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1. “Precisamos fazer o que as pessoas querem, e 
não o que sabemos como fazer e achamos que 
elas querem.”
2. “A nossa função é a de construir margens/valor 
para quem nos usa.”
3. “Missão de gerar oportunidades às pessoas.”

Quem sou eu?
Falo hoje como:

1. Professor/educador (formar talentos) desde 1995 
ajudando a formar quase 1.700 administradores de 
empresas na USP e FGV e outros cursos;
2. Empresário fundador da Markestrat em 2004, que 
hoje da oportunidades a 120 pessoas;
3. Empreendendo (acertando e errando) em startups;
4. Estruturador e viabilizador de projetos no agro;
5. Torcedor e advogado do agro!

Prof. Marcos Fava Neves



Plataformas com Missão de Criar Oportunidades às Pessoas: www.doutoragro.com  

(16) 99993-4499

Interessados em participar da lista de distribuição (envio de 1 vídeo/material por semana) salvar contato e mandar
WhatsApp apenas com nome completo e organização na mesma linha. Exemplo: Carlos Martins da “Empresa X”

http://www.doutoragro.com/


 

DATA	 TÓPICOS/TOPICS	 LEITURAS/READINGS	

Aula 1  
(07/08) 

Introdução ao Curso e Conceitos de Agronegócios/  
Course Introduction and Agribusiness Concepts 

Neves, 2020 - Food and Agribusiness in 2030: A RoadMap (01) 
Neves, 2014 - Future of Food Business (6, 7) 
Neves, 2019 - Doutor Agro (1, 10, 16, 34, 35, 41, 47, 50, 53, 90) 

Aula 2  
(14/08) 

Cadeias e Sistemas Agroindustriais/  
Chains and Agroindustrial Systems 

Neves, 2020 - Food and Agribusiness in 2030: A RoadMap (01) 
Neves, 2019 - Doutor Agro (1, 10, 16, 34, 35, 41, 47, 50, 53, 90) 
Neves, 2021 - Ferramentas para o Futuro do Agro (01) 

Aula 3  
(21/08) 

As Empresas de Insumos aos Produtores Rurais/ Crop Input Supply Industry, Agricultura e Propriedades 
Agrícolas/ Agriculture and Farmers, Agroindústria, Indústria de Alimentos e as Tradings/ Food Industry 
and Tradings, Varejo de Alimentos e Foodservice/ Food Retailers and Foodservice, Cooperativas, 
Associações e O Papel dos Governos/ Cooperatives Associations and Governments 

Neves, 2020 - Food and Agribusiness in 2030: A RoadMap (3) 
Neves, 2014 - Future of Food Business (11, 12, 13, 37, 11) 
Neves, 2019 - Doutor Agro (68, 39) 
Neves, 2021 – Ferramentas para o Futuro do Agro (3, 12) 

Aula 4  
(28/08) 

Métodos de Análises de Cadeias Agroindustriais (Planejamento de Cadeias) /  
Methods of Agroindustrial Strategic Chain Planning) 

Neves, 2020 - Food and Agribusiness in 2030: A RoadMap (01) 
Neves, 2014 - Future of Food Business (24, 25, 26) 
Neves, 2019 - Doutor Agro (13, 14, 15); Neves, 2021 - Ferramentas para o Futuro do Agro (15) 

(04/09) Semana da Pátria; não haverá aula (no class). - 

Aula 5 
(11/09) 

Métodos de Análises de Cadeias Agroindustriais (Planejamento de Cadeias) /  
Methods of Agroindustrial Strategic Chain Planning) 

Neves, 2020 - Food and Agribusiness in 2030: A RoadMap (01)  
Neves, 2014 – Future of Food Business (24, 25, 26) 
Neves, 2019 – Doutor Agro (13, 14, 15); Neves, 2021 – Ferramentas para o Futuro do Agro (15) 

Aula 6  
(28/09) 

O Macro-Ambiente do Agronegócio, Tendências e Análise de Mercados/  
The Macro-Environment of Agribusiness and Market Analysis/Trends 

