honey that is exported competes in price with honey from

China and Argentina; however, the quality of Mexican honey has allowed it to position
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itself in the German market. However, the honey market is experiencing important
changes such as the incorporation of new honey producing powers.

In the current scenario thatinvolves the production, marketing and consumption
of honey in the world, Mexico seems to place as its best positioning strategy the over-
enjoyment of comparative advantages, without considering the new market signals that
make visible the importance of meeting the achievement of greater competitiveness.

Honey production is inserted in the national rural sector in structural terms as an
economic activity that has certain comparative advantages for its better development,
which allow it to improve its productivity in a commercial environment that has been
internationalized for several decades.

Comparative advantages are not enough to build a more competitive productive
sector in the international market. First, productive trajectories of continuous change
must be established, which in addition to improving productivity seek to obtain greater
quality and safety of the product. Secondly, you must know and understand the market
in which you are participating, as well as your competitors.

To contribute to the study and characterization of the international honey
market, the objective of this work is to measure the market share of the main honey
exporting countries and analyze the performance of some of their honey marketing
practices. that result in an increase in its competitiveness in international trade, through
the formulation and measurement of participation indicators in the international
market to determine the international context in which Mexico is inserted. The study

period covered the period from 2009 to 2018.

THEORETICAL FRAMEWORK
Honey production worldwide

In 2018, global honey production was 1,851,541 tons, half of this was
concentrated in five countries: China, Turkey, the United States of America (USA),
Ukraine and Argentina. The honey market is highly open since the main consumers
have inefficient production to satisfy their internal demand and the main producers
have low per capita consumption, therefore, there is an interrelation between exporting
countries and consumers. Countries such as Spain, the USA and Russia have what is
necessary to produce honey, however, they have more imports because they decide
to allocate their resources to other activities, for example, grains, cereals, fruits and
vegetables, as is the case. from the USA (Macias, 2010).

In this regard, it is important to note that the production of honey is a direct
function of the quantity and quality of the natural resources of the producing region

and according to the theory of comparative advantage proposed by David Ricardo
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(1817), a nation will allocate its resources towards that activity in which it turns out to
be more efficient and productive, and will choose to import goods whose opportunity
cost is higher than its import cost (Krugman ez al, 2013). These advantages, with the
support of advanced technology, new consumption patterns, and greater awareness
of the use of natural resources, tend to exceed the limit imposed by the natural
attributes they possess, thus evolving towards the stage of competitive advantages

(Inter-American Institute for Cooperation on Agriculture [IICA], 1999).
Competitiveness as a factor of change

Krugman (1994) points out that it is incorrect to define competitiveness in the
same way for a nation as for a company. Thus, when addressing the topic, he explains
that a company is not competitive when its position in the market is unsustainable,
and that unless it improves in generating value, it will go bankrupt. While countries
may or may not be satisfied with their economic management, but they do not go
bankrupt. In this framework, Chesnais (1986) and Rodriguez (1999) point out that
competitiveness is “the ability of a country (or group of countries) to face competition
at a global level: considering both its capacity to export and sell in external markets
and to defend the domestic market from excessive import penetration.” The latter
also adds that international competitiveness is a sharing term, since one cannot speak
of the competitiveness of a nation if it is not in relation to the behavior of its rivals.

Porter (1991a) in his publication the competitive advantage of nations explains
that the competitiveness of a nation is based on its productivity, and that competitive
advantage arises fundamentally from improvement, innovation and change, and
indicates that as regards There are two basic types of competitive advantage that
the company can possess: low costs and differentiation. In this regard, he explains
that cost leadership is obtained when economies of scale are achieved, proprietary
technology is developed and preferential access to suitable raw materials is obtained.
For its part, differentiation is achieved through the product itself, the management
of a continuous delivery system and the application of an ingenious and persistent
marketing approach, among other strategies.

The IICA (2000) points out that a nation favors the competitiveness of its
products through production subsidies and activity protection, and through the
collection of import tariffs. This type of competitiveness is known as “spurious” or
passive competitiveness, defined as that based on the overexploitation of natural and
human resources, subsidies on factor prices, depreciations at exchange rates, among
others.

On competitiveness Campos e a/. (2018) point out that this is understood
as the capacity of an economic organization to maintain, conquer or expand its

participation in the market. Hence, the degree to which a nation achieves the insertion
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and permanence of its products in the international market will be a reflection of
its competitiveness (Magafia ¢ al., 2017). However, various aspects influence its
realization, such as obtaining favorable productivity, expanding the level of product
differentiation and having the capacity to satisfy national consumption.

