Medex Case - Small Company in Economic Transition
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The Medex Case: Restructuring a Small Food Company in a Transition Economy
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This case study was written by Maja Makovec Brenčič and Monika Lisjak, Faculty of Economics, University of Ljubljana, Slovenia, as a part of the Leonardo da Vinci project “Moving towards the case method”.

It is intended to be used as the basis for a class discussion rather than to illustrate either effective or ineffective handling of a management situation. 

The authors gratefully acknowledge all the contributions and the insightful comments made by Janez Damjan. 

"Ms Aleša, I never thought that a little girl would be my president one day!" said the door lady that morning of December 13th, 2001. Ms Aleša Kandus smiled in return and kept smiling as glasses of champagne were lifted to her honour in her new office. But she stopped smiling a little later when left alone with the latest financial reports and sales figures. She knew there was a serious challenge ahead of her and the company. Though management change is never easy, the Medex case was extraordinary. It was Ms Kandus’ father who had successfully run the company for forty years, from the times of Yugoslav socialism to Slovenia's economic transition. 

Early history of Medex - growth and stability

The company was established shortly after the first Yugoslav economic reform in February 1954 by the Beekeepers Association of Slovenia, which at the time was not allowed to trade honey. At start-up, "Medex – export – import" employed 20 people, with the export of honey and supply of domestic beekeepers with beekeeping equipment as their main activities. The company name was derived from the main element of its business (the Slovenian word for honey is med) and its key activity: ex-port. The first director of the company was Mr Miran Goslar, who later became one of the most important businessmen in the country. During his five-year tenure the company saw slow but successful growth despite having old and unsuitable production facilities. The next director was Marjan Jager, a man with strong political ties, who succeeded in establishing a Medex subsidiary called Carniola in Graz, Austria. But the enterprise was a failure, due to its manager's incompetence and corruption. In the 1961 fiscal year Medex also underwent heavy losses due to a lack of honey to export.

In the fall of 1961 Medex got its third director, Aleš Mižigoj, who was very young and had a degree in economics, some foreign language skills and some management experience, and a lot of enthusiasm and ambition. In less than three years he consolidated the company and incorporated its main competitor, Agromel. He diversified the company with other primary beekeeping products, such as pollen, royal jelly, propolis, bee venom and queen bees. In this way the company reduced its operating risk, as it was less dependent on weather conditions, which had a great effect on bees and their honey production. After five years of new management, Medex had three times more employees, and moved its production to a large building in the outskirts of Ljubljana, which would enable development for the coming decades. 

In 1971 Medex employed 150 people, who processed around 2500 tons of honey and related products, but Mr Mižigoj and his team continued to expand the business. They successfully organized a network for collecting honey from all the parts of former Yugoslavia. For the socialist economic environment this was an innovative process that gave employment to beekeepers, who worked from their homes as remote workers. Medex also opened several stores and bistros in larger cities to get direct access to consumers. In 1972 they acquired the Beekeepers Cooperative in Belgrade, which had its own retailing facilities.
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Medex production facility in Ljubljana, Slovenia.

Building its own laboratory, which in 1972 developed into a Centre for Biotics, was a very important step in Medex development. It gathered knowledge from many experts, including from academic circles, and developed numerous new products in cooperation with hospital clinics and institutes. These new products were used for illness prevention and health promotion, which initiated a new trend among Slovenian consumers, "apitherapy". Medex's special products received numerous awards at international fairs, and were greatly appreciated by top athletes and alpinists. 

The production of food supplements replaced honey processing as the core business of Medex. But since the company depended on small beekeepers as its suppliers, it continued efforts toward improvement of beekeeping development. Medex was still the main supplier of beekeeping equipment, organized veterinary control, seminars on beekeeping technology, health care for bees, etc. The company also played the role of a bank for thousands of small beekeepers. 

In the 1980s, during the third decade under Mr. Mižigoj’s leadership, Medex continued to grow, achieving excellent business results, and totalling 268 employees in 1989. All the employees were receiving above-average salaries, and other bonuses, resulting in practically zero staff turnover. The company's success was recognized by the Yugoslav business and political establishment with many awards, and by international experts in the beekeeping business, which organized two of the main Apimondia events in Ljubljana. Medex was the third largest European producer of special bee products at the time, exporting under its own brand across the world.