Neves, 2020 - Food and Agribusiness in 2030: A RoadMap (2, 8) 
Neves, 2014 - Future of Food Business (1, 2, 3, 4, 14, 15, 16, 23, 24, 42) 
Neves, 2019 – Doutor Agro (91 94 35 42 43 89 51 38 56 65 74 81 82) 
Neves, 2021 – Ferramentas para o Futuro do Agro (02) 

Aula 7  
(25/09) 

O Macro-Ambiente do Agronegócio, Tendências e Análise de Mercados/  
The Macro-Environment of Agribusiness and Market Analysis/Trends 

Neves, 2020 - Food and Agribusiness in 2030: A RoadMap (2, 8) 
Neves, 2014 - Future of Food Business (1, 2, 3, 4, 14, 15, 16, 23, 24, 42) 
Neves, 2019 – Doutor Agro (91 94 35 42 43 89 51 38 56 65 74 81 82) 
Neves, 2021 – Ferramentas para o Futuro do Agro (02) 

Aula 8  
(02/10) 

O Macro-Ambiente do Agronegócio, Tendências e Análise de Mercados/  
The Macro-Environment of Agribusiness and Market Analysis/Trends 

Neves, 2020 - Food and Agribusiness in 2030: A RoadMap (2, 8) 
Neves, 2014 - Future of Food Business (1, 2, 3, 4, 14, 15, 16, 23, 24, 42) 
Neves, 2019 – Doutor Agro (91 94 35 42 43 89 51 38 56 65 74 81 82) 
Neves, 2021 – Ferramentas para o Futuro do Agro (02) 

Aula 09  
(09/10) 

O Macro-Ambiente do Agronegócio, Tendências e Análise de Mercados/  
The Macro-Environment of Agribusiness and Market Analysis/Trends 

Neves, 2020 - Food and Agribusiness in 2030: A RoadMap (2, 8) 
Neves, 2014 - Future of Food Business (1, 2, 3, 4, 14, 15, 16, 23, 24, 42) 
Neves, 2019 – Doutor Agro (91 94 35 42 43 89 51 38 56 65 74 81 82) 
Neves, 2021 – Ferramentas para o Futuro do Agro (02) 

Aula 10  
(16/10) 

O Macro-Ambiente do Agronegócio, Tendências e Análise de Mercados/  
The Macro-Environment of Agribusiness and Market Analysis/Trends 

Material de sites e outras fontes sobre cadeias do agronegócio 
Material from websites and other sources about specific food chains 

Aula 11 
(23/10) 

O Macro-Ambiente do Agronegócio, Tendências e Análise de Mercados/  
The Macro-Environment of Agribusiness and Market Analysis/Trends 

Material de sites e outras fontes sobre cadeias do agronegócio 
Material from websites and other sources about specific food chains 

Aula 12 
(30/10) 

O Macro-Ambiente do Agronegócio, Tendências e Análise de Mercados/  
The Macro-Environment of Agribusiness and Market Analysis/Trends 

Material de sites e outras fontes sobre cadeias do agronegócio 
Material from websites and other sources about specific food chains 

Aula 13 
(06/11) 

O Macro-Ambiente do Agronegócio, Tendências e Análise de Mercados/  
The Macro-Environment of Agribusiness and Market Analysis/Trends  

Material de sites e outras fontes sobre cadeias do agronegócio 
Material from websites and other sources about specific food chains  

Aula 14 
(13/11) Sustentabilidade no Agro - Sustainability, Smallholders and Social Inclusion Neves, 2020 - Food and Agribusiness in 2030 A RoadMap (5); Neves, 2014 – Future of Food 

Business (27 28 29 30 66 67 68); Neves, 2021 – Ferramentas para o Futuro do Agro (06) 

Aula 15 
(20/11) Sustentabilidade no Agro - Sustainability, Smallholders and Social Inclusion Neves, 2020 - Food and Agribusiness in 2030: A RoadMap (5); Neves, 2014 – Future of Food 

Business (27 28 29 30 66 67 68); Neves, 2021 – Ferramentas para o Futuro do Agro (06) 

Prova 
(27/11) Prova Final - Final Test  Todo o material - All the material 



Como funcionam as cadeias 
agroindustriais?
How the agro-industrial 
chains work?





