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A Virtually New World

World, largest listed companies by market capitalisation, $bn
Sector: Ml Energy " Financials W Healthcare # @ Industrials HEEIT W Telecoms

End 2006 2016*
0 200 400 600 0 200 400 600
Exxon Mobil ' ' :  Apple : : :
General Electric Alphabet
Gazprom Microsoft
Microsoft Berkshire Hathaway
Citigroup Exxon Mobil
Bank of America Amazon
Royal Dutch Shell Facebook

BP Johnson & Johnson
PetroChina General Electric
HSBC China Mobile

Source: Bloomberg *At August 24th 2016
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Cheaper Food Puts Restaurants in a Pickle

Restaurants normally benefit from lower food prices but this time is different

Aug. 30, 2016 12:19 a.m. ET
Cheaper food normally helps the restaurant business by lowering its

costs and lifting profit margins.

But this time falling food prices are having a perverse effect by
encouraging more customers to eat at home, say executives and
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F BUSINESS
= Food Price Deflation Cheers Consumers, Hurts
Farmers, Grocers and Restaurants
> Farm Belt cutbacks hit more businesses even as consumers save big at the grocery store
¥

By HEATHER HADDON and JULIE JARGON

Aug. 29, 2016 .13 p.m_ET KPMG

The U.S. is on track this year to post the longest stretch of falling food

when diSruption comes
prices in more than SO years, a streak that is cheering shoppers at the KﬂOC’KIﬂQ welcome it with
checkout line but putting a financial strain on farmers and grocery open anms.
stores.

A new era of management.
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FERISHABLE FPUNDIT

Where the subject may be perishable
but the insight isn"t

Fresh Food Highlights

Sponsored by PerishableP undit.com

Home | About | Archives | Sponsorship | Contact Us | Submit / Suggest
Just Posted £

@ Sodexo Announces Membership In The "Better Buying Lab' To Develop Sustainable Food Strategies

by Sodexo
Posted: Wednesday, September 14, 2016 at 3:20PM EDT

GAITHERSBURG, Md. -- Sodexo, world leader in Quality of Life Services, announced today

that it has become a member of the Better Buying Lab, a new initiative of the World Eesources

Institute (WRI) that brings together the food industry and some of the brightest minds from
BETTE R consumer research, behavioral economics and marketing strategy to test and scale new ways to
B U Yl N G help consumers buy products that have a lower environmental impact.

LAB This partnership will help Sodexo enable its customers to choose more sustainable food options.
It's an opportunity for Sodexo to effectively promote healthier choices that also reduce the
company's carbon footprint, as well as that of its client partners.
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What are the innovations
needed to produce more with
less, mostly at the first stages

of the food chain?
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: : : 43
Major Input Suppliers 2020 Innovation Challenges mnevaton i mpegrend

Food Chains’

. Renewable production inputs that replace non-renewable ones, as today’s fertilizers;

. Reuse of resources and the use of by-products, in order to reduce pollution and costs;

. Innovation that reduces costs for farmers, saving operations and improving margins;
Lower residual effects of the chemical products;

Better, more efficient and more economic machinery that saves fuel;

Genetically modified varieties in order to increase yields;

Better grain to protein (animal) and sun to energy (plant) conversion; Search for precocity

. Biotechnology and natural control in order to use fewer chemical products;

© 0 N O U1 A W N B

. Reducing losses on input transport and application;

10. Genetically modified plants, more adapted to droughts and water restrictions.

\
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What are the innovations
needed to produce more with
less, mostly at the last stages

of the food chain?
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Innovation Challenges in Production Systems

.44

Innovation Agenda for Food
Industry and Retailers’

J 77\ ¢ “; Offer ambience; v’ Online sales;
y Express check-Cfuts; v’ Buying groups;
Complete solutions; v Tasting/trying;
Retail v Home Meal Replacement; v Delivery.
v’ Relationships;
== A. Health; B. Welfare; C. Ecology; D. Inclusion;
dh Beauty; Convenience; Substitution; Wealth distribution;
Longevity; Culture; Recycling. Fair Trade;
i Food on the go. Enjoy; Food and Miles.
Consumption ]
Fun and Food;
Slow Food.

