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romoting sustainability in value chains has
been an ever-present objective in the 5 year
partnership between the Citi Foundation and the
Centre for Sustainability Studies of the Getulio
Vargas Foundation, or GVces.

with management tools unfamiliar to them yet
essential for their development.
During the project’s second term in 2017, described
in the following pages, these plans were implemented, enabling an approach to the consumer market
and, finally, the materialisation of new business.

The support for micro-entrepreneurship to develop on a sustainable basis and for relations with
large organizations to be fair is essential to the socio-economic progress of our country.

Furthermore, the awareness and structuring of
the various channels needed to permit the flow of
family agriculture production to the consumer’s
table has increased the possibilities of positive results for all involved.

Since 2015, joint efforts began to focus on the
issue of food supply in large urban centres, which
are currently so relevant, and where increasing
numbers of people are living, away from areas of
production.
In addition to this trend, the relevance of family
agriculture, which produces large part of the food
consumed, is often neglected by the urban socio-economic dynamic.

The results of the Bota na Mesa program presented in this publication and the recommendations made on the basis of lessons learned so that
actors in the chain can operate in a fairer and more
inclusive way show that it is possible to establish
‘win-win’ relationships, and points to the ways in
which this can happen.

Through the Bota na Mesa program, family agriculture organizations of São Paulo and
its surrounding areas have had the chance to
participate in an innovative and interactive environment essential to the prosperity of their
business, higher revenues, and in turn a better
quality of life.

In addressing the enhancement of an entire
value chain, the program is aligned with the Citi
Foundation mission of allocating investment towards the economic progress of communities all
around the world, focusing on Financial Inclusion,
Economic Opportunities for Youth, and Urban
Transformation.

During the first term of the project, which took
place in 2016, agricultural producers built action
plans for accessing the market, making contact

PRISCILLA CORTEZZE
Superintendent of Corporate Affairs
and Sustainability at Citi Brasil
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WHAT IS
THERE TO
EAT TODAY?

A

simple question many people ask every day
can take us on different journeys, many going
well beyond the expected answer.

Among the actors involved, which are many, family agriculture plays a fundamental role in ensuring
supply to the food chain.

What is there behind each dish, beyond the colours, aromas, taste or memories it brings?

According to the 2006 Agricultural Census, 84%
of agricultural establishments in Brazil are family-based. Family agriculture accounts for 88%
of manioc, 68% of beans and 63% of vegetables
produced in Brazil, to name just a few.

All food has a story and every ingredient has
made a journey. The tomato, before it becomes
Sunday’s pasta sauce, goes through many stages, from planting the seed, its management and
harvest, to its arrival on the shelves and finally the
consumer’s table.

These high figures, however, do not reflect the
reality farmers face, nor the challenging journey
food makes from the field to the table.

This is the reality of practically all food, not only
the tomato but all fruits and vegetables.

Climate risks, water insecurity, price fluctuation,
lack of transparency in the chain and intermediar5

ies who create distance between production and
consumption, among many other aspects, have
an impact on the farmer’s income, quality of life
and the very viability of family agriculture as a way
of life for a significant part of the population.
When one looks at the context of this reality, marked by growing urbanisation, increasingly
fierce competition for natural resources, people’s
changes in lifestyle and eating habits, among other factors, the importance of giving value to family
agriculture becomes greater still.
The challenges are large and complex. Of the
many points along the chain which require transformation to improve a producer’s quality of life
and ensure the production of food of both sufficient quality and quantity for the population, trade
deserves special attention.
This insight is from a GVces project of 2014, in
partnership with the São Paulo State Department
of the Environment (SMA), in which business models were developed together with 5 family agriculture cooperatives to deploy investment from the
Sustainable Rural Development Project (PDRS) Microbacias II, delivered by SMA with support from
the World Bank.

velop a program to seek the inclusion of small and
medium enterprises in a specific value chain. It
was an ideal moment to welcome insights generated about agriculture and the food chain by the
project with SMA.
Bota na Mesa was thus conceived, with the objective of advancing the inclusion of family agriculture in the food chains of large urban centres,
promoting fair trade, environmental conservation
and nutritional and food security.

For most of the cooperatives reached by the project, difficulties were mainly linked to relations with
the market rather than production: dialogue with
large retail chains, gaining logistical independence
and eliminating intermediaries, building long term
and trustworthy relationships, and getting closer
to the consumer were some of them.

After two years of work, there are many results
and lessons to be shared.
The first stage of the project, which took place
between 2015 and 2016, involved a series of various field meetings and workshops with 9 family

In 2015, an invitation was made by the Citi Foundation, a partner of many GVces projects, to de6

agriculture cooperatives in the city of São Paulo and its surrounding areas. In these meetings,
action plans were built so that the cooperatives
could access a desired market. In addition to this,
a series of workshops were conducted with a retailer network for improving relationship practices
with family agriculture suppliers. See the Bota na
Mesa - Phase 1 publication for a full account.

and planning, as well as linked to the relationship
with the market, focusing on specific channels.
Finally, Chapter 4 provides recommendations
based on everything that has been presented for
possible actions to advance the inclusion of family
agriculture in the food chain and ensure its supply
in large cities. These recommendations are classified by actor: (i) family agriculture cooperatives, (ii)
retail networks and (iii) local authorities responsible for purchases for school meals.

In the project’s second year, which is the subject
of this publication, efforts were focused on the implementation of the previously built action plans,
as well as a broad coordination with the market
so that producers could materialise product sales,
which will be dealt with in Chapter 1.

This project involved many people and would not
have been possible without the sponsorship of
the Citi Foundation and partnership with Citi, the
collaboration of various actors in the food chain,
and especially the nine organizations of family
producers who opened their doors (literally!) and
paused production to participate in nearly 60 field
workshops.

Chapter 2 explores aspects and trends which
go beyond day-to-day trade, but which have an
impact on agriculture and the supply of large cities, and which should be considered for a better
understanding of the challenges in the chain. Examples of some of these aspects are urbanisation,
climate change and changes in consumer habits.

We hope that these lessons and reflections can
inspire fairer and more inclusive practices in the
chain and show that in the answer to the question ‘what is there to eat today?’ there is a lot more
than just food!

In Chapter 3 a more detailed picture of the food
chain is presented, drawn from the experience
of the Bota na Mesa project, conversations with
partners and academic research. These issues are
both ‘in-house’, that is, management, production

Happy reading!
The Bota na Mesa team
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“Agriculture
is a gamble,
a game:
today might be
good and you
win, tomorrow
may not be"
PRODUCER FROM
SÃO MIGUEL ARCANJO

CHAPTER

1

THE PROJECT
AND THE
ROAD SO FAR
fair trade, environmental conservation, and to ensure food and nutrition security.

BOTA NA MESA

I

n view of the challenges to ensuring healthy eating for everybody, and the relevance of family agriculture for overcoming them, the Bota na Mesa
project, conducted by the Centre of Sustainability
Studies of the School of Business Administration
of the Getulio Vargas Foundation (FGV EAESP),
in partnership with Citi and sponsored by the Citi
Foundation, has since October 2015 acted towards the inclusion of family farmers in the food
chains of large urban centres, seeking to promote

Presented in this chapter is the Bota na Mesa
journey and its typical working day with the participating cooperatives, as well as with the various
representatives of the trade channels involved in
the project.
In addition, the profile of each of the participating
cooperatives will be outlined, with its current challenges and the results the Bota na Mesa project
helped produce in the search for new channels.
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THE JOURNEY
The First Phase – October
2015 to September 2016
The first year of Bota na Mesa’s work began in October 2015 when the project team went to the field
to meet the cooperatives of the city of São Paulo
and its surrounding areas to select project participants. It was also a time to present the project’s
objectives to the cooperatives and establish a joint
commitment with those who saw in Bota na Mesa
an opportunity to access new markets.

f Aipro: Association of Rural Producers 'Isabelense' – Santa Isabel
f Agricultural Cooperative of South Brazil São
Miguel Arcanjo – São Miguel Arcanjo
f Coopmaio: Family Producer Cooperative 16
de Maio – Iperó

WHAT WAS THE FIRST YEAR OF WORK WITH
THE COOPERATIVES LIKE?

Select and be selected by
participating cooperatives

After an assessment of the management and
trade processes of each cooperative, and drawing
on criteria such as social vulnerability and environmental relevance of the territory, the project team
started a co-training processes to access new
markets with the organisations below:

To deepen the management
and trade diagnosis of
cooperatives, and to assess
the main known and accessed
markets

f Cooperapas: Agro-ecological Cooperative of
Rural Producers and Clean Water of the Southern Region of S.P. - São Paulo
f Aazl: Association of Producers of the East
Zone – São Paulo
f Coafi: Cooperative of Family Producers of
Ibiúna – Ibiúna
f Coopavat: Cooperative of Agricultural Producers of the Green Belt of Alto Tietê – Mogi
das Cruzes
f Cooprojur: Cooperative of Rural Producers of
the Jundiapeba Region – Mogi das Cruzes
f Aavr: Agricultural Association of the Valinhos
Region – Valinhos

Workshop 1

To deepen knowledge
about main trade channels
based on conversations
with representatives of
different markets and
sharing experience
between cooperatives

Meeting 1

To define the target
market to be worked on in
the project action plan

Workshop
2

To develop a trade project
designing the access model for
the desired channel using the
Canvas tool - Business model

Meeting 2

To structure an action plan
with activities, responsibilities
and deadlines, for making a
sale in the desired market, and
to plan next steps

Workshop
3

Source: Own elaboration
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Diagnostic
visits

Before beginning work with the cooperatives
however, a first Specialist Workshop
was held in February 2016, which aimed to put
the project team within the existing dialogue of
the actor network on the subject of family agriculture and large urban centres. A diverse group of
over 50 people from the public sector, civil society
organizations, retail companies, researchers and
family producers got together on this occasion.
During the meeting, participants talked of their
expectations in relation to the knowledge which
GVces, through Bota na Mesa, could add to the
context of distribution and sale of products of
family agriculture, such as interfacing with climate
change, value change issues, and discussions

about the economic, financial and management
aspects of sustainability. In addition, it was an opportunity to hear contributions towards better understanding the challenges of including family agriculture in the food chains of large urban centres,
and possibilities of overcoming them.
Equipped with a broader view of the subject,
the Bota na Mesa team began the co-training
workshops.
As a result of these activities, at the end of the
first stage, it was possible to build together with
each cooperative an action plan for accessing a
desired market. This would be the path to follow
for the next year of the project.

What market did each cooperative choose?
SUL BRASIL

São Miguel Arcanjo

Retail chains - with a focus on markets
which value premium products

COOPERAPAS

São Paulo

Small retail - with a focus on the solidarityeconomy

AAZL

São Paulo

SESC Itaquera Fair

AIPRO

Santa Isabel

Retail chains – with a focus on local sales

COOPMAIO

Iperó

Opening their own sales point

AAVR

Valinhos

Export – with a focus on Canada

COOPROJUR

Mogi das Cruzes

Sales for school meals

COOPAVAT

Mogi das Cruzes

Opening a space at Ceagesp

COAFI

Ibiúna

Local retail and selling to homes
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In parallel to this work with the cooperatives,
the project team also worked with the St Marche
Group, a retail sector company which mobilized its
purchase area to identify opportunities for implementing more inclusive practices in its relations
with representatives of family agriculture. A series
of workshops with company professionals were
carried out, in which they could discuss the challenges of purchasing from family farmers and
think of possible solutions.

sought not only to build bridges between the cooperatives and the channels they wished to access,
but also to provide tools such as cash flow. The figure below presents this stage’s main activities.

WHAT HAPPENED IN THE 2ND YEAR
OF BOTA NA MESA?

To find out more about the first year of the Bota na Mesa project click here.

The Second Stage - October 2016
to September 2017
From the very beginning of the project, the diverse
realities which the cooperatives represented became
clear. In each case, it was possible to identify different
challenges, largely influenced by the context in which
they existed: real estate speculation, lack of producer
interest in the activity, difficulties in relations with the
council, among others. As such, action plans were
created with specific objectives and activities.

Created material for
presenting the cooperatives
and their differentials
to the market

Elaboration of
communication
material

Carried out a first meeting
with the desired market for
an introduction and to know
buying, negotiating and
relationship criteria

Marketing pilots

Raised awareness among
producers on the importance
of financial management,
via a cash flow exercise
Family agriculture
fair at FGV: to provide
interaction with the
final consumer, as well
as raising consumer
awareness about the
origin of food

However, a number of issues were identified
which were common to all the cooperatives, such
as a lack of attention to communication, and lack of
knowledge of the financial aspects of production.

Promotion of a second
meeting with the desired
market to negotiate a sale
Taking the Bota na Mesa
team for a day's work
with producers, to better
know the reality of life in
the country

Based on this finding, the following stage of Bota
na Mesa, about implementing the action plans,

To assess results of the
road travelled together
with the cooperatives

Financial
management
workshop

Meeting 3

Negotiation
meetings

Field day

Assessment
workshop of the
co-training day

Each stage within the project’s second year is
briefly described below.
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ELABORATION OF
COMMUNICATION MATERIAL
For cooperatives to present themselves
to the market, Bota na Mesa supported
participants in the conception of material
for institutional circulation.
Knowing that any communication effort must reflect the values and practices of an organization,
the Bota na Mesa team conducted a conversation
to think up the most important points a cooperative would like to communicate to the market. An
exercise was also proposed for cooperatives to
think of the elements which differentiate them
from the rest of the market. A privileged location,
volume of production, infrastructure for processing and delivery of products and organic production are a few examples.
These and other activities are ways of contributing to the development of commercial skills
of a cooperative, identifying elements which may
attract the target market.
As well as surveying content during a field trip,
the most adequate form of communication
for each cooperative was also defined, which
could be a folder, a website, or a social media
account.

MARKETING PILOTS
Cooperatives held meetings with
the markets they wished to access,
following their action plans.
The aim of the marketing pilots was to bring the
links in the chain closer together, taking cooperatives to meet representatives of their target market as set out in their action plan, without necessarily expecting to make a sale.

During the meetings organized by Bota na Mesa,
producers had the opportunity to present their cooperatives, their main products, samples, and also
discuss some of the difficulties and limitations from
the field point of view. On the other hand, it was also
an opportunity to hear market representatives talk
about demands in terms of standards, packaging
and volume, as well as prices and payment methods.
Based on the lessons learned in the marketing
pilot, cooperatives returned to the objectives in
their action plans to make any necessary adjust13

ments and, in some cases, to rethink their target
market and define new objectives to be worked
towards with Bota na Mesa.
In the pilot, two points were clear to those involved. The first was about the importance of
being informed about the target market, to know
its operation, what is valued by the audience and
what are their challenges to buying family agriculture products.
The second point was the confirmation that the
sector’s big challenge lies in establishing long
term relationships based on confidence, transparency and formal commitments. Barriers such
as prices, payment deadlines and discounts are

sensitive points in the commercial relationship
with family agriculture.

Which target
markets took part in
the marketing pilot?
f São Paulo City Council
f Ceagesp
f Benafrutti (wholesaler)
f St Marche and Styllus (retail)
f Sesc Itaquera
14

FINANCIAL MANAGEMENT
WORKSHOP
To prepare cooperatives for negotiating
with their target markets, the project
conducted a cash flow exercise.
Establishing fairer relations in the food chain
presupposes the existence of balance and transparency in negotiations. For a producer to assess
whether market prices are fair, and to question
them and demand better conditions, he or she
must know the costs of the production, processing and delivery stages.
Therefore, the fourth workshop sought to raise
awareness among producers about the importance of keeping a register of the costs of agricultural activity, as well as providing a simple and
accessible tool which could be incorporated into
their routine. The proposal was to do a cash flow
exercise of production, considering all activities in-

volved in the process and their respective inflows
and outflows of money, from planting to receiving
payment for the sale of a product.
Both the process and the result of the exercise
elicited reflection among the cooperatives, from
the amount of pesticides and inputs used in production up to whether the packaging used is worth
the price offered by the market which requires it.
Other possible paths also emerged in conversation, such as the collective purchase of inputs, the
sale of new products and a cooperative union to
resist pressure on prices.

