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Abstract: The growth and development
of animals for human consumption are
indispensable biological processes related
to meat production and food security. We
analyze the meat marketing circuits in Chi-
apas, Mexico, providing quantitative and
qualitative information in order to under-
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stand and strengthen alliances among ac-
tors in the productive chain. Results show
the existence of levels of cattle production,
and meat marketing, processing, and sales.
Support services to actors throughout the
productive chain are provided by three
cattle raising associations, two municipal
slaughterhouses, and a federal inspection
slaughterhouse.  Four marketing circuits
exist which are well-differentiated with re-
spect to number and type of actors; these
actors participate in the production-pur-
chase-sale relation, marketed product, and
final destination market. The circuit involv-
ing the greatest number of live animals is
that in which weaned calves are marketed
for fattening. In all circuits, the greatest
marketing margin is obtained by interme-
diaries who participate in the marketing
level. The principal beneficiaries are re-
gional and national wholesale buyers of the
shortest circuit. Producers are organized
in local and regional cattle raising associa-
tions, while marketing agents do not have
any type of organization. A public policy
of permanent support is required in order
to strengthen alliances among actors, as
well as a competitiveness strategy oriented
toward differentiating products based on
quality. With this, the current productive
chain may gradually transit toward a chain
of value that promotes food security and
sustainability.

Keywords: production-marketing- pro-
cessing circuits, marketing margin, levels of
the productive chain, intermediaries, food
security.
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INTRODUCTION

The growth and development of an-
imals for human consumption are indis-
pensable biological processes related to meat
production, through cell multiplication or
hyperplasia, the increase in cell size or hy-
pertrophy (Di Marco et al., 1987), along
with the sustainable use and management
of natural resources for animal feed and the
achievement of food security (Pat-Ferndn-
dez et al., 2007; Nahed ez al., 2013; Agu-
ilar-Jimenez et al., 2019; Valdivieso et al.,
2019). The importance of analyzing market-
ing circuits in productive chains in agri-food
is that it allows for identifying limits, poten-
tials, and opportunities in order to guide in-
tervention strategies toward strengthening
of alliances among actors involved in pro-
duction, processing, marketing, and con-
sumption of products.

Productive chains are systems made
up of actors who are inter-related through
a succession of operations carried out in
production, processing, and marketing of
a product in a determined environment
(ASOCAM, 2005; Balawanth ez a/., 2025).
Productive chains have existed for a long
time and may be renovated through new
strategies and market relations.

In the 1990’s in Mexico, protection-
ist barriers began to be reduced and com-
petitiveness became key to producing and
marketing products (Villareal and Villareal,
2002). This situation has led many coun-
tries to be increasingly interested in learning
about comparative advantages of agri-food
productive chains.

Competitiveness of productive chains
may be attained by: i) obtaining maximum
production levels and the greatest profitabil-
ity regardless of product quality or negative
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impacts on labor and the environment; or
ii) favoring maximum product quality and
environmental conservation in order to tar-
get alternative niche markets (Nahed ez 4/,
2007; Bischoff and Seuring, 2021; Dagys et
al., 2025). As with many nations, in Mexi-
co the first tendency predominates, with the
disadvantage that Mexico has the reputa-
tion of being an open, not very competitive
nation which is globalized in a disadvanta-
geous manner in terms of its economic, so-
cial, and technological integration with the
rest of the world and in terms of the relation
among globalization, corruption, equity,
and freedom in the nation (Villareal and
Villareal, 2002).

According to Hobbs ez al. (2000), the
difference between a productive chain and
a chain of value lies in the fact that in the
productive chain, information flow is little
or null, the principal focus is cost-price,
the strategy consists of obtaining a basic
product, supply leads demand, the organi-
zational structure consists of independent
actors, and the philosophy of the business’
competitiveness predominates. In the chain
of value, information flow is extensive, the
principal focus is value-quality, the strategy
is to obtain a differentiated product, demand
leads supply, the organizational structure
consists of independent actors, and the phi-
losophy is oriented toward competitiveness
of the chain. According to OGPA (2002),
Cristi (2003), Guerra (2004), Lundy ez al.
(2004), Castro-Samano et al. (2019), and
Dagys et al (2025) studies of the chain of
value should address the following five lev-
els of analysis: i) structure of the agro-food
system, ii) functioning of the agro-food
system, iii) relations with the international
economy, iv) relations with the national and
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regional economy, and v) integration and
analysis of competitiveness.