Cadeia da Cana de Açúcar 2009

7

PIB em 2008: US$ 28,1 bilhões
VALOR TOTAL MOVIMENTADO em 2008: US$ 86,8 bilhões



Cadeia do Algodão 2014



Cadeia da Carne Bovina 2010



Mudas, sementes e bulbos

Substratos

Controle Biológico

Utensílios de poda e 
colheita

Equipamentos de proteção 
individual (E.P.I.)

Vasos

Embalagens

Água

Empresas de insumos, equipamentos e Investimentos

Atacadistas de linhas

Atacadistas nos centros de 
distribuição

Aquecimento

Defensivos

Outros

Estufa (armação e 
alvenaria)

Garden centers

Estufa (plásticos e telados)

Produtores em cooperativas de 
comercialização

Produtores em centrais de 
distribuição

Produtores independentes

Adubos e fertilizantes 
líquidos 

Mesas, canteiros e grades

Estruturas de climatização

Máquinas envasadoras

Equipamentos de 
iluminação

Bandejas e caixaria 

Equipamentos de irrigação 
e fertirrigação

R$ 1.291.023.456

R$ 2.089.015.516 R$ 2.055.198.368 R$ 4.359.616.804

Centrais de comercializaçãoMassa salarial Impostos e contribuições

R$ 2.823.749.781 R$ 70.055.276R$ 2.453.251.415

Importações

R$ 83.004.272

Operadores logísticos

R$ 177.266.162

Outros facilitadores* (serviços)

R$ 45.069.720

C
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S
U
M
I
D
O
R

F
I
N
A
L

Floricultura

Autosserviço

Varejo

Decoração

Paisagismo

Outros

Atacado

Outros

Produção agrícola

Exportações

R$ 55.958.381
Energia elétrica

Massa salarial, impostos e contribuições obrigatórias e agentes facilitadores:

Mapeamento e Quantificação da
Cadeia Produtiva de Flores e Plantas Ornamentais do Brasil em 2014

P.I.B.= R$ 4,5 bilhões e Movimentação Financeira = R$ 10,2 bilhões

Cadeia das Flores 2014









Cadeia dos Vegetais 2016
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Afiliações internacionais



• Fundação da União Brasileira 
de Avicultura (UBA)

1963

• Foi autorizada a produção de 
milho transgênico do Brasil.

• União da ABA com a ABEF 
criando a UBABEF (unindo 
exportadores e mercado 
inteno)

2010

• Fundação da Associação 
Brasileira dos Exportadores de 
Frangos (ABEF)

1976

• Criação do SIAV (Salão 
Internacional de Avicultura)

2013

• Primeiro convênio setorial 
estabelecido com a APEX para 
promoção das exportações

1998

• União da UBABEF com a 
ABIPECS, criando a ABPA 
(Associação Brasileira de 
Proteínas Animal)

2014

• Fundação da Associação 
Brasileira Exportadora de 
Carne Suína (ABIPECS)

2005

• Evolução do SIAV para SIAVS 
(Salão Internacional de 
Avicultura e Suinocultura)

2015

2022 • Evolução do SIAVS para SIAVS 
multiproteínas











STAGE WHAT HAS TO BE DONE?

1. Introduction, 
chain mapping 
and 
understanding

üBuild the team that will participate in the planning process; 
üIdentify any previously developed plans for the chain and study them. Alternatively, 

interview the participants to understand their current chain planning process;
üSearch for plans done for similar agribusiness chains in other countries;
üSearch for research organizations, government and private sector materials and 

publications;
üIdentify the main specialists in the production chain;
üDo a first description (design) of the chain using boxes, reflecting the flow of 

products ranging from inputs until the final consumer;
üTry to measure the size of the chain, searching for data about all the industries 

involved in order to know its size, contribution to GDP, to employment, to tax 
collection and others. Interviews with specialists will contribute significantly to these 
measures. 