Campos et al. (2018) state that Mexico stands out as a net exporter of honey
not because it has a large productive capacity, but because of the availability of natural
resources and exportable surpluses it has, which generates cost advantages and makes
it more competitive compared to other countries. situation that is enhanced by the
low internal demand for the product. However, these advantages are not necessarily
sufficient factors to confront the competitive position maintained by other countries
that function as producers or commercial intermediaries, since they are the ones
who dimension the triad: technological innovation, value addition, multiple product
offerings. finals, as determinants to maintain quality and obtain better prices in the
marketing of the product.

The use of competitiveness indicators allows comparisons to be made between
nations to observe and evaluate one economy compared to another (Bonales &
Gallegos, 2014). Romo & Abdel (2005) propose that the analysis of competitiveness
can be carried out at three levels: micro (the company), meso (the industry and the
region) and macro (the country). It should be noted that in this approach, macro-level
competitiveness is the mechanism that determines the competitiveness of lower levels.

Although it is true that the global supply of honey will continue to increase,
the participation of producing countries is entering a phase of change and dynamism,
at the same time new producing powers are joining in that compete strongly to gain
market share from the current countries. leaders. Given this, the producing powers,
and in the particular case of Mexico, must maintain a good level of competitiveness
by improving their productivity and through product differentiation to maintain their
position in the market. In this way, those countries with environmental advantages
in production will also be competitive in terms of the product offered, and will be
in a position to confront (at the level of commercial competition) countries with
economic resources that base their offer on differentiation. of the product. They may
even respond to market signals by holding their prices against the group of countries
that seek competitiveness with aggressive strategies such as dumping or productive

alteration of the sweetener.

Methodological section

Haguenauer (2012) explains that, in a simple notion, competitiveness is
associated with export performance. For the author, it is an “ex post” concept, which
evaluates competitiveness through its effects on foreign trade: industries that expand

their participation in the international supply of certain products are competitive. This
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broader concept of competitiveness encompasses not only production conditions but
all factors that inhibit or expand exports of specific products and/or countries, such
as exchange and trade policies, the efficiency of marketing channels and financing
agreements. of systems, international agreements (between countries or companies),
strategies of transnational companies, etc.

Chudnovsky & Porta (1991) state thataccording to the indicators of participation
in world markets, the concept of competitiveness suggests that a country will be more
competitive the greater the international market share it has managed to capture.
Therefore, it is a macro-level application of the way competitiveness is generally
measured at the microeconomic level. The competitiveness analysis was carried out at
a macro level, that is, the market shares of the main honey exporting countries were
identified, and the calculation of participation indicators in the international market
was carried out.

For the analysis of competitiveness in honey marketing of the main exporting
countries, repositories of the Food and Agriculture Organization of the United
Nations (FAO) were used, related to the production and marketing of honey in the
world. Based on the information obtained, five indicators of participation in the
international market were incorporated: i) export coefficient, i) tradability index, iii)
degree of openness, IV) relative trade balance, and v) import penetration coefficient.
This was done for a period of 10 years, which covers from 2009 to 2018. They were
considered appropriate for the purpose of this contribution because they facilitate
the comparison of variables between different countries and in different years. Each
one points out the behavior in production, export and import in the international
market, as well as the relationship that exists between the variables. The methodology
proposed by IICA (1995) to measure competitiveness was used as a reference. The
indicators used are described below.

Average export coefficient (EC) from 2009 to 2018. It is the relationship
established between the volume of exports (E) and the volume of production (P)
during a period. It measures the percentage of production that is exported (Velin &
Padl, 2011). The indicator expression is

. E}
CE} =—x 100
Pt 1)

Where E= Volume of exports; P= Production volume. This indicator represents the

percentage of production that is destined for export.

Average tradability index from 2009 to 2018. It is the relationship between the
volume of the trade balance and the volume of apparent consumption. It measures
the capacity to generate net surpluses in relation to domestic consumption (Velin &

Padl, 2011). The indicator expression is:
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Where E= Volume of exports; I= Volume of imports; P= Production volume.
Under the assumption that apparent consumption is greater than zero, P+I1-E>0, the
following can be said: if the indicator is greater than zero, it is considered an exporter,
given that there is an excess supply E-I>0. If the indicator is less than zero, it is an

importable product given that there is excess demand E-I1<0.