Based on this premise, the objective of
this study was to analyze the beef marketing
circuits of ejidos (collective land holdings)
in the municipality of Tecpatan in the hu-
mid tropics of the State of Chiapas, Mexico,
and its contribution to food security, with
the interest of provide useful information
for decision-making by the different actors
(producers, processors, salespeople, orga-
nizations, and governmental institutions).
It is important to generate consistent data
in order to improve access to information
of those involved, guide intervention strat-
egies, and contribute to empowering and
strengthening alliances among actors of the
chain (Lundy, 2003; ASOCAM, 2005; Ba-
rua et al. 2021; Dagys ez al., 2025).

According to INEGI, in 2007 the
State of Chiapas had 1,406,000 head of cat-
tle, principally destined for fattening and
milk production. That year, livestock rais-
ing occupied a surface of 427,000ha, prin-
cipally covered with natural grasses, partially
wooded areas, or weeds, with extensive cat-
tle or sheep production systems predomi-
nating. While livestock farms show varying
levels of technological advancement of pro-
ductive processes, in general, these livestock
systems have high levels of production of
live animals. In 2008, they produced just
over 196,000 tons of live cattle, and milk
production that year surpassed 372 million
liters, principally destined to local and na-
tional consumption (SIAD, 2008).

Cattle raising in the municipality of
Tecpatan, Chiapas has a high level of appro-
ximation to the organic production model
(Nahed ez al., 2009; Nahed ez al, 2013;
Valdivieso et al., 2019), and currently or-
ganic certification is being promoted. Ne-
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vertheless, in some regions of Chiapas, catt-
le production is limited by lack of quality
control for milk, cheese, and meat produ-
ced. This hinders marketing in the formal
market and causes prices to be significantly
less than desired by producers (Nahed ez
al., 2008; Nahed ez a/., 2013; Nahed-Toral
et al., 2018). Statistical information from
SIAP (2008) shows that cattle producers
of Tecpatan sold 4,765 tons of live cattle
— principally calves for fattening and dis-
carded animals - to external buyers. They
also sold over 40 million liters of milk to the
companies PRADEL and to artisanal and
micro-industry cheese makers. Despite the
fact that dual purpose cattle production sys-
tems of Tecpatan, Chiapas have a high level
of approximation to the organic production
model, the limits, potentials, and opportu-
nities of the productive chain of cattle agro-
-food products are unknown.

MATERIALS AND METHODS

This study was carried out in the muni-
cipality of Tecpatan, in the northeast moun-
tains of the State of Chiapas, in southeastern
Mexico, between 94° 05” and 91° 23" west
longitude and 17° 16" north latitude. This
lies within the middle watershed of the Gri-
jalva River, and within the Mesoamerican
Biological Corridor (Figure 1). According
to the Kdppen classification, modified by
Garcia (1988), climate is warm-humid with
abundant summer rains Af (m) w” (i 9) g.
Total annual precipitation is 1932mm, ave-
rage altitude is 320masl, predominant vege-
tation is medium jungle, and topography is
rough. The original population belongs to
the Zoque ethnic group.

Beef Marketing Circuits in Chiapas, Mexico and Its Contribution to Food Security

~
i)

5}
z
<




UUnited States of America.

Figure 1. Location of the study area, corresponding to the municipality of
Tecpatan, Chiapas, Mexico, in green.

Analysis of beef marketing circuits was
carried out during an agricultural cycle, ba-
sed on methodologies explained by Lundy
(2003), ASOCAM (2005), Angulo (2007),
and Nahed ez a/. (2008). The following le-
vels were identified: i) production (produ-
cers and volumes of production); ii) marke-
ting (buyers or local retailers, and regional
or national wholesalers); iii) processing and
sale to the final consumer (local and regio-
nal butchers, as well as supermarkets; and
iv) strategic support services (cattle raising
associations, municipal slaughterhouses, fe-
deral inspection slaughterhouse, and trans-
port and storage of live animals and carcas-
ses). We also characterized beef marketing
circuits, producer income, marketing mar-
gins per level, and organizations involved in
the productive chain.

Marketing margins were calculated
as the difference between buyers” purchase
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and sale prices of a unit of product (Calden-
tey, 1979; Garcia ez al., 1990).