\

=/
! mgrkestrat N’ FGV EAESP fEQRP

Source : Prof Marcos Fava Neves

Agm



FOOD DELIVERY 2.0

A new era in food delivery is rapidily emerging. "Fooc delivery 2.0 is shaking up both the food retail
foodservice sectors in the US. Although it is early days, we belisve the ubiquity of the smartphone and the rise of
the on-demand economy will have a profound and lasting impact on food, as it has in other spheres of our lives

DELIVERY APPS ONLINE GROCERY

Mew players Bave srapseyd e roTETy SEoue. Deoyrclineg
SO Orthetstng SOTIOM BT Neel sy Of Witktiny hosrs
delivary of all 1yoe Of Grocety ponduiin

DoorDash
Grubhub
Instacart

Postmates

UberEATS

Freshology
Blue Apron Munchery
Chef'd Sprig
HelioFresh
Plated
Purple Carrot

Veestro



5 Orders

Rabobank

to Go

ever-shrinking delivery
times—is vital in making
or breaking a business.

Getting the last mile Expect some
right shake-out
Having a cool app is not A lot of money is flowing
enough. Getting the into the sector. Not all will
logistics right—with survive. Many of these

At your convenience

Ultimately, this is a story of
convenience: saving
consumers’ time and
removing the headache
of what to eat tonight.

companies are
struggling to make the
economics work.

just the tech

The quality of products
will be key in retaining
customers and having

them pay the premium

for convenience.

=

A hot topic, but not
total meltdown

Food Delivery 2.0 will not
lead to a total displacement
of existing players. The
new platforms will
complement existing

routes to the consumer.
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Introducing Amazon Go and the world’s most advanced shopping technology
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Take a Tour of a Hema Supermarket and Experience "New Retail"
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Amazon Key In- Car Delivery: Convenience Delivered
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Innovation Challenges in Production Systems

.44

Inenowoticen Agendo for Food
Indusiry ond Eslailers'

v" Renewal sources; v’ Better controls (biological);
v' Genetics; v' Cost;
v’ Reuse; v Results to the buyer;
v’ Conversion (consuption x production); v Residual effect;
v Cost; v" Machinery efficiency.
v Yi .
Yield pe.r area; v Precocity:
\ v' Conversion (solar energy); v e e
I v v Certifications;
Sustainability; .
@" ) v’ Variety;
)= v’ Resistance; v
] Reuse;
¥ Conservation; v" Water consumption
Production v" Animal welfare; ption.
v’ Ecological packing; v Lower transportation costs;
'-Q—ﬁ‘ v Use of bio products; v" Contracts;
L v" Conservation; v' Lower water consumption;
i || || | v" Nutraceutics; v" Channels optimization
_ v" Flavor; v Safety;
Agroindustry v Nutricosmetics; v (gate-to-gate and others).
v Storage easiness; v Loss reduction.
v Relationships;
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This Farm of the Future Uses No Soil and 95% Less Water
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Organic Valley’s marketing strategy puts farm visits
on the table

HOBBY LOBBY

e ——

BACK TO SCHOOL

SOME YAY YDUTAN

TASTE IT

Organic Valley, which bills itself as the largest cooperative of organic
farmers in the United States, is using an outreach strategy that caters to
consumers’ desire to know where their food comes from.

By JANE L LEVERE

Share story

f Jana MicClelland s a third-generation dairy farmer In Petaluma, Calif, This
October, she expects 600 10 1,200 people to visit ber family™s farnm.

= : She plans to take them to the nursery, the milking parlor and the pastures.
“We know people care where their food comes from,™ she sald.

w o It is all pasmt of an ourtreach strategy from Organic Valley, which bhills itself as
the largest cooperative of organic farmers in the United States. Call it table-to-
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PRODUCTS CASE STUDIES RESOURCES
I

Fill and seal your chunky style soups, dips and dairy - take advantage of our stock take clearance sale!