Average degree of openness from 2009 to 2018. It is the relationship between
the volume of exports (E) and imports (1) and the volume of production (P).

i i

. E
GA; = ——— % 100

£ C)

Where E= Volume of exports; I= Volume of imports; P= Production volume. Itis an
indicator whose use allows evaluating the openness of a country to the outside world
and measures the influence that the rest of the world has on a sector of the country’s
economy (Velin & Paul, 2011).

Average Relative Trade Balance from 2009 to 2018. This indicator measures the
relationship between the trade balance of a product and its total trade for a country;
If the result is positive, there is a competitive advantage; otherwise, if the result is
negative, it indicates that the country is oriented toward importing the product (Pat ez
al., 2016).

E - L

BCRi=—
E} +1I} @)
Where BCR = Relative Trade Balance of a country with respect to product i; E =
Exports of product i by a country to the world market; I = Imports of a product i by
a country to the world market or a specific market. The calculation is carried out in

terms of constant prices.

Average import penetration coefficient from 2009 to 2018. It is the proportion
of apparent consumption that is supplied with imports. The higher this coefficient,
the greater the dependence on imports to satisty domestic demand, and the lower it
is, it will imply that the country has more capacity to satisfy its internal demand with
national production (Fernandez, 2012). The calculation was carried out in terms of

volume.
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Where E= Volume of exports; I= Volume of imports; P= Production volume.

Average Annual Growth Rate (AGR) from 2009 to 2018. This indicator
represents a measure of the average increase or decrease of a variable that went from
an initial value (VI) to a final value (VF) in a certain period (t) at constant prices. The
expression is:

L
Vfye
TMCA= (V_) —1:,x100
i

©)

The method used to analyze the resulting data was comparative, with
which participation in the international market was identified, that is, the level of
competitiveness at a macro level. The total supply of honey with which a country
can confront its competitors was identified, since according to Porter (1991b) a
nation achieves competitiveness based on its productivity. In this work, the size of
the production unit or the other income from beekeeping is not considered, since the

basis of the analysis is the export capacity of each nation.

REesuLTts AND DiscussioN

This section presents the main findings obtained in the analysis of the
information. Firstly, the results of the international market participation indicators of
the main honey exporting countries are shown. Secondly, an analysis of the practices
carried out in their marketing by exporters to sustain and improve their market

participation is presented.
Medicién de la cuota de mercado de los principales exportadores de miel

The first indicator is the export coefficient, which makes it possible to measure
the percentage of production that is exported (Fernandez, 2012). In that sense, the
estimates of the export coefficient showed that the highest coefficient in the defined
period is in Vietnam with 168.1% and Germany with 106.7%; This indicates that its
exported quantity is much greater than the quantity produced domestically. Regarding

this, Magafia ez a/. (2017) point out that not all countries that appear as main exporters
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are producers. The coefficient is greater than 100 because the exports made by this
country are considered, coming from its production and its imports. In this case,
Germany acts as a honey producing, concentrating and distributing country. The
export of this product is not carried out as a commodity, but through a process to
which value is added by including packaging and labeling, which makes it possible to
differentiate the product and place it at a better market price.

In turn, Argentina has an export coefficient of 96.3%, while in the case of
Mexico it is 58.7%. Both, in contrast to Germany, base their commercial positioning
strategy on internal conditions conducive to the production of the sweetener. Another
factor that strengthens their export coefficient is that both exhibit low per capita
consumption.

In contrast to Argentina and China, Mexico exports its honey with a non-
competitive sales price; The former export at prices lower than the average established
from international prices. However, Mexico has the advantage of having Germany as
a client, who prioritizes the quality of honey over price. China, despite being the main
producer and exporter of honey in the world, only negotiates 25.3% of its production
in the international market, this is because it does not meet the high quality standards
of importing nations.

Trkiye, the second largest honey producer, has an export coefficient of only
3.7%; The same happens with the USA and Japan, which present export coefficients
of 9.8% and 1.8% respectively, who allocate their production essentially to domestic
consumption (Table 1). An outstanding fact for the US is that although it is the world’s
leading importer of honey, it also makes a significant volume of exports but adding
value (packaging and labeling), with substantial improvements in price. Figure 1 shows
that leading countries in production and export, such as China and Vietnam, acquire
honey from the United States and some countries in the European Union, which
implies that part of the honey trade they carry out is not produced in these countries,
but rather who become intermediaries who only package and label it for sale.