Information was obtained in the
following manners: i) by consulting archives
of three cattle raising associations in the mu-
nicipality of Tecpatan, Chiapas (Local Catt-
le Raising Association of the Grijalva of the
communities Luis Espinosa and Emiliano
Zapata; Local Cattle Raising Association of
the community Malpaso; and Local Cattle
Raising Association of the community Te-
cpatan), from which quantitative and qua-
litative information was obtained regarding
weight and destination of animals sold, pur-
pose (slaughter, fattening), inspection pro-
cess, obligatory permits, and loading animal
for transport; ii) through direct observation
on the cattle farms; and iii) by applying two
questionnaires; the first to 75 producers
(100% of all active producers of the rural
production societies Grijalva = 35, Pomar-
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roza = 22, and Malpaso = 18) in order to
ascertain basic economic aspects of produc-
tion (17 items); the second was a consisted
of all retail buyers and butchers who decided
to provide information) with the goal of ob-
taining information on the marketing pro-
cess (12 items). Furthermore, other actors
involved in the meat productive chain were
interviewed, including truck drivers, staff of
the cattle raising associations, veterinarians
in charge of hygienic-sanitary animal ins-
pection, wholesale buyers, and inspectors
in municipal slaughterhouses. These infor-
mants provided valuable data regarding pri-
ces and destination of animals sold.

Analysis of information was carried
out using tables and graphs of descriptive
statistics (average, standard error, and ran-
ge). We also elaborated a conceptual model
(Aracil, 1999) of the beef productive chain
(schematic diagram of the relationships es-
tablished among the elements of a system).
Information was systematized in a data base
and examined with the SPSS (Statistical
Package for Social Sciences) statistical pro-
gram, version 20.0 (SPSS, 2021).

RESULTS

Figure 2 shows the levels of the beef
productive chain and the four marketing
circuits identified in the municipality of Te-
cpatan, Chiapas.

Links in the meat production chain

Analysis of the productive chain be-
gins with description of the levels identi-
fied. The first level is made up of producers

and cattle production systems. Historically,
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cattle raising in the municipality of Tecpa-
tan has been based on extensive grazing,
whose principal characteristics are diver-
sified use of resources and a management
calendar adapted to the variable environ-
mental conditions. Animals are fed almost
exclusively in grazing units with a broad tree
gradient. Herd size of the cattle production
units (CPU) ranges from 9 - 197.5 animal
units, including 4 - 107 cows in reproduc-
tion. Producers sell 9 — 18 calves annually.

Based on type of product offered by
the CPU, we identified three subsystems of
beef production: i) CPU oriented toward
production and sale of weaned calves; ii)
CPU oriented toward fattening weaned cal-
ves for sale, some of which are produced on
the farm and others of which are purchased;
iif) CPU oriented toward fattening weaned
calves for sale in which100% of animals are
purchased from other cattle farms.

The second level of the productive
chain is marketing, which includes local,
regional, and national intermediary buyers
who purchase and sell live calves, steers, hei-
fers, and discarded cows. Based on type of
products or animals marketed, in the study
region we distinguished two principal types
of intermediaries — specialized and non-s-
pecialized. 'The first are specialized in pur-
chase of animals which comply with specific
characteristics for weight and age, which are
resold in regional and national specialized
markets. By contrast, non-specialized inter-
mediaries take advantage of opportunities
which arise to purchase animals at very low
prices, regardless of weight or age, such as
steers, heifers, and discarded cows, in order
to sell them in the local market.

The third level is processing and sale.
This level includes butchers, whose activi-
ties consist of: i) processing live animals into
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Figure 2. Links of the beef productive chain and marketing circuits in the municipality of Tecpatan,
Chiapas, Mexico.

carcasses; and ii) processing carcasses into
different cuts of meat and meat sub-pro-
ducts (processed, salted, or seasoned meat,
etc.) for sale to the final consumer. There
are two types of butchers: local and regional.
Local butchers market their products in ¢ji-
dos and communities of the municipality
of Tecpatan, and regional butchers in major
cities of the State of Chiapas, including Tu-
xtla Gutierrez, San Cristobal de Las Casas,
and Chiapa de Corzo. 100% of butchers
interviewed have been in the business for
over six years, and sell at least half a carcass
daily. 36.4% of butchers interviewed sell the
innards of the animals and none of them
package or label the meat. Furthermore,
36.4% of butchers sell processed meats such
None of the local butchers have

a vehicle adequate for transporting the car-

as sausage.

cass to their shops. Therefore, carcasses are
transported in the same pick-up trucks used
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to transport live animals. Locally, no formal
or informal butcher organization exists.

