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Value Generation

Agribusiness Education: 
Past, Present and Future

Prof. Dr. Marcos Fava Neves
School of Business – University of Sao Paulo – Brazil

Markestrat  Research Center
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Value Generation
Structure

1 – Evolution of agribusiness education over the 
last 20 years in response to the rapidly 
changing global marketplace

2 – How current programs are meeting industry 
needs, as well as the needs of other 
stakeholders – Our Experience

3 – How human capital requirements might 
change in 20 years and how education 
programs must progress in order to meet those 
needs
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Value Generation

Milestones of Agribusiness Education In Brazil

1. 1990 – Launch of Concept by Ney Bittencourt Araujo
2. 1991 - Creation of PENSA by Decio Zylbersztajn
3. 1992 - forward – Several other programs created
4. Changes in programs of Ag Econ and Agricultural 

Engineering towards business and chains
5. International Pensa Conference 1997/99/01/03/05/07/09
6. Changes in Brazilian Agriculture – Silent Revolution
7. From the past towards new technologies of learning
8. Several MSc and PhD Programs all over the country
9. Strong internationalization

What are the global challenges???
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Value Generation

Model of Food and Fuel Myopia

DRIVERS
Growing 
Population
Income 
distribution
Urbanization
Social Programs 
(Food aid)
Biofuels
Oil Prices Impact
Production 
shortages
Devaluation of the 
US
Investment Funds
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SOLUTIONS

Sustainable horizontal 
expansion of areas

Vertical Expansion (yield)
Reduction on taxes and 

protections
Investment in international 

logistics 
Use the best sources of bio-

fuels
Reduction in transaction costs
New generation fertilizers
Sustainable supply contracts
Innovations (genetic and 

others)
Consumption behavior

Source: Neves 2009 (IFAMR)
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Value Generation
Structure

1 – Evolution of agribusiness education over the 
last 20 years in response to the rapidly 
changing global marketplace

2 – How current programs are meeting industry 
needs, as well as the needs of other 
stakeholders – Our Experience

3 – How human capital requirements might 
change in 20 years and how education 
programs must progress in order to meet those 
needs
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Value Generation

Major Message…

Integrated research 
groups as think tank 

organizations!
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Value Generation

1

Integrated Markestrat Model

It is a academic group, linked
to the University and doing 
Research and publications

It is also a consultancy and
projects organization, doing
Projects for public and 
private sector (extension)

It has a area of education and 
training, for executives and 

students
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Value Generation

More then 22 Books Published about 
Agribusiness

Strategic Marketing 
Planning and Management 

NEVES, M. F. São Paulo, Atlas, 
2005 

 Marketing and Strategy in 
Agribusiness and Food 
Market 

NEVES, M. F. & CASTRO L. T. 
(org),  São Paulo: Atlas, 
2003. 365 p. 

 
Agribusiness and  
Sustainable Development  

NEVES, M. F. (org) São Paulo, 
Atlas, 2007 

 Strategies for Orange 
Chain in Brazil 

NEVES, M. F.; LOPES, F. F. 
(org). São Paulo: Atlas, 2005.

 
Strategies for Wheat Chain 
in Brazil 

ROSSI, R. M & NEVES, M.F. 
(org.) et alli. São Paulo: Atlas, 
2004. 

 



w
w

w
.m

ar
ke

st
ra

t.o
rg

13

Value Generation

Coopercitrus
Moema 
Sugar Mill

CRV_Lagoa_...

SP / MS / BA

 

Pesquisas  Econômicas
Fundação  Instituto de

f ipe

Public and Private Projects 
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Value Generation

Major Contributions…

Mary asked: “Marcos, how current programs are 
meeting industry needs, as well as the needs of 
other stakeholders?”

Marcos answered: “Mary, we are trying to meet 
industry needs by supplying  methods to solve 
industry and chain problems. This is our style”
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Value Generation

Building Methods or Frameworks: Our 
Cases to give you insights!

1. A Method for the Distribution Channels Planning Process
– Journal of Business and Industrial Marketing (2001).

2. A Method for Contract Building and Review – Journal of 
Chain and Network Science (2003, IMP Conference 
(2002), 

3. A Method for Mapping and Quantifying Agri-Chains –
Brazilian journal, IAMA (2004), Wageningen (2004), EMAC 
(2004), and submitted to Production Journal.

4. A Method for Sales Planning and Management –
Journal Innovative Marketing (2007), IAMA (2005).

5. A Method for Joint Ventures Planning and Management
– International Research Journal  Problems and 
Perspectives in Management  (2006), IAMA (2005), 
ANPAD (2005).
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Value Generation

Building Methods or Frameworks: Our 
Cases to give you insights!

