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Abstract  

 

Honey bees are one of the potential forest resources to be developed and cultivated. Marketing is an important 

part of business development. The purpose of this study is to the identification of factors that affect honey 

business cultivation and to obtain the strategy for business development of the business Tetragonula laeviceps 

honey in Sarining Trigona Pertiwi. The method used in this research is the descriptive method using a 

questionnaire and observation, interview, and documentation. The data found were analyzed using descriptive 

and continued with SWOT analysis. The research found that the main factor contributing to the business, are 

assistance from universities and related institutions, mentoring/training, increasing consumer demand for 

“kele-kele” honey, regulations or rules and trends, development of promotional media through social media, 

the existence of online marketing, the climate and environment is supportive develop of the honeybee is the 

availability of natural bee feed plants, and the selling price of the honey is affordable. Several strategies that 

can be carried out in business development include: Human resources who are highly committed to the 

development of the honey bee cultivation business, assistance from universities and related institutions, honey 

products developed to make derivative products so that consumers choose more varied products, marketing is 

done through social media so that the product is more widely known not only in the Bongkasa Pertiwi area, 

increasing the availability of plants as natural bee feed, preventing pests and diseases, and packaging made 

according to quality standards to ensure the safety of the products. 
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1. Introduction 

 

 Honey bees are one of the potential forest resources to be developed and cultivated. Honey bee 

farming is a business of developing and selling honey bee products. These efforts are made to meet 

the growing demand for honey products. The amount of demand for honey has not been matched by 

the ability of the beekeeping industry to increase honey production, so to overcome these conditions, 

honey bee business development needs to be carried out [1]. Marketing is an important part of 

business development. According to [2], the most difficult condition in marketing is maintaining 

consumer confidence in the products purchased. Digital marketing is a marketing activity so that 

products or services are better known by potential consumers and at the same time influence potential 

buyers to be able to buy and consume company products and services through the Internet [3];[4].  

[5] found that digital marketing has a positive and significant effect on increasing sales performance. 

According to [5], e-commerce is the latest trend that becomes a strategy in marketing that utilizes 

technology to reach a wider scope than conventional marketing. The use of social media, especially 

Instagram in marketing coffee beverage products, has proven to be effective in spreading promotional 

messages to customers in a fast and cost-effective way compared to traditional media [6]. 

 The high competition in honey production has resulted in honey development and honey 

marketing to be able to create added value to its products so that it can compete with producers [7]. 

With the increase of competition in honey marketing, conventional marketing strategies need to be 
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adapted to market developments. According to [8];[9]; [10], a marketing strategy is a plan to achieve 

organizational goals in the field of marketing. In other words, marketing strategy is a set of goals and 

objectives, policies, and rules that give direction to the company's marketing efforts from time to 

time, at each level and reference and allocation, especially as the company's response to the 

environment and competitive conditions. always changing.  

 The purpose of the study was to determine and identify the factors that influence the 

development of the "kele-kele" honey business in the Sarining Trigona Pertiwi group and to 

determine and obtain the right marketing strategy for honey products produced by the group in the 

face of intense competition. more competitive going forward. By looking at the condition of internal 

and external factors owned by the Sarining Trigona Pertiwi group, it is very necessary to change its 

marketing strategy. Based on the description described above and the problems found in the group, 

it is necessary to make research marketing strategies for developing the honey business in the 

Sarining Trigona Pertiwi group. 

 

2.  Material and Methods 

 

 The study was located in Bongkasa Pertiwi Village in the “Sarining Trigona Pertiwi” kele-kele 

honey bee (Tregonela laeviceps) cultivation business group in Badung Regency and the research was 

carried out for four months. This research used a descriptive method with primary and secondary 

data. The data was collected through observation, interview, and documentation. Honey’s business 

development is influenced by several factors, both internal and external. These two factors will 

influence the development of the honey business in the Sarining Trigona Pertiwi group. Identification 

of these two factors needs to be done and marketing strategies also need to be analyzed to get strategic 

priorities in developing the honey business in Bongkasa Pertiwi Village. 

 At the initial stage, surveys and interviews were conducted regarding the location and existing 

conditions of the honey bee cultivation, the environment, and the potential possessed by the group. 

For further research, the initial information obtained becomes a reference and an illustration in 

making the questionnaire which will then be carried out by extracting data from the management and 

group members, representatives of the village government, as well as consumers of the honeybee 

both local and regional consumers using the questionnaire above. Besides using questionnaires, 

interviews were also conducted to obtain complete and accurate data. The data were obtained and 

then tabulated and analyzed using descriptive and comparative analysis. 