MEETING NUMBER 3: FAMILY
AGRICULTURE FRUIT AND
VEG MARKET AT FGV
A family agriculture market was held
at FGV, with the aim of bringing the
cooperatives closer to final consumers.
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In an effort to make an effective commercial rapprochement between cooperatives and consumers, Bota na Mesa held another meeting. Over the
course of a morning, the FGV community was able
to buy fresh produce, locally produced, directly from
the producers. For many participants, having direct
contact with the end consumer was something new.
Often accustomed to selling to intermediaries, the
experience could inspire producers to think of alternative forms of trade. What caught their attention
especially was the opportunity to see their work being valued. “The intermediary might not value your
product, but I could see that the end consumer does”,
says Fernando of the Isabelense Association of Rural Producers (Aipro). Unlike when selling to intermediaries, being able to explain the nutritional attributes
of products, as well as how they were produced, was
inspiring for both buyers and sellers alike.

In the evening, a conversation about a successful marketing case with the Association of Banana Growers of Miracatu (ABAM), an organization
of the Ribeira Valley which, in joining forces with
another 6 regional cooperatives, was able to establish trade with the councils of São Paulo, Santos,
Guarulhos, Caraguatatuba and Taubaté. This union
transformed the reality of producers in seven municipalities which previously were in a situation of
social and economic vulnerability.

NEGOTIATIONS
A second opportunity for interaction with
target markets was set up by the project, this
time for cooperatives to negotiate a sale.
After the marketing pilots took place with the cooperatives and target markets, and subsequent
reflection and adjustments to the action plans, the
16

co-training session proposed to participants an opportunity for negotiation. With the purpose of making a sale to the new market, the Bota na Mesa team
intensified its coordination efforts in order to bring
cooperatives and target markets closer together.
It was also an important opportunity to get to know
and introduce the cooperatives to the work of Go
Horti, a startup which mediates between food industry companies and family producers. In the words
of the entrepreneur, the business aims to translate
between two worlds to build fairer contracts.
This was an important stage for the materialisation of objectives set out in the action plans. Later
in this chapter, each cooperative will be introduced
along with their results throughout the project and
in this final stage.

FIELD DAY
The Bota na Mesa team went to the field to
work on two family agriculture properties linked
to the cooperatives participating in the project.
From the field experience, it can be said that market access is a very important aspect for the maintenance of the way of life of family producers. But
for a fair trade relationship to exist, various elements
need to be considered which are hard to grasp by
those who are far from the field. As such, to understand the reality of family agriculture, the Bota na
Mesa team worked for part of a day on two farms.
During a single morning it was possible to plant
1722 lettuce seedlings on the property of Maria
and Valdemir in Ibiúna, and to sort and pack nearly 600 guavas on the property of Erika and Terua
in Valinhos. Clearly this effort represents very little compared to the normal work routine of these
properties. But the perception, based on conversa-

tions and direct contact with the ground, is of a different logic in relation to food and the people who
produce it. To join formal reason, of knowledge and
content, to a different, sensible reason, elevated
not only the team’s understanding of the challenge
at hand but also the relation with families.

WORKSHOP ASSESSMENT
OF THE CO-TRAINING DAY
The final Bota na Mesa meeting was
a time to reflect on the journey and map
the contributions made by the project.
The Bota na Mesa team made a final field trip to
understand the value of the work carried out by
GVces towards the established objective: to access a new market. From conversations with the
representatives of the cooperatives, it was understood that the contact and meetings between
the markets and farmers, the bonds of trust
built between the GVces team and participants,
and the creation of internal space for dialogue
within the cooperatives for decision-making were
valuable outcomes the project yielded.
It was also understood that the tools provided,
such as Canvas, the action plan and cash flow,
were absorbed to different degrees by the cooperatives. This stems from social factors, such
as degree of education and schooling, as well as
the maturity of the cooperative in relation to internal management aspects. With the expectation of contributing towards the sedimentation of
knowledge, each participant was given the Bota
na Mesa Guide to Accessing the Market, containing the main tools used in the co-training, as
well as guidelines to support farmers who wish to
replicate the experience in future.
The field book is available for download here.
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THE WORK AND RESULTS
OBTAINED OF EACH OF
THE PARTICIPATING
COOPERATIVES

A

fter travelling over 10,000 km within São Paulo and six other neighbouring cities, with over
50 field workshops, we present here the specifics of the processes and results of each of the
cooperatives. Of the factors which influence the
different paths to trading, it is worth mentioning (1)
the level of engagement of the group, (2) the presence of young people and women in cooperative
management, (3) the support of the local public
authorities, (4) location relative to São Paulo, and
(5) the climate conditions which affect productivity in this period.
In its own way, paths were shortened for each
case, inside and outside the cooperatives. Certainly other factors beyond Bota na Mesa influenced the results of the progress of each of the
cooperatives in terms of access to markets, but
many other results were obtained.
Presented below are the profiles of each one of
the cooperatives, their history and the contribution
made by the project towards their development.
18

Agricultural Association of the
Valinhos Region – AAVR

mote the fruit sales of cooperative producers
through its own brand, Frutivalli.

The city of Valinhos is in a privileged location: it
is close to the two main motorways of the state
of São Paulo and Viracopos airport, which gives it
easy access to large urban centres. In addition, it
is part of a consolidated fruit producer circuit.

Part of this process of commercial expansion
was the construction of its own headquarters and
a packing house, made possible with funding from
the Microbacias II project of the Government of
the State of São Paulo.

However these advantages do not guarantee
easy and fair access to the market for the region’s
producers: competition is strong, new hubs of production have appeared, especially in the Northeast,
and property speculation causes a lot of people to
give up production and sell their land to developers.

The cooperative, however, has not yet established a relationship with the market and many
of its members make their sales individually, to
wholesalers, exporters and intermediaries.

This is the context of the Agricultural Association
of the Valinhos Region and its efforts to enter the
market. Founded in 2000, with the initial goal of
making collective input purchases for the agricultural producers in the region, the AAVR has nearly
200 members, which produce mainly guava and
figs, but also other fruit such as the caqui.

Bota na Mesa worked with them to open the international market to the fruit produced by the
cooperative. After the pilot, however, farmers
discovered that it would be necessary to make
a series of changes in production to obtain the
certification required by external buyers. The
plan was therefore left for the long term, and
the cooperative decided to focus in the short
term on its sales attempts to local wholesalers
and retailers.

A cooperative linked to the association was
founded in 2005, called Coopavar, set up to proCooperative

Action Plan
Objective

AAVR

To export figs
without
intermediary
operations

Read about AAVR’s story below:

Communication Pilot
Material
Outcome

Creating a
Facebook
page

Sent a
sample to
Canada

Negotiation
Meeting
Outcome

Markets
Accessed 2015
(beginning of
project)

Markets
Accessed
2017 (end of
project)

Negotiation
with Benafrutti
wholesalers,
which resulted
in registration
as a supplier

Deliveries at
Ceagesp

Deliveries at
Ceagesp
Negotiating
with wholesaler
for sales
Structuring
partnership for
export
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members which goes beyond a commercial and
productive relationship, something which is not
common in many of the organizations participating in the project.
The region has a tradition in the production of
leafy greens, which guarantees producers of the
settlement continuous access to intermediaries
passing through to take products to the capital.
This trade channel is accessed individually by
producers, which means it does not benefit everybody in the cooperative. In addition, its remuneration for the vegetables produced is irregular and
generally of low added value

Cooperative of Rural Producers
of the Jundiapeba Region
– Cooprojur
One of the oldest cooperatives participating in
the project, the Cooperative of Rural Producers of
the Jundiapeba Region is located in the Chácara
dos Baianos settlement of the agrarian reform in
Jundiapeba, district of Mogi das Cruzes. This aspect is very important to understanding the strong
sense of community and collaboration among its

For this reason the main goal of the cooperative,
upon deciding to participate in the Bota na Mesa
project, was to seek more qualified channels which
could be accessed collectively. From the beginning,
in the diagnostic stage, to be further explained later, it became evident that a good start would be to
expand sales for school meals through PNAE, the
National Program for School Meals.
At the start of the project, Cooprojur sold to the
council of Suzano and had the goal of expanding
to two other councils in the region, which guided
the construction of their action plan.
Read about Cooprojur’s story below:

Cooperative

Action Plan
Objective

Communication Pilot
Outcome
Material

Negotiation
Meeting
Outcome

Markets
Accessed 2015
(beginning of
project)

Markets
Accessed
2017 (end of
project)

Cooprojur

To sell school
meals to two
more councils

To create
a folder

Meeting with
Go Horti

PNAE: Suzano

PNAE: Mogi
das Cruzes

SP Council

In negotiation
with Go Horti
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Cooperative of Agricultural
Producers of the Green Belt
of Alto Tietê – Coopavat
Located in the Chácara dos Baianos, the same
settlement as Cooprojur, Coopavat has followed a
curious trajectory: although founded in 2011, it was
underutilized until in 2015 a small group of younger
producers in their 30s decided to restart operations.
This coincided with the beginning of the Bota na
Mesa project, which allowed for observation of its
fast expansion, with new farmers joining up in the
project’s first year and opportunities emerging
with trade channels.
As they are new to the market, group members
had not had many negative trade experiences
and so there was no prejudice among them in relation to any particular trade channel: everything
seemed like a good option.
Coopavat’s first idea for their action plan was to
obtain their own commercial space at Ceagesp. A
bold step for a group starting out, and which would
have implications related to management that the
group was not yet prepared for.

An understanding of organizational aspects
would be essential for Coopavat to identify the
most appropriate channels. For this reason, the internal management and trade diagnosis and the
prioritization exercise were very important for the
cooperative. A visit to Ceagesp organized by the
Bota na Mesa team was also important at this
stage, as it allowed them the realization that operating their own sales channel in such a space
should be part of a long-term project.
Based on an observation of its potential and of the
reality of the market, a group of Coopavat participants decided to start trading through a more appropriate channel: sales for school meals in the region.
Read about Coopavat’s story below:

Cooperative

Action Plan
Objective

Communication Pilot
Material
Outcome

Negotiation
Meeting
Outcome

Markets
Accessed 2015
(beginning of
project)

Markets
Accessed
2017 (end of
project)

Coopavat

Initially, to
obtain a space
at Ceagesp.
The objective
changed
to sales for
school meals
(PNAE)

The
cooperative
preferred to
focus efforts
on structuring
and therefore
did not
produce
material

Was not
necessary

PNAE: Mogi
das Cruzes

PNAE: Mogi
das Cruzes

Visit to
Ceagesp
and visit
from the
São Paulo
Council
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PNAE:
Salesópolis
PNAE:
Guararema

and women. Their crops include leafy greens and
NCPFs - Non-conventional Plant Foods - such as
the taioba and capuchina.
Many cooperative members sell their goods directly from their own gardens to residents from the
surrounding area, or in a market held on Saturdays
at the Parque do Carmo, along with most producers.

Association of Farmers
of the East Zone – AAZL
Home to 4 million residents of the city of São
Paulo, the East Zone is one of the regions with
the lowest proportion of vegetation coverage per
inhabitant. It also has one of the lowest rates of
human development in the municipality. As such,
actions towards the promotion of income generation and environmental conservation are of extreme relevance to the area.
It may seem challenging to find possibilities
which fit this profile, especially as it is an urban
area. But since 2009, an activity with huge potential for the region has been gaining ground: organic
agriculture, carried out by the residents of neighbourhoods such as São Mateus and Guianases.
Land is provided by the council or power companies releasing areas under transmission lines for
use under lending contracts.
Leading this movement is the Association of
Farmers of the East Zone, with 29 members,
among them a significant number of young people

These channels, however, are not enough to shift
the full productive potential of the Association. As
such, the challenge for Bota na Mesa was to create more structured sales channels which could
absorb a greater volume of products.
The initial objective was to organize a Saturday
market at the SESC Itaquera, which could function as a pilot so that the association could then
hold markets in other locations, engaging more
producers.
It is worth highlighting that AAZL and its members are part of a vibrant movement of urban agriculture in São Paulo, which gives them visibility
and often support from organizations linked to the
issue, such as Instituto Kairós, an NGO which has
played an important role in the development of the
Association
Read about AAZL’s story below:

Cooperative

Action Plan
Objective

Communication
Material

Pilot
Outcome

Negotiation
Meeting
Outcome

Markets
Accessed 2015
(beginning of
project)

Markets
Accessed
2017 (end of
project)

AAZL

To develop
spaces for
collective
sales in open
fairs

Association
already had
own website

SESC
Itaquera
Fair

Was not
necessary

Do not sell
collectively

SESC Itaquera
Fair
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Sales to
consumer
groups

Agro-ecological Cooperative
of Rural Producers and Clean
Water of the Southern Region
of São Paulo – Cooperapas

their products, and when they entered the Bota
na Mesa project they already had a space at the
Saturday fair in the Ibirapuera Park, in the South
Zone of São Paulo.

Not many people know that since 2014, when
the new São Paulo Master Plan came into force,
the city once again had a rural zone, meaning that
30% of its territory came under a new regime regarding population density and land use possibilities, among others. One of the main motivations
for this change was the environmental relevance
of the area, which covers the districts of Parelheiros, Grajaú and Marsilac, areas of springs in
which the tributaries of the Guarapiranga are
concentrated.

A big challenge for Cooperapas members, however, is to guarantee their production in accordance with market demands. With growing interest
from the population in locally produced organic
produce, the number of channels interested in
their products has increased, such as restaurants
and small retail in the central region of São Paulo.

An economic activity which is increasingly important in the region, and which has the potential
to promote environmental conservation is organic
agriculture, which today is practiced by around 30
members of Cooperapas, the Agro-ecological Cooperative of Rural Producers and Clean Water of
the Southern Region of São Paulo.
Among another 300 conventional farmers in
the region, this group has proposed the organic
production of leafy greens and NCPFs, as well as
native fruits. Many already have certification for

Unlike other organizations participating in Bota
na Mesa, the big challenge for Cooperapas was
not opening new channels but structuring its production so as to meet increasing market demand.
Project workshops were thus guided by this
objective.
As with AAZL, Cooperapas has gained prominence in the media in recent years, thanks to the
increasing interest for produce grown within the
city. The Kairós Institute has also played an important role in the structuring of the organization
and its access to the market.
See below for more on Cooperapas:

Cooperative

Action Plan
Objective

Communication
Material

Pilot
Outcome

Negotiation
Meeting
Outcome

Cooperapas

To plan
production to
meet growing
demand

Association
already had its
own website

Fair at FGV Was not
necessary

Markets
Accessed 2015
(beginning of
project)

Markets
Accessed
2017 (end of
project)

Organic fair at
Ibirapuera

Organic fair at
Ibirapuera
Sales to an
organic market
Sales to three
restaurants
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Without the volume nor variety required to meet
the more advantageous and promising markets,
many of the city’s small producers sell to intermediaries who take their products to Ceagesp. The
intense daily price fluctuation, typical of agricultural products, often causes losses.
To access more secure and fairer channels, a
number of producers came together and in 2011
founded the Cooperative of Family Farmers of Ibiúna, known as Coafi. With over 80 members distributed between Ibiúna and neighbouring cities, the
cooperative supplies various types of vegetables
to public procurement programs, which work with
higher prices than Ceagesp and guarantee demand via the use of contracts.

