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Top Machinery and Implements Companies

Source: Atlas do Agronegócio 2018



Top Fertilizer Companies (by Revenue)

Source: Atlas do Agronegócio 2018



Top Crop Protection Companies (by Revenue)

Source: Atlas do Agronegócio 2018



Consolidation of Strategic Groups of Crop Protection and Seeds

Source: Elaborated by Markestrat e Crop Life Report





Industry Dynamics – Mergers & Acquisitions

DIRECT CHANNEL MERGERS

COOPERATIVAS

Coopermibra, Marasca

Cobrac, Cara, Cooparaiso, Capal, 
Coocanastra, Coopassa, Coacavo

STRATEGIC GROUPS

INVESTMENT FUNDS

Source: Markestrat based on desk research



Input Suppliers (Protection, Seeds, Machinery…)

• More concentration;

• Stronger presence from China and India;

• Increasing competition from generic companies;

• Dealers and cooperative brands at regional markets;

• Merging industries towards seeds, crop protection and 
biological products (complete solution providers);

• Presence of renewable production inputs that replace 
non-renewable ones, as today’s fertilizers;

• Growth of biological products and natural control;

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

• Use of big data, satellites and drones 

Input Suppliers

• Machines with higher efficiency and cheaper maintenance;

• Better asset usage with the sharing economy (“uber”);

• Lower residual effects of the chemical products;

• Genetically modified varieties in order to increase yields with traits 
of protection towards plagues and diseases, droughts, climate;

• Better grain to protein (animal) and sun to energy (plant) 
conversion; 

• Technologies for precocity (saving time);

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

• Reducing losses on input transport and application;

• Stronger presence from China and India.

Source: Prof. Marcos Fava Neves FEARP/USP
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Implications:

• Difficulty in controlling territory;
• Access Management X Brands X Territory;
• Really KAM service;
• Relationship between Boards;
• Organic Growth x Area expansion (conflict 

with industry x flagging).

Groups Leg
Incorporated
Companies

Units

30

61

78

40

19

45

Consolidation of Agricultural Dealer by Large Strategic Groups

Source: Markestrat based on desk research.



Adjustments on Dealers' Business Model - Margins

21.40%

17.00%

15.00%

2004/05 2013/14 2017/18

Average Margin (%) - Mix Inputs in 
Distribution (without Coops)

• Generics and R&D reduction;
• Competition;
• Changes in the chain;
• Low commercial 

management.

• Scale and bargain gains;
• Greater operational 

efficiency;
• Attractiveness to Partners;
• Mix Inputs;
• Nutrition and services;
• Financial management.

Source: Markestrat based on desk research.



Distributors (Dealers)

• Strong concentration happening in emerging markets;

• Geographical diversification, working on several 

agricultural producers;

• Growth in grains origination and trading;

• Growth in credit offering to farmers;

• Growth in farm management services;

• Growth in own areas and shareholders areas;

• Excellency in relationships and CRM programs;

• Possible big data managers;

Channels Dealer

• Coordinators of a strong contractual network of service 
providers;

• Intense competition with trading companies and 
cooperatives;

• Working with own brands;

• Higher percentage of generic products;

• Higher bargain power with input suppliers;

• Consolidated and known regional and national brands;

• Multinational managerial standards and governance;

• Strong interpersonal relationships;

• Challenged by the direct to farmer approach of the 
industry



Chain Agents
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Cooperative Movement

Source: Somos Coop Sistema OCB

COOPERATIVISM IN THE WORLD

COOPERATIVISM IN BRAZIL



Cooperatives and Associations Fill the Gap, Bringing Technology to Small Farmers

Source: Prof. Dr. Marcos Fava Neves – University of São Paulo (USP) and Fundação Getulio Vargas (FGV)











Cooperatives

• Professional management, strong governance;

• Coordinator of a collection of services offered by a 

contractual network of suppliers;

• Buying and selling alliances (joint ventures);

• Demand driven vision and activities;

• Becoming more market driven;

• Increased data collection and sharing;

• Cooperatives with own brands;

Cooperatives

• Constant technological development; 

• Credit as source of competitive advantage;

• Well seen by part of the society;

• International cooperatives entering Brazilian 
market

• Part will focus on consumer goods and own brands 
with national presence competing in food markets;

• Distribution of results;

• Owners of supermarkets and other retail formats;

• Transparency, identity of origin and collective 
action concept



Visitar o Site de Alguma Grande Empresa...

• Bayer, Basf, Syngenta, Ouro Fino...

• John Deere, Case IH, Valtra, Massey...

• Jacto, Marchesan, Stara...

• Coamo, Coopercitrus, Cooxupe, Copercana, Coplana...

• AgroGalaxy, Casa da Lavoura, Nutrien, Sinagro...

• Mosaic, Yara, Fertilizantes Tocantins...
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Case: Fertilizer Industry
Introduction to Agribusiness



Source: Petrofértil/Coppe UFRJ.

Basic Fertilizer Production Process



Global Fertilizer Market

Source: Rabobank and IFAStat.