The second is the tradability index, with which the capacity to generate net
exportable surpluses in relation to domestic consumption can be measured (Fernandez,
2012). According to the results shown in this index, Argentina is positioned as the
main exporter of honey, above China, which handles the largest export volumes. As
already mentioned, Argentina exports 96% of its production and its surplus availability
is 62 times the volume of its apparent national consumption (ANC); Furthermore, the
country has an index of 2533.4, and this value is 44% higher than what was found
by Magafia et al. (2017) in the period 2000-2011 and by Campos ez a/. (2018) in 2001-
2011. This difference is due to the fact that in 2011 and 2016 there were more exports
registered than the sum of its production plus its imports.

For its part, Mexico is a competitive exporter with an index of 142.2%, in

contrast to the results presented by Magafia e a/. (2017) that show an index of 89.4%
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Table 1. Foreign trade indicators 2009-2018.

78

Pais Expo‘rt Tra}dability Opening  Import pen'etration Relative trade
coefficient index degree coefficient balance
Germany 106.66 -75.11 -301.75 101.66 -0.40
Argentina 96.32 2533.40 96.20 3.13 1.00
Brazil 58.52 140.86 58.48 0.09 0.53
China 25.35 30.16 23.17 2.83 0.25
Spain 71.40 -2.49 -2.55 72.11 -0.90
EE. UU 9.85 -67.52 -207.92 70.72 -0.99
Hungary 71.31 218.52 68.60 8.63 1.00
India 54.03 111.43 52.70 2.81 1.00
Japan 1.78 -93.56 -1453.81 93.68 0.99
México 58.75 142.25 58.72 0.06 1.00
New Zealand 54.84 119.40 54.42 0.91 0.95
Trkiye 3.72 3.86 3.72 0.00 0.94
Ukraine 43.12 75.62 43.06 0.12 0.94
Vietnam 168.14 -256.06 164.08 -0.34 99.38

Source: Own elaboration with data from FAO - FAOSTAT (2020) and Trade Map (2020).
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Figure 1. Destination of honey exports in volume in 2018

Note: The thickness of the arrow indicates exported volume. The size of the node indicates volume

produced.

Source: Own elaboration with data from Trade Map (2020).
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and by Campos ez a/. (2018) with 87.6%. In turn, Germany, the USA, Japan and Spain
show a deficit to supply their domestic demand, so they resort to importing large
volumes of honey. On the other hand, Vietnam has a negative tradability index of
-256.1 (see Table 1).

The third indicator used in this work is related to the degree of openness, which
makes it possible to measure the level of openness that a country has towards the
outside world (Velin & Paul, 2011). In this sense, Germany, the US and Japan recorded
negative values of -301.7%, -207.9% and -1453.8%, which indicates that the amount
of their imports is much greater than their exports. These countries are characterized
by being dependent on international production to satisty their internal demand. The
opposite happens in Argentina, China and Mexico, which present a positive degree of
openness, with rates of 96.2%, 23.2% and 58.7%, respectively, to which is added their
low internal consumption. It is confirmed that most of their production is destined
for international trade. In addition, in the case of Argentina and Mexico, a greater
dependence on exports is also revealed, therefore, they turn out to be more sensitive
to changes in the curve of the demand. Vietnam registers a degree of openness of
164.1, which shows that it is sending more volume to the international market than
it produces. The result of this indicator and the tradability index may indicate that
Vietnam re-exports from China.

The fourth indicator is the import coefficient, which indicates the proportion
of apparent consumption that is supplied with imports. In this case, Germany shows
a CI of 101.7%, because in addition to satisfying its internal demand it re-exports. For
its part, Japan has an CI of 93.7%, which means that it depends completely on imports
to cover its domestic demand. In the case of Brazil, Mexico, Turkey and Ukraine, they
have a CI close to 0%, which indicates that they do not need to import to satisfy their
domestic demand. Regarding Vietnam, a negative CI of -6.34% is observed because
the value of exports is greater than the sum of registered production and imports.