—
Q@ iettechnologies ¢, ok HERE

Home > News > Medical nutrition market to hit S40bn by 2018 £3 SHARE a2 &

Posted: Oct 8, 2013
Topics: Business solutions > Market analysis

Medical nutrition market to hit $40bn by 2018

ﬁ Share W Tweet O 2 +1 0 Fi Recommend 0

The global medical nutrition market is projected to reach US$40.1 billion by 2018, with huge growth forecast in
India in particular. The Indian market itself is expected to reach approximately US$4.2 billion by 2017.

An increase in aging populations, coupled with growing incidences of iliness, has resulted in market growth for
medical nutrition products. Another key factor driving the market is premature births due to mothers’ insufficient
nutritional status, particularly in populous Asian countries such as China and India.
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In the innovation process,
lets work with 20
questions that can give
insights...?
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Chapter 3 ;

Questions to Think
“Out of the Box""'

20 Questions to “Think Out of the Box”

1. How can a company use the concept of building relationships in its value chain and which among

such relationships could be profitable to the company?

2. How to personalize (customize) the companies offer in order to satisfy individuals in a cost

effective way?

3. How to organize an entire service package in a selling relationship to a particular costumer in order

to make his purchasing experience interesting and also profitable for the company?

4. How to list and how to decide what will not be done by the organization, in terms of business,

products, services or other activities, or even by individuals?

5. What are the 10 most relevant things we, as a company, will do next?

= Agm

E markestrat W*FGV EAESP fEQRP Source : Prof Marcos Fava Neves
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Chapter 3 ;

Questions to Think
“Out of the Box""'

20 Questions to “Think Out of the Box”

6. In which of these 10 relevant things should we, as a company, focus?
7. How to simplify the company’s offer to the consumer?

8. When analyzing the whole purchasing experience or the product usage process, which parts

are not needed and could be removed?
9. Which alternatives would be time saving for our clients?

10. In order to understand our competitors behavior, a nice question to ask is how can we

cannibalize our offer?

\
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Chapter 3 ;

Questions to Think
“Out of the Box""'

20 Questions to “Think Out of the Box”

11. About forecasting the future, an intriguing question is how to read things that are not yet at

the page?

12. In order to be more effective in our activities, or within our companies projects, how to get

our minds around it (a particular activity) and do it (make it happen)?
13. How can we improve our “face to face” interactions, or the personal touch of the company?

14. In order to have, at the same time, a broader and a specific view of a particular situation or

about a business, how to capture the big picture and also the details?

15. In order to promote better management with a scientific approach, what are the ideas to

integrate people (humanities) to science?

\
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Chapter 3 ;

Questions to Think
“Out of the Box""'

20 Questions to “Think Out of the Box”

16. In order to create great teams in our companies, how to recruit, maintain and motivate talents?

17. In order to improve the possible positive influence, how to use/spread personal skills of the

leader within the organization?

18. Intuition may help collaborate in several decision-making process, bringing sensitivity and the
human part of business, and for this to happen, how to take advantage and also to filter the effects

of intuition?
19. How to transfer the admired concept and DNA of the company to the offer (product + service)?

20. How to permanently reset (innovate/rethink) the company in order to create an organization
that may revolutionize people’s lives or even the business’s history in a sustainable and profitable

way?

\
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Columbus, Ohio - Oct 29, 2013 - 57° Partly Cloudy

Jhe Jolumbus Dispatch

SN 3 Services Contacts Subscribe

>» Hot Links: Ohio State band - Buckeyes, BCS - Photos: Ohio State-Penn State - Treats sicken dogs - Cold

Home >» Life & Entertainment
ANIMALS

Premium cuisine for dogs, cats
expanding

LIFE

>» Dutch museums
identify art likely Nazi
looted

> U.S. home prices
rise at fastest pace
since 2006

> Jonas Brothers
announce breakup

> City sues hot-sauce
factory over spicy
emissions
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How to structure the
process (method) for
creating a new concept?

