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This presentation

▪Valorisation strategies for local livestock breed -
why?

▪ Initiative of the European Parliament - followed by 
EU DG AGRI commissioned Preparatory Actions

▪Recommendations for valorisation initiatives

▪Case study in the Netherlands on cattle breeds –
Lessons learned
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Why are local livestock breeds  

endangered?
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• Many reasons

• Lower productivity

• Globalisation

• Demographic factors

• Lack of breeding 
programs

• Lack of 
policies/regulations

• “Market failure”

• Etc.
FAO, 2018



Local livestock breeds often have different 

values and provide different services

Values of AnGR/local breeds 

▪ Direct use value

▪ Indirect use value

▪ Option value

▪ Existence value

The concept of ecosystem services 
(review by Bernues and Collado, 2018)

▪ 3 categories (CICES Classification): 

Provisioning, Regulating, Cultural services

▪ Plus Biodiversity as a separate category 

4

Valorisation

• Profitability for 
the farmer  or 
owner of the 
local breed?

• (self) 
Sustainability?

▪ Economic value 
(production)

▪ Genetic value

▪ Cultural value

▪ Environmental value
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Preparatory Action EU – PGR & AnGR – II

Central theme:

▪Valorisation of products of underutilised crop 
varieties and endangered livestock breeds

Objectives:

▪ To provide different categories of stakeholders with 
concrete examples for valorising the sustainable 
use of breeds/varieties in an economically viable 
way.
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Arcadia International 

and partners



PrepAct–II

4 Projects

- Assess project

implementation

- Lessons learned
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PrepAct-II 

Compendium – 56 projects
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www.geneticresources.eu



PrepAct-II - User Guide for valorisation

‼ Checklist of topics to be considered / Diversity of situations 

will require tailor-made strategies

1. Idea! Identify the genetic resources and their key values

a. Main characteristics, features and values

b. Benchmark preliminary ideas with other successful initiatives 

2. Define valorisation objectives, valorisation strategy and plan

a. Initiative by small group of actors

b. Agreement on aims

c. Search for alliances

3. Mobilise resources and set-up the organisation

a. Cash ánd in kind resources
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PrepAct-II - User Guide for valorisation

4. Set-up the organisation

a. Identify strong and active coordinator

b. Legal issues

5. Define the identity and qualities of products/services: “Build 

the Story”

a. Qualities of products are not automatically understood by 

consumers

6. Organise the production and create supply chain 

a. Diversity or uniformity of products

b. Number of products and volume

c. Assess market potential

d. Evaluate alternative supply chains
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PrepAct-II - User Guide for valorisation

7. Define marketing approach: How to differentiate products on 

the market?

a. Strengths and weaknesses of the product (and story)

b. Opportunities

c. Consumer target groups

8. Set-up synergies with other local actors, stakeholders, 

authorities – ensure funding

a. Public bodies, regional authorities

b. NGOs and consumer organisations

c. Local communities

9. Evaluate the valorisation initiative: is it successful? 

a. SWOT analysis - analysis of the supply chain
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Example: Erfgoed Bossem - Deep Red cattle

▪ Cattle breed is integral part of the 
concept of marketing different 
products and services

▪ Cow Safari in covered wagon

▪ Camping in luxurous tents
and holiday houses

▪ Exploitation of Deep Red 
cattle breed is important 
element of EXPERIENCE

▪ Prize winner – Tripadvisor
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Example: Meat products - Dutch Belted cattle

http://dendikkenboom.nl/lakenveldervlees/
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http://dendikkenboom.nl/lakenveldervlees/


Meat products from Dutch Belted breed

Success factors ?

▪ Coordination by leading persons 
in breed society of Dutch Belted
cattle breed

▪ Through cooperation:

● Finishing bull calves for quality meat before
slaughter

● Fixed prices within the network

● Contracts with restaurants and also Shell

▪ Use of different communication channels to let people 
know about the breed and its products
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Example: Groningen Whiteheaded (“Polder panda”)

▪ 4000-7000 kg milk/cow/year, robust, fertile, etc.

▪ Difficult competing with Holstein in specialized dairy

Valorisation:

▪ > 25 Groningen Whiteheaded farmers selling 

breed-specific meat and dairy products directly to consumers

▪ Many farms are organic/low input - Breed fits well in “nature-

inclusive” systems
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Success factors:

▪ Driven by enthusiasm of farmers/breeders for their farm, their 

breed and their products

▪ Strong connection to sustainability goals - locally produced food

▪ Short supply chains, well organized, direct sales to consumers –

regional approach

▪ Connecting different labels that have (partly) similar goals (e.g. 

Slowfood, Organic, Zeldzaam Lekker)

▪ Communication and marketing approach to consumers and 

wider society

▪ Sharing best practices
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Bottlenecks:

▪ Several and different labels may also confuse consumers

▪ Quality of products is often variable

▪ Seasonality of products leads to discontinuity in supply

▪ Initiatives are not always supported/facilitated by legislation

▪ Profitability per working hour is low (“way of life”)

▪ Individual producers often tend to “re-invent the wheel” again
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Summary: valorisation strategies of local 

livestock breeds

▪ Valorisation strategies are key for breed survival in the 
long run. “Use it or lose it”.

▪ Many different situations and options → tailor-made 
valorisation strategies needed

▪ PrepAct-II has generated inspiring examples of 
valorisation initiatives across Europe 

▪ Follow-up needed to further share good valorisation 
practices.
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