The fifth level consists of strategic su-
pport services in the productive chain; catt-
le raising associations and slaughterhouses
were identified. Principal services provided
by cattle raising associations include: car-
rying out physical and sanitary inspection
of the animals; verifying their origin and
weight; authorizing and issuing documen-
tation required to transport animals (invoi-
ce, transport permit, proof of bath against
ectoparasites), and endorsing the inspection
certifying that the animals are free of bru-
cellosis and tuberculosis.

Cattle raising associations in the study
area are: i) Local Cattle Raising Association
of the Grijalva, based in the ejido Luis Es-
pinoza, with 325 members; ii) Local Cattle
Raising Association of Raudales Malpaso,
based in the town of Raudales Malpaso,
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with 116 members; and iii) Local Cattle
Raising Association of Los Volcanes, based
in the municipal seat of Tecpatan, with 450
members. These local cattle raising associa-
tions have infrastructure (cattle yard, loa-
ding ramp, parking lot, scale, and sanitary
inspectors) adequate for inspection and lo-
ading animals for shipment. After, the su-
pport services mentioned above are carried
out, the animal inspector places a seal of
guarantee on the door of the vehicle which
will be used to transport the animals. The
seal is valid only until the animals have arri-
ved at their final destination. The package
of support services provided by the cattle
raising association has an approximate cost
of $130 Mexican pesos (MXN) ($7 USD)
per animal, which is paid by the buyer.

Another component of the level of
strategic services consists of the slaugh-
terhouses.  Their objective is to provide
adequate infrastructure for slaughtering the
animals with appropriate hygienic-sanitary
control. In the municipality of Tecpatan,
we identified two municipal slaughterhou-
ses, one in the municipal seat of Tecpatan,
and another in the town Raudales Malpaso.
It should be mentioned that not all animals
are slaughtered in the slaughterhouses; some
are slaughtered in an artisanal manner in the

farmers” homes.

On a regional level, there is only one
federal inspection slaughterhouse, located
in the city of Tuxtla Gutierrez; it is the only

such operation in Chiapas, according to SE-
NASICA (2008).

Marketing circuits in the meat
production chain
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From the point of view of the produc-
tive chain, the marketing circuit followed
by producers is principally determined by
the product offered (weaned calves, steers,
heifers, or discarded cows), by the economic
needs of the farmers and their families, and
by sales opportunities which arise.

We identified four marketing circuits
(Figure 1). Each circuit differs in terms of
number of actors, type of actors participa-
ting in the purchase-sale relation, product
marketed, and final destination market.
Producers are organized in local and regio-
nal cattle raising associations, while buyers
do not have any type of organization.

Marketing circuit 1 is the shortest and
most diversified (non-specialized) in terms
of type of animals which the producer des-
tines for sale. It is principally characterized
by purchase-sale of steers and heifers from
380 to 450 kg live weight, and discarded
cows from 400 to 500 kg. Average price of
live animals is $41 MXN ($2.2 USD) for
discarded cows and $66 MXN ($3.6 USD)
for steers per kg of live weight. These prices
may vary according to the animals” body
condition, such that discarded cows in good
form may be sold for $51 MXN ($2.75
USD) and steers for up to $71 MXN ($3.8
USD)/kg live weight. Producers mentioned
that when the family has an urgent need for
cash, they may sell animals below average
price.

In circuit 1, producers sold animals di-
rectly to local butchers, who carry out the all
of the following functions: i) purchase and
transport of live animals to the municipal
slaughterhouse, ii) payment for sacrificing
animals, transport, storage, and processing
(preparation of various cuts, processed me-
ats, etc.), and iii) sale to the final consumer
in the local market. On average, prices of
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the different cuts were $183 MXN ($9.9
USD)/kg for boneless meat, and $125
MXN ($6.75 USD)/kg for meat with bone

(extremities, back, and ribs).