World Fertilizer Consumption



Global Fertilizer Market

Regional Contributions to Global Fertilizer Use

Source: IFA Market Intelligence (2019).



Demand Trends in FY 2018-FY 2020: a Variety of Influencing Factors

Global Fertilizer Market

Source: IFA Marketing Inteligence (2019).



Sustainability in the Use of Fertilizers

Water Requirement (Liter per KG of Wheat Grain)

Source: Yara and IPNI.

Global Framework for Nutrient Management 4C



Brazilian Fertilizer Market

Source: ANDA.
Elaboration: Marcos Fava Neves.
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Production, Imports and Delivery of Fertilizers in Brazil
Brazil imports about 80% of the fertilizers it consumes



Source: ANDA (2017)

Brazilian Fertilizer Market

Seasonality in Fertilizer Sales in Brazil



Brazilian Fertilizer Market

Source: Agroconsult (2020).

Comparison of Evolution of Fertilizer Consumption by Culture (2010/11 - 2018/19)



Brazilian Fertilizer Market

Source: Fertilizantes Tocantins.

Ranking of the Top Fertilizer Importers in Brazil in 2019



Cadeia Fertilizante Mineral Solo

• Produtores grandes tem a possibilidade de compra direta;
• Compra normalmente atrelada à operações financeiras de barter

(via distribuição);
• Necessidade de compra dependente de análise técnica;
• Custo de substituição entre marcas é relativamente baixo;
• Inexistência de integração a montante;
• Compradores extremamente pulverizados e porte variável.

Produtores5

• Mercado concentrado, presença de grandes
mineradoras e indústrias químicas;

• Entrada de misturadoras na atividade de extração
(Yara/Galvani, Mosaic/Vale Fertilizantes e
CMOC/Copebrás);

Industria extrativa mineral:
• Rocha fosfática (P), rocha potássica (K), enxofre e

gás natural (N);
• Fontes de micronutrientes;
As próprias ind. extrativas processam a matéria prima
básica para comercialização de MP intermediária:
• Ácido sulfúrico, ácido fosfórico e amônia.

Ind extrativa mineral e MP intermediária1

• Mercado concentrado, presença de
multinacionais de grande porte.

• Produtores de fertilizantes simples
podem produzir, importar ou comprar
internamente MP de ind. extrativas;

• 70% da MP para fertilizantes NPK é
importada

Principais produtos do elo:
• MAP, DAP, SSP, SPT, nitrato de

amônio, sulfato de amônio, ureia,
cloreto de potássio, termofosfato.

Produtor de fertilizante simples2

• Mercado concentrado com presença de
grandes players verticalizados;

• Presença de cooperativas misturadoras;
• As misturadoras produzem ou compram de

terceiros (nacionais e internacionais)
fertilizantes simples, para fazer as misturas
que geram fertilizantes complexos.

Principais produtos do elo:
• Mistura NPK de grânulos, mistura NPK

granulada, mistura NPK granulada com
outros macro e micronutrientes, outras
misturas de macro e micronutrientes.

Misturador/Formulador
(Indústria ou Cooperativa)

3

• Misturadoras/Formuladoras podem ter
representante Comercial Terceirizado ou
Próprio;

• Venda direta ocorre para produtores
maiores, sendo maior parte por
distribuição e cooperativas (operação de
troca é relevante);

• Fertilizantes puramente NPK são mais
commoditizados e acessados pela
distribuição - distribuidores e cooperativas;

• Fertilizantes complexos (NPK + macro e
micro) tem presença de assistência
técnica, serviços e maior valor agregado.

Distribuição e redistribuição4

Fonte: Análises Markestrat, relatórios diversos de mercado e associações (ANDA, ABIQUIM)

Tamanho de mercado 
produto formulado:

USD 9,10 bilhões.

Fluxos mais 
significativos

Fluxos menos 
relevantes

Indústria 
extrativa 

mineral e MP 
intermediária

Distribuidor / 
cooperativas

Produtor
Indústria de 
fertilizante 

simples

Misturador ou 
Formulador 
fertilizante 
complexo

1 2 3
4 5

Yara, Heringer, Mosaic, 

Players
Vale, Petrobrás, CMOC, Anglo American

Fertpar, Timac
Coonagro, Fecoagro, Cooperfértil

Braskem, Unigel

ALTA ALTA ALTAConcentração



Success Case: FTO

Source: Fertilizantes Tocantins.

Total Delivered Volume and Profit of Fertilizantes Tocantins (2003-2019)



Source: Fertilizantes Tocantins.

Success Case: FTO



https://www.youtube.com/watch?v=J8ujkvFO47U

https://www.youtube.com/watch?v=J8ujkvFO47U
https://www.youtube.com/watch?v=J8ujkvFO47U


❑ 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 São 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 – São 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.

❑ 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.

❑ 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 São Paulo (USP) and Markestrat.

❑ 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.

❑ 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.

❑ 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.

❑ 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.