Source: Prof Marcos Fava Neves

Guidelines for Food and Agribusiness Chains Strategic Planning and Management 
The ChainPlan Method (Framework) 



Orange Juice Consumption in the 40 Major Markets





Guidelines for Food and Agribusiness Chains Strategic Planning and Management 
The ChainPlan Method (Framework) 

STAGE WHAT HAS TO BE DONE?

2. External 
(environmental) 
analysis of the 
chain

üMarket data and trends for the chain’s products (production, consumption, exports, 
imports, trade, prices and others);

üBuild a chain information system, looking for national and international quantitative 
and qualitative data;

üUnderstand the main competitors and their strategies;
üUnderstand the trade barriers (tariff and non-tariff) and check collective actions to 

reduce them;
üAnalyze consumer behavior, buying decision processes and trends;
üRaise the threats and opportunities arising from uncontrollable variables (PEST);
üDevelop a scenario matrix combining the most important factors from the 

opportunity and threat analysis to develop a series of possible industry outcomes 
over the next ten years.

Source: Prof Marcos Fava Neves



Guidelines for Food and Agribusiness Chains Strategic Planning and 
Management The ChainPlan Method (Framework) 

STAGE WHAT HAS TO BE DONE?

3. Internal 
analysis of the 
chain and major 
competitors

üIdentify the main producing regions for the core product including particularities and 
trends;

üMap the contracts and existing forms of coordination;
üMap, analyze and understand possible substitute products;
üEvaluate public policies and incentives in the chain;
üDescribe existing governance structures with the characteristics of the transactions;
üAnalyze the competitiveness of the chains (Porter’s 5 forces, Porter’s diamond, key 

success points);
üAnalyze chain value creation, resources skills; 
üAnalyze critical success factors of the chain; 
üSelect, among other countries chains sources of benchmark. 



Guidelines for Food and Agribusiness Chains Strategic Planning and 
Management The ChainPlan Method (Framework) 

STAGE WHAT HAS TO BE DONE?

4. Setting 
Quantitative 
objectives for 
the chain

üProposed objectives must be clear and quantifiable;

ü- Production, consumption, exports, imports, sales, GDP generated, costs, 
employment generation, taxes collected and others

üNext ten years. Ideally, scenario analysis and include an expected, worst case, and 
best case



STAGE WHAT HAS TO BE DONE?

5. Macro 
strategies for the 
chain

üTo list the major strategies (actions) to be used to achieve the objectives proposed at 
stage 04 in terms of leadership, positioning, value capture and market segmentation;

üPorter's generic strategies, concepts of resource-based view, core competencies, 
BSC's view, others

Guidelines for Food and Agribusiness Chains Strategic Planning and 
Management The ChainPlan Method (Framework) 



Guidelines for Food and Agribusiness Chains Strategic Planning and 
Management The ChainPlan Method (Framework) 

Source: Prof Marcos Fava Neves

STAGE WHAT HAS TO BE DONE?

6. Production 
related projects 

ü Analyze production processes and production capacities; 
ü Map and plan production risks (sanitary and others);
ü Areas for production expansion;
ü Smart production concepts;
ü Circular economy concepts and integrated production systems;
ü Financing of investments (public and private credit, private sources (barter) or other) and special lines for 

smallholders;
ü Insurances and price policies (minimum prices and other discussions);
ü Irrigation incentives and policies;
ü Adopt a vision of continuous product improvement;
ü Products and product lines as well as complementary product lines for expansion decisions, opportunities in value 

adding; 
ü Raise innovation opportunities in the chain, stimulating start-ups and other forms;
ü Research and development issues and ideas, partnerships with universities, research institutes and other;
ü Analyze partnerships for complementary solutions;
ü Services that are being and will be offered; 
ü Brands, country of origin, labeling, logos and others;
ü Sustainability, renewable sources of energy and certification processes, climate related issues, payment for 

environmental services and biodiversity related issues;
ü Long term analysis and competitiveness of inputs (crop protection, fertilizers, others)
ü Adapt products to standards and institutional environment; 
ü Packaging (labels, materials, design).