Marketing circuit 2 is the longest, and
is principally characterized by purchase-sale
of weaned calves under 300 kg live weight
(Figure 2). This circuit is made up of produ-
cers, buyers, ranches specialized in fattening
cattle, cold storage, and slaughterhouses.
It also includes supermarkets, which offer
meat to the final consumer in various cuts,
as well as marinated or seasoned meats, all
of which come from their national distri-
bution centers. In this circuit, producers
of farms without ease of vehicular access
or scales for weighing animals sell calves
to local retailers, who purchase the animal
without being weighed; rather price is as-
signed according to the animal’s size and
body condition. Average sale price per calf
is $21,550 MXN ($1164.9 USD) and price
is fixed through bargaining. Later, the local
retailer transports the animals to the cattle
yard of the cattle raising association in order
to sell them to a regional wholesaler.

The regional wholesaler specializes in
purchasing calves with similar age and wei-
ght characteristics. Price of calves is set ac-
cording to live weight and the going price
per kg., and selected calves are set aside for
later purchase. Once the regional wholesaler
has assured purchase of approximately 200
calves, he contacts the national wholesaler,
purchases, and resells the calves on site of
the cattle raising association, thus obtaining
great profits. The regional wholesaler takes
charge of managing the necessary pape-
rwork for sale and shipment of the animals
before the cattle raising association. This in-
cludes: sanitary inspection of the animals,
transport permit, hygienic-sanitary permit,
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invoice, and certification of brucellosis and
tuberculosis tests).

Producers, intermediaries, and person-
nel from the cattle raising associations inter-
viewed reported that the national wholesaler
transports the calves to ranches specialized
in fattening cattle, located in the States of
Veracruz, Jalisco, Puebla, Morelos, Hidal-
go, State of Mexico, Tabasco, Nuevo Leon,
and Oaxaca. On these ranches, calves are
fed with balanced feed in order to attain the
desired weight in the least possible time.
Later, some are slaughtered in the federal
inspection slaughterhouses and others in
municipal slaughterhouses, and the meat is
principally distributed to in local meat shops
and markets, as well as in supermarkets for
sale to the final consumer in different cuts.

In marketing circuit 3, producers sell
300-400kg live steers and heifers directly
to the regional wholesaler (Figure 2). The
price of each animal is set according to live
weight and regional going price ($MXN /
kg live weight; average price during the stu-
dy period was $66 MXN =5 ($3.6 USD)/
kg live weight ($27,344 MXN +225 ($1478
USD) (per animal). As with circuit 2, when
the regional wholesaler assures purchase of
90 - 120 steers and/or heifers, he contacts
the national wholesaler in order to purchase
and resell the animals. Later, the same pro-
cedure and destination is followed as that
described for circuit 2.

In marketing circuit 4, producers sell
live bulls (over 450 kg live weight) to the re-
gional wholesaler (Figure 2). Average price
during the study period was $45 MXN +2/
kg ($2.4 USD) live weight ($20,325 MXN
+3,262 ($1098.6 USD) per animal). Later,
the regional wholesaler carries out the neces-
sary paperwork before the cattle raising as-
sociation and markets the animals to regio-
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nal butchers. Animals are slaughtered in the
federal inspection slaughterhouse of Tuxtla
Gutierrez, and in municipal slaughterhou-
ses in San Cristobal de Las Casas, Chiapa de
Corzo, and other cities (Figure 2). The meat
is sold in butcher shops located in these ci-
ties. Cuts offered to the public by regional
butchers include: i) meat with bone (breast,
ribs, etc.), ii) boneless meat, and iii) innards
and extremities (liver, kidneys, lungs, heart,
head, feet, etc.). Currently, skin, fat, and
blood of animals slaughtered in the munici-
pality of Tecpatan are low priced due to lack
of demand in the local market. Average final
sale price of boneless meat is $183 MXN
+21 ($9.9 USD)/kg, and $125 MXN 15
($6.7 USD)/kg of meat with bone.

Marketing margins in the meat
productive chain

Table 1 shows income obtained by
producers (level 1) per animal sold, and
marketing margins per animal in the remai-
ning levels (2, 3, and 4) of the meat produc-
tive chain in the municipality of Tecpatan,
Chiapas.

In marketing circuit 1, the produ-
cer obtains an average income of $24,150
MXN +649 ($1305 USD) for sale of a live
animal, while the local butcher, who car-
ries out all the necessary procedures in the
productive chain in order to transform live
animals to meat for sale in local shops, ob-
tains a per carcass income of $38,398 MXN
($2075 USD) and a marketing margin of
$13,705 MXN ($741 USD).