Cooperative of Family Farmers
of Ibiúna – Coafi
Part of what’s known as the Green Belt of Greater São Paulo, the municipality of Ibiúna is home to
over 2,000 farmers and one of the main hubs for
the production of vegetables in the state, meeting
a large part of the capital’s demand. Certain features of the region contribute to this position of
prominence: there is a large remnant of the Atlantic Forest, abundant water and a mild climate, all
important factors for olericulture.

However, with the purpose of adding value to
produce, Coafi in 2015 acquired equipment to process product packaging, with support from Microbacias II. Since then, it has sought markets which
value chopped and sanitized produce.
To reach this goal, the cooperative decided to
focus its efforts on selling to local residents and
retailers, supported by Bota na Mesa.
See more on Coafi below:

Cooperative

Action Plan
Objective

Communication Pilot
Material
Outcome

Negotiation
Meeting
Outcome

Markets
Accessed 2015
(beginning of
project)

Markets
Accessed
2017 (end of
project)

Coafi

To open
channels for
minimally
processed
produce, for
local residents
and retailers

Creation
of a folder

Meeting with
Go Horti for
sale to the
food industry

PNAE: Ibiúna

PNAE: Ibiúna

PNAE:
Araçariguama

PNAE:
Araçariguama

Market
research
with local
residents

Negotiating
with Go Horti
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Agricultural Cooperative
of South Brazil São Miguel
Arcanjo
Known as the national capital of the itália grape
and home to the traditional Grape Festival, São
Miguel Arcanjo has strong agricultural activity and
is also an important hub of fruit production for the
state of São Paulo. As well as grapes, the municipality is known for its production of caqui, atemoia,
peaches and loquats, among others.
It is also home to a large and united community of
Japanese immigrants. In the Colonia Pinhal neighbourhood, in the rural area of the city, there are
around 50 families who, for 46 years, have lived
and preserved Japanese culture, with schools
teaching the language and the largest Japanese
library in the country.

In addition to selling agricultural inputs, the cooperative currently sells a small part of its production
to Ceagesp licensees. However, the largest portion
of its products are sold individually, mostly to intermediaries. In an effort to unlock more promising
markets, the cooperative has organized itself and
sought new paths. For the Microbacias II project,
it acquired a trailer and a warehouse for sorting,
packaging and storing products.
Together with Bota na Mesa, the cooperative
worked towards directly accessing medium-sized
retailers with high-quality product differentiation,
without intermediaries.
See more about the South Brazil Cooperative
below:

The headquarters of the Agricultural Cooperative of South Brazil São Miguel Arcanjo are also
in this neighbourhood. Founded in 1969, initially
with 60 members producing grapes and tomatoes, the cooperative had the objective of bringing farmers together for the purchase of inputs.
Today it has 270 producer members, mainly
growing grapes but also other fruits such as the
caqui, atemoia and ponkan tangerine, as well as
some vegetables.

Cooperative

Action Plan
Objective

Communication
Material

Pilot
Outcome

Negotiation
Meeting
Outcome

Markets
Accessed in
2015 (beginning
of project)

Markets
Accessed in
2017 (end of
project)

Sul Brasil

Selling to
premium
retailers

Creation
of a folder

Mediumsized
wholesaler
and retailer

Was not
necessary

Four Ceagesp
wholesalers

Two mediumsized retail
networks
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One
cooperative

Family Farmer Cooperative
16 de Maio – Coopmaio
Iperó is a small municipality next to Sorocaba, in
the interior of São Paulo, and the location of Ipanema Farm, where a steelworks operated in the 19th
century. After a decade of unsuccessful attempts
to push local steel production, the factory was shut
down and the farm went on for a period without
any particular purpose. On 16th May 1992, part of
the farm was occupied by the Landless Movement
(Movimento dos Sem Terra), giving rise to the Ipanema settlement.
Currently, there are within this settlement four
family farmer cooperatives, among them the Family
Farmer Cooperative 16 de Maio - Coopmaio, founded in 2011 and formed of 27 of the 150 families
which live there.
Coopmaio was created so that producers could
access public procurement programs, such as the
National School Meals Program - PAA and PNAE,
Cooperative

Action Plan
Objective

Communication
Material

Coopmaio

To install own Build a folder
sales point
and set up
Facebook
page

which is currently the main sales channel for the
cooperative today, absorbing a large portion of production, including a variety of fruit, vegetables and
grains, such as corn. Coopmaio is also a member of
the Central Cooperative of Sorocaba, through which
it can access tenders that demand greater variety
and volume, along with other producer cooperatives.
With support from the Microbacias II project, the
cooperative acquired a lorry, tools and equipment for
food processing, in order to add value to their products and boost sales. As a requirement attached to
this support, each cooperative member allocates a
part of his or her allotment to production in an agroforestry system.
To shift produce not destined for public procurement, Coopmaio established a work plan with Bota
na Mesa to install its own sales point near the settlement, in order to increase direct sales to the end
consumer.
See below for more on Coopmaio:

Pilot
Outcome

Negotiation
Meeting
Outcome

Markets
Accessed 2015
(beginning of
proeject)

Markets
Accessed 2017
(end of project)
projeto)

Support
from the
Bota na
Mesa team
of a day of
sales at the
point

Meeting with
Go Horti

PAA: Iperó

PNAE: São
Bernardo

PNAE: Santo
André
PNAE: São
Bernardo
PNAE: Sorocaba
PNAE: Iperó

PNAE:
Sorocaba
PNAE: Iperó
Own sales
point

Two local
PNAE: Araçoiaba restaurants
da Serra
In negotiations
with Go Horti
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Association of Rural Produers
'Isabelense' – Aipro
The municipality of Santa Isabel, 60km from São
Paulo, is home to the ‘Isabelense’ Association of
Rural Producers.
Founded in 2010, Aipro is the result of a movement of family farmers from the municipality and
region which wished to access public procurement
and expand the sales of their products. Since its
creation, as well as providing food to municipal
schools in three cities, the association has also
actively participated in the Municipal and Regional Rural Development Councils, seeking improvements for the local population.
With support from the Microbacias II project, the
association acquired a lorry and the resources necessary to build a space for storage and in future,
packaging foods. Another portion of the resources allocated by the project went to improving rural
roads in the municipality, benefiting not only Aipro
but also other productive sectors of the region.

as caqui, a flagship product, other fruit is also produced, such as atemoia, guavas and bananas, as
well as various vegetables and honey. Many cooperative members sell most of their produce to
stalls and wholesalers at Ceagesp, using the cooperative to sell about 20% of products.
Thus, in order to boost the cooperative’s sales,
diversify trade channels and strengthen family
agriculture in the region, Cooaipro has been working towards accessing local retail chains and other
markets beyond institutional purchases, with support from Bota na Mesa.

In 2016, to conquer new markets, the association created its own cooperative, Cooaipro. As well

See more on Aipro below:

Cooperative

Action Plan
Objective

Communication
Material

Pilot
Outcome

Negotiation
Outcome

Markets
Accessed 2015
(beginning of
project)

Markets
Accessed
2017 (end of
project)

Aipro

Selling
to local
retailers

Folder and
Business card

Meeting
with a local
retailer

Meeting with
Go Horti

PNAE: Santa
Isabel

PNAE: Santa
Isabel

PNAE:
Guarulhos

PNAE:
Guarulhos

PNAE: Arujá

PNAE: Arujá
Negotiating
with Go Horti
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“Most young people
don't want to work or
live here. My 18 year
old daughter wants
to move to the city,
broaden her ideas,
do theatre"
FARMER FROM IPERÓ

CHAPTER

2

THE CONTEXT
OF THE FOOD
CHAIN

A

s seen previously, the journey of an agricultural organization towards insertion in a
fairer food chain can happen in different ways
and through accessing different channels,
each with its own advantages and conditions.
The commercial challenges are many, and any
attempt to overcome them, to be effective, must
go further and understand factors which are not

always evident, but have a direct impact on agriculture and the day-to-day lives of producers.
Given this understanding, and without expecting
to exhaust the field of possibilities of what these
issues can be, six factors have been defined and
explored below which influence the direction of
the food chain, and the conditions to make it
more inclusive.
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Urbanization

who produced it requires not only infrastructure
and logistical intelligence, but also financial investment, regulation, coordination and engagement
with several actors.

An important trigger for rethinking relations within the food chain is the fact that by 2050, around
65% of the world’s population will live in urban
centres (UN, 2014). This shows that there is fertile
ground for creativity and for the consolidation of
a service apparatus linked to cities and their dynamics. Many, however, are disconnected from
the reality of family producers, who are responsible for producing a large part of the food which
arrives on the tables of city dwellers.

A hypothetical example which illustrates these
challenges is to follow the journey a head of lettuce makes from Mogi das Cruzes to the table
of a resident in the centre of São Paulo: planting,
harvesting, packing, boxing, transport - a journey
affected by traffic, charges and other obstacles,
delivery to a warehouse, division into smaller lots
which go to a wholesaler and a smaller supermarket, handling and display, until a consumer purchases it.

Looking beyond what is on the plate and on the
shelves reveals complex challenges, in both scale
and diversity. Supplying an extensive territory with
a high population density, preserving the freshness of produce and fairly remunerating those

There are many coordinated links and processes happening in a short time for the cycle of the

Figure 1: Area of dense occupation of the city of São Paulo
Source: IBGE, 2017.
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difficulty of creating effective routes for food to
reach the tables of an entire population, regardless
of address or income.
It is an emblematic case, as the food industry has
developed representational and distribution capacity at points outside the central urban axis and
at accessible prices. Many of these are processed
or ultra-processed products. When consumed in
excess, they cause serious health risks to people.

MILENE FUKUDA

What we see as a consequence are places in
which there is virtually no availability of fresh and
nutritious food, such as fruits and vegetables.
They become what is known as food deserts1.

chain to close, not to mention what goes to waste
in this long journey.
In areas of large urban sprawl, such as the urban
and peri-urban region of São Paulo, the number of
points to be supplied are many. Without shared
governance on the routes to be taken, journeys
are often not the most efficient, let alone the
shortest. The logistics for getting produce to a
city can account for over half of its total cost, with
much of the family producer’s margin left along
the way.
When this chain is met with increasing social
inequality in cities, the debate about the distribution of ‘real food’ becomes particularly relevant.
That is, fresh produce, which is indispensable from
the nutritional point of view. The low availability of
information about good eating habits adds to the

Some alternatives for supplying to cities have
emerged, and the subject of urban agriculture deserves special attention. Is it possible to produce
healthy food in the city or to foster shorter production and trade cycles of these foods?
There are many functions which urban gardens
and allotments could fulfil, from the more activist end of occupying public spaces to small scale
food production.
The ambition is not necessarily to supply a city
such as São Paulo. But it is interesting to think of
the changes that would come about in consumption patterns from bringing urban dwellers closer
to the cycles of nature, qualifying demand and influencing a search for more nutritious and safer
foods. In other cities of the world, urban agriculture also stands for pleasant and healthy spaces
of co-existence and even a source of income for
more vulnerable populations.

1 - 1 - In this regard, the digital platform www.desertosalimentares.com.br, created by students of the Getúlio Vargas Foundation of São Paulo
within the framework of Integrated Training for Sustainability, interactively portrays the phenomenon of food waste.
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Three Cases of Urban Agriculture
CITY, COUNTRY

INHABITANTS

DESCRIPTION

Rosário, Argentina

1.194 million

As an alternative during the economic
crisis of 2001, urban agriculture became
institutionalised as a public policy in the
city in 2002 to ensure the food supply of
those most vulnerable and, especially,
as a source of income and self-sufficiency
for the unemployed population
(LATTUCA, 2012)

Montreal, Canada

1.741 million

The city is known for having a cultural
tradition of agricultural practices which is
part of the population's lifestyle, seeking to
integrate urban routines into nature. There
are around 97 communal gardens in the city,
involving the active participation of 42% of
the population. (OLIVEIRA, 2016).

Havana, Cuba

2.125 million

After the collapse of the Soviet
Union and facing a massive food
shortage in 1989, food became a
determining factor in the configuration of
the city. There are 8,000 gardens in total,
and can be found in every neighbourhood,
covering the supply of almost 60% of the
country's organic vegetable production.
To this end there is an established
apparatus for the provision of land,
technical assistance, resources such as
seeds and seedlings, and infrastructure
for direct sales to agricultural markets.
(LOPES, et al., 2017).

Source: Own elaboration.

32

On the subject of the rural-urban interface, it is
worth remembering that urbanization brings with
it the chance to think of the territory in terms of
the activities and functions that each place can
and should carry out. A recent example is the new

Master Plan of São Paulo, which recognizes that
27% of the city is made up of rural areas. This delineation is part of a plan guideline which seeks
to incorporate the environmental agenda into
the city’s development, with the understanding
that rural spaces are multifunctional and play an
important role for income generation, food production, biodiversity conservation and the provision of services2.
The trend towards urbanization and its impact
on the food chain are evident. There are, however, signals that the frontiers between the rural and the urban are becoming more permeable, as demonstrated by the urban agriculture
movements and the São Paulo Master Plan, for
example. The way in which city dwellers feed
themselves, and the supply network built for this
purpose have huge potential for influencing life
in the countryside and driving the transformation
necessary in the chain.

Figure 2: Urban and rural zones established in the strategic master plan of São Paulo
Source: PMSP. Municipal Department of Urban Development. 2015

2 - São Paulo Council. “Strategic Master Plan. 2014.
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city underwent a serious shortage. São Paulo also
has approximately 450 km² of preservation areas
and is home to one of the largest urban forests in
the world, the Cantareira State Park. (City Council
of São Paulo, 2015).

In a context where there are warning signs
about the availability of water, soil and biodiversity, creating a fair and inclusive food chain is
becoming increasingly important. Around 60% With agriculture having both a high impact and
of these resources suffered degradation in re- dependency on ecosystems, it is central to the
cent years, and projections of biodiversity loss transition to a sustainable economy. As such,
indicate that agriculture accounts for 70% of family producers can be important allies.
the damage caused. (TEEB, 2015).
Small-scale food production, such as family farming, allows for greater product diversity,
To be able to analyse the damages and risks of reduction of the risk of nutrient depletion in the
environmental degradation, the approach which soil, and integration with animal activity. With the
values ecosystem services offers interesting right resources, information and incentives, family
clues. This is because its methodology is capable farming has the potential to provide food in comof “measuring or monetizing the direct or indirect bination with production techniques and technolcontributions of ecosystems to human well-being”
(TEEB, 2010). This approach therefore translates
into economic terms the importance of the flow of
benefits of nature to society, which appear to be
‘free’. Some examples directly related to family agriculture are: food provision, soil formation and climate control. There are also intangible benefits related to culture, religion, leisure and scenic beauty.
A reduction in the production of natural water
has also been ongoing, for reasons which go from
the grounding of natural springs to the irregular
and predatory use of soil. This could become even
more alarming in light of accelerated demographic
and economic growth, which by 2050 will require
a volume of 55% more water than in relation to the
year 2000 (TEEB, 2015).
In São Paulo, for example, water vulnerability
is a guideline for many projects and public policy,
mainly driven by the dramatic situation experienced in the middle of 2014 and 2015, when the
34
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Availability of Natural
Resources

ogy which can mould the landscape and provide
environmental benefits (MAGALHÃES, 2010), illustrated, for example, by carbon sequestration in
the soil (TEEB, 2015).

The Advantages of Agro-forestry
Systems for Family Agriculture
and Ecosystems
f Reduction of costs, as the synergy between
different species of plants and animals reduces
the proliferation of weeds and unwanted crops;
f Harvest all year round, due to the consortia
of crops and productive combinations with different seasonalities;
f Recovery of degraded areas through a system of soil cover and pruning which returns
organic matter and nutrients to the soil.
f Added value to products.