Ms Kandus decided to finish her first day as Medex CEO with sweet memories of company growth and strength. But on her way home and over the weekend she could not stop thinking of more recent years, which had been quite tough for Medex and her family. The great Medex tradition had therefore to be re-examined and built into a strategy for a new era.

Medex during a decade of transition

The beginning of the 1990s brought great changes and challenges for people and businesses in all former socialist countries. Slovenia, which after the disintegration of Yugoslavia gained independence in 1991, was no exception.  A new social and economic system forced everybody to question their values and adapt to the new rules of the success game. The main shock for Slovenian companies was the loss of markets in the southern Yugoslav states, where the war continued for several years. Medex lost almost 70% of its market after the collapse of Yugoslavia, as the supply of honey ceased to flow from the southern parts of the former country. The company also lost products in stock outside Slovenia and could not reclaim debts from its partners in Croatia and Bosnia. In 1991 Medex was on the edge of survival and Mr Mižigoj was forced to start the fourth decade of his management career with restructuring and the search for a new business model.

The first move was importing Crich biscuits from Italy in 1992, followed by Medex's own production in 1993, and the addition of waffles three years later. This new programme was regarded as temporary, but important to insure necessary income and a steady level of employment. Consequently, they invested close to nothing in marketing the “sweet programme”. This strategy was satisfactory till 1998, when competitors started to enter the Slovenian market more aggressively. 

Due to the employees' great loyalty, they agreed to a five-year wage freeze, and the financial performance of the company steadily improved. Medex was successful in re-registering its special food products, and by the mid-90s it started to participate in international fairs again, also receiving quality awards. In 1993 they started to export their own brands to EU countries, the USA and Canada through the German company Naturmed, but they also started to produce for international companies. Duty-free stores on Slovene borders, accounting for about 10% of company income in 1997, became an important market channel.

However, the main issue for all former socialist companies’ management in the post-socialist era was privatization of their business. At Medex, privatization of the company started in 1989, even before the applicable law was passed by the Slovenian parliament in 1992, giving management and employees the rights and power to privatize the major part of their companies using privatization vouchers. In 1996 Medex employees owned 60% of the company stocks, with a nominal worth of about €1.7 million. Over the following years, many workers gradually sold their shares to the management, which acquired control of company stocks by the year 2000 (for a detailed ownership structure see Appendix, Exhibit 1).

Throughout the 90s the management of the company stayed largely in hands of Mr Mižigoj. The position of sales vice-president was introduced in 1998, but no manager held the position for more than a year. Finally, Ms Aleša Kandus took over the position of sales vice-president toward the end of the year 2000. Having been a member of Medex Supervisory Board since 1997, she knew the company very well. Furthermore, through her father, she had been involved in beekeeping and the business processes of Medex since her childhood. Independent of her father, she proved herself to be a successful entrepreneur earlier in her career. But after a chain of events in her private and professional life, she decided to take on a new challenge at Medex. In December 2001 Mr Mižigoj stepped back to become advisor to the board and Ms Kandus took full control of the company.

Monday morning, her second day as CEO of Medex, Ms Kandus gathered all the key people in the company: Mrs Prah, financial director for the last 20 years, sales manager Mrs Pahor, former CEO Mr Mižigoj, and Mr Trošt, still a business student but acting as a strategic advisor. The goal of the meeting was to get as fair an assessment of the company as possible, and to define actions and key strategic decisions to be made in the weeks ahead. 

The Medex situation at the end of 2001 

Total revenues in 2001 were close to €8 million, 16% of which came from exports, mostly to ex-Yugoslav markets. Though net profit that year was nearly €200,000, Medex  started to have liquidity problems (more financial data for 1999 – 2001 in the Appendix). A focus on company financial performance was among the priorities for its top management, but due to an outdated accounting information system, no detailed cost structure analysis was possible. Available data showed that honey represented roughly 50% of all company purchases, and Medex was by far the largest buyer on the market. Besides honey, other main costs were starch, margarine, flour, sugar and packaging. Medex had no negotiation power when purchasing these materials, which seemed to be getting more and more expensive.

The use of information technology was generally very low within the company, and most information was still shared through paper and pencil. At the end of 2001, Medex had 88 employees, three fewer than in 2000, and ten fewer than in 1999. The average age of the employees was 39 but only ten of them had university education. Most of the employees had been with the company for five years or more, and for several of them Medex was the only company they had ever worked for. As a consequence, the daily routine and authorities in the company were simply never questioned. The management of Medex had every reason to believe in the employees' staunch loyalty, but Ms Kandus was aware of their shortcomings. 