The fifth indicator represented by the relative trade balance measures the
relationship between the trade balance of a product and its total trade. Regarding
this, Germany, the United States and Japan register negative values of -0.40, -0.90
and -0.99, respectively. These values are consistent with those found by Campos ez a/.
(2018) (calculated as a percentage); In the case of the United States, it shows values
of -90.57% and Germany of -60.63%, which indicates that they are oriented towards
the import of honey. On the contrary, Argentina, Mexico and Turkey register positive
values of one, which indicates that they are countries with products destined for
export, according to what was found by Campos ¢ a/. (2018) of 99.73%, 98.44% and
88.76%, respectively.

On the other hand, in the disadvantage in the trade balance that Spain and the
US show:
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“...their ability to allocate greater resonrces such as capital to increase their production
and thus reduce their trade deficit is greatly influenced. But depending on the availability
of these resources or the valuation of the opportunity costs that they matke of them, of
their use in other activities (comparative advantage) they will decide whether to allocate
them to the production of honey or if they continue to depend on the international
market for satisfy their internal demand” (Campos et al., 2018: 116-117).

Companies decide what to produce and how to improve production; However,
its productive capacity is encouraged by monetary, fiscal, exchange and commercial
policies, which are implemented by the government and the central bank of each
country. For a nation like Mexico, which allocates most of its honey production for

export, competitiveness in the market is an incentive to continue production.

Analysis of the performance of practices in honey marketing of the main

exporting countries

The volume of world exports during 2018 was 651,299 tons. 72% of exports
are carried out by 10 countries. China exported 19% of the world total at an average
price of 2,000 USD/t, and Argentina 10% at an average price of 2,400 USD/t
(Table 2). As for Mexico, the price paid was 2,160 USD/t, while Spain received 4,500

Table 2. Average Annual Growth Rates of the main honey exporting countries (2009-2018).

Production TMCA . Exportation TMCA  Exportation TMCA
Pais volume (t) Production 11_1112‘:158 thvilg volume Exp. Vol. value in Export
2018 (%) 2018 (%) 2018 value (%)

Germany 20,333 2.38% 677,014 -0.29% 22,778 0.38% $141,172 1.43%
Argentina 79,468 2.80% 3,020,370 0.19% 68,692 1.90% $169,748 -22.14%
Brazil 42,346 0.91% 1,017,506 -0.08% 28,524 1.04% $95,420 -2.50%
China 457,203 1.29% 9,048,546 0.28% 123,477 5.16% $249,251 3.88%
Spain 36,394 1.32% 2,965,557 2.43% 23,111 3.98% $105,737 5.42%
EE. UU. 69,104 0.44% 2,803,000 1.29% 7,863 5.71% $25,469 3.88%
Hungary 27,963 2.44% 844,000 8.03% 22,018 4.96% $90,622 1.70%
India 67,442 2.29% 13,048,275 2.34% 58,231 17.82% $102,408 8.49%
Japan 2,886 0.93% 193,198 0.48% 18 -10.12% $292 0.89%
México 64,253 1.52% 2,172,107 2.27% 55,674 8.38% $120,405 0.01%
New Zeeland 20,000 5.30% 879,758 9.46% 8,033 -0.24% $245,491 14.78%
Turkiye 114,113 3.74% 7,947,687 4.52% 6,413 24.38% $25,669 11.53%
Ukraine 71,279 -0.43% 2,642 -2.28% 49,366 23.55% $97,985 4.36%
Vietnam 20,415 6.53% 283,786 1.42% 14,210 1.90% $65,866 5.96%

Source: Own elaboration with data from FAO - FAOSTAT (2020) and Trade Map (2020).
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USD/t. Regarding wotld honey production, it was 1,851,541 tons. China’s production
corresponds to 25% of the world total; It is observed that its growth has been more
accelerated in the volume of honey produced (AMCA of 1.29%) than in the number
of hives it has (AMCA of 1.29%) (Table 2).

China exports a quarter of its production, while the rest of its production is
consumed in the domestic market. Chinese consumers with higher incomes opt for
better quality imported honeys. The dynamism in the production and export of honey
in this country is due to various factors that have positioned it in the international
market, among which three aspects stand out:

Preferential policies of opening to foreign trade. Because honey is a primary
product, it is susceptible to receiving government support aimed at improving its
competitiveness in the international market (Rodriguez, 2008).

The oversupply of labor with low salaries. This is an advantage that allows you
to reduce costs and generates greater profitability in production, which makes this
activity highly attractive (Ignjatijevic ez al., 2018).