In marketing circuit 2, the produ-
cer obtains an average income of $21,550
MXN +866 ($1165 USD) for sale of a we-
aned calf. Intermediaries obtain a marke-

ting margin of $1099 to $2262 MXN ($59-
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122 USD) per animal sold. In this manner,
upon purchasing 200 weaned calves, the
regional wholesaler may obtain a marketing
margin of $439,600 MXN ($23762 USD),
and the national wholesaler $219,800 MXN
($11881 USD).

In marketing circuit 3, the producer
obtains an average income of $27,344 MXN
+1500 ($1478 USD) for sale of a live steer
or heifer, while average marketing margins
per animal sold were $1,821 MXN ($98
USD) for the regional wholesaler and $902
MXN ($49 USD) for the national whole-
saler. Thus, upon purchasing 120 steers or
heifers, intermediaries may obtain a marke-
ting margin of $218,520 MXN ($11812
USD) (regional wholesaler) or $109,260
MXN ($5906 USD) (national wholesaler).

Finally, in marketing circuit 4, the pro-
ducer obtains an average income of $20,325
MXN 3,263 ($1099 USD) for sale of a
live bull. In this circuit, the regional who-
lesaler obtains an average marketing mar-
gin per animal of $813 MXN ($44 USD).
Meanwhile, the regional butcher obtains a
marketing margin per carcass of $11,319

MXN ($612 USD).

DISCUSSION

The biological principles of animal
production, such as growth and develop-
ment, are based on the scientific knowledge
provided by applied biology, which is put
into practice in the production of animal
food and byproducts for the benefit of hu-
manity. This is especially important for con-
tributing to the food security of the human
population and the sustainability of live-
stock agroecosystems.
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Levels |Production Marketing Support services Processing and sale

Marketing Prod Local ~ Regional =~ National Slzuglz;erl;oiuises Local  Regional Supermarket
circuit FOQUEC | etailer Wholesaler Wholesaler| 2 < .e . ASME | Butcher Butcher SUPEMAKES

associations

Circuit 1

Sale price | 24,150! - - - - 38,3987 - -

Marketing| ; ; ; 351300 | 13705 - :
margin

Circuit 2

Sale price | 21,550* |23,812 26,010 27,109 * - - *

Marketing| 2262 2,198 1,099 * - - *
margin

Circuit 3

Sale price | 27,344° - 29,165 30,067 - - - *

Marketing, - 1821 902 - - - *
margin

Circuit 4

Sale price | 20,325% - 21,138 - 744° - 31,7137 -

Market.lng i i 813 ) ) ) 10,575 i
margin

! Average price of steers and discarded cows; > Average price per live weaned calf; * Average price of
steers and heifers; * Average price of bulls; * Cost of slaughter of each cow in the municipal slaugh-
terhouse; ¢ Average carcass weight = 190 kg. In order to calculate this, we assumed a 60% yield of the
carcass (this high yield is due to the fact that data are principally from large heifers in good form, of the
Zebu breed crossed with Simmental, Swiss, and Holstein); 7 Average price of boneless meat = $48MXN
/kg, and of meat with bone = $28MXN /kg; ® Payment per animal to the cattle raising association for
all services (obligatory documentation); * Approximate cost for or slaughter of each cow in the federal
inspection slaughterhouse. * Route of the live calf to the final consumer.

Beef Marketing Circuits in Chiapas, Mexico and Its Contribution to Food Security

Table 1. Average marketing margins of different actors participating in the beef productive chain in the
municipality of Tecpatan, Chiapas, Mexico (Mexican pesos, MXN).
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Marketing cattle in the municipality
of Tecpatan is influenced by various fac-
tors, including geographic dispersion of the
cattle farms, the small scale of production,
and the precarious highway and transpor-
tation infrastructure. As Castro-Samano et
al. (2019) point out in Mexico, Garcia et al.
(2007) in Espana, Barua ez a/. (2021) in the
Bangladesh coast and Dagys ez 4l. (2025) in
Mongolia, this situation determines which
marketing circuit the producer opts for, as
well as the degree of favorableness of the
purchase-sale operation.