Market data for the Medex assortment were most readily available. As shown in Table 1, Medex sales in 2001 were comprised of eight different programmes with over one hundred articles, ranging from honeycombs to sunglasses. Such a heterogeneity of the product mix was the result of decades of new product development, especially in dietetics, but also from the opportunities arising from cooperation with domestic and international business partners.

Table: Structure of sales for main product categories (in 1000 SIT)

	Product category
	1999
	2000
	2001

	Biscuits
	201,497
	174,146
	232,817

	Cosmetic
	38,978
	35,872
	33,269

	Dietetics
	330,514
	326,731
	331,731

	Honey
	358,621
	402,586
	428,144

	Honeycombs
	2,159
	984
	1,549

	Imports (food and food supplements)
	411,105
	369,856
	364,912

	Mead
	7,376
	6,133
	9,024

	Waffles
	170,016
	185,475
	297,346

	TOTAL
	1,520,266
	1,501,783
	1,698,823

	Exchange rate for €1 

(on June 30)
	194.6057
	205.3542
	217.3637


Honey Processing had continued to be the main Medex programme, and sales of honey, honeycomb and mead were bringing over a quarter of its revenues. In 2001, Medex processed 700 tons of honey, 80% of which was sold on the domestic market. Though Medex had a near monopoly over honey sold through the retailing sector, its market share in the total consumption of honey on the Slovenian market was only around 30%. The Slovenian honey market was very traditional, and around 1,200 tons of honey were sold directly to end consumers by small beekeepers at open markets, events, fairs, or directly at their homes. Direct selling was important for beekeepers, and very popular among consumers, who believe that "domestic" honey is more natural than that purchased in stores, even if it is of the same Slovenian origin. In reality, small beekeepers could not assure the necessary control procedures that were standard in Medex's production
. 

Honey - Food and a Product

Honey is a natural product made by bees that has existed for at least 150 million years. For bees, honey is food storage, kept in beehives for long winter months. European bees of the Apis mellifera family produce much more honey than they could consume, so people can use the excess quantity for themselves. Besides producing honey, bees are important for pollination of plants. Roughly one-third of the human diet consists of plants pollinated by insects, of which bees cover 80% of the work. Honey was used as sweetener for thousands of years before people knew how to make sugar. 

Hardworking European bees can be found in beehives across the world. There are mainly four types of European bees: Italian from the Apennine peninsula, Caucasian from the Caucasus region, Dark from middle, west and northern Europe and Carniolan, living the area stretching from Austrian Carinthia across Slovenia and the Balkans. Italian and Carniolan bees are the most important for world honey production.

Baron Emil von Rothschuetz (1836-1909) was the first to bring the news of a Carniolan bee, when he published the article "Aus unterkrain" in the journal Bienenzeitung. He was quickly swamped by demand from all over Europe, shipping over 3,000 bee families in three years. Before the First World War all merchants with the Carniolan bee were south of Alps in what is present-day Slovenia.
Beehives called kranjič ("Carniolan" in Slovenian), special in design, very practical and picturesque, were an important element of the Carniolan bee's success across Europe
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Slovenia contributes only around 2% percent of the world's honey production of over one million tons, but beekeeping is a very traditional and highly respected activity in Slovenia. Of the 8,000 beekeepers in Slovenia, three quarters are members of the Beekeeping Association of Slovenia. It was estimated that they had 140,000 beehives altogether, producing around 2,000 tons of honey yearly. Only 70 beekeepers were entrepreneurs who made living solely from beekeeping. Some of them started to market their own honey products, building their individual brands and special distribution channels. Most beekeepers continued to sell honey to industry despite lowering prices, because they could not cover all the costs of storage, packaging and selling themselves. Due to long-term relationships with Mr Mižigoj, Medex was on good terms with beekeepers and their association.

The average retailing price for honey sold under Medex brand was €5.30 per kilogram, which was at least 30% higher than that of most beekeepers. Medex remained a premium honey brand on the Slovenian market despite the absence of advertising. Reports from sales people also indicated a high-loyalty segment of consumers. The company brand was well-known on the Slovenian market, associated with the tradition of Slovenian cultural heritage. There had been no market research about brand equity across borders, but the Medex brand name was expected to be among the most recognizable Slovenian brands on former Yugoslav markets.