MILENE FUKUDA

In terms of good practices, the agro-forestry
system and organic farming are notable for their
contribution to air, water and soil quality, as well
as conservation of flora and fauna (MARTINS et
al, 2013). These systems are especially important
in areas with native species and water reservoirs,
such as the South Zone of the city of São Paulo,
in the region of the Alto Tietê basin.

Without expecting to draw conclusions or point to
pathways regarding the context described above,
the fact is that every production system depends
on (i) territorial vocation and (ii) the producer’s skills
(as well as resources at their disposal).
Some important steps towards environmental
conservation have been taken, with the existence
of credit lines to support producers in this transition. The National Program for Strengthening
Family Agriculture (Agro-ecology, Eco and Forest
lines) and the ABC Program (Low Carbon Agriculture) are two examples. However, many studies and assessments point to challenges in their
implementation, mainly relating to the transfer of
technology and stakeholder learning (agricultural
technicians, farmers and financial institutions).

Source: Embrapa Roraima, 2017.

In terms of trade and in light of the goal of a more
inclusive food chain, adopting practices aligned
with the conservation of natural resources, with
due communication to consumer markets, is a differentiation which can increase the value of products and contribute to the viability of rural areas.

The productivity of family farming and its contribution to the economy and food security depends
on the proper functioning of ecosystems. For a
more sustainable, fair and inclusive food chain, the
debate must therefore include these and other issues which will certainly influence production and
consumption.
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considered a niche market, it is showing signs of
expanding to reach an ever greater number of
consumers (GFK, 2017). This trend is especially
important, considering that over half of the Brazilian population is overweight, according to the
World Health Organization (WHO), and that the
consumption of fresh food, i.e. fruit and vegetables
is essential to a healthy and balanced diet.
Another trend, driven mainly by urbanization and
the large number of women entering the labour
market, is the growing number of meals prepared away from home. A large number of inhabitants in cities such as São Paulo, where journeys
are lengthy and time-consuming, prefer to eat in
restaurants, cafés, snack bars, bakeries or even
fruit vendor stalls. As such, there is also significant
demand for ready-made foods, pre-cooked and
conveniently packaged in individual servings, sanitized and ready to eat (BELIK, 2010).

Patterns
of Consumption
From two years of experience gathered through
contact with the fresh food market in the urban
and peri-urban region of São Paulo, the influence
consumers exert on the chain is particularly noticeable. Choice, habits and preferences in the
manner of purchase and consumption quickly
reach reality in the country. Some have been
widely disseminated in studies on human behaviour.
The first trend is a growing concern among the
Brazilian population with health and beauty. Still

Regarding traceability, this trend has been noticed in more mature markets. In the European
Union, which is more advanced in this area, there
is robust governance of the food chain, represented by the European Food Safety Agency. Since
2002, legislation has been making traceability
compulsory for all food companies, who must be
able to identify the place of origin for products as
well as communicating it to consumers (especially
in the case of fruit, vegetables and meat). As there
is no specific law in Brazil, the progress of these
initiatives will depend more heavily on consumers
requiring them (IDEC, 2014).
An important feature of traceability is to know if
fruit and vegetables comply with food safety inspection rules, and whether residues used in production are present. Although some retail chains
are able to audit their suppliers, it is not common
36

practice in the chain in general, which represents
a health risk to consumers.

SHUTTERSTOCK

On this subject, it is interesting to note that a
more mature group of consumers will seek products to which regional identities can be attributed, or the producer’s profile. Without building
a direct link between producer and consumer, it
is possible to shorten the trade cycle through
strategies such as using the name of the farmer, community or region (PORTILHO, 2010).

In consumption trends, a notable fact in the
chain is the search for organic foods . Forgoing the use of chemical inputs in production,
the organic market grew by 20% in 2016, with
a revenue of R$ 3 billion (ORGANIS, 2016).
There are promising growth expectations, given that 85% of Brazilians have stated that
they do not consume organic, with the main
reasons being high prices, lack of knowledge
about its benefits and difficulty finding it in
the market.
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Brazilian Food Trends
f Pleasure and the senses: Valuing gastronomic experiences and cuisine with regional
and ethnic products. Emphasis on gourmet and
premium foods, generally of higher added value.
f Health and Well-being: As a result of weight
and obesity concerns, healthy foods with low
calorie content and no chemical additives for
dieting have gained ground in the market.
f Convenience: Search for semi-prepared or
prepared foods for consumption which save time
and effort. There is particular interest in individual servings which can be consumed away from
home or in transit.

guarantee the origin and quality of foods, ingredients and manufacturing practices.
f Ethics and sustainability: An interest for
products linked to environmental and social causes, which communicate concern about the impact
of obtaining raw materials to packaging disposal.
Source: Brazil Food Trends 2020

The effects of these trends and buying habits
have knock-on effects for a wide network of people responsible for getting the food to the table.
Producing, supplying inputs and material, processing, packaging, distributing, selling, reselling,
preparing, disposal... In the midst of so many processes and the not always coordinated interaction between the different actors, several transversal issues emerge as obstacles.

f Reliability and quality: Better informed consumers look for seals and certifications which

A practical example is the standardization of fruit
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A series of factors, such as the seasons of the year,
climate hazards, management practices, income and
also access to information influence food production.
For a family farmer, whose income depends on the
flow of his production, the percentage of products
discarded for not fitting the aesthetic uniformity required creates a significant impact on his income.
Markets and consumers, following this logic,

could open space for the emergence of the demands of producers and nature. In other countries,
and also in Brazil, creative solutions have been
thought up to help the flow of quality food of variable size and deformation. It is the ‘ugly’ produce.
As they are on the margins of the chain, they are
sold at lower prices.
Other emblematic issues, such as the lack of
diet variation and lack of knowledge of the
seasonality of foods are consumer habits which
cause asymmetry between markets and the reality in the country.
Initiatives which broaden the exchange between
parties and build more bridges between those involved are of extreme importance and will point the
way towards the valorization of family agriculture.
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and veg. On the one side, the existence of norms
for classification assists pricing, communication
between producers and buyers, and is a measure
for the quality and safety control of foods. On the
other hand, production in homogeneous formats,
in the most required size, without deformations
and all year round is a complex task for someone
dealing with the variables of the country.

The food chain has changed radically over the
last 50 years. The production of foods has practically doubled, diets have become more varied
and sophisticated in terms of quality, flavour and
form. Numerous companies have emerged locally,
nationally and internationally with innovative solutions for people’s subsistence and satisfaction.
At the same time, the planet has undergone
great climatic variation. Human action, such as
the consumption of fossil fuels, deforestation and
industrial and agricultural processes are today
mainly responsible for the emission of greenhouse
gases which are raising the average temperature
of the planet with detrimental consequences for
ecosystems and different species of life, including
humans.

tion requires a serious commitment from nations
and companies. A new societal paradigm needs to
be forged - and coordinated - among a large number of organizations which govern modes of production and consumption. One of these commitments, the most important one to date, was set in
2015 and has been in force since 2016: The Paris Climate Agreement. In it, over 130 countries
have committed to emission reduction targets to
limit the global average temperature rise to 2 degrees Celsius, with efforts to limit it to 1.5 degrees
above pre-industrial levels.
The path to reaching this goal will not be easy.
Under the Paris Agreement, Brazil has committed
to a 43% reduction of its greenhouse gas emissions by 2030 (in comparison to 2005 levels). UN

FORMAÇAO INTEGRADA PARA A SUSTENTABILIDADE

Climate Change

Climate change is perceived in two different
ways. The first is through continuous and severe
weather events, which become longer and more
intense, such as prolonged periods of drought.
The second is characterised by those events becoming more pronounced and frequent, such
as hurricanes and extreme rains. Both types of
events pose a serious risk to food security and
therefore to the lives of millions of people, as they
affect the harvests of most foods. According to
the impact studies which have been carried out,
developing countries will suffer the most from the
effects of carbon concentration in the atmosphere and rising temperatures, with poverty and
hunger being the most cruel facets of this scenario (FAO, 2016).
A new climate reality resulting from greenhouse
gas emissions released into the atmosphere at an
increasing rate since the second industrial revolu40

agriculture, which occupies 37% of the earth’s
surface (VERMEULEN, et. al. 2012).
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Changes in rainfall regimes, pest and disease
proliferation, and more frequent extreme weather
events, such as droughts and floods, are some of
the challenges already understood by most farmers and which seriously impact crop productivity.
As such, crops need to be adapted to the new situation. An Embrapa study of 2008 shows that, by
2020, manioc could disappear from the semi-arid
region, coffee will face productivity challenges in
the Southeast, and the rural Northeast will have
significant losses of maize, rice and beans (EMBRAPA, 2008).
(United Nations) data from 2017 estimates that
fully sustainable development and a low carbon,
resilient global economy would require US$ 5 to 7
trillion per year until 2030. This figure shows the
magnitude of potential impacts and the need to
prepare economies and communities for a new reality, as the costs of not doing so will be far greater.
The debate on climate change has been focused
on mitigation measures, in which action is taken
to reduce greenhouse gas emissions, and adaptation, in which efforts are directed at reducing
the vulnerability of the population and ecosystems, and building resilience to weather events
and their impact. It should be noted that vulnerability is, in most Latin American countries, the
result of non-climatic factors. Socio-economic,
political and technological issues are what exacerbate inequality in the livelihoods of most of the
population (OBERMAIER et al., 2013).
Beyond this scenario, the risks of climate change
particularly affect the food chain, which accounts
for 24% of global greenhouse gas emissions, and

In the case of family farming, which is among the
more vulnerable groups, a series of studies have
revealed practices on and off properties which
can strengthen the category. Solutions include
implementing learning processes, promoting local adaptive capacities, connecting farmers to the
market, ensuring access to credit lines and encouraging the use of new technology. The countryside could be a more resilient place with a better quality of life, at the same time as generating
benefits for society. The fact is that many of the
measures which have been conceived to reduce
vulnerability to climate change generate benefits independently of the degree of certainty of
possible future events, and are known as no-regret measures.
A broad look at the food chain indicates a need to
seek transformation in all of its links, from production to post-consumption. Beyond the issue
of agricultural properties, the main environmental
impact comes from the use of energy for refrigerating products and fuel for transport. As such,
the transition to renewable alternatives for ener41

How can Family Agriculture Respond to the
Challenges of Climate Change?
ACTIVITY ON THE RURAL PROPERTY

ACTIVITY OFF THE RURAL PROPERTY

More effective systems for capturing water
and irrigation (sprinkling, dripping)

Access to markets

No-tillage system

Communication networks
and climate information

Natural predation of pests and
reduction of pesticide use

Technical assistance and
rural extension services

Precision agriculture
Rotation / crop diversification

Income diversification on the
property (pluriactivity)

Integration of animal, plant
and forest activities

Access to credit and insurance

Cultivation of self-sufficient species,
tolerant to high temperatures
and drought, in nitrogen

gy sources (solar and wind) and the construction
of shorter distribution and trade cycles causes a
smaller ecological footprint. In addition to this,
working together with the different links of the
chain to assimilate the climatic variations projected
going forward, and to make viable, in an integrated
way, investments in adaptation measures, is a path
to strengthening resilience and reducing risks.

Buying habits and the co-responsibility of
consumers also plays a prominent role. Some
studies have suggested that dietary changes
may be more effective than some agricultural
techniques for reducing global emissions (Popp et
al., 2010). Currently, due to an increase in the con-

Source: Adapted from FAO. Climate Change, Agriculture
and Food Security. 2016.

sumption of foods derived from animals as well as
processed and packaged foods, food choices now
have implications which go far beyond the plate.
As well as being unhealthy, an excessive consumption of calories and products with no traceability are practices which do not favour a transition
to a model with lower environmental impact.
Over the next years, climate change is expected
to be integrated into other development agendas.
As such, agriculture, health and food security are
essential areas to be taken into consideration. The
more rooted adaptation and mitigation measures are
in these agendas, the quicker the necessary progress will be made to fulfil established commitments.
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Infrastructure
and Technology
Coordination between producers, distributors,
wholesalers, traders and consumers requires a
minimum installed infrastructure capacity, capable not only of connecting the links and optimizing economic activity but also improving the
quality of life of the population of a certain region.
By infrastructure we mean, particularly, the quality of roads, power supply and sewage networks,
installations for processing products, equipment
and tools needed for production, transport and
storage of food, as well as communication networks and internet.
It should be noted that all of those elements have
an influence on the competitivity of family agriculture products in the market, especially the conditions in which they are delivered and at what price
they reach the end consumer. This is because
the post-harvest stage absorbs large part of the
costs of the product, with transport accounting
for around 30% (Oliveira, 2014).
In this context, ensuring good conditions for production flow and the circulation of residents themselves is not about transposing urban standards
to a rural context, but guaranteeing that public
services, such as roads, power, sewage and water
meet the needs of local society.

Infrastructure in rural areas
In 2013, 29.8 million people lived
in rural areas or remote communities
(15.6% of the Brazilian population).
fOnly 22% had access to adequate
basic sanitation

f 89.7% of people were connected
to the power grid
f 18.5% of households had internet access, in
comparison to 60.8% of urban households.
Source: IBGE, 2013.

Despite the challenges, important progress has
been made in the area of government programs
for the development of family agriculture in accessing the market. Owning a fleet for transportation as well as a processing unit for increasing
the shelf life of food are high investments for people working on a reduced scale. The Microbacias
II project has, since 2011, invested in over 250
organizations of family farmers, indigenous and
quilombola communities in the state of São Paulo,
helping them build structures, acquire equipment
and fleets, among other things.

It is important to consider, in the case of family
agriculture, that the limitation of access to trade
channels occurs not only in financial terms but
also in relation to the capacity for generating infrastructure in the best possible way. These are
processes which, beyond activity carried out in
the field, require management, planning and control skills.
In terms of management and installed infrastructure in the food chain, waste is one of the most
worrying results. In the state of São Paulo, average post-harvest losses of greens are 35%, which
would be enough to supply 53 million inhabitants
(Vilela, 2003).
Aware of this context and the potential which
markets have to contribute to ameliorating this
situation, France has used regulatory mechanisms to encourage sustainable practices in the
chain. In 2016, a law was passed which prohibits

food wastage from supermarkets. Instead of disposal, establishments greater than 400m² are required to donate it to charities. It is estimated that
in France, 11% of waste happens within markets,
which is very close to the reality seen in Brazil.
From lessons learnt, it can be gleaned that, on
the one hand, there is an erroneous interpretation by markets and consumers about the best
use of foods which could be safely consumed but
are discarded based on appearance. On the other
hand, practices in the field, such as at the moment
of harvesting, packaging for transport, selecting
for display, consumer handling, and food management in the households themselves are processes in which significant losses occur. It is a transversal issue which requires shared management
from multiple actors, and to which infrastructure
could make an important contribution.
A practical example which is widely debated in
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other tropical countries is refrigeration. In the
case of highly perishable products, such as fruit
and vegetables, the installation of refrigeration
systems at the different stages of transport and
storage tends to delay changes in texture, colour,
ripening and other undesirable effects resulting
from the exposure to high average temperatures.
If there are challenges in terms of infrastructure,
on the other hand, alternatives for the modernization of properties and the chain processes
emerge in a context in which the rural ceases to
be seen as place of low efficiency (Bernardes,
2005). The so-called startups and ‘agtechs’, as
well as small and medium-sized technological
innovation, are part of an ecosystem of solutions with high growth potential.
Much of this innovation is part of what is known as
precision agriculture, a technological trend which
seeks accuracy of information for decision making
in the field. These technologies, if applied properly,
are capable of guiding the management of agricultural systems and more accurately monitoring
what happens on the soil’s surface and crops.