 

3. Results and Discussion 

 

3.1 Internal and External Factors of Kele-Kele Honey Cultivation Business in the Sarining 

Trigona Pertiwi Group 

During the observation for 3 months and conducting in-depth interviews with the owner of the 

Sarining Trigona Pertiwi group cultivation business, the following is an explanation of the 

observations made by the researchers according to the categories mentioned in previous chapters 

consisting of internal and external factors. 

Internal factors of kele-kele honey cultivation business. The internal environmental analysis 

consists of the strengths and threats of the honey bee-farming business and found four points in each 

factor. The following are the dominant strength and threat factors owned by the honey business: 

       Strength of beekeeping business for honey cultivation. The strength that the company can use to 

continue to able to compete in a honey cultivation business has several points of strength that make 

it still able to compete. The strengths of the honey cultivation business are: 

1. Have a very high interest and willingness to do business. 
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2. Honey is in great demand by consumers because it is beneficial for health. The products of 

the honey cultivation of the Sarining Trigona Pertiwi group include: honey is a thick liquid 

produced by bees from flower nectar. Honey is also a mixture of sugars made by bees from 

a natural sugar solution produced from flowers called nectar. Workers for use as food for the 

queen bee and honey bee larvae. 

3.  Affordable prices for consumers. The price set by the Sarining Trigona Pertiwi group for 

each 100 ml package is IDR 100,000 

4.  Availability of natural bee food plants 

     Weaknesses of the kele-kele honey bee cultivation business. In addition to having usable 

powers. To stay afloat in the face of competitors, the honey bee cultivation business also has 

several weaknesses in dealing with its competitors.  

 

The weaknesses of the honey bee cultivation business of the Sarining Trigona Pertiwi group 

are: 

1. Marketing is still mostly conventional. 

     Currently, the honey bee cultivation business of the Sarining Trigona Pertiwi group is only 

carried out by conventional promotion. This honey cultivation business group must be 

sensitive in facing complex competition and must innovate in marketing through social 

media and the like so that the products offered can continue to be used by consumers. 

According to [2] and [11], the most difficult condition in marketing is to maintain consumer 

confidence in the purchased product. The most difficult condition in marketing is to maintain 

consumer confidence in the purchased product Digital marketing is a marketing activity so 

that products or services are better known by potential consumers and at the same time 

influence potential buyers to be able to buy and consume the company products and services 

through the Internet media [3]. 

2. Financial reporting and stock of goods are still manual and have not been managed properly. 

3. Unattractive packaging 

    Product packaging safety is an important factor for consumers who buy bee-derived products. 

With the security of product packaging, consumers do not hesitate to buy and carry in a 

longer reach or to store for a long time. 

4. The quality of kele-kele honey is still low. During the rainy season, crops such as honey and 

pollen will decrease slightly in quality because the water content will increase, modern 

equipment is needed to reduce the water content in honey, and to dry the pollen, while 

livestock natural doesn't have it yet so it still uses traditional processes and hampers the 

packaging process. [12] and [13] reported that the quality of honey is important for both local 

and international markets to ensure competitive prices and human health [14]. 

 

The external factors found in the honey bee cultivation business in the Sarining Trigona 

Pertiwi group the Opportunities for the honey bee cultivation business they have are: 

1. Assistance from universities and related institutions. With the assistance or training of human 

resources in the Sarining Trigona Pertiwi Group, it is hoped that they will gain knowledge 

to develop derivative products from the honey cultivation business so that the products 

produced are more varied for consumers. 

2. Consumer demand for kele-kele honey is increasing 

     It is undeniable at this time that the derivatives of bee products are very popular with the 

public. Currently consuming honey is not only for curing disease, but in this modern era, 

many people consume honey for natural health supplements and beauty [15]. High consumer 

demand sometimes cannot be met, so increasing product stock and enlarging beekeeping 
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through increasing the number of colonies is a long-term opportunity for honey bee 

cultivation. The safety factor for the presence of bee colonies also needs to be considered by 

the group so that it does not disappear. 

3.  Development of promotional media through social media. Promotions carried out by natural 

honey bees are currently lacking, so it needs to be increased so that the company's target can 

be achieved. Marketing must be more effective so that more consumers know about the 

products of the group because so far only conventional promotions have been carried out. 