Sales of waffles and biscuits presented almost one third of the total figure in 2001. All biscuits and about 65% of the wafers were sold under Medex's own brand. Their first production of a private label for Slovenia's largest retailer Mercator started in 2001. There was a 6% decrease in the volume of sales of Medex's own brand waffles that year, but due to a price increase they earned 3% more than in the previous year. Medex management estimated they had close to 15% market share of Slovenian biscuits and waffles market in 2001.

Food supplements (a new official name for what had been called "dietetic" products) were the third most important group of Medex sales. A small company logo was applied on all the products but a branding strategy emphasized special product names, emphasizing product benefits or their ingredients. The same branding strategy was used for cosmetic products, which represented only a tenth of the dietetic sales. A complete list of dietetic and cosmetic products is given in Exhibit 4.

Exhibit 4: Medex dietetic and cosmetic product portfolio in 2001

	Brand
	                    Products

	Androgel
	Capsules with royal jelly, saw palmetto and pollen

	Apibaby
	Drops with propolis in non-alcoholic solution

	Apident
	Toothpaste with added fluoride and aloe vera and enriched with propolis

	Apidepil
	Body hair removal

	Apifit
	Honey with supplements such as wheat shoots, royal jelly, seeds, etc.

	Apiherbal
	Herbal drops with different kinds of extracts

	Apikomples
	Honey with pollen and lecithin, royal jelly and propolis, enriched with vitamin B 

	Apilana
	Shampoo, hair spray, cosmetic line

	Apilecitin
	Honey with pollen and lecithin, enriched with vitamin E and niacin

	Apiprostatin
	Honey with pollen, royal jelly and birch extract

	Apireumin
	Anti-rheumatic ointment with venom

	Apisirup
	Syrup made from pine sprouts and honey, with herbal extracts

	Apivital
	Honey syrup with pollen, royal jelly, wheat shoot oil and propolis, enriched with vitamin C

	Carantania
	Mead

	Diethon
	Sorbitol and fructose with added honey: low-calorie product

	Elanosol
	Sun cream

	Medex
	All kinds of honey and primary beekeeping products

	Medonal
	Fructose with pollen and royal jelly, enriched with vitamins

	Melbrogen
	Capsules with artichoke, milk thistle and pollen

	Poligel
	Capsules with pollen and royal jelly, enriched with vitamin C

	Proapin
	Spray or drops with propolis 


One fifth of the food supplement production at a value of €350,000 was exported, 86% of which went to ex-Yugoslav markets. It was very difficult to assess market shares of the above products. In some cases Medex was an innovator and its product was the only one available on the market, such as Apiprostatin. In cosmetics, Medex was a minor player, offering niche products. In September 2001, Medex started to run an educational advertising campaign for dietetic products on Slovenian television, and the first sales reports were very promising.

The development of the marketing strategy for this programme had to consider the fact that Medex production facilities for dietetic and cosmetic products were becoming outdated. There was a plan to invest in new equipment to reach the standards of the pharmaceutical industry but it would take at least two years to get a certificate, with an estimated cost of €2.5 million, plus a high maintenance costs. The alternative was to modernize its production just to reach EU food production standards, with an estimated cost of €1.5 million.

Imported products, for which Medex performed only a distribution function and some promotion, were also an important contribution to the sales volume. Key brands were Kruger dissolving tablets, D’arbo jams, and Bio biscuits, all niche products with firm market positions.

The marketing function was centred in the sales department, which was a part of the "Commercial Sector", also including a purchase department and warehousing with transportation services (see organization scheme in exhibit 2 in Appendix). The sales department had 15 people altogether, two of whom were responsible for all the promotional activities and research. Consequently, these two had almost no time for strategic projects, such as brand management, or new product development. They were in effect just support for sales people, who were mainly responsible only for their geographic regions. 

After some long top management meetings Ms Kandus had a pretty good picture of Medex strengths and weaknesses. In order to make important decisions about the company's future orientation, a fair assessment of the environmental factors was also urgent. The best person for this job was Mr Mižigoj’s grandson Rok Trošt, an excellent business student, who also grew up in the company. During the following months, he collected information and discussed it with Ms Kandus in order to understand the opportunities and threats for Medex.

Market facts and environmental trends

The first and most important environmental factor for Slovenian companies during recent years has been Slovenia’s full membership in European Union, starting on May 1st, 2004. The date of accession had been known since 2000, and Slovenian managers were becoming increasingly aware of the upcoming legal and market changes. 