PES
Data collection and disclosure on orange 
production in São Paulo and West-Southwest of 
Minas Gerais Citrus Belt since 2015

www.fundecitrus.com.br/pes/estimativa



§ Budget of R$ 5.272 million1

§ 120 professionals in 2017

• Highlights

§ 502 thousand kilometers in only 3 months
§ 2,625 blocks counted

§ 2,560 stripped trees

Organizational Structure

1   Junho/2016 a Maio/2017 (inclui a pesquisa de monitoramento de queda e peso de frutos em 900 talhões que embasaram as reestimativas da safra 2016/2017). 



Source: Research desk.



May 19th 2015 9:00 AM - Final meeting for first production forecast

Source: Prof Marcos Fava Neves



Source: Prof Marcos Fava Neves

Confidentiality



10 AM – Communication to the press and chain participants, live on 
TVs and internet

Source: Prof Marcos Fava Neves



Brazilian Orange Production of the Crop Years 1990-1991 Through 
2021-2022 and Forecast for The 2022-2023 Season
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300-330
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Média em 
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*

Fonte: Markestrat com base em CitrusBR (1998/89 a 2014/15) e Fundecitrus (2015/16 a 2020/21). 
*Atualizado em setembro de 2022.

PRODUÇÃO DE LARANJA NO CINTURÃO CITRÍCOLA SÃO PAULO E TRIÂNGULO/SUDOESTE MINEIRO 
(Em milhões de caixas de 40,8kg)



Final Orange Production of the Crop Years 1988-1989 Through 2016-
2017 and Forecast for The 2017-2018 Season

Source: CitrusBR (1998/89 to 2014/15) and Fundecitrus (2015/16 to 2017/18).
Average of last 10 years = 320 million boxes





Video link

https://www.youtube.com/watch?v=-COYeuizmyo


Guidelines for Food and Agribusiness Chains Strategic Planning and 
Management The ChainPlan Method (Framework) 

Source: Prof Marcos Fava Neves

STAGE WHAT HAS TO BE DONE?

7. Communication 
and information 
projects

ü Build a chain information system, establishing information that will be collected and distributed to enhance chain 
transparency;

ü Build the information distribution systems using appropriate media platforms;
ü Connectivity and access to digital services;
ü Build a chain communication plan, identifying the target audiences that will receive the communication (messages), 

develop the desired goals for this communication (product knowledge, product reminders, persuasion, among others), 
try to achieve positioning and message of products generated by the chain, set the content of communication that will 
be used;

ü Do benchmark of films and international materials used by other agribusiness systems;
ü Indicate how communication results will be measured so that the system can learn to use the best tools and get 

return on investment; tell the story; 
ü Chain identity, brand and image;
ü Creation of joint symbols and certifications; 
ü Create institutional communication material for the chain (benefits, contributions, advantages, strengths);
ü Create specific communication campaigns for the foreign market, direct consumers, influencers, facilitators, the 

general public;
ü Communicate the benefits of the chain in terms of sustainable inclusion; tax generation and other contributions 

(impact on GDP, employment);
ü Relationship programs with NGO’s and other chain influencers (medical and nutritional areas, others);
ü Consider the role of government agencies in promoting communication activities;





Comunicação Coletiva: Casos da ABIEC e ABPA – comentem o que 
acharam de mais interessante!





Video link

https://www.youtube.com/watch?v=uT-2ZJz93DA


Guidelines for Food and Agribusiness Chains Strategic Planning and 
Management The ChainPlan Method (Framework) 

Source: Prof Marcos Fava Neves

STAGE WHAT HAS TO BE DONE?