The addition of other components to honey such as syrups and natural and
artificial sweeteners. They do this in order to increase stocks or supplies of their
inventories, thereby maintaining an increased and sustained supply of the product
(Johnson, 2014).

The competitiveness of Chinese honey as a product of lower quality or “doubtful
quality” creates a problem for countries, both producers and simple suppliers of
sweetener, because it absorbs (at a very low price) a significant part of global demand.
, being a “spurious” merchandise that is promoted and sold as pure honey (when only
a minimum percentage of its components are), contravening international standards
of genuineness, quality and labeling. There is evidence that some of this honey may
contain antibiotics not approved by international organizations that analyze food
additives that may be harmful to health. According to Strayer ez a/. (2014) Economically
motivated adulteration (EMA) is the fraudulent alteration of food to obtain financial
advantage. In this regard, the Food Protection and Defense Institute of the University
of Minnesota (2020) defines it as:

“Economically motivated adulteration (EM.A) is the intentional sale of substandard
Jfood or food products for economic purposes. Common types of EMA include
intentional substitution of an anthentic ingredient with a cheaper product, dilution
with water or other substances, enbancing flavor or color with illicit or unapproved

substances, and substitution of one species for another”.
These strategies to reduce costs allow the price offered by China to be lower

than those of the international market and even below its production cost, that is,

dumping, which causes distorting effects on the balance of the world honey market.
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Some countries have implemented tariff measures to level the prices of honey from
China. In response, this country has implemented a defensive trade strategy to continue
introducing its product into the market.

This consists of triangulating the product by selling it to one or other Asian
countries (among which Vietnam stands out), intermediaries who in turn re-export
it, which results in its origin being disguised or masked through a process known as
honey washing”, which has made it possible to avoid the payment of additional tariffs
and the punishments applied to its imports at anti-dumping customs. It also uses the
so-called “pollen filtering”, a procedure used by China to mask the origin of honey.
This entire procedure of dumping measures implemented by China has been widely
documented in the works published by Strayer ez a/. (2014).

In this regard, it should be noted that pollen filtering is a procedure used to
condition honey for the market, whether packaged or in bulk. Its purpose is to eliminate
particles considered as insoluble solids that are incorporated into the honey during the
extraction process, which can be legally limited to 0.1% of the total weight, being a
very common practice among countries that re-export the product to to make the
appearance of the product more attractive. However, the appearance of technologies
that allow finer filtrations of the product has generated the opportunity for fraud,
since if all the pollens are completely eliminated from the honeyj, its origin is masked,
which makes it possible for it to be mixed, starting from certain proportions, with
other honeys or substitute chemicals and labeling it with a false geographical origin. To
avoid this fraudulent practice, new standards for honey have been generated (Directive
2014/63/EU), which has made it possible, based on expert analysis, to determine the
minimum pollen content in filtered honey.

On the other hand, Argentina, the second honey exporting country, sends 98%
of its production to the international market, as it has low domestic consumption of
the sweetener (50 to 250 grams per capita annually) (Sanchez ez al., 2018). Likewise,
it registered a negative CAGR in the value of its exports of -22.14%, which is due to
a less favored price evolution compared to the rest of Latin America and the world
(Berrettoni & Polonsky, 2011), a situation that is joint (and more problematic) with the
Argentine government’s policy of imposing the collection of export tariffs and with
the competition represented by the introduction of organic honeys from Brazil. This
can be observed particularly in the volume exported to the United States, the main
consumer country of its product (Secretarfa de Politica Econémica de Argentina,
2018). In the same way, it is affected by the loss of sales in the European Union market,
as a result of the low prices offered by Ukraine and China. Given this, Argentina has
deployed a recovery strategy for the European market by taking advantage of the loss
of confidence that consumers show towards Chinese honey, which has allowed it to

recover ground in that area (Secretariat of Economic Policy of Argentina, 2018).

Ramirez-Mijangos, 2025. Volume 1 (1): January 01 - April 30, 2025.



REMEVAL. Scientific Article. 83

As for Mexico, it is positioned as the fourth largest exporter in the world and
ranks ninth as a producer of the sweetener. This position is lower than the sixth place
identified by Soto-Mucifio e al. (2017) in the period 2000-2015. In 2018, in addition
to marketing to its main customer Germany (18,847 t), it sent a greater amount of
the sweetener to the United States (22,962 t) (Trade Map, 2020). However, the price
of honey produced in this country has fallen considerably. This differs from what
was found by Campos ¢f a/. (2018) in the period 2001 to 2011, in which they show
that both the volume of production and the volume and value of exports increased.
It is worth mentioning that due to its quality, Mexican honey has wide recognition
wortldwide (Soto-Mucifio ¢ al., 2017).