\
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Food Concept Creation

7 Steps — Food Concept Creation

. Concept Ideas Proposal

. Concept Ideas Selection Process

. Concept Marketing Strategy

. Building the Integrated Concept Network

. Concept Physical Development and Testing

. Make it Happen ( the Launch of the Concept)

N O O A WIN R

. Continuous Redesign

4
! mﬁrkeStfat \* FGV EAESP feO.Rp Source: The Future of Food Business - Chapter 56
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How can we create,
capture and share value in
a company activityorin a

food chain?
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VALUE CREATION, CAPTURE AND SHARING IN FOOD CHAINS

DIFFERENTIATION STRATEGIES COLLECTIVE ACTIONS STRATEGIES COST STRATEGIES

Integrated relationship approach
Innovation

Lock-in strategies

Products and "solutions"

Brand and Image

Packaging

Sustainability and certifications;
Intimacy and convenience;
Channels

Sales force

Services

Performance to buyer

ANV NE NN N N N NN NN

<

DN NI NI N NN

Internal management: products/ brands/
packaging and services

Collective Communication

Channels

Sales

Pricing

Horizontal and Verticals Associations
Alliances, joint-ventures and other forms

Products, Services, Comunication

D U N N N Y N N N NN

Explore core competences

Better use of resources and assets
Strategy-scale production

Quality and material costs

Efficiency in labor

Continuous redesign of operations and
methods

Technology for cost reduction

Financial architecture (better financing
sources)

Advantage of experience effects
Outsourcing (make or buy decisions)
Better operational performance
Overhead costs reduction

Contracts governance / reduction of
transaction costs Reduce bargaining
power of sellers

Increase importance to suppliers

Agricultural

production

Processing
Industry

Channels:

wholesale
and retail

Consumer

\
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Source : Prof Marcos Fava Neves
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Chapter 5 I

Value Creation, Capture and
Sharing Trilogy: Differentiation’

VALUE CREATION, CAPTURE AND SHARING IN FOOD CHAINS

DIFFERENTIATION STRATEGIES

Integrated relationship approach
Innovation

Lock-in strategies

Products and "solutions"

Brand and Image

Packaging

Sustainability and certifications;
Intimacy and convenience;
Channels

Sales force

Services

Performance to buyer

AN N N N N N N N N YN

Products, Services, Comunication

Channels:
wholesale Consumer
and retail

Agricultural Processing

production Industry

Orders, S, Information

\
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' MARKETING

De olho em veganos e alérgicos,
Mantiqueira lanca “N.Ovo”

Fundador do Grupo Mantiqueira, Leandro Pinto aposta no potencial de crescimento
do mercado de produtos sem nada de origem animal
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FGG LAND’S
BEST ‘w

Hard-Cooked Peeled Eggs .
Tty Nuarous oneeiten: RfadygEa
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Are salads just... salads?
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organicgirl

Quality rules at organicgirl. We should
know. We live, eat & breathe organicgirl
quality. Day in and day out, we work
hard to provide you with tasty produce
that's 'elivered fresh daily to your local
Publix. Now that's good clean greens
we're proud to put our names on!
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Market of Organic Products

Weekly % Change Weekly % Change Y % Change
Organic Product Dollar Sales versus Volume Sales versus Retall Price  VE™SUS

per Store 2014 per Store 2014 2014
Packaged Salad S887 10.3% 224 11.4% $3.96 -0.9%
Berries 5409 9.1% 96 5.8% $4.25 3.1%
Apples 5299 18.4% 141 24.0% $2.11 -4.5%
Carrots 5253 6.1% 126 4.0% $2.01 1.9%
Herbs, Spices and Seasonings 5239 12.3% 98 12.0% $2.44 0.2%
Beverages 5217 42.6% 63 45.3% 53.45 -1.8%
Tomatoes 5164 11.3% 45 13.8% $3.61 -2.1%
Bananas 5162 34.4% 205 40.5% $0.79 -4.4%
Lettuce 5160 5.2% 51 5.6% $3.18 -0.4%
Cooking Greens 5143 7.2% 51 11.9% 52.81 -4.2%

\
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Packaged Salad Market

All Other,
5.7%

All Other,
B.3%

Regular
Garden
Salad, 11.2%

Regular
Garden

PACKAGED SALAD Salad, 12.0%
DOLLAR SHARE BY TYPE

Completes/kits

Salad Blends, increased dollar share

27.05% Salad Blends,

Premium 29.6%

Garden
Salad, 13.3% ' 4 6 ptS
Organic Completes/Kits, . .