The marketing circuit involving the
greatest number of animals is circuit 2, in
which principally weaned calves are market-
ed. 'This is followed by circuit 3, in which
steers and heifers are marketed, then by
circuit 4, in which bulls are marketed for
slaughter, and finally circuit 1, which is the
most diversified, due to the fact that all types
of cattle are marketed in this circuit, though
in lesser quantities. In the municipality of
Tecpatan, an average of 1000 head of cattle
of all ages are marketed monthly, and de-
mand for animals is highest from November
to May (Orantes, 2010).

The number of weaned calves sold is
strictly related to size of the cattle produc-
tion unit — that is, to land surface, herd size,
and number of reproductive cows.

The greatest income per animal sold
is obtained by producers participating in
marketing circuit 4 (sale of bulls), followed
by producers of circuit 3, who sell steers
and heifers. Nevertheless, these producers
must invest more time, effort, and money
compared to producers who sell weaned cal-
ves (marketing circuit 2). Therefore, cattle
raisers who prefer to sell steers, heifers, and
bulls obtain their greatest incomes every
30-42 months. By contrast, those who sell
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weaned calves obtain income every 13-14
The difference between the two
cases in terms of time invested to sell an ani-

months.

mal is almost three to one, but this is not re-
flected in the income per animal sold. This
suggests the need to meticulously analyze
cost of production for each type of animal
sold, with the goal of obtaining the net uti-
lity margin, and generating proposals for re-
ducing operational and structural costs.

The greatest marketing margins per
animal sold were obtained in the levels of
processing and sale to final consumer at a
local and regional level (with an average
of $12,140 MXN ($656 USD)/carcass) in
marketing circuits 1 and 4, respectively. It
is likely that this tendency also occurs in cir-
cuits 2 and 3, though it is not currently pos-
sible to demonstrate this due to lack of in-
formation regarding processing and sale of
animals in their final destinations points on
a national level. Following this, the marke-
ting levels with a lesser marketing margin
(an average of $1,853 MXN ($100 USD)/
animal) include local and regional interme-
diaries of circuit 2, and national wholesalers
of marketing circuit 3. Those intermediaries
who obtain the least income per animals
are the national buyers. Nevertheless, the-
se agents buy animals in large quantities,
allowing them to obtain a marketing mar-
gin greater than $180,000 MXN ($9730
USD) for each tractor trailer they load with
over 180 calves for shipment. Throughout
the municipality of Tecpatan, 2 or 3 tractor
trailers of animals are loaded and shipped
weekly to other Mexican states, of the same
way that other regions of Mexico (Castro-
-Samano et al. 2019)

The difference between initial sale pri-
ce by the producer and final sale price by
butchers is 157%, an elevated marketing
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margin which does not benefit the produ-
cer. 'This is similar to that mentioned by
Hobbs et al., (2000), Lundy (2003), Cas-
tro-Samano et /. (2019), and Bischoff and
Seuring (2021) who point out that the pro-
ducer, upon not becoming involved in the
marketing chain, passively observes how the
intermediaries give value added to their pro-
duct and obtain large profits in a short time.

With respect to the high level of in-
termediaries in marketing live cattle and
meat, Suarez-Dominguez and Lopez-Tira-
do (2005) describe how in Mexico, there
exists a chain of 5 to 10 intermediaries for
marketing live calves, from the moment of
purchase from the producer to fattening
and marketing the meat in different cuts to
the final consumer. Participation of these
intermediaries in the productive chain lasts
from one day (in the case of buyers and but-
chers) to 4 to 18 months (in the case of bre-
eders and producers specialized in fattening
cattle).

Factors which inhibit that producers
maintain their animals on the farm until the
stage of fattening include low socioecono-
mic level of the producers, precarious tech-
nology of the production systems, lack of
infrastructure, low economic reinvestment,
lack of consistent government support pro-
grams, and variable environmental condi-
tions throughout the year. This leads pro-
ducers to feel obligated to sell their animals
before being fattened, and they become
completely dependent on intermediaries.
This situation puts this level of production
at a disadvantage compared to the other le-
vels of the productive chain. The advantage
of the producers is that generally they recei-
ve income from animal sales in cash up front
when the cattle is sold, while some levels of
intermediaries confront the risk of not re-
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ceiving payment on time for sale of live ani-
mals and carcasses, despite prior agreement.