The use of effective marketing can increase the volume and access of selling the honey 

product. The results of the study by [5];[16];[17] found that digital marketing has a positive 

and significant effect on improving sales performance. According to [18], e-commerce is the 

latest trend that has become a strategy in doing marketing that utilizes technology to reach a 

wider scope compared to conventional marketing 

4. Consumers who use kele-kele honey products from the Sarining Trigona Pertiwi group always   

5. The climate and environment support the sustainability of the Tetragonula laeviceps habitat 

6. Bee food is available naturally and is adequate because of the cool village situation and lots 

of plants for food resources for the bees. 

 

The most important to consider in the external environment of the company is the threat to the 

honey business in the group.  The threat can come from anything, including the environmental 

situation that is being carried out. Threats to the kele-kele honey cultivation business are: 

1. Based on experts' analysis that improvement of promotion methods through social media and 

marketing with an online system is needed to increase the sealing of the honeybee product. 

According to [19]; [20], corporate social responsibility, social media, advertising such as flyers 

and banners, and sales promotion have a relationship between consumer buying behavior on the 

product.  

2. The level of consumer confidence in the quality of the honey is still not entirely good, there is an 

assessment that the quality of honey produced by the group often fluctuates and is inconsistent 

both in terms of color, taste, and aroma. 

5.2  SWOT Analysis of Kele-Kele Honey Cultivation Business in the Sarining Group Trigona  

     SWOT analysis is a strategic planning method used to evaluate strengths, weaknesses,  

opportunities, and threats that occur in a project or a business venture, or evaluate own product 

lines or competitors. To perform the analysis, the business objectives are determined or identify 

the object to be analyzed. Strengths and weaknesses are grouped into internal factors, while 

opportunities and threats are identified as external factors. Based on SWOT analysis that the 

strengths factor having a good capability and strong commitment to human resources has a higher 

score 5 (very agree) than the other factors. Meanwhile, on the weaknesses factor of abundant of 

conventional marketing has the highest score namely 5 (very agree). The external factors such as 

opportunities and threats need to be considered as well and the highest score 5 (very agree) and 

4.5 (agree) were given by parameters of guiding from university and related government 

institution  and promotion method through social media and marketing with online system 

respectively. 

 

3.2 Marketing Strategy of Kele-Kele Honey Cultivation Business 

 The next stage is the formulation of a marketing strategy based on the SWOT matrix based on 

data from the honey bee cultivation business in the Sarining Trigona Pertiwi group from the results 

of interviews, observations, and documentation. Marketing strategy analysis based on the SWOT 

matrix has four alternative strategies that can be applied by the company obtained from the analysis 

of internal and external factors. The results in the SWOT matrix table for honey bee kele-kele 
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cultivation using the analysis of internal and external factors as described above, it can be seen that 

the four strategies summarized in the SWOT matrix can be taken into consideration by the company 

to be implemented. The strategies are Strength Opportunities (SO), Strengths Threats (ST), 

Weakness Opportunities (WO), and Weakness Threats (WT) strategies. Based on the information in 

the SWOT matrix table, it is known that the right strategy to be implemented by natural bees is as 

follows: 

a)  Strength opportunities (SO) strategy 

     SO strategy is a strategy that uses the strengths of the company to take advantage of and seize 

opportunities as much as possible. In this case, the honey cultivation business in the Sarining 

Trigona Pertiwi group tries to use its strengths to take advantage of its opportunities. The 

following are strategic recommendations that can be considered to be applied to natural 

beekeeping, including: 

1.  Human Resources who are highly committed to the development of the bee cultivation 

business. The management and members of the Sarining Trigona Pertiwi group have a high 

interest and willingness to try to advance and develop the honey bee cultivation business. 

This bee is a valuable initial asset for the continuity of the group's business. Therefore, in the 

future, there will be no problems with the commitment of business development members. 

[21] and [22] said that the improvement of attitudes, service, work discipline, struggle and 

professional abilities can be done with real coaching and actions so that efforts to improve 

employee work performance can be realized.  

2. Assistance from universities and related institutions. With human resources who have a high 

commitment to the development of the honey cultivation business, the group must 

immediately cooperate with other parties to obtain training in the field of developing 

derivative products from bee honey. The products produced are not only honey but can also 

be other products such as royal jelly, propolis, wax bee, etc. Diversification of bee products 

through product alternatives will improve the income of the group [23]. 

b) Strength Threat (ST) Strategy 

     Strategy in using the strengths of the company to overcome threats. In this case, the honey 

bee cultivation business tries to take advantage of its strengths to overcome threats. The 

following are strategic recommendations that can be taken into consideration to be applied 

by the local honey cultivation business in the Sarining Trigona Pertiwi group, including: 