Salad, 18.7% 20.2%

Premium
Garden
Salad, 12.2%

Organic  Completes/Kits,
Salad, 19.1% 24.8%

2015 2014

Source: Nielsen Perishables Group FreshFocts® 52 Weeks Ending 12/26/15, l] l(..:] SC ] ]
United Fresh custom hierarchy 4 sssss s

mgzkestrat W’ FGV EAESP feORP Source: Nielsen Perishables Group



Value-added Vegetables

Still a small portion of the overall value-added vegetables category, meal prep items grew sales the most following a 15%
increase in the average number of items carried at retail. As a consistently growing category, opportunity exists to partner
with other products focused on the convenience-minded consumer.

Weekly % Change Weekly % Change Average % Change 0

Value-added Vegetables Dollar versus  Volume versus Retail versus 3 A)

Sales per Store 2014 per Store 2014 g [ ] 2014 ) )
Value-Added Vegetables $1,754 8.7% 564 5.6% $3.11 2.9% Dollar contribution of
Side Dish $996  8.0% 311 4.2% $3.21 3.6% value-added
Meal Prep $299  15.5% 125 12.0% $2.39 3.0% vegetables to total
Trays $273 7.9% 35 11.7% $7.84 -3.4% produce
Snacking $186 3.4% 93 0.4% $2.01 3.0%
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r Innovative Vegetables Categories Fared Best

Vegetable products such as salad kits and value-added vegetables continue to drive growth, though
household penetration still remains relatively low.

Weekly
Weekly 9% Change Volume % Change % Change

Top Vegetables Categories Households Buying Dollar Sales wversus sales Vversus Retalil Price versus

per Store 2014 P 2014 2014

Average

Packaged Salad ——— 76% $3,877 1 9.2% 1,378 $2.81 3.1%
Tomatoes I 81% 42 666 W 3.4% 1,169 $2.28 2.3%
Potatoes I 87%  $2,521 W -1.4% 3,619 $0.70 1.0%
Cooking Vegetables — 73% s1,801 ™ 349 1,071 $1.72 4.4%
Value-Added Vegetables I— 49% s1,754 10 8.7% 564 $3.11 2.9%
Onions I 83%  $1,530 W -1.9% 1,527 $1.00 0.7%
Peppers I 67% $1,471 0 5.0% 657 $2.24 1.1%
Lettuce ——— L $1,312 W 5oy 709 $1.85 3.1%
Carrots I 78% $878 g -2.5% 516 $1.70 0.3%
Mushrooms I 50% sg63 T 33% 347 $2.49 2.0%
Source: Nielsen Perishables Group FreshFacts® 52 Weeks Ending 12/26/15 3 8 IC] SCI
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Weekly

Households Purchasing Dollar Sales % (‘:hal;g: a Volume Sales wversus
per Store s per Store 2014
Produce e 550,231 3.4% 33,853 2.4%
Fruits S8 523,532 3.3% 17,785 4.2%
Vegetables S 521,707 3.6% 14,224 0.3%
Other Produce 13.5% $4,992 3.2% 1,843 1.0%
Other
CONTRIBUTION  produce, CONTRIBUTION  pour
roduce,
TWDE::;D;"SE . 10% TO PRODUCE 5%
WEEKLY VOLUME

SALES PER STORE SALES PER STORE

=
markestrat W\ FGV EAESP fearp

grib

Source: Nielsen Perishables Group

Weekly % Change Awverage

Retail

Price
51.48
51.32
51.5 3

$2.71

THE PRODUCE DEPARTMENT GENERATED $50,231 PER STORE PER WEEK

% Change
VErsus
2014
1.0%
-0.8%

3.2%

2.1%
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LATEST MAGAZINE VIDEOS

Uber Brings Food Delivery to
NYC and Chicago

BUSINESS APPS

Uber Brings Food Delivery to NYC and
Quiz: Can You Answer 8th-Grade »
n guses’t'llz:;? and Government Ch Ica go