· New food production standards were particularly important for Medex as a food company, but they could not be met with the technology installed at the time.

· The next big change was the removal of duty on Slovenian imports to the EU and vice versa in 2004 and even before. For honey, duty on imports was 45%, giving Medex products a comfortable advantage on the Slovenian market. Losing this advantage should have been balanced by increased export to EU countries, but that could not be achieved with only a price factor. Medex management knew their products would achieve the necessary competitive advantage on EU markets if only they had had a strong brand. Since Medex exported less than 3% of its production to EU markets in 2001, its brand was virtually unknown by the average European consumer.

· On the other hand, biscuits, waffles, chocolate, snacks and other food products from EU countries with global brands had been popular on the Slovenian market ever since the lifting of import barriers in the early 90s. The removal of duties on imported products could make them up to 15% cheaper, or more attractive through the increased advertising budget of importers.

· Joining the EU would also change the status of Slovenian products on the traditional export markets of ex-Yugoslavia. Calculations were made showing that the price of Medex waffles would increase for its importers on the markets of Bosnia and Herzegovina by up to 25% due to newly imposed duties on Slovenian products.

· Furthermore, the price of sugar in the EU was higher than in Slovenia, which could bring the cost of biscuits up by 4.85%. And sugar was already over 5% of all Medex purchases in 2001.

· Duty-free stores on Slovenian borders were an important outlet for beverages and food products made in Slovenia. Medex sold as much as 10% of its production through this retail channel, where Slovenes travelling abroad and foreign tourists visiting Slovenia could find products considerably cheaper. However, in 2001 it was made clear by EU authorities that Slovenia should close duty-free stores on its borders to Italy, Austria and Hungary even before 2004.

The second major factor affecting Slovenian food producers was the consolidation of retailing business, which started in the mid 90s. By 2001, there were only three main players on the market, having a combined market share of 65%. The share of Medex's top five buyers went from 25% in 1997 to 51% in 2001. The concentration and fierce competition among main retailers in Slovenia put heavy pressure on food producers that could not increase their prices with inflation growth anymore, and had to add bonuses for major clients. 

Store formats were changing dramatically, from small corner stores to large supermarkets and shopping centres on the outskirts of big cities. But for Medex's core business, pharmacies and small specialized shops remained an important channel of distribution.

New legislation on consumer protection from 1995 forced importers and distributors, including Medex, to add more complete declarations on food imports. Since the former Yugoslav market had been rather closed for import, and the old legislation on OTC drugs very liberal, several Medex products were considered partly food supplements and partly pharmaceuticals. Under the new legislation it became very difficult to promote such products, and only statements about positive influence of a product on certain conditions or general health were allowed.

Another important trend for Medex to consider was the fact that Slovenia was following a European trend toward natural and wholesome food products. Consumers were becoming increasingly aware of preservatives and other artificial ingredients in many foods, and were willing to pay more to avoid them. Furthermore, the demand for diet products and traditional home medicine among Slovenia's aging population was increasing, which was also quite important.

Early in the spring of 2002, after just three months of running the company, Ms Kandus called a big meeting of the Medex management, to present results of all the discussions, analyses, and main strategic decisions. The main dilemma was deciding whether to develop into a more general food company or specialize in high-value products based on honey. But her main message was that many changes would have to be made in the company. She finished the meeting by saying: “We will have to change, as a company and as individuals, and I give you two years to do so”.
Questions for discussion:

1. Define the company's strategic orientation during different periods.

2. How would you define the company identity and mission during socialist times and in the transition period?

3. What were the key environmental factors influencing the company during the transition period?

4. Describe Medex's major strengths and weaknesses.

5. Identify major opportunities and threats for Medex at the end of millenium.

6. What were the main strategic options for Medex at the time of the management change?

7. Analyse the product portfolio and suggest changes.

8. Analyse the Medex branding strategy.

9. Discuss leadership issues in SMEs after describing Mr Mižigoj as a manager and Ms Kandus' special qualifications for the CEO position at Medex.