Regarding market distribution, it is observed that Mexico competes with
Argentina and Ukraine for the German market; Likewise, its main competitors to
supply the US market are Asian countries and Brazil (Figure 1). It is evident that the
consumers that demand the largest quantity of the product are European countries
and other nations with high per capita income, while the suppliers are Asian and Latin
American countries, who in turn acquire small volumes of packaged honey.

Mexico has more production than some countries with a greater number
of hives, this is due to the environmental conditions (water, floristic diversity and
climate) that benefit it compared to other producing countries and that favor the
development of the activity (Campos ez a/. , 2018). On the other hand, it maintains a
low internal consumption of honey (200 grams per capita annually), which allows the
strongest producers and national intermediaries to market almost the entire volume
produced (Soto-Mucifio ez al., 2017). Some aspects that limit the improvement in
honey production are related to the fact that Mexican beekeeping is carried out as a
complementary activity in most cases (Caro ¢#al., 2012), and to the lack of technological
innovations aimed at modernizing its production (and therefore its commercialization).
Difficult access to management programs and the costs associated with technological
improvements condition the implementation of innovations by beekeepers. Martinez
et al. (2018) explain that, to cover the high costs of quality compliance certifications,
small beekeepers depend on external agents in the supply chain (governmental and
non-governmental), otherwise small producers will not be able to access exports.

In the case of Germany, like the United States, it is a honey producing country
that shows a deficit in its trade balance to satisfy its internal demand, which is why it
is an important honey importer. Its imports represent 12% of the operations carried
out in the world. In 2018, its traded volume was 85,968 tons of honey with a value
of 307 million dollars. This country distinguishes itself from other exporters by
purchasing honey in bulk to process and package it, in order to re-export it to other
European countries, where the consumer’s income allows them to pay for the added
value (Magafa ez al., 2017).
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It should be noted that for the European market, honey quality is a decisive
factor for its acquisition, and within that concept, they give more weight to safety over
other characteristics. The Chilean Commercial Office in Hamburg-Pochile (2018), in
its analysis of honey consumption in Germany, indicates that German consumers
consider environmental, labor, political and sustainability aspects when making their
purchases. They also consider the price-quality ratio of the honey (they lean towards
discount stores). The Consulate General of the Republic of Argentina (2016) adds
that by law since 2004, German marketers are obliged to report the origin of their
honey, which allows them to base their marketing strategy on a traceability system for
each producer.

Honey importing companies make mixtures to homogenize the quality of the
product and to stabilize prices within the market. The honey blend also allows them to
offer a blend that does not exist on the market. The sale is made online under its own
brand and other brands in conventional supermarkets; In several cases the sale is carried
out under the “fairtrade” seal (Commercial Office of Chile in Hamburg-Prochile,
2018). Germany’s main customers are France, Saudi Arabia and the Netherlands, and
the honey it imports comes mainly from Mexico, Argentina and Ukraine (Figure 1).

For its part, New Zealand turns out to be an example in terms of value addition
and its effect on the price, without showing a substantial increase in the volume of
honey produced, since it registered exports in 2018 of 8,033 tons, equivalent to 1.2%
of those made. throughout the world, with a value of 245 million USD, equivalent
to 10.9% of what was paid to other exporting countries (Table 2). In that sense, it is
the second country with the highest value of its honey exports only below China, but
unlike China, the price of the product is what increases total income. This is explained
by the degree of differentiation of the exported product.

An example of the above is shown by the Manuka type honey exported by New
Zealand to the United States, valued mainly for its beneficial health properties, which
is not sold in bulk and has one of the highest values in the world. In this way, the
negative AMR recorded in the exported volume is -0.24% and in the exported value
it presents a AMR of 14.78%. The above is due to the innovation developed by New
Zealand producers and marketers, who have massively ventured into online marketing
networks, and to the packaging and labeling format that their product exported to
the United States acquires, thereby making its consumer price increased by 62% from
2013 to 2017 (New Zealand Trade and Enterprise, 2018).