This study demonstrates the existence
of relations of interdependence rather than
strategic relations of integration among
cattle raisers, intermediary buyers, and meat
processers. A program of permanent inte-
gration is necessary which includes financial
support, advisory, and training for the di-
fferent actors participating in the different
circuits of production-marketing-proces-
sing, so that the productive chain gradually
transitions toward a chain of value. For this
to come about, three elements are necessary:

i) a permanent public policy directed
toward resolving problems of the productive
chain which focuses on avoiding interme-
diaries prevalent in marketing meat, from
sale of the live animal to final sale of the
meat to the consumer. This could improve
strategic relations among producers, marke-
ting agents, and processors.

ii) a well structured organization whi-
ch allows different actors of the productive
chain to adopt strategies which permit and
justify employment of marketing profes-
sionals who help to solve difficulties of the
marketing circuits (Garcia et al., 2007).

iii) a competitiveness strategy in the
productive chain (Lundy ez al., 2004).

In the current context, the competiti-
veness strategy is highly important in mana-
gement of a chain of value. In a globalized
world, any change in supply and demand of
agro-food products directly affects primary
producers, generating uncertainty, losses,
and even abandonment of the business.
Nevertheless, such change also generates
new opportunities and challenges to adapt
to the current globalized economy. There-
fore, it is important to question not only the
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possible trajectories of existing markets and
products, but also opportunities which arise
in new markets, and possibilities of develo-
ping new products and markets (Lundy ez
al., 2004; Dagys et al., 2025), which con-
tributes to the sustainability of food security
(Bischoff and Seuring, 2021; FAO, 2022)
From this perspective, organic production
represents an opportunity for cattle raisers
of Tecpatan, as this could increase competi-
tiveness of the productive chain as a whole.
For this, it is necessary to take into accou-
nt criteria for product differentiation; that
is, cattle production systems must comply
with the organic standards, as pointed out
by Nahed ez al. (2009), and Mena et al.
(2011), Nahed ez 4/. (2013) and Valdivieso
et al. (2019): i) feed management, ii) sus-
tainable grassland management, iii) organic
soil fertilization, iv) ecological weed control
in grasslands and crops, v) ecological pest
control in grasses and crops, vi) veterinary
prevention and care, vii) breeds and repro-
duction, viii) animal well-being, xi) food
safety, and x) ecological marketing and ma-
nagement. Considering these criteria also
contributes to food security and sustaina-
bility of the beef marketing circuits (FAO,
2022; Nahed-Toral ez al., 2024)

In the dual purpose cattle raising system
of Tecpatan, Chiapas, a group of producers
of the ejido Emiliano Zapata has attained
organic certification for milk production.
Therefore, we believe that meat production
could be relatively easily certified organic,
and expect that such certification could fa-
vor the producer in the purchase-sale rela-
tion, and favor integral functioning of the
productive chain. A sustainable value chain
approach to livestock farming is required, as
proposed by Barua ef a/. (2021).
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CONCLUSIONS

Analysis of current structure and func-
tioning of the beef productive chain of ¢jido
cattle raising in the municipality of Tecpa-
tan, Chiapas demonstrates its limits, poten-
tials, and opportunities for development.

The principal limits of the producers’
purchase-sale operations are related to geo-
graphic dispersion of the cattle raising units,
small scale of production, and precarious
highway and transportation infrastructure.

We identified four marketing circuits,
differentiated by type and quantity of ani-
mals marketed. The circuit involving the
greatest number of live animals is that in
which principally weaned cattle are marke-
ted. 'The greatest marketing margin is ob-
tained by intermediaries who participate in
the levels of marketing, processing, and sale
to the public. The principal beneficiaries
are regional and national wholesale buyers
of the shortest circuit which is diversified in
terms of type of animals purchased from the
producer. This reflects the low level of par-
ticipation of the producers in the productive
chain.

A public policy of permanent support
is required in order to strengthen alliances
among actors, as well as a competitiveness
strategy oriented toward product differen-
tiation. Cattle farms whose milk has been
certified organic have great potential for
their animals destined to meat to be certified
and marketed as organic. Itis also necessary
to promote establishment of criteria for clas-
sifying live cattle and carcasses; such criteria
should be respected by actors participating
in all levels of the chain as tools for diffe-
rentiating the product in order to generate
differentiated prices. Such a classification
could serve as an incentive toward genetic
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improvement and improving management
of cattle sent to market. These measures re-
present opportunities to improve the func-
tioning of the current productive chain, and
gradually transform it into a chain of value,
that contributes more to food security and
the sustainability of beef marketing circuits.
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