10. Discuss some effects of full EU membership for Slovenian companies.

Appendix:

Exhibit 1: Medex ownership structure as of December 31st, 2001

	Owner
	share

	Bank Abanka
	48.0% 

	Aleša Kandus – CEO
	23.0% 

	Aleš Mižigoj – former CEO
	12.0% 

	Medex – (own shares)
	7.7% 

	Others – small shareholders
	9.3% 
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Exhibit  3: Medex historical financial figures 

Table 1: Medex historical balance sheets
(in 1000 SIT)

	BALANCE SHEET
	1999
	2000
	2001

	Assets
	1,842,125
	2,047,156
	2,182,041

	Fixed assets
	1,056,224
	1,142,794
	1,139,724

	Intangible long-term assets
	11,223
	10,078
	10,359

	Tangible long-term assets
	985,295
	1,013,380
	996,176

	· Property and plant
	678,884
	703,786
	709,996

	· Equipment
	306,411
	309,594
	286,180

	Long-term investments
	59,706
	68,377
	72,545

	Other 
	
	50,959
	60,644

	Current assets
	785,901
	904,362
	1,042,317

	Inventories
	343,782
	450,379
	447,427

	Operating Receivables
	417,350
	336,665
	420,941

	· Long-term operating receivables
	3,673
	4,149
	2,510

	· Short term operating receivables
	413,677
	332,416
	418,431

	Short-term investments
	n.d.
	n.d.
	7,000

	Cash in banks, cheques and cash in hand
	21,811
	114,321
	159,920

	Deferred costs and accrued revenues (expenses)
	2,958
	3,097
	7,029

	Equity & Liabilities
	1,842,125
	2,047,157
	2,182,041

	Capital
	1,148,748
	1,305,946
	1,414,416

	Paid in capital
	274,710
	274,710
	274,710

	Reserves
	169,323
	169,323
	190,030

	Total liabilities
	693,377
	741,210
	767,588

	Long-term reservations
	205,404
	228,372
	303,237

	Long-term liabilities
	119,806
	108,142
	113,205

	Short-term liabilities
	368,167
	404,696
	351,146

	Accrued costs (expenses) and deferred revenues
	n.d.
	n.d.
	37

	Exchange rate for €1 

(on June 30)
	194.6057
	205.3542
	217.3637


Source: Company documents

Note: Data are in 1000 SIT, Balance sheet was prepared according to SAS

n.d. stands for no data,

Table 2: Medex historical income statements

	INCOME STATEMENT
	1999
	2000
	2001

	Net sales revenue
	1,656,627
	1,636,006
	1,841,204

	Cost of goods, materials and services
	1,162,573
	1,149,076
	1,243,573

	Cost of materials purchased and used
	n.d.
	n.d.
	n.d.

	Cost of services
	n.d.
	n.d.
	n.d.

	Labour cost
	272,519
	277,293
	302,030

	· Wages and salaries
	
	
	

	Depreciation and amortization
	107,444
	140,147
	113,411

	Other operating expenses
	60,059
	94,384
	139,371

	Operating income
	1,647,674
	1,661,034
	1,818,879

	Inventories  correction and other
	-8,953
	25,028
	-22,325

	Operating expenses
	1,611,548
	1,685,928
	1,776,060

	Operating profit (EBIT)
	45,079
	134
	20,494

	EBITDA
	22,966
	45,933
	59,839

	Financial revenue
	15,924
	30,014
	34,097

	· Fin. Rev. from investments
	n.d.
	n.d.
	n.d.

	· Interests from long-term receivables
	n.d.
	n.d.
	n.d.

	· Interests from short-term receivables
	n.d.
	n.d.
	n.d.

	Financial expenses
	45,402
	90,494
	62,930

	· Fair value adjustments
	n.d.
	n.d.
	n.d.

	· Interest expense
	n.d.
	n.d.
	n.d.

	Profit from ordinary activities
	16,962
	-59,400
	-15,352

	Extraordinary revenue
	23,128
	112,817
	95,284

	Extraordinary expenses
	17,124
	7,484
	20,093

	Total revenues
	1,706,930
	1,786,565
	1,997,989

	Total expenses
	1,665,121
	1,758,878
	1,889,444

	Taxes
	3,656
	9,255
	18,425

	Net profit
	19,310
	36,678
	41,414


Source: Company documents

Note: Data are in 1000 SIT, Income statement was prepared according to SAS,

n.d. stands for no data,


























































� Each batch of honey must be tested for quality and purity. Honey should be sourced in only one habitat in order to qualify for purity. It must also be free of antibiotics or other medicines before it can be cleared for further processing.
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