8. Distribution, 
logistics and 
infrastructure 
projects

ü Analyze logistics of all the chain and improvement possibilities (modal integration, rural roads, logistical hubs 
and others) 

ü Analyze storage capacities and needs;
ü Analyze the distribution channels of products and seek new ones, setting distribution objectives such as 

presence in markets, type and number of points of sale, services to be offered, market information, product 
promotion and incentives; 

ü Identify the possible wishes of international distributors and consumers to suit the services provided;
ü Articulate search for improvements in infrastructure;
ü Concepts of sharing economy (models like Uber) that could be used by the chain;
ü Raise collective actions that can be done in international markets;
ü Raise synergies with other food chains;
ü Design international strategies for exports like franchising, joint ventures or other contractual forms, or even 

vertical integration;
ü Consider the critical role of governments in logistics (financing, data management, governmental structures, 

privatization, public private partnerships and others) and in promoting competition and free markets for 
transport services;

ü Leverage favorable government agencies in promoting access to international markets (agreements, trade 
zones and others).





Video link

https://www.youtube.com/watch?v=osuLjR0xjow


Canais de Distribuição Coletivos – O Caso das Flores – Comentem o 
que acharam de mais relevante



I got lost… where are we?



ChainPlan – Agribusiness Strategic Planning



STAGE WHAT HAS TO BE DONE?

9. Human assets 
projects 

ü Examine critical labor issues, labor laws, rural labor retirement programs and potential 
improvements;

üConduct an analysis of education needs incorporating a holistic view of education needs and 
offerings at all levels (municipalities, state, federal)

üDesign training strategies in production, manufacturing, quality, safety, sustainability and 
management for participants in the agribusiness chain to gain efficiency and enhance 
innovation;

ü Programs for rural schools;
üDevelop a chain education platform, with topics, institutions, responsibilities;
ü Promote extension services and programs;
ü Leverage the role of Universities and technical schools;
üDistance education programs;
ü Leverage the role of associations, cooperatives, federations and other organizations.
üCreate communication plans to increase awareness of employments opportunities in the chain, 

attract and retain talent in the industry, and create public support for human capital in the 
industry.

Guidelines for Food and Agribusiness Chains Strategic Planning and 
Management The ChainPlan Method (Framework) 

Source: Prof Marcos Fava Neves



Guidelines for Food and Agribusiness Chains Strategic Planning and 
Management The ChainPlan Method (Framework) 

Source: Prof Marcos Fava Neves

STAGE WHAT HAS TO BE DONE?

10. Institutional 
environment, 
coordination and 
governance 
projects

ü Public and private credit projects;
ü Role of Government, agencies and other public institutions;
ü Mapping and role of cooperatives, associations and other collective organizations; 
ü Taxes, policies and incentives;
ü Regulatory issues (harmonization, natural resources, safety, products registering, environment, licenses, forestry 

codes, water resources and protection, storage, land acquisition and others);
ü Security and crime related topics;
ü Land ownership, land rights and issues linked to minorities;
ü Chain code of conduct and chain dispute resolution mechanisms
ü Seek reduction of bureaucracy;
ü Projects to increase consumption;
ü Sanitary and certification issues; 
ü Develop project for tax reduction in the agribusiness system; 
ü Develop projects for trade and investment projects;
ü Equipment import incentives;
ü Trade policies and negotiations;
ü Standardization of products and product names; 
ü Modernization and transparency in legislation; 
ü Public and private conflict resolution systems with proposals for coordination and contracts;
ü Public services driven by needs of private sector.



Caminhos da Cana



Video link

https://www.youtube.com/watch?v=qXwJzpY3Xto


Guidelines for Food and Agribusiness Chains Strategic Planning and 
Management The ChainPlan Method (Framework) 

Source: Prof Marcos Fava Neves

STAGE WHAT HAS TO BE DONE?

11. Prioritization 
and investments 
needed for the 
strategic projects 
(Budgeting)

ü All projects need formal project descriptions including:
• analysis and description of objectives, actions, implementation suggestions, performance indicators, 

inter-relations, teams, deadlines, budgets and forms of management;
ü It is necessary to prioritize them;
ü Prioritization can be done in a chain workshop, in order to have a democratic decision, using criteria 

of: 
• urgency (should be done immediately, related to time), 
• relevance (related to the potential positive impacts); 
• relatedness (related to how projects are connected to and reinforce impacts)
• investment (related the amount of resources needed).
ü The ones that receive the higher ratings of relevance, urgency, and relatedness, combined with a 

lower investment need, receive higher priority. 
ü After, prepare budgets for all of the projects and the total budget of the strategic plan to decide 

what projects to execute. 
ü Executing the prioritized projects in waves is a suggestion here.