. How Curfews Have Changed Victor Luckerson

Through History

BALTIMORE UNREST

Company promises to

A DECADE OF bring you lunch in 10

minutes
Meet Key Changemakers Uber is expanding its food
from the TIME 100 delivery service to more

L cities. The car-hailing app
TIMEIOO | crmnsreca company announced that it
N K o T DR Ak will begin delivering meals to
I P residents of New York and
W77 Air Pollution May Make Your Chlc‘ago after piloting the.
T+ > Brain Age Faster, Study Says service, called UberEats, in
SCROLL TO SEE MORE v LA and Barcelona.
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‘Walue Crecticn, Cophure amd
Sharirng Trilegy: DiHferenriorion’

The Value Creation, Capture and Sharing Model: Differentiation

Integrated relationship approach

Lock in strategies: increase buyer switching cost
Products/solutions unique to buyer

Customer service: fast, reliable, “just in time
Packaging solutions

Simplifying buyer’s decisions

Brand and image

Performance to buyer (value driven)

y ASHS"

markestrat W*FGV EAESP fearp Source : Prof Marcos Fava Neves

\



VALUE CREATION, CAPTURE AND SHARING IN FOOD CHAINS

COST STRATEGIES

Explore core competences

Better use of resources and assets
Strategy-scale production

Quality and material costs

Efficiency in labor

Continuous redesign of operations and methods
Technology for cost reduction

Financial architecture (better financing sources)
Advantage of experience effects

Outsourcing (make or buy decisions)

Better operational performance

Overhead costs reduction

Contracts governance / reduction of transaction
costs Reduce bargaining power of sellers
Increase importance to suppliers

DN N N N N Y Y N N NN

Products, Services, Comunication

Channels:
wholesale Consumer
and retail

Agricultural Processing

production Industry

Orders, S, Information

\
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CITRUS PRODUCTS |FRESH CITRUS FRUITS| CONTACT US

CUTRALE

OUR MISSION: To be a worldwide consistent source of high quality orange juice, its products and
services, adding value to the citrus business, respecting the community and the environment.

Copyright® 2007 Cutrale. All rights reserved.
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Yolee Crecflon, Copfure omd
Sheriong Trilogy- The Costs”

The Value Creation, Capture and Sharing Model: Costs

Explore core competence to an exhaustion

Better use of all assets

Search for scale

Quality and cost of materials used in production
Efficiency in labour

Continuous redesign of operations and methods
Technology (R&D) to reduce costs

Financial architecture (better financing sources)

y ASHS"

markestrat W*FGV EAESP fearp Source : Prof Marcos Fava Neves
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Wolse Creoflon, Copfure omd
Sharing Trilegy: The Cawis”

The Value Creation, Capture and Sharing Model: Costs

Advantages of experience effects

Perform operations better than rivals

Overhead costs reduction

Outsourcing (make of buy decisions) to reduce costs
Reduce bargaining power of sellers

Governance contracts/reduction of transaction costs

Increase your importance to suppliers

Continuous trial of substitutes/alternative inputs
(imported)

Stimulate competition within a few reliable suppliers

W
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VALUE CREATION, CAPTURE AND SHARING IN FOOD CHAINS

COLLECTIVE ACTIONS STRATEGIES

v Internal management: products/ brands/
packaging and services

v Collective Communication

v' Channels

v' Sales

v’ Pricing

v Horizontal and Verticals Associations

v Alliances, joint-ventures and other forms

Products, Services, Comunication

Channels:
wholesale Consumer
and retail

Agricultural Processing

production Industry

Orders, S, Information
=/
markestrat W*FGV EAESP fearp Source : Prof Marcos Fava Neves
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Marcos Fava Neves
Engenheiro Agrénomo
Professor da FEARP/USE & EAESP/FGY
favaneves@gmail.com