Function Performed by New
Technologies for Family Agriculture
f Efficient use of agricultural inputs and
factors of production
f Cost reduction
f Increased productivity
f Lower environmental contamination
Source: FOOTE, 2016.

It is evident that the impact of these technologies will be proportional to the size of the property. According to Embrapa, family agriculture
and the small-scale cultivation of food crops
such as fruits and vegetables are examples of
how precision in production is naturally more
likely when compared to large farms producing
commodities such as soy, maize and coffee.
However, some studies argue that the potential
of these technologies is hugely relevant even
in a context where work is performed manually. This understanding is based on the fact
that agricultural activity is intrinsically related
to a series of variables over which there is no
control, such as the rates of water retention of
the soil, and its availability of nutrients for plant
well-being.
For the crossing into new technologies to
happen in an effective and inclusive way, considering the vulnerabilities of family producers,
the challenge of transferring and implementing
these solutions should be noted. It is also pertinent that 18.5% of rural households have internet access, and most connections are carried
out via mobile devices, which are present in over
50% of rural households (IGBE, 2014).
Progress in terms of infrastructure and technology will have an important impact on the way
food is produced and made available on the market. It may also contribute to addressing challenges, such as the growing lack of labour. However, forming the bases from which to promote
interactivity between different locations, via
roads or via the internet, will transform the territories of family producers in order to be more
equal, competitive, and mainly, improve the quality of life of families.
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Socio-economic Factors
A broad view of the standards of living in a determined context reveals challenging questions
for populations and the areas where they live. Understanding that each territory is the result of a
historical, economic, political and cultural action, it
should be noted that these challenges are manifested very differently according to each Brazilian
region (SANTOS, 1996).

SHUTTERSTOCK

Starting from more basic issues, such as the assumption that knowing how to read and write are
basic conditions for access to information and the

exercise of citizenship itself, there has been significant progress in terms of the level of educating the adult population. However, the disparity
between urban and rural areas is perpetuated.
In 2011, illiteracy among the rural population was
21.2%, twice the national average, while in urban
areas the 2011 rate was 6.5% (IBGE, 2011).
A characteristic which helps understand this situation is the historical precariousness of rural
schools. In terms of school infrastructure, issues
such as water supply, access to sewage and power are basic gaps which need to be covered. In addition, the use of teaching methodologies which
do not incorporate much of the specificities of the
rural context result in learning being based on urban ideals. As such, rural schools are often emptied - of enrolments and of meaning - contributing
to young family producers dropping out.

Overview of Rural Schools in Brazil
f In rural areas, 7.4% of schools have no electricity, 12.7% have no sewage system and 11.6%
have no water supply.
f 33.9% of Brazilian schools are in rural areas,
but only represent 11.2% of enrolments.
f 89.8% of secondary schools are in urban
areas, and 10.2% in rural areas.
Source: INEP, 2016.

A direct implication, which has been pointed out
by various studies on the subject, is the low availability of labour in rural areas, which poses a risk for
food supply and security. However, with the emergence of new dynamics between the city and the
country, and new technologies for food production, what causes most concern is putting at risk a
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lifestyle of freedom, autonomy and proximity with
nature (GVces, 2016). Given basic conditions of infrastructure, leisure, culture and income, 84% of
young farmers would not exchange rural life for a
job opportunity in a city (Nead/MDA, 2013).
A growing disinterest of youth for agricultural practice is not solely related to the challenges
faced in schools. It is a scenario which extends to
issues about infrastructure, services, technology,
accessibility and sociability. It is also about seeking freedom, of the self-affirmation of ideals about
progress and evolution, often reinforced by parents and linked with urban spaces.
The lag in terms of education and schooling is
also emblematic of a new scenario, in which skills
passed on from father to son are no longer a guarantee of the social reproduction of rural families.
Management skills related to differentiation, value
aggregation and diversification of a property’s income sources - also known as pluriactivity - are
characteristics commonly associated with the viability of agricultural properties (FAVARETO, 2006
and SCHNEIDER, 2010).
It can be inferred from the data of the last Agricultural Census, in 2006, that there is a close relationship between the level of education of property managers and income from non-agricultural
activity. This can be seen in the South, which is
noticeably more developed in terms of socio-economic indicators, both rural and urban. At the other extreme is the Northeast, in which 41% of rural
landowners are illiterate, and whose non-agricultural incomes are below the national average.
These revenues are important in that the skills
of a large number of family farmers are focused
on cultivating land and transforming foods into

products with greater added value. Few of them
are able to work on the logic of production flow
to the point where it reaches the consumer market, or diversifying their income streams, either
via services provided, receiving pensions or other
government resources. This makes it difficult for
farmers to minimize the impact generated by environmental variables, such as climactic and commercial disturbances, such as payment delays or
even customer defaults.
47

Another aspect which corroborates socio-economic inequality in the regions of Brazil is interaction with public services and policies.
Regarding credit access, the South and Southeast are the regions which most use resources
aimed at family agriculture, via the National Family Agriculture Program (PRONAF). Of the factors
contributing to this reality, three deserve special
attention: the degree of education, of knowledge
and self-organization of local society (IPEA, 2010).
Socio-economic challenges affecting the food
chain are not exclusive to rural areas.
In urban centres there is also a clear gap in the
incidence of poverty of the five largest Brazilian

cities, which is over 20%, compared to the national average of 9.96%. The set of socio-economic
indicators of the most populous Brazilian capitals
shows that there is concern about food and nutritional security, both in terms of access to foods
as well as the capacity to make healthy and nutritionally safe choices. It is in cities therefore that
resides an additional challenge of incorporating
the vulnerability of a significant group of consumers into food management and trade.
Within an unequal and challenging socio-economic scenario, both in terms of food producers
and consumers, it should be noted that a market
access strategy carries a powerful potential to
promote social inclusion and equal opportunities
for society.

Education and Income Beyond the Property:
Challenges to Reducing the Vulnerability of Families
Brazil and major regions

Agricultural property
leaders who cannot
read or write (%)

Average nonagricultural income
- family farming
properties (R$)

Brazil

25%

1,777

North

19%

1,119

Northeast

41%

1,531

Southeast

11%

1,850

South

5%

2,663

Centre-West

8%

1,806

Source: 2006 Agricultural Census.
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Financing Granted to Cooperatives
in Brazil and Major Regions - 2006
Brazil and major regions

Total (R$)

%

Brazil

4,450,684,000

100%

North

5,785,000

0.1%

Northeast

67,786,000

1.5%

Southeast

1,994,894,000

44.8%

South

2,243,135,000

50.4%

Centre-West

139,085,000

3.2%

Source: Inter-Union Department of Statistics and Socio-Economic Studies (Dieese) (2008).

Inequality Indicators in the Main Brazilian Cities
City

Population

Incidence of
Poverty

Gini
Index 1

Municipal
HDI 2

Brasil

204,860,000

9.96%

0.515

0.754

São Paulo

12,038,175

28.09%

0.45

0.805

Rio de Janeiro

6,498,837

23.85%

0.48

0.799

Salvador

2,938,092

35.76%

0.49

0.759

Brasília

2,977,216

37.71%

0.52

0.824

Fortaleza

2,609,716

43.17%

0.51

0.754

Source: IBGE Cities, 2016.
1. Gini Index: Measures the degree of income distribution and shows the difference between the incomes of the poorest and wealthiest. The closer
the figure is to 1, the higher the concentration of income.
2. Municipal HDI: Human development approach which looks directly at the opportunities and capacities of people. It measures development
using three lenses: health and longevity, access to knowledge and standard of living.
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“Why don't
people from the
procurement area
of the markets
come here and
see our reality and
understand
what we do?"
PRODUCER FROM
MOGI DAS CRUZES

CHAPTER

3

THE FOOD TRADE
IN LARGE URBAN
CENTERS
AN OVERVIEW OF
THE FOOD CHAIN

T

he factors explained in the previous chapter
are essential to understanding the context of
a food chain of a large city, that is, aspects linked
to climate, patterns of consumption and urbanization, among others presented, influence relations
between the various actors.
The 2-year Bota na Mesa experience has led
the project team to reflect deeply on what the
dynamic of the food chain which supplies large
cities is, if it can be said that there is only one.

At each meeting with the cooperatives, each talk
with specialists, trade experience, and other activities that followed, views were modified to span
the complexity necessary to think of effective
solutions for the inclusion of family producers.
An important conclusion drawn from these reflections is that the most traditional way of illustrating the journey food makes from the field to
the table, and therefore to think of the chain, ignores many relevant parts and relationships.
The linear representation, which puts the farmer
at the start and a sequence of various links until
reaching the end consumer, omits essential as51

pects for its understanding, such as the various
actors involved indirectly, the role of natural resources, public policies, patterns of consumption,
among others.
In addition, by putting the producer at the starting point, as if the chain were moving forward
with the farmer left behind, one runs the risk of
reinforcing the image that his or her importance
is lost along the way, which in practice can be observed in the low pay, lack of transparency, lack
of consumer interest in the origin of the product
and a general distancing between the two ends.
To think of a new form of representation of this
chain, which puts the farmer on a more equal or
adequate footing in relation to other links, is no
easy task. Should the chain by circular? Multi-centric? Where should the producer be placed?
What about the consumer? What other elements
should be included?
Several models were thought up until arriving
at the conclusion that each alternative has its

limitations and would betray the real complexity
wished to be conveyed.
However, there was still a desire to visualise the
actors of the chain, and the various forms of interaction.
Thus, the following figure emerged, which supports the discussions of this chapter. Based on the
perceptions and lessons learned from the project’s
two years, light is shed on issues such as planning and management, which are internal, as well
as issues related to the chain and the relationship
between farmers and channels. Factors external
to production and trade are also addressed, such
as climate change and urbanization, which have a
strong impact on the lives of farmers.
Far from expecting to exhaust possibilities, the
intention is to begin with a ‘playful look’, to take
a walk through several possible situations in the
chain, to then look at relevant issues with which
the project had more contact, and discuss the
implications and eventual paths to be drawn.
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IN-HOUSE DAY-TO-DAY
From the work carried out by Bota na Mesa with
the participating cooperatives, it was possible to
identify certain features of the internal functioning
of agricultural organizations which have an impact
on trade and products. We shall explain here the
elements observed and how they influence and
are influenced by the trade relations which govern
the food chain.

for each product, which gives a certain security
to farmers (these initiatives will be explained in
more depth later). The Bota na Mesa experience
has shown that producers often end up using cooperatives exclusively to sell to these programs,
which do not absorb the entire production, with
the remaining product being sold individually to
intermediaries.

Organizing into Cooperatives
The organization of family farmers in cooperatives confers significant advantages for enabling
market access. Individually, the family farmer is
unlikely to have the volume and variety of products to meet consumer demand. In joining forces with other producers, the family farmer is
strengthened, and can now supply greater volume and varieties, and acquire infrastructure to
add value to products. Furthermore, he can benefit from collective input purchases, exchanging
knowledge and crop practices, and integrated
production planning, minimizing risks to the cooperative’s revenue.
Taking advantage of these benefits, however,
is not trivial and has challenges and limitations,
some of which are explored below.

Engagement
A number of the cooperatives participating in
Bota na Mesa were formed especially to have
easier access to public policies in support of
family agriculture, such as the National School
Meals Program (PNAE) and the Food Acquisition
Program (PAA). These programs sign contracts
with the cooperatives and establish a fixed price
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Partly, due to this motivation for forming a cooperative, there are cases of low engagement
among producers for using the facilities provided
besides access to public policies. It should be noted that in most cooperatives there is a small group
of members who are more engaged and interested in strengthening it and using it to access other
channels. Usually, this group of members is the directorship of the organization. Efforts made to get
others involved have not been successful.
Another reason for low engagement lies in the
habits and profile of the family producer. Accustomed to working individually, the producer often
does not have the habit of working as a group.
A lack of access to market information and low
transparency with buyers means that producers

tend to show a certain amount of mistrust which
spills beyond trade channels and causes many to
see other cooperative members as competitors
and not as partners
This mistrust and the consequent absence of
a sense of belonging to the cooperative means
that the producer would rather be subject to daily
market price fluctuations and commit to pre-established supply contracts, in the expectation of
profiting during the periods when his or her products are scarcer and more highly valued, and thus
compensate for low prices when there is oversupply. This weakens the cooperative as a whole,
damages sales to public procurement programs,
and reduces the chance of signing contracts and
building more solid partnerships with other buyers.
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Production Planning
In a large part of the cooperatives participating in
Bota na Mesa, most production is sold individually
by the producers themselves. However, to access
new markets through cooperatives, integrated
production planning becomes necessary, which
presupposes an alignment between producers
about what will be produced and when. In addition to facilitating a commercial partnership, it also
contributes to reducing losses occurring even before the harvest, when there is an oversupply of
a given product (loss is an important component
and will be discussed later in this chapter).

Low engagement with the cooperative is one of
the factors which makes adopting integrated production planning difficult. There are also regions
which, due to natural and climatic conditions, are
favourable to certain crops, which brings a degree
of productive security for the producer, who ends
up specializing in them. Producers may then have
a certain fear of producing other foods, due to
having less knowledge of the crop its demand.
And yet, unlike public procurement programs,
trade with other markets does not normally involve
a sales guarantee at pre-established prices. Added
to the fact that relations between family producers
and large buyers is usually fragile, this means that
producers do not see motivation for organizing together to access new channels.

Financial Management
Based on the work done with the cooperatives participating in the project, it can be said that, at the individual level, the family producer tends to carry out an
informal financial monitoring of production and trade
of his or her products, with little or no record of expenditure on inputs, equipment and labour, nor revenues obtained. One of the more shocking reasons,
among others, is the social fragility of these families,
marked mainly by a low level of schooling (see chapter 2, Socio-economic Factors). Also, the producer’s
own routine, which involves an intense day of work in
the field, means that financial management is something rare.
The effects of this reality transcend the frontier
of individual property and directly affect the potential of cooperatives to market their products at
fair prices. Without accurate knowledge about the
costs of production, the cooperative, and consequently the producers, run the risk of making un-

profitable sales. Additionally, in selling a product at
a price lower than its cost of production, the producer or cooperative is devaluing the product on
the market, harming themselves and other producers attempting to sell at more coherent prices.
As such, knowledge of the costs of production,
coupled with the union of family producers, are
a key element to the demand for fair trade conditions. According to Ivo Bernardo da Silva, from
Cooprojur, “producers only have strength when
they work together. One ends up sinking the other
when selling to intermediaries at a lower price”.

Division of Tasks
A family producer often performs solitary work in
the field. Managing the earth and harvesting starts
early and is done individually, or at most with help
from family members.
After this day of work, the harvested products
need to be sold, with one option being to do it
through the cooperative. In many cases, the cooperative is formed exclusively by producers,
with no contracted employees. This means that
the cooperative’s commercial activity must be
exercised by a producer. However, producers
have a considerably greater affinity with production than with trade, due to it being the first
and main activity they execute, practically every
day. Also, to fulfil the role of vendor, the producer needs to leave the field, which means to stop
production and risk losses.
As such, the presence of an employee in the
cooperative who is dedicated to this function,
and to seeking new trade possibilities, can be of
great help for accessing the market. What often
prevents the hiring of an employee is that it is not
financially viable.

Agricultural Culture
The relationship a family producer has with the
land goes beyond an economic-productive aspect. It is a relationship of respect, often built
and cultivated over generations, which before regarding the soil as a source of income, saw it as
a source of life. Thus production techniques and
principles related to agriculture are passed on to
their children, and maintaining activity in the field
represents more than just work. It is about continuing a way of life, a culture and a vocation, which
involves passion and dedication.
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On the other hand, succession in agricultural production is currently of great concern to
family producers. In recent years there has been
a strong exodus of young people who leave the
countryside behind in search of other ways of life
in the city. In contrast to the common and reductive construction of the countryside as a primitive
space only providing inputs, the city is seen as a
place of opportunity and progress, able to meet
the desires young people have of independence
and personal and professional achievement. This
has brought challenges to the continuity of
family agriculture and the survival of the values
and social dynamic that it represents.

