UTCOMES FROM A
TWO-YEAR BEEKEEPING
BUSINESS CGOHORT
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Address the gap in resources
available to small-scale beekeeping
businesses by training a cohort in:

* business planning

* product development

* digital marketing

* workplace safety
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Meet the Cohort

* 30 Florida beekeepers

* |-3 years bee experience

* Young, women, veteran, and/or limited resource beekeepers
* Ready to turn their beekeeping hobby into a business
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By establishing a motivated cohort
with the same 30 participants
working together over two years,
this program was able to provide
business resources specific to
beekeepers as well as a network
of peer support and accountability
for their new businesses.
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Mission Statement: Provide the beg
they can perform their essential role
extraordinary honey as a result.

Initial start up costs: Farmer's marketh

initial supplies f d produ . . .

Cimate-Conrol History: Bee Something Special, LL R BEE HAVEN LLC °
Il startup cost: +7-$10.000 Miami, Florida. After several years &

annual operafing costs: +/- $7000 trial and error and guidance of sever

Cost Structure
| will be self-funded, and will not requirg

: : to a more methodical and organized
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Business: Bee Something Special, |

is initially focusing on small batch pr

Florida Cottage Industry rules. As a R Bee Haven will build a customer base made up of local community residents. It will establish °
customer service and stand by their a reputation for trustworthy business and beehive management practices. R Bee Haven’s goal

whether through home delivery in mj is to gain Hive Management/Hosling clients and sell R Bee Haven's honey harvest.

ingquiries and concerns. | also beliey

customer feel good about how they |

affirmation linked to the hive from wi TARGET MARKET1

established, a short piece on each hj

Currently sales are through word of { * Consumers who have a natural, holistic mindset, love good whole food nutrition

market in cooperation with another b
harvested honey. Although the origit
for the first year or two to minimize g
to reduce mailing costs overseas hal
can now be provided to customers i
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and return on investment of other hiy
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« People who are invested in growing the successful habitation of the honey bee

« People who want pollinators in their garden spaces within 10-mile radius of our current
address

Reach the population in a 10-mile radius using social media groups designated as market
places for selling local goods and services

Reach out to family and friends with newsletter, invite them to share by email or social media

Develop a single page web page advertising R Bee Haven colony removal, hive hosting and
hive maintenance services, as well as honey

MARKETING BUDGET °/
82%

R Bee Haven budgets $250.00 in the first year for marketing costs which may include

* Website domain
» Newsletter and email blasis
* Business cards

. used budget/
product costing
spreadsheets
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This material is based upon work that is supported by National Institute of Food and Agriculture, U.S.

Department of Agriculture, under award number 022-70033-38216. Any opinions, findings, conclusions, or feed ba-Ck
recommendations expressed in this publication are those of the author(s) and do not necessarily reflect the

view of the U.S. Department of Agriculture.
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