LIS Azronezocio Marcos Fava Meves

Colunas  Agronegécio

O modelo-social que funciona e é
sustentavel

Por Marcos Fava Neves - 13 de abril de 2019 @ 53
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Wolss Creoticn, Copifurs
and Shoring Trilogy
Codleqtive Acrioms’

Value Creation Capture and Sharing: Collective Actions

Collective actions via supply chain

Collective actions via internal management
Collective actions via products/brands/packaging/services

Collective actions via communications
Collective actions via marketing channels and sales
Collective actions via pricing

Increase your importance to suppliers

Collective actions via horizontal and vertical associations

Collective actions via strategic alliances and joint ventures

=
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Question of the Day

Imagine one case (example) of value creation, capture
and sharing...

DIFFERENTIATION —
COST —

COLLECTIVE ACTIONS
and tell us the reasons you have choosen?

p AQre
LN markestrat W FGV EAESP fearp g




Prof. Marcos Fava Neves

favaneves@gmail.com | www.favaneves.org

U Marcos Fava Neves is an international expert on global agribusiness issues and a part-time professor of planning and strategy at the School of
Business (FEARP) of the University of Sdo Paulo (USP) and FGV Business School, both in Brazil. He graduated as an agronomic engineer from
ESALQ/USP - Piracicaba in 1991. He earned his master’s degree in 1995 and his doctorate in management in 1999 from the FEA/USP School of
Economics and Business — Sdo Paulo. Marcos completed postgraduate studies in European agribusiness at ESSEC-IGIA in France in 1995 and in
chains/networks at Wageningen University, in the Netherlands (1998-1999). In 2013 he spent the year as a visiting international professor at
Purdue University (Indiana, USA) where he maintains the linkage as a permanent International Adjunct Professor. Since 2006 he is an
international professor at the University of Buenos Aires, Argentina.

U He has specialized in strategic-planning processes for companies and food chains and works as a board member of both public and private
organizations, being member of mor than 10 international boards since 2004. Also in 2004, he created the Markestrat think tank with other
partners, today employing around 60 people and doing international projects, studies and research in strategic planning and management for
more than 250 agri-food business organizations. Some of these projects were very important in suggesting public policies for food chains that
were implemented in Brazil with economic and social impacts.

U Also as an experience in the private sector, from 1992 to 1993 he worked in citrus juice exporter and from 1994 to 1995 in a veterinarian company. In 2008, he became CEO of Brazil’s
second-largest biofuel holding company, a position he occupied until 2009, when he returned to the University of Sdo Paulo (USP) and Markestrat.

O At the academic side, since 1995 (when he was hired by USP), Marcos has advised more than 30 doctorate dissertations and master’s theses and helped to form around 1200
Bachelors in Business Administration in Brazil with around 120 courses taught to undergraduates at USP.

U His writings are strongly focused on supplying simple and effective methods for business. He has published more than 100 articles in international journals and has been author and
editor of 63 books by 10 different publishers in Brazil, Uruguay, Argentina, South Africa, Singapore, Netherlands, China, the United Kingdom and the United States. He is also a regular
contributor for China Daily Newspaper and has written two case studies for Harvard Business School (2009/2010), one for Purdue (2013) and five for Pensa/USP in the nineties.
Recognized as the Brazilian academic with the largest number of international publications about orange juice and sugar cane chain and one of the top 3 most cited Brazilian authors in
the area of food and agribusiness. He has reached more than 4000 citations in Google Scholar index.

U Marcos is one of the most active Brazilian speakers, having done more than 1050 lectures and presentations in 25 countries. He received around 150 recognitions from Brazilian and
international organizations, and is considered a “Fellow” of the IFAMA (International Food and Agribusiness Management Association), title received in Minneapolis - 2015.

U Coming from a family of farmers, he is a worldwide defender of agriculture and farmer’s role in the development of the society. In the social side, together with his parents, Marcos is
one of the creators and maintainers of Mucapp, a NGO that in 20 years has built more than 450 houses for families in Brazil that face very unfavorable conditions.
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