Perhaps the most visible element which explains
this scenario is the fact that income from family
agriculture is often unstable and low in comparison to the opportunities offered in urban centres,
where paid work, as well as more advanced infrastructure, connectivity and educational services
can be found. In addition, a young person’s participation in the agricultural enterprise of his or her
family, usually patriarchal in structure, implies a
work dynamic in which he or she is not remunerated, and therefore takes longer to acquire financial independence. As such, migrating to an urban
environment is a way of conquering an autonomy
which seems difficult in the country (GVces, 2016).
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As well as these factors, and many related to
them, there is a social stigma about life in rural areas, which devalues it in relation to life in the cities.
This perception is also present among rural young
people, who cease to recognise the cultural, historical and environmental value of the country
(GVces, 2016).
Parallel to this trend there runs a movement in
the opposite direction, albeit timid, of urban populations moving to the country in search of experiences which cities cannot provide with the same
intensity, such as contact with nature and with
the land, as well as slowing down the rhythm of
the urban environment. This process also has an
impact on the dynamics of the rural environment,
as it brings a series of urban aspects which mix
with the way of life of the countryside, and ends
up generating new forms of economic and social
relationships.

Losses and Risks
Some factors related to production and processing which generate losses for the family producer
are often unknown or even disregarded by actors
from other links within the food chain. According
to an FAO study, almost 30% of fruit and vegetables are lost at the stages of post-harvest production and handling (cleaning, sorting, packing)
in Latin America (FAO, 2011).
Regarding the productive stage, the Bota na
Mesa project noted that many producers do not
have knowledge or security in relation to public
policy such as the Family Agriculture Insurance
(Seaf), which covers the costs of certain risks which
in this phase lead to product losses. This, together
with the lack of market mechanisms which ensure these risks are shared among the other links

of the chain, or its factoring into the pricing of products, means that the family farmer is often left at
the mercy of buyers’ practices, and ends up bearing the many costs arising from these risks.
A significant inducer of production losses is climatic variation. Family agriculture is heavily
dependent on the environmental conditions of
where it is located. In addition to agricultural activity itself being directly connected to the land
and the flow of natural resources, the family producer, not having the infrastructure or financial
resources to protect his or herself from climatic
adversity, is particularly exposed to unfavourable
weather.
With the intensification of extreme weather events caused by anthropic greenhouse gas
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emissions, family producers find themselves facing more severe and more frequent droughts and
rainfall, sharper variations of temperature and the
incidence of more resistant pests in plantations
(see Chapter 2, Climate Change). These factors
often cause irreparable losses in production.
f A situation which serves to illustrate this risk
occurred with one of the cooperatives participating in Bota na Mesa, when the production of
one of their members was decimated by frost
which affected the area in the winter of 2016.
The cooperative had to interrupt its participation
in the project as producers could not dedicate
any further time to the workshops, immersed as
they were in the recovery of their areas to restart
production as soon as possible, minimizing the
losses and amount of time spent without selling.
This case also illustrates the sense of urgency
and short-termness that the food chain, as it
is currently structured, imposes on the family
producer, leaving little room for devoting time to

other important components for success, such
as professionalizing in management.
Another factor briefly mentioned previously
which can causes losses for a producer is the
absence of a production plan which takes into
account market demands. Often a producer,
specialised in a particular food type, will concentrate production on that particular food regardless of whether there is demand for it from
buyers, and ends up losing a part of what is
produced due to low market prices and a supply
so large that it is not even worth harvesting to
sell at that price. In planning crops by considering market behaviour, it is possible to find opportunities for diversifying products which are
in more demand at particular times of the year.
It is worth highlighting that this does not mean
disregarding the seasonality of agricultural
products, but rather to seek a balance which
will allow the producer to have a greater variety
of products and thus mitigate these risks.
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The producer also must deal with losses at the
harvest and sorting stages of his or her production, mainly due to standard requirements by
buyers and end consumer markets. The appearance of fruit and vegetables are a consumer
criterion which ends up bearing an influence not
only on the acquisition of these specific products
but also on the choice of where to shop, which
involves other food types (see Chapter 2, Consumption Patterns). For this reason, large retailers
demand that suppliers meet requirements regarding colour, size and format.
One possible reason for not meeting these requirements is that, given that family producers
have their own cultivation techniques, passed on
through generations, it is often the case that in the
same cooperative the same product is produced
with different practices. This can be enough for

some products to grow more or less than others, for example. To reduce these differences, and
consequently losses related to them, technical
assistance is an important ally which can introduce and help standardize certain production and
harvest techniques among cooperative members,
resulting in products with a more homogeneous
appearance.
Another element which can generate losses
related to compliance with standards is the fact
that family producers have a lack of access to
infrastructure, machinery and tools for harvesting, cleaning, sorting, storage and packaging.
Having suitable equipment for storing, handling
and packaging harvested foods avoids exposing
them to high temperatures and the risk of contamination or bruising, which leads to rotting and
the rejection of products by buyers.
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THE RELATIONSHIP
BETWEEN PRODUCERS
AND TRADE CHANNELS
Two years of working with the organizations
participating in Bota na Mesa, especially the construction and implementation of the action plans
with each of them, put the team in contact with
the reality of the market and the challenges faced
by cooperatives and associations when selling
through different channels.

In turn, the experience from a partnership with the
St Marche Group enabled the team to see the reality on the side of retail, and the sector’s challenges to enabling the implementation of differentiated
practices in purchasing products from family agriculture.
Of the channels observed and interacted with,
four stand out, either due to the quantity of products demanded, by how the relationship happens
or because of the amount paid to the producer.
They are: (i) Institutional Purchases; (ii) Retail; (iii)
Street Markets; and (iv) Alternative Channels.
Each of these channels, the experiences the
Bota na Mesa participants had with them, the
advantages and disadvantages of their forms of
business and possible paths for reaching them will
be explained in detail below.

Institutional Purchases
Institutional purchases of family agriculture
products are those made by federal, state or municipal agencies for supplying meals to citizens.
There are currently two important public policies
which support this channel for family agriculture:
f PNAE: The National School Meals Program
provides federal funds to states, municipalities
and schools for the purchase of foods to make
meals for schools and nurseries. Since 2009, at
least 30% of resources for school meals must
be used for purchasing foods directly from family agriculture, by means of public calls, without
bidding and with previously established prices
and quantities. In order to supply for a public
notice from a council, producers are required
to have a document called DAP - Pronaf Declaration of Aptitude (National Family Agriculture

Program) and the criteria for selection, to be
more inclusive, first takes into account whether
the proponent is from an agrarian reform settlement, a traditional indigenous community or
quilombola community. The second selection
criterion favours organic products, allowing for
an overprice of up to 30% to be applied. Lastly,
the criteria considers if the applicant is from a
cooperative or association. A further criterion
is location, giving priority to applicants located
within the municipality of the purchasing entity.

nutritional insecurity, through public services
such as childcare centres and nursing homes.
In order to supply for the PAA a valid DAP is also
required, with operations being guaranteed by
states, municipalities and the National Supply
Company (Conab).

f PAA: The Food Acquisition Program, established under the Zero Hunger (Fome Zero)
program, has a double purpose, which is to
strengthen family agriculture by promoting food
purchases without the need for bidding, and to
assign that food to people affected by food and

These policies, as well as generating income, have
contract mechanisms which are suited to the
reality of the small producer which are favourable to the organization of cooperatives, stimulate
production planning to meet demand, apply payment deadlines at fair prices, among other benefits.

Both the PNAE and the PAA are important
channels for most of the agricultural producers
participating in Bota na Mesa and many others
who interacted with the project.
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In addition, many of the project cooperatives
came together with the purpose of supplying to
the PAA or PNAE, with many of them seeing the
potential to reach other markets.
However, despite being a differentiated channel
which values the specificities of family agriculture, institutional purchases often represent only
a percentage of the flow of production as there is
a ceiling on supplying for both PAA and PNAE. It
should also be remembered that PNAE purchases
only happen during the school year, so for three
months of the year it cannot be relied on as a
source of revenue.
Another aspect to be considered about supplying
for institutional purchases is the logistical cost , as
purchases must be delivered point to point. This
could be 100 points, or up to 1,000 in the case of
São Paulo, which makes the cost of freight very
high, often making the purchase infeasible.
f An interesting case which was shared in one of
the Bota na Mesa meetings was about the delivery of bananas to schools in the city of São Paulo,
which shows that through organization, logistical
challenges can be overcome.
In Vale do Ribeira, in the southern region of São
Paulo, more than 700 tonnes of bananas are delivered semi-annually by a group of cooperatives
which mobilised to form an association, facilitating the composition of the load and contracting
of the freight, which could not have been undertaken by an individual family producer or single
cooperative.
If, on the one hand, the PNAE law which determines the allocation of 30% of resources
for school meals to family agriculture is a great
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opportunity for structuring and strengthening
the activity in the country, on the hand, its implementation has suffered some difficulties regarding operationalisation by some councils, particularly in large urban centres such as São Paulo.
Before this policy, foods were supplied to state
schools by a few big suppliers, mostly wholesalers. After the law was passed, councils needed
to reorganise to manage a considerably larger
number of suppliers with very different profiles
to what they were used to interacting with. This
means that reaching the 30% target of family
agriculture products is challenging in some large
municipalities which have to deal with the complexity of supplying their education networks.
Consequently, this hinders access to the program
for family producers.
Furthermore, the fact that the PNAE and PAA are
public policies carries a political risk, as changes in government may lead to a reduction of the
resources allocated to these programs, delays in issuing calls or payments, or even the suspension of

these initiatives. The occurrence of a situation like
this could cause great financial damage to cooperatives and producers.
The Bota na Mesa experience has shown,
therefore, that these channels are better used
when viewed as complimentary and as a way of
guaranteeing, for a period of time, an income for the
producer, who must continue to seek new channels
for production flow and dilute risks.

Retail
According to an estimate by Latin Panel, retail,
either as large networks or small neighbourhood
shops, accounts for nearly 40% of fruit and vegetable production reaching end consumers in Brazil.
When put together with the fact that most of the
foods consumed in the country come from family
agriculture, it is possible to infer where a large part of
the fruit and veg sold by retail comes from.
It is true that life in big cities requires a practicality which the retailer can provide: shop opening
65

times, diversity of products, safety for the customer, among many others.

of delivery which small producers would find very
hard to meet directly.

The issue which should be taken into account is
the path taken by the food to reach supermarket
shelves and what that represents for the various
links of the chain. The Bota na Mesa experience
showed that family producers have great difficulty
in directly accessing retail. Likewise, retail purchasing areas also find it challenging to relate directly
with small producers, as purchasing policies are
standardised and suited to large suppliers.

There are also certain retail contractual practices which make trade unviable for a small cooperative, such as long periods for making payments
which hurts smaller cooperatives with lower working capital, financial discounts whose purpose is
unknown to producers, and sale by consignment, in
which the producer bears the full cost of products
not sold in the supermarket.

A large retail network usually has its own distribution centre, where foods arrive and are later delivered to each of the stores. For this reason there is
a demand for quantity, diversity and frequency

What was observed from the Bota na Mesa experience was that in practice, the product often
comes from a small property and is sold by the
producer to an intermediary. This can range from
being an individual driving a lorry collecting from
several properties or a more structured wholesaler
who can form batches with the sufficient volume
to deliver to a large distributor or retailer network.
In those intermediary stages some processing may
take place, such as sanitisation and packing, which
adds value to the final product.
This dynamic, which favours one or more links
between the producer and end consumer, poses
a number of challenges to the creation of a fairer,
more inclusive chain which promotes environmental conservation and nutritional and food security.
This is reflected in the low transparency of commercial practices, especially in the case of intermediaries, absence of traceability of the product
which reaches the shelves, food waste, higher final price and lower income for the producer, who
captures the lowest part of the margin generated
through the market route.
On the retail side, too, there are many opportunities for creating a more inclusive and direct re-

lationship with producers, with trends indicating
growing consumer interest in the origin of products,
respecting seasonality and giving less importance
to the beauty standards of fruits and vegetables
(see chapter 2, Patterns of Consumption).
Later, in chapter 4 of this publication, recommendations will be suggested which may help both retail
and representatives of family agriculture to establish relations with more of a ‘win-win’ character.

Producer Markets

street market vendors, and those who aren’t had
the chance to experience it during a market day organized inside the Getulio Vargas Foundation in São
Paulo, as part of the project’s activities, as mentioned previously. The contact between consumers, on the occasion students, staff and teachers at
the Foundation and producers was fruitful: recipes
were swapped, knowledge about new products and
lots of interaction. As well as plenty of sales!
In the day to day, however, this means that the
producer must divide his or her time with produc-

In the city of São Paulo there are over 800 street
markets being held every week. Some of the vendors are strictly commercial and find supplies for
their fruit and veg stalls from warehouses and
wholesalers, public or private. Most of them however, are family producers who produce what they
sell themselves.
The process for participating in a street market is
simple. All that is needed is a license from the council and the payment of a monthly fee, in addition to
having the infrastructure for the tent or stall.
This trade channel has a series of advantages for
the family producer, as it creates an opportunity for direct contact with consumers, favouring loyalty and the exchange of information about
preferences and forms of consumption. Also, the
producer captures a much greater margin than
selling through other channels as sales are direct,
without intermediaries.
For consumers, buying in street markets directly
from the producer is also a greater opportunity to
consume produce which is fresh, seasonal and
locally produced.
In Bota na Mesa, many of the producers are also
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tion, as being at the market means losing a day in
the field. For those who do not have labour for this
task, street markets are not a viable activity.
In addition, having a commercial profile , especially of end-consumer service, is a quality that many
people do not have naturally and will only acquire
through some type of training. There are currently
few known and accessible avenues in this area.
Selling in street markets is a good opportunity for
direct sale, adding value and consumer loyalty, but
it is a channel which requires a specific producer
profile to be fully taken advantage of.

Alternative Channels
A trend which should be looked at closely is the
emergence of alternative food trade and distribution channels.

This nomenclature was chosen to designate those
channels which have established for the purpose of
promoting fair trade, transparency, and bringing
producers and consumers closer together.
An example of this type of channel is CSA - Community-supported Agriculture, which has been in
existence in other countries for a long time but has
been gaining ground in Brazil since 2010. Within this
modality, a group of consumers commits to covering
the annual costs of a producer and in return obtains a
weekly basket of products at no additional cost. This
model is favourable to the producer, who can work
without the pressure of price fluctuations or seeking
new markets, and for the consumer, who can access
fresh, healthy food at a reasonable price, with knowledge of where and who it was produced by.
CSA, however, is less feasible for people who have
an intense routine of activities without planning,
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as collecting the baskets, making contact with
the group, and getting involved with the initiative is
time-consuming and requires organization.
Another growing movement is the organization
of consumer groups, that is, people who organize
collective purchases of fruit and vegetables from
one or more producers. These channels work well
in places such as universities, offices and residential buildings, and are viable because having a single
delivery point reduces freight costs.