Guidelines for Food and Agribusiness Chains Strategic Planning and 
Management The ChainPlan Method (Framework) 

Source: Prof Marcos Fava Neves

STAGE WHAT HAS TO BE DONE?

12. Strategic plans 
implementation 
and management

ü Eeffective strategic planning process;
ü Implementation is at least as important as building the strategic plan for the chain, in other 

words, success comes when the chain makes it happen not when they develop the plan. 
ü Suggest the following for strategic plan implementation:
• Develop a governance structure and an implementation process;
• Evaluate and adapt the resources;
• Involve different levels and agents in the execution process to gain align across agents in the 

chain;
• Build and motivate the teams for the strategic projects;
• Define goals and objectives for people;
• Build a committee to discuss specific issues and solve problems;
• Seek public-private partnerships;
• Communicate the plan to the different organizations and agents involved;
• Review the ChainPlan plan constantly.
üA vertical organization can help implement the ChainPlan



Source: Prof Marcos Fava Neves

Guidelines for Food and Agribusiness Chains Strategic Planning and 
Management The ChainPlan Method (Framework) 

STAGE WHAT HAS TO BE DONE?

Overcoming the 
difficulties to 
implement the 
ChainPlan

Ten years of experience designing chain plans and facilitating implementation has led to several 
observations about the speed and success of implementation including: 
ü a lack of participant understanding of planning and strategy concepts; 
ü not anticipating problems and conflict of priorities;
ü finding key volunteer leaders with motivation; 
ü inadequate leadership ability among the leaders; 
ü lack of discipline/motivation of members and organizations; 
ü political and cultural issues within participants; 
ü poor team integration; 
ü different agents seeking their own objectives;
ü allowing some to believe they are owners of the collective; 
ü lack of understanding and clarity of goals and objectives; 
ü lack of established indicators to be monitored; 
ü lack of standards for implementation; 
ü Not creating a simplified version of the detailed plan communicated in an executive 
ü A vertical organization can help implement the ChainPlan



Guidelines for Food and Agribusiness Chains Strategic Planning and 
Management The ChainPlan Method (Framework) 

STAGE WHAT HAS TO BE DONE?

10. Institutional 
environment, 
coordination and 
governance 
projects

ü Public and private credit projects;
ü Role of Government, agencies and other public institutions;
ü Mapping and role of cooperatives, associations and other collective organizations; 
ü Taxes, policies and incentives;
ü Regulatory issues (harmonization, natural resources, safety, products registering, environment, licenses, forestry 

codes, water resources and protection, storage, land acquisition and others);
ü Security and crime related topics;
ü Land ownership, land rights and issues linked to minorities;
ü Chain code of conduct and chain dispute resolution mechanisms
ü Seek reduction of bureaucracy;
ü Projects to increase consumption;
ü Sanitary and certification issues; 
ü Develop project for tax reduction in the agribusiness system; 
ü Develop projects for trade and investment projects;
ü Equipment import incentives;
ü Trade policies and negotiations;
ü Standardization of products and product names; 
ü Modernization and transparency in legislation; 
ü Public and private conflict resolution systems with proposals for coordination and contracts;
ü Public services driven by needs of private sector.

Source: Prof Marcos Fava Neves



Anexos: Sistemas em 
Português e atualizados



Sugarcane Agroindustrial System

Source: Markestrat based on Neves, Trombin & Consoli, 2009 and CCEE.
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* O consumidor livre pode adquirir energia de Pequenas Centrais Hidrelétricas ou de fontes especiais de energia (eólica, solar e biomassa).



Cotton Agroindustrial System
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Source: Prof Marcos Fava Neves



Beef Agroindustrial System
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Flower Chain Mapping
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Produção agrícola

Exportações
Energia elétrica

Mapeamento da Cadeia Produtiva de Flores e Plantas Ornamentais do Brasil 
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