1. Availability of bee feed plants available naturally. 

     Kele-Kele honey bee cultivation business is very dependent on plants as food in 

Bongkasa Pertiwi village. Plants to feed the bees are abundant and naturally exist in 

cool conditions and environments which are very suitable for the survival of the bee 

colony. It is a fortune that the group must be grateful for because not all regions have 

plants and natural environmental conditions like those of Bongkasa Pertiwi village 

that this can reduce expenditures for purchasing honey bee feed, therefore it must be 

maintained and preserve the presence of natural plants. However, in the future, the 

group needs to replant new plants to feed the honeybees in anticipation of the old 

plants being dead or damaged. According to [24];[25];[26], honey produced by 

Tetragonula laeviceps bees is largely determined by the availability of plants as a 

source of feed around the hive.  

2. Pests and predators 

    The business of honey bee cultivation is very dependent on plants as feed resources, 

these plants also sometimes have pests and diseases, for the group must be able to 

overcome this problem by providing antidotes for pests. 

 



 

Marketing Strategy of Honey in Sarining Trigona Pertiwi Beekeeper Bongkasa Pertiwi Village 

Sustainable Environment Agricultural Science (SEAS)  Page 99 
 

 b). Weakness Opportunity (WO) Strategy 

      This strategy is implemented based on the utilization of existing opportunities by minimizing 

existing weaknesses. Kele-kele honey bee cultivation businesses must take advantage of 

opportunities to cover their weaknesses. The following are strategic recommendations that can 

be taken into consideration by the Sarining Trigona Pertiwi group, including: 

1. The products produced are not only in the form of honey but also other derivative 

products such as royal jelly and bee pollen. 

2. Marketing through social media 

Promotions for the resulting kele-kele honey products were expanded through 

marketing with social media. According to [27], the honey harvest and the stages of 

harvesting from start to finish then the honey is placed in a bottle, video and narrated, 

explained then uploaded on social media, this will attract potential consumers to see 

and watch. Promotion through social media has a wider reach, not only in the 

Bongkasa area but also outside the region and even abroad. Research by [6] found that 

the use of social media, especially Instagram in marketing coffee drink products has 

proven to be effective in spreading promotional messages to customers in a fast and 

cost-effective way compared to traditional media.  

c) Weakness Threat (WT) Strategy 

This strategy is based on activities that are defensive in nature and try to minimize existing 

weaknesses and avoid threats. The strategy that can be used is that the safety of product packaging 

is an important factor for consumers who buy bee-derived products. Regarding the safety of product 

packaging, consumers do not hesitate to buy and carry in a longer reach or to store for a long time as 

well as the consumers feel safe and trust to buy the honey product coupled with an attractive design. 

 

4.  Conclusion 

Based on the results of the study, several conclusions can be obtained, namely: 

1. The internal factors that influence the development of the kele-kele honey business in the Sarining 

Trigona Pertiwi group are (Strength): Strength (S): The bees are naturally available in sufficient 

quantities, have human resources who are very interested and willing to try, honey is in great 

demand by consumers because it is beneficial for health, the availability of natural bee feed plants, 

the selling price of the honey is affordable, honey bee-keeping is easy, and the business capital 

for cultivating the honeybee is not expensive. While the internal factors that need to be improved 

and become the weakness of the group are: This business is not yet known in the market, the land 

used is small, the lack of stock of the honey, marketing is still mostly conventional, and financial 

reporting and stock of goods are still manual not managed properly, the packaging is lacking 

interestingly, the quality of the honey is still low, and the selling price of honey is still expensive. 

2.  Influential external factors that constitute opportunities for the development of the honey business 

are: assistance from universities and related institutions, mentoring/training, increasing consumer 

demand for the honey, regulations or rules and trends, development of promotional media through 

social media, the existence of online marketing, the climate and environment is supportive, and 

bee feed is available naturally and adequately. Meanwhile, external factors that influence and 

pose a threat to the development of the honey business are climate change, forest and land fires 

that threaten the existence of colonies, pests and diseases or predators, reduced natural food 

sources, and the level of consumer confidence in the quality of honeybees. 

3.  Several strategies that can be carried out in business development include: Human resources who 

are highly committed to the development of the honey bee cultivation business, assistance from 

universities and related institutions, the honey products are developed to make derivative products 

so that consumers choose more varied products, marketing is done through social media so that 
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the product is more widely known not only in the Bongkasa Pertiwi area, increasing the 

availability of plants as natural bee feed, preventing pests and diseases, and packaging made 

according to quality standards to ensure the safety of the products. 
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