Solidarity-based economy markets, which have
the explicit aim of conducting their relations with
transparency, disclosing for example, the price paid to
the producer and the margin kept by the establishment, have also been emerging with more frequency.
The so-called alternative channels thus appear to
be a possibility for bringing producers and consumers together. They represent possible fair trade relations, better remuneration for the producer, access
to organic food at prices several times lower than at
the supermarket, a respect for seasonality, and the
consumption of local produce, as the freight costs of
small loads becomes more feasible the smaller the
distance travelled.
If shops are physically far from the site of production, the logistical cost often challenges the permanence of these modalities, as small loads generally
are not compensated for through sales revenues.
A yet unanswered question, however, is if these
channels can meet the demand of a large city
such as São Paulo, as their profile is of a restricted scale and their customers belong to a specific
niche with access to the income and information
needed as well as the time to seek new forms of
consumption.
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“They change
producer like one
changes clothes,
they just want to
pay cheap”
PRODUCER RELATIONS WITH
THE MARKET

CHAPTER

T

4

RECOMMENDATIONS
FOR THE INCLUSION OF
FAMILY AGRICULTURE

he knowledge gathered over two years of work
has allowed the Bota na Mesa team to understand the existing challenges that lie in the path of
food in its journey from field to table, seen in the previous chapter. It has also been possible to identify
certain measures which could contribute to overcoming these challenges. In this chapter, therefore,
we shall propose tools and actions which have the
potential to advance the inclusion of family agriculture in the food chain.

It is not an exhaustive list of all possibilities for
improving the chain to reach this objective. As the
project focused its activity on the trade of fruit
and vegetables produced through family agriculture, the suggestions made follow this contour.
Furthermore, the focus is on three links of the
chain: family agriculture cooperatives, the target
audience of Bota na Mesa; the entities which execute public procurement programs, as it is the
most accessed channel by cooperatives and is
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an important instrument for strengthening this
group; and retail, as it absorbs a large amount of
the production flow to the end consumer and was
the object of study of one of the project’s fronts.
It is important to point out that other trade channels, such as consumer groups, solidarity economy apps and businesses are essential to the promotion of change in the food chain. By introducing
new forms of thinking and structuring a business
based around a central strategic role for socio-environmental factors, these enterprises challenge
current logic and instead propose a more wholesome and human version of the chain. They are
also an inspiration for already consolidated actors

within the chain to seek innovative solutions to
their difficulties. As such, many of the ‘alternative’
channels which the team came across during the
project are mentioned in this chapter, to exemplify
some of the measures proposed.
The following tables present recommendations for cooperatives, public procurement
programs and retailers, to advance the inclusion of family agriculture in the food chain,
in terms of trade. Actions are suggested which
contribute to the objective of each actor in relation to the food trade, as well as sharing the
tools and ideas which can help in the execution
of these recommendations.
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COOPERATIVES
To advance the fair trade of products from family
agriculture is an important route to increasing the
income and quality of life of those producers. For
this to happen, it is not only necessary to raise
awareness among buyers. As seen previously,
there are significant challenges in-house which
need to be addressed. It is also clear that, to sell
their products at fair prices and to increase their
income, it is essential that producers organize in
groups and adopt a business vision for the management of cooperatives and their production.
The following recommendations are for family agriculture cooperatives as well as the entities
which support them regarding production techniques and management and trade practices. For
cooperatives to access markets which value
their products and pay fair prices, three recommendations are made:

1. Improve management practices
• Promote internal engagement
• Keep up to date with documentation
• To carry out financial management of cooperative activities
2. Improve production practices
• Jointly plan production and diversify products
• Apply agricultural inputs responsibly and in
accordance with use guidelines
• Ensure traceability
• Add value to products
3. Adopt a strategy in relation to the market
• Diversify trade channels
• Implement practices for communication and
dissemination of the cooperative and producers
The following table shows a breakdown for implementing this actions, as well as possible partners,
tools and models.
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COOPERATIVES
Recommendation 1: Improving Management Practices
ACTIONS

PARTNERS, TOOLS AND MODELS

Form a board of directors with cooperative
members and a rotating directorship

Promote internal

Hold periodic meetings to involve producers

Information and SEBRAE courses

engagement

in the cooperative’s strategic decisions

stage of a cooperative.

, such as "Associative Networks" assist in the initial formative

In addition, the organization has a consultancy: “CultCoop - Cooperation Culture Approach Strategy”,
which seeks to strengthen existing cooperatives.
Seek diversity in the representation
of the cooperative, attracting young
people and women

To have valid DAPs, legal and individual,

For this process, hiring an accounting firm can be important.

Keep up to

to have a record of documents of the legal

WhatsApp Opportunities (SEAD)

date with

representative, to register statutes and

for issuing DAP and opportunities and policies aimed at family agriculture.

documentation

minutes of elections and assemblies,

To subscribe, you need to have WhatsApp installed on your phone, save the number

to obtain clearance certificates,

(61) 9 9308-0388 to your contacts and send a message with the word ‘DAP’.

collect taxes, among others.

SEAD also provides a series of manuals

is a resource which shares information about procedures

for obtaining and using DAP.

Know and control the costs of
production and trade

Market access guide for cooperatives (Bota na Mesa): one of the tools
presented in the guide is cash flow, which helps the producer and the cooperative
to understand the behaviour of expenses, identifying opportunities

Keep a record of cash flow, monitoring the

to reduce costs and assess whether revenues from certain products

Carry out

evolution of expenditure and revenue for

are covering production and trade costs.

financial

sales through each channel

management
of cooperative
activities
Daily Ceagesp
Compare and assess market prices

price quotes Family Agriculture Purchase System (SAA):

a portal of the Department for

Agriculture and Supply of the State of São Paulo which provides information about open public procurement
calls in the state, a history of previous calls and prices.
Researching other market prices is also important, such as street markets and solidarity economy markets.
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COOPERATIVES
Recommendation 2: Improving Production Practices
ACTIONS

PARTNERS, TOOLS AND MODELS

Joint production

To plan cultivation among producers

Hortiescolha

planning and

throughout the year (who will plant what)

classification, minimum quality standard and best time for purchase. Despite being a program aimed at those

diversification of

according to time of production and

buying the products, it is useful for the producer because it provides important information about different

products

seasonality.

fruit and vegetables, such as seasonality, quality standards and substitutions.

: a Ceagesp support program for deciding the choice of fresh fruit and vegetables,

SENAR – National Rural Apprenticeship Service: runs a series
Following the technical norms

of free courses and programs about good production practices. The ‘Worker

Apply agricultural

of products, using only products

in Agrochemical Application’

inputs responsibly

specific for each crop, observing the

good instructions for best practices.

and in accordance

intervals for the product’s application

Manual of Good Agricultural Practices for Family Agriculture (CEASA)

with use guidelines

and following instructions

presents the basic concepts of Good Agricultural Practices with the purpose of guiding

for packaging disposal

producers, extension technicians and other audiences related to the application of these practices,

and ‘Vegetables’

booklets contain
: the manual

including soil preparation, appropriate use of agrochemicals, harvest and transport of foods.

Ensuring

Display product origin

Traceability can be better implemented with support from a specialized company.

traceability

on the labelling and by means

The Codex Alimentarius (FAO)

of the bar code.

handling, labelling and traceability of food.

is an online platform with all the information and global rules regarding the

This can be a differential of a product or a cooperative, which in turn can be reflected as higher prices.
For example: Organic or agro-ecological production; sanitization; cut; processing (such as jam,
crisps and sauces); packaging.
Add value to

Incorporate production and processing

The case of Agreco

products

techniques which give value to and

and vegetables, produces certified organic foods and has a small sized agro-industrial network. Initially,

differentiate the product.

the cooperative produced organic fruit and veg in natura. With competition increasing within this market,

, of Santa Catarina is an interesting one. Agreco, formed by family producers of fruit

producers decided to organize to find a differential for their products, and created small agro-industries.
Agreco today sells various processed organic foods, such as sauces, seasoning, jams,
preserves, sweets and juices.
Their products are found in various markets, not only in Santa Catarina but in other states, such as São Paulo.
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COOPERATIVES
Recommendation 3: Adopt a Strategy in Relation to the Market
ACTIONS

PARTNERS, TOOLS AND MODELS

Market access guide for cooperatives (Bota na Mesa)

: the guide considers three tools which help the

cooperative to define which markets it wishes to access and how to build a strategy to that end. The tools
are: market prioritization matrix; business model canvas; action plan.
Do market research to meet potential

In relation to the markets themselves, one possibility is to shorten the journey food makes between the

buyers, focus on those which value the

producer and the end consumer. Direct sales are often more lucrative for the producer than long chains, and

cooperative’s differentiation (location,

allow the consumer to meet and value the person producing the food. Some examples are family agriculture

producer profile, form of cultivation,

fairs, deliveries of baskets of produce directly to the end consumer, sales to consumer groups and CSAs

among others).

(Community-supported Agriculture)

. It is important to assess whether revenues with these sales can

cover the costs involved, as some modalities may represent greater expenditure, such as with logistics for
example, as well as a greater involvement of the cooperative’s management throughout the process. One
tool for carrying out this analysis, as previously mentioned, is cash flow, also addressed in the Guide.

Diversify trade
channels

Family Agriculture Purchase Portal (MDS)

: a page to search for open PAA

and PNAE calls in Brazil. A cooperative can register with the portal so that public
managers may find and hire potential suppliers through this tool.
Keep up to date on open public

Family Agriculture Purchase System (SAA)

procurement calls.

State of São Paulo for searching open calls in the state of São Paulo.

: site run by the Department of Agriculture and Supply of the

System for Monitoring Family Agriculture Public Procurement Opportunities (SEAD)

: page for searching

open calls in Brazil, for all public procurement programs.
WhatsApp Opportunities (SEAD)

also notifies users about open calls.
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COOPERATIVES
Recommendation 3: Adopt a Strategy in Relation to the Market
ACTIONS

PARTNERS, TOOLS AND MODELS

Create a brand and communication

Examples of communication tools: folder, business card, Facebook page, website.

material, and decide on a channel to

These tools help the cooperative talk to the market about its history, its products and differentiation, and

publicise the cooperative

allow the market to identify potential suppliers who can bring value to their businesses.

To bring realities closer together through rural tourism raises the awareness of other links
in the chain about the producer’s work and the differentiation of the product. It can also further
customer loyalty and strengthen relations with them. During visits, the producer may offer activities
such as tasting the products and guided tours of the productive area, explaining the entire process.

Implement

Welcome buyers and consumers on

These visits may last a day, or longer if there is the infrastructure for it, involving other activities

the property to show the production

such as walks and visits to the region’s ecological attractions.

process and product differentiation

This is an additional source of income for the producer, who can charge to receive

practices for

guests on his or her property. Eventually, the producer can receive other audiences,

communication

such as schools, for field activities and research.

and dissemination

The Rural Tourism: Basic Guidelines document

of the cooperative

has important information about this modality.

, of the Ministry of Tourism,

and producers

Examples of seals: Family Agriculture Seal

: identifies products from family agriculture.

An opportunity for differentiation and adding value to the product, in the measure
that the consumer is increasingly aware of the social and environmental aspects
Obtain the seals and certification

related to the foods he or she purchases. It is free and requires a DAP. Guidelines for

which values the product and the

obtaining the seal can be found on the SEAD website .

cooperative’s differentiation

Organic certification

: for organic products, this certification also adds value and promotes

differentiation, which is reflected in its price. There are three paths for the differentiation
of organic products in Brazil: certification by audit; certification by a participatory guarantee system;
social control in the direct or institutional sale of products without certification. This last item
is used by family producers who have greater difficulty in obtaining the certification.
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PUBLIC PROCUREMENT
PROGRAMS
Public procurement programs, specifically the
PNAE, as well as being essential to fighting hunger have also been important allies in strengthening family agriculture in Brazil. These mechanisms
formalise this type of agriculture and are an incentive for producers to organize and act together. In
guaranteeing demand at fixed prices, they also
offer security for the producer to work and be remunerated for it. The PNAE has even been internationally recognised for its quality and the results
it has achieved. Thus, these channels themselves
are inspiration for other channels to improve their
practices in relation to family producers.
There is certainly room for improvement regarding the implementation of these policies. Based
on the Bota na Mesa experience, points requiring
attention were identified which have the potential
to expand the benefits of public procurement programs, especially the PNAE. Given that the project
has had greater interaction with the executing

agencies of this program, which are the municipal
departments of education and supply, recommendations are intended for this audience.
Therefore, with the aim of supplying institutions
with quality products from family agriculture,
according to Law 11947, of the 16th June 2009,
the following 2 recommendations were established:
1. Strengthen relations with the producer
• Create a menu for open calls according to the
seasonality of local produce
• Adapt prices to the reality of the producer
• Make open calls more accessible to family
producers
2. Enable more appropriate logistical arrangements for the producer
• Flexible delivery requirements
• Decentralize processes related to orders and
deliveries
The following table shows a breakdown for implementing these actions, as well as possible partners, tools and models.
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PUBLIC PROCUREMENT PROGRAMS
Recommendation 1: Strengthen Relations with the Producer
ACTIONS

PARTNERS, TOOLS AND MODELS

The municipality of Mogi das Cruzes

organized a visit for school cooks of the municipal school network to

the region from which the products which supply the schools come from. The idea was to bring together the
Create a menu for

Allow visits to the cooperatives,

realities of the producers and the school cooks, giving them better knowledge of the seasonality of products

open calls according

bringing nutritionists, school cooks,

cultivated, the agricultural vocation of the region, the routines of those who produce the food, and the entire

to the seasonality of

students and educators of the state

process it goes through to reach the schools. On the occasion, the school cooks highlighted that visits such

local produce

school network closer to the reality

as these helped to give value to the producer. This valorisation of local producer and product is important for

of local producers

creating menus which are consistent with what the region offers.
The Support Manual for the Nutritionist’s Technical Activity under PNAE (FNDE)

is also an important

source for supporting the creation of menus.

In seeking to purchase the products of producer organizations, it is important to know the prices that those
organizations, potential suppliers, consider fair to meet the schools covered in the open call. Thus chances
Give priority to price research

of prices being aligned with their reality are greater, considering for example, the distance between the

with cooperatives which are

cooperative and the point of delivery, and the logistical cost it entails.

potential suppliers

Resolution no. 4

of the FNDE also indicates the prioritization of price research in local family producer

markets. In this case, it is essential to add the costs of the inputs required to the bid (freight, packaging,
Adapt prices to

charges, among others) for the final price to make sense, as defined in the resolution.

the reality of the
producer

Pricing can be described in the open call, mentioning for example
Transparency in price formulation

if it factors in expenses such as transport, packaging and charges

and results obtained.

in the final price of products, what those expenses
represent and how those figures were obtained.
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PUBLIC PROCUREMENT PROGRAMS
Recommendation 1: Strengthen Relations with the Producer
ACTIONS

PARTNERS, TOOLS AND MODELS

It is important that executing agencies support producers in understanding the public procurement program.
Adapt the language of the

Adapting the language of the call can be done with participation from family producers, who can indicate

call, making it more accessible

parts of the document they find difficult.

to the producer

There are many examples of documents elaborated by agencies such as SENAR and SEBRAE for family
producers which use a more simple and direct language, and which can serve as a basis for adapting the calls.

Make open calls more
accessible to family
producers

Tools such as the Family Agriculture Purchasing System (SAA)
Agriculture Public Procurement Opportunities (SEAD)

and the System for Monitoring Family

are valuable for producers to consult open calls and

the history of prices used in previous calls. These can be published together with the call notices, in local and
Disseminate the tools and spaces

large circulation newspapers or via the distribution of communiqués in public places frequented by family

which support registration

producers (for example, CEASA and rural unions), local executing agency sites or via e-mail to cooperative
representatives. Entities which have direct contact with producers, such as CATI, SENAR and SEBRAE are
also large partners which can carry this information. It is additionally very important that producers know
where to seek support for obtaining the required documentation to elaborate a sales project to register in the
calls - a process which can seem complex and discourage registration.
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PUBLIC PROCUREMENT PROGRAMS
Recommendation 2: Enable More Appropriate Logistical Arrangements for the Producer
ACTIONS

PARTNERS, TOOLS AND MODELS

Do not make cooperatives

One possibility for sharing this responsibility is for cooperatives to concentrate their deliveries

fully responsible for

in one place, such as a warehouse or distribution centre, and for the council to be responsible

point-to-point deliveries

for delivering to schools.