By locating the situation in New Zealand and Germany, itis clear that highlighting
the intrinsic characteristics of the origin and production of honey is the simplest way
to differentiate the product, then moving on to packaging and labeling processes. As a
positioning strategy, at first producing nations such as Mexico can highlight the quality,
origin, identity of the producer and the type of company (family), in such a way that
these attributes allow it to obtain greater recognition worldwide. but it also makes it

possible to be more competitive and improve the honey trade balance. In addition
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to this, Magafia e/ a/. (2017) proposes that Mexico can improve its competitiveness
by obtaining greater productivity from the hive, for which it is necessary to make
investments. In that sense, Martinez ¢f a/. (2018) point out that the implementation of
good practices in honey production (BPPM), standards, quality certification, as well as
the efficient use of inputs and better hygiene and health conditions favor the quality,
health and productivity of the honey, which will allow small and medium producers
greater access to national and international markets.

For their part, Campos e al. (2018) agree with what Magafa et al points out.
(2017) and add that if methods are applied that reduce production costs, a greater
presence in the global honey market would be achieved. However, to reduce costs
through economies of scale, producers would have to increase their production units,
and this is achieved by designing new productive strategies, which implies repositioning
it by improving support and financing for the zonal infrastructure in honey-producing
regions, based on a government-business commitment. In this regard, Martinez ez
al. (2018) suggest that support should promote BPPM in the production process,
since these have a direct impact on bee health, product quality and performance.
Subsequently, they point out, government support should be directed towards apiaries
with a better level of adoption of innovations, which is intended to make public

spending more efficient.

CONCLUSIONS

Mexican honey exports face great and diverse challenges: on the one hand, the
honey marketing practices of some exporters (China), with an inclination to carry out
actions that alter and modify the intrinsic quality of honey through the implementation
of illegitimate strategies that They favor the supply of honey at a lower price, which
distorts the market; On the other hand, the growth in the total supply of honey in the
last decade, coming from Asian countries such as China, Vietnam, India and Turkey,
who have entered more aggressively into the market of the European Union, Japan
and the United States, the main ones (and constant) honey importers worldwide

Mexico presents weak growth compared to that shown by Asian countries, so
it could be displaced from the first places in honey exports during the next decade,
unless they develop strategies not only to stay in the competition, but to position
themselves in a more consolidated manner in the world market.

The indicators used to measure competitiveness at a macro level are considered
performance indicators, because they show the result of the conditions that countries
offer to their value chain to gain a share of the international market. From this
approach, a country is competitive when increases its market share.

The results of the market participation indicators reveal that, although a country

has advantages in terms of natural resources, it is not enough to position itself in
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the international market and consider itself competitive, since its policy orientation
also influences sectoral economic, especially the trade policy that each country has to
encourage its exports.

Countries that excel in production do not necessarily have the greatest market
share, perhaps because quality and price are not attractive to consuming countries,
because the limit on available production factors is lower than in other countries, or
because its production is barely enough to satisty domestic demand. This leads us to
reflect on the level of competitiveness of a nation in market terms, since, although a
country is not competitive in the exports of a single product, it can be competitive in
the sum of all its goods and services offered or in the satisfied demand for the product
being analyzed.

Countries like Mexico, where production is destined for export, must aim
to remain in the market and increase their participation. The income derived from
exports is to sustain activity in the nation. Consequently, strategies must be proposed
that contribute to achieving this goal.

These strategies have to be oriented in two ways: first, the supply of honey must
be sought at a competitive price, this is achieved by increasing the productivity of the
hive through the implementation of good practices in honey production. (specifically
bee safety and health measures) to improve production processes and obtain higher
quality honey while reducing unit cost. Secondly, the differentiation of honey must be
sought by highlighting the intrinsic characteristics of the product and its origin, which
will generate the distinction of Mexican honey in the European market.

The search for increased productivity and differentiation is not exclusively the
responsibility of the individual producer: a decisive public policy is required aimed
at investment in technology, as well as in training programs that seek to improve
productivity in the field and that tend to develop product safety processes (BPPM).
At the organizational level, it is necessary to generate greater associativity among
producers, for which exchange networks between them must be strengthened. Policies
must also contemplate constant actions to promote domestic consumption of honey,
which will involve reactivating communication and information mechanisms that
make possible the social valorization of its nutritional and biocultural attributes, as

well as financing and certifications, which strengthen producers and the organizations.
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