6. A Method for Strategic Marketing Planning and Management
– Marketing Planning and Intelligence Journal (2007), EMAC 
(2004), IAMA (2003).

7. A Method for Distribution Channel Efficiency Evaluation –
Brazilian Journal, CLADEA (2005), EMAC (2004).

8. A Method for Chain Transfer – IAMA (2007), submitted to 
journal.

9. A Method for Chain Strategic Planning and Management
(GECAD) – RAUSP (2008), ANPAD (2006), being submitted to 
journal.

10. A Methodological Approach for Building Methods - being 
developed.

11. A Method for Building 2D2 Channels - Direct Marketing: An 
International Journal (2008), IAMA (2004), Wageningen (2004)

12. A Method for Sustainable Business Projects - Revista 
Agroalimentaria (2008), IAMA 2008.
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Value Generation

A Method for Contract Analysis

1 1 -- Careful Careful 
individual reading individual reading 
and understanding and understanding 
of the contract and of the contract and 
group discussiongroup discussion

2 2 -- Analysis of the Analysis of the 
ResponsibilitiesResponsibilities

3 3 -- Analysis of the Analysis of the 
Several AssetSeveral Asset’’s s 

Specificities, Specificities, 
Strategic Strategic 

Alternatives and Alternatives and 
RiskRisk

4 4 -- Analysis of Analysis of 
Possible Sources Possible Sources 

of Powerof Power

5 5 -- Contract Contract 
Improvements and Improvements and 
Institutional/Legal Institutional/Legal 
ConsiderationsConsiderations

NEVES, M.F. - Marketing and Networks Contracts (Agreements).
Journal on Chain and Network Science, v. 3, n. 1, p. 07-19, 2003.
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Value Generation

A Method for Food Chain Strategic Planning
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Production, Products, 
Research, Developing 
and innovation decisions 

7
Communication 
Decisions

8

Distribution and logistics
Decision

(including Exports)

9
Qualification of
Human Resource
Decisions

10
Coordination and Adaptation
in institutional environment

Decisions
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Analysis in the
Approach of
Chains 

Competitors and
Internal situation
Analysis
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NEVES, M.F. Método para planejamento e gestão estratégica de sistemas agroindustriais (GESis). São Paulo: RAUSP, Revista de 
Administração da Universidade de São Paulo. v. 43, n.4,  outubro/novembro/dezembro de 2008.
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Value Generation

Source: Elaborated by NEVES e CASTRO (2007)

INTEGRATED SUSTEINABLE BUSINESS PROJECT
• Inter-organizational
• Chain and Network 

Perspective
• Technological 

Transfer and 
requested 
specificities 

• Cooperatives
• Associations
• Government 

Participation
• Coordinated 

System
• Public Banks 

participation

• Environmental 
Friendly

• Fair trade
• Organic
• Job Creation
• Social Development
• Regional 

Development
• Work Conditions

• It is made for profit 
attainment 

• Cost control
• Innovation
• Continuous Search for 

Competitiveness 
• Quality Refinement

• Rigorous Analysis
• Rigorous Marketing Analysis
• Organization, Scheduling, 

Implementation

Vertically Integrated 
Production Areas

Large Growers

Small Growers

Cooperatives

Agricultural 
Anchor

Exporting 
Trader

Distributors 
Overseas

National 
Wholesalers

National 
Retailers

NEVES, M. F.; CASTRO, L. T. Agronegocio y Desarollo Sustentable. Revista Agroalimentaria: Associacón 
Internacional de Economia Alimentaria y Agroindustrial – Universidad de los Andes, V. 27, Jul a Dez 2008. Venezuela.

A Method For Sustainable Business Projects
(inclusion of smallholders)
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Value Generation
Structure

1 – Evolution of agribusiness education over the 
last 20 years in response to the rapidly 
changing global marketplace

2 – How current programs are meeting industry 
needs, as well as the needs of other 
stakeholders – Our Experience

3 – How human capital requirements might 
change in 20 years and how education 
programs must progress in order to meet those 
needs
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Value Generation

Global  Family:  friends and family all 
over the world. Languages, cultures

Knowledge: solution driven, 
great value, focus when 

needed, capacity of 
overview, digital and multitask

Barbecue: socialize, inclusion, 
acceptance, tolerance, have 

fun, environment

My Three Dimensions of Human 
Capital Requirements

Elab.: Prof. Marcos Fava Neves, a partir de diversas fontes
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Value Generation

Education Programs ?

We will have to move towards the….

“Make it happen!”