Flexible delivery
requirements
An example in this vein is the previously mentioned case of the Vale do Ribeira banana producers cooperative.
Provide regional points for delivery, from

The São Paulo city council made a previously unoccupied space available, located on the route between the

where products are sent to schools

cooperatives and schools, for organizations to centralise their deliveries, and a logistics company, hired by the
cooperatives, delivered point to point, optimising the process.

There are different PNAE

management modalities which can be adopted by the

local public bodies responsible for serving schools.
In large urban centres, sharing some of the management stages of orders and deliveries with schools can
Adapt PNAE management

optimise logistics and, in the case of perishable foods, ensure freshness. Menus can also be adjusted to the

modality to city size and logistical

reality of each region, considering the availability of fresh foods produced in the vicinity of the schools. This

complexity, avoiding completely

can also avoid overloading the council. It is possible to adopt a mixed PNAE management modality, in which the

outsourcing the process

management of purchasing fruit and veg is shared with schools, and the purchase of non-perishable
products is centralised by the council.
It is important, however, to avoid completely outsourcing the execution of this policy, as the state
must keep control of the foods offered in its schools. The viability of this modality should also be assessed
jointly with the schools, as it requires responsibilities such as managing contact with supplying

Decentralize

cooperatives and planning deliveries.

processes related to
orders and deliveries
Shorter logistics circuits are important for the offer of products in natura, which are essential for human nutrition.
Sectorise deliveries according

Creating local in natura food distribution circuits fights food deserts and advances food and nutrition security.

to the location of cooperatives

To comply with the 30% law, the São Paulo city council initially focused on serving schools in the east of the

and the schools they serve

municipality with products purchased from green belt producers, near the region, with the purpose of gradually
widening the scope. Sectorising supply by regions, the strategy adopted in this case, can strongly contribute to
enabling point to point delivery.

Foment the delivery of a same

This measure allows cooperatives who cannot meet the required volume of certain products to supply the

product by more than one cooperative,

municipality to share the task with others. Thus, more cooperatives are benefited with the program and the

according to location of schools

municipality has a greater chance of complying with the 30% law.
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RETAIL
Retailers are important actors in the supply of
large urban centres. As a part of this role, the retail sector also has great responsibilities, one of
which is to ensure the supply of fresh and nutritious foods to the population, encouraging healthy
eating habits.
Much of the fruit and vegetables sold in supermarkets comes from family producers and makes
long journeys to reach the shelves. These journeys damage the freshness of foods, and often
cause financial losses for the producers, which
end up with a small fraction of the revenue. By
shortening the journey between field and table, it
is possible to offer fresher products at the same

time as supporting the continuity of family agriculture, responding to consumer demands which
are increasingly aware of the socio-environmental practices of the companies which meet their
needs. As such, obtaining products directly from
family producers can greatly contribute to the
business reputation of this sector.
In this context, to supply retailers with quality
products which meet market trends and consumer demands, and confer the benefits associated
to image and reputation, 3 recommendations
were made:
1. Establish a purchase policy appropriate to the
reality of family agriculture
• Implement a process for searching local family
agriculture organizations
• Improve socio-environmental criteria for selecting suppliers and purchasing products
• Adopt contractual practices specific to family
agriculture
2. Adopt strategies for long term relations
• Elaborate a code of conduct and establish a
communication routine with producers
• Support the development of producers and
promote compliance with socio-environmental
criteria
3. Mobilise stakeholders to engage with sectoral
actions
• Raise awareness in the consumer and encourage the consumption of fruit and veg
• Organize sectorally and influence good practices in the chain
The following table shows a breakdown for implementing these actions, as well as possible partners, tools and models.

RETAIL
Recommendation 1: Establish a Purchase Policy Appropriate to the Reality of Family Agriculture
ACTIONS

PARTNERS, TOOLS AND MODELS

Establish contact with municipal

Finding the contacts for producers and cooperatives to begin supply work may not be an easy task.

and state public bodies to search for

Companies may seek support from organizations close to producers, such as the Rural Union of the

cooperatives and local producers

municipality or region, or the Municipal or State Agriculture departments. Organizations offering technical
training and assistance may also be important partners, such as Emater, Cati, SENAR or SEBRAE.

Implement a
process for
searching local
agriculture
organizations
Make technical visits to know

Some of the criteria which can be analysed by retail are organizational structure, management

the production, management and

profile, trade experience and management and crop practices.

infrastructure of the cooperative

A suggested form

, based on the Bota na Mesa model used to select participating cooperatives,

can be found in the reference section.

To think and define these criteria, and for them to be effective, a possibility is to use multidisciplinary teams
formed of an integration between the purchase and sustainability or cooperate social responsibility areas.
Adopt criteria which prioritizes local

The International Food and Agribusiness Review published an article

in 2016 which discusses the critical

suppliers and guarantee of origin

success factors for the inclusion of small suppliers in the food chains of multinational companies,
and addresses this issue.

Improve socioenvironmental
criteria for
Ceagesp

selecting suppliers
and purchasing

Prefer seasonal products

has a table of the seasonality of the fruit traded there, which can be used as a basis

for retail purchasing decisions. Hortiescolha

, also from Ceagesp, is another source for consulting

the seasonality of various fruit and vegetables.

products

Flexibilise aesthetic

A pioneering initiative in Brazil addressing this issue is Fruta Imperfeita

standards, prioritizing the

food waste by delivering baskets to subscribing customers with ‘imperfect’ products (different

nutritional quality of the food

size or formats) bought directly from the producer.

, which seeks to reduce
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RETAIL
Recommendation 1: Establish a Purchase Policy Appropriate to the Reality of Family Agriculture
ACTIONS

PARTNERS, TOOLS AND MODELS

Establish a pricing policy

It is important that differentiation attributes (such as organic, agro-ecological, certified,

which values good practices

products of family agriculture, or which have some other symbolic cultural/social value)
are reflected in prices in order to encourage the producer.

Be flexible with payment

Some of the specification of the PNAE calls can be a model for retail, taking into account the results

deadlines, not harming the

obtained by the policy since 2009, one of which is the payment term, which varies according to council but

financial health of the supplier

never exceeds 30 days from the delivery of products.

Adopt

The financial discount reduces the revenue of family producers and reduces the cost

contractual

of the products purchased by the retailer. Understanding this to be a widespread practice in food

practices

Lend greater transparency

retail, it is important to establish a fair price which is justifiable in the contract. Regarding the transfer

specific to family

to financial discount practices

of losses, a policy of co-responsibility is recommended between the retailer and producer, as losses

agriculture

and transfer of losses

can be mitigated with good practices in the field, during harvest, as well as with instore practices,

to the producer

such as minimal handling of the food and forms of display.
Other possibilities for reducing losses are the use of appropriate packaging and the processing
of foods, which can transform ripe products into fruit salads and ready-to-eat salads.

Based on practices under the National Minimum Price Guarantee Policy

operated by the Conab (National

Supply Company), it is recommended that the retailer establish a minimum price for the product. The relevance
Establish a minimum price policy

of this action is explained by the distortions provoked by successive price shocks and the inherent uncertainty
of agricultural activity. The objective is to ensure a minimum remuneration for family producers and provide
security for their income and way of life. In turn, this guarantees the supply of these foods. It should be
stressed that this action has a greater chance of succeeding if actors in the chain mobilize together.
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RETAIL
Recommendation 2: Adopt Strategies for Long Term Relations
ACTIONS

PARTNERS, TOOLS AND MODELS

This can help the building of initiatives to support the development of producers who supply to the
company, helping them advance to the next stages of the relationship, given the different expectations
Establish a formal process for

in each of them. It is important that this classification is aligned with the reality of family producers and is

classifying suppliers according to their

used to help suppliers not yet able to meet purchase criteria, and not exclude them from the supply chain.

degree of development and fulfilment

Examples of some elements which can be considered for classification are: expected commitment from

of purchase criteria

producers and the company at each stage; added value to the product; cultivation method (conventional,
organic, transitional, agro-forestry, etc.)

Organize the delivery procedure of

In the case of family producers, it is often the very producer who delivers orders to the client, leaving his

products by suppliers in distribution

or her plantation unattended in the meantime. To optimise producers’ time, one option is to give priority to

Elaborate a

centres or stores, in order to facilitate

them in unloading at the distribution centre or store. Another possibility would be to have a separate queue

code of conduct

delivery by family producers

for products of family agriculture only.

Open a communication channel for

It is very important to consider the channels which are most accessible for producers supplying to the

producers to give a score for critical

company. As previously mentioned, in some cases basic services such as connectivity have not yet

aspects of the relationship

reached rural properties.

and establish a
communication
routine with
producers

Retail is a powerful channel for capturing trends related to consumer behaviour, for example, preference
Share market trends and consumer

for organic or local products. This sector therefore plays an important role in passing on this knowledge

preferences so that producers can

to partners, so that the chain may be able to anticipate and meet these trends. This is especially relevant

organize to follow and meet them

with regards to family producers, who are often far from the consumer and have no access to this type of
information, which is strategic to them.
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RETAIL
Recommendation 2: Adopt Strategies for Long Term Relations
ACTIONS

PARTNERS, TOOLS AND MODELS

The adoption of development plans for suppliers contributes towards enabling a relationship with a

Support the

Establish an action plan with

producer or cooperative which is still deficient in terms of infrastructure and management, as well as

producers for seeking compliance

encouraging continuous improvement. The American Whole Foods retailer is a well-known success story

with desired criteria, in line with the

for its relations with producers. One of its initiatives, the Local Producer Loan

supplier classification level

suppliers who meet the required supply criteria. As well as financing, other programs can be implemented,

mentioned previously

such as support for improving infrastructure, making production more secure (by building greenhouses,

, is a range of loans for

development of

for example), and the transition to more sustainable management systems. Some instruments, such as

producers and

guarantee of purchase, pre-payment and differentiated payments can be used to establish commitments

promote compliance

Support agro-ecological

between the parties involved.

with socio-

or organic transition

A formal feedback procedure can greatly help producers to understand where they need to improve. A

environmental criteria

practice by one of the Bota na Mesa cooperatives is to request a Whatsapp photo from the company to be
sent to the producer or cooperative as a record of the condition in which the product arrived at the store.
Support producers in obtaining

Once products are sold, or during the next order, it is important to talk about the occurrence of losses of

certification for standardized

products in the store, leftovers and losses due to the size of the order, consumer impressions, etc.

procedures regarding traceability

‘Sustainability in Supplier Management’

and sustainable management

companies to support the integration of sustainability into purchase and management processes of suppliers.

presents the results of a study developed with 15 Brazilian
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RETAIL
Recommendation 3: Mobilize Stakeholders to Engage with Sectoral Actions
ACTIONS

PARTNERS, TOOLS AND MODELS

In order to inform consumers of the origin of foods and to give value to family agriculture, one option is to have
a shelf especially for these products, with information about the region in which the food was produced, and
which foods are seasonal. The Whole Foods network has a program called Whole Trade

, which operates to

Educate the consumer

market foods produced under fair labour conditions, and these foods are labelled to inform consumers.

Raise awareness

at the point of sale, with

Sporadically, a fruit and veg market day in the store, with producers selling the products, may contribute to the

in the consumer

promotional practice and indicating

engagement and confidence of consumers in relation to the company.

and encourage

points of differentiation in fruit and

To encourage the consumption of fruit and veg, fruit ready for consumption could be placed next to the

the consumption

veg (seasonality, origin, cooperative

checkout area, instead of processed products such as chocolates, sweets and salty snacks. Special offers,

of fruit and veg

or producer name, nutritional

advertising and sharing recipes using healthy foods can also help.

properties)

Communication at the point of sale is also very important for raising awareness about food waste. Having
separate shelves for products which are non-standard, but with good nutritional quality, with engaging
messages about food waste, is an option for addressing this issue. Of the large retailers, Atacadão and some
Carrefour and Extra stores are offering non-standard products at reduced prices.

Sectoral agreements are important in competitive markets, as they contribute to an expansion
Act for the building of

of the number of companies engaged in a commitment and raise sector standards to be fairer

Organize sectorally

commitments in the sector and

and more inclusive. An example of this is the agreement made between three companies of the soft

and influence good

participate in collective initiatives

drink industry about sales to school canteens. In 2016, Coca-Cola, Ambev and PepsiCo announced

practices in the chain

which advance the inclusion of

that they would stop selling soft drinks to children under 12 years of age. In schools, available products

family agriculture in the chain

would be only water, fruit juice, dairy-based drinks and coconut water. Regarding the inclusion
of family agriculture in retail, possible subjects for sectoral alignment are: financial discount
percentages; loss policy; adoption of a minimum price per product.
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“What we
learned from
these meetings
is that we have
to persevere.
Have a chat with
someone and
you get
new ideas"
FAMILY PRODUCER FROM IBIÚNA

WEAVING THE
MORNING

I

f the first year of Bota na Mesa was a time to get
to know the producers and their reality, forge ties
and build plans together, the second year was the
time to make things happen.
Prospecting clients, getting to know the market, improving internal practices and making sales
through new channels were steps taken during
last year’s journey.
As it turned out, there were many accomplishments. We could mention the unprecedented collective building of a cash flow, which demonstrated
that cooperative activity could be more profitable
than the group expected, or a meeting between
producers and buyers for a local retailer who had
never sat down round a table to meet each other.

Based on this experience, it was possible to
glimpse concrete opportunities for the inclusion
of family agriculture in the supply chains of large
urban centres. Significant bottlenecks faced by
producers, and the market generally, were also
identified. Some can be resolved through simple
dialogue between parties. Others, which are more
complex, depend on deeper transformation, such
as raising awareness among actors about a new
mode of operation.
The recommendation made in this publication
are rooted in real situations experienced over the
last two years, and we hope they can support
producers, retailers and public administrators in
building business relationships which create gains
for all parties.
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But nobody can achieve things alone, and from
this process, the lesson is that in order to achieve
the effective inclusion of family agriculture in the
chains of large urban centres, the keyword is ‘coordination’ (articulação).
As João Cabral de Melo Neto wrote, in a poem
which lends the title to this conclusion:

“A cockerel alone does not weave the morning:
He will always need other cockerels.
Of one to catch the cry that he
And bid to another; of another cockerel
To catch the cry of a cockerel before
And bid to another; and of other cockerels

Bota na Mesa, from its third term starting in 2018,
broadens its activities to mobilise a larger and more
diverse range of players, such as the food industry,
input suppliers and entrepreneurs, with the objective of jointly building public and business guidelines for the inclusion of family producers in the
food chain.
A special thanks to all the agricultural producers
from the nine organizations which participated in
the project, dedicated themselves to the activities,
and made all of this possible.
They will follow us on this journey, making possible
what until now happened in a local context to be
multiplied leading to fairer ways of taking healthy
food from the field to the consumer’s table!

That with many other cockerels cross
The strands of sunshine of his cockerel cries
So that the morning, from this thin web,
Is woven, among all the cockerels. [...]”

90

Bibliographic References
• Aquecimento global e a nova geografia da
produção agrícola no Brasil. EMBRAPA and UNICAMP. São Paulo, August, 2008. Available at:
<http://mudancasclimaticas.cptec.inpe.br/~rmclima/pdfs/destaques/CLIMA_E_AGRICULTURA_BRASIL_300908_FINAL.pdf>. Last accessed:
23 November 2017.
• BELIK, Walter; FORNAZIER, Armando. Public
Policy and the Construction of New Markets to
Family Farms: Analysing the Case of School Meals
in São Paulo, Brazil. In: BARLING, David. Advances
