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INTRODUCTION
Dehesa ecosystem and Extremadura region
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-~ « Extremadura accounts for the main dehesa area (it is the F&
- core of this ecosystem).
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INTRODUCTION
The organic beef cattle sector and dehesas. Trends and current
It atlon

increase in input prices and reduction of dehesa
market competition farms’ sustainability
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" easy conversion on dehesa '
beef farms to organic
production

- New market trends and
~_ Subsidies
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MATERIALS AND METHO
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Step 1: Optimal values

Step 2: Conversion to
indices
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Step 3: FSIl scores




RESULTS AND DISCUSSION







AQaptapllity 10
livestock sector
changes




RESULTS AND DISCUSSION
FSI scores for the farm types




-Difficulty in receiving organic farming
payments.




-Subsidies: dependency on organic
payments is not very high (Vs Hrabalova & |
Zander, 2006, Czech republic).

-According to these authors: the share of
other payments is higher.










RESULTS AND DISCUSSION
S| scores for the farm types

Low demand. Reasons and Challenges:



RESULTS AND DISCUSSION
FSI scores for the farm types

Opportunities:




Opportunities:




- RESULTS AND DISCUSSION

-Processing and marketing by
producers: almost totally lacking.
Dantsis et al. (2009, Greece) and
Lobley et al. (2013, England and
Wales): there is no link between organic
farming and marketing strategies (such
as short marketing channels).

- Finishing steers organically costs more (Fernandez & Woodward, 1999;
Gillespie and Nehring, 2013, U.S.) and may not be an ‘optimal strategy (Nlelsen
& Kristensen, 2007). In O-2 farms, it is.




- Ansaloni (2011): farmers must organize themselves into associations in order
to maximize their bargaining power and be able to process and sell their
products.

- Ricke et al. (2012): the organic meat sector must meet market demands, by
means of increasing the industry integration, and developing more value-
added/processed products.




Organic 2: 36% of them had contracts
with supermarkets, higher price for their
fattened calves (25% higher than the
price of the conventional ones).










Efforts must be made to increase consumers’ demands for organic
beef and to address market orientation. For this last purpose, farmers
must take exporting into consideration seriously, add value to the :
products (by means of fattening, processing, creating new products), ,

and selling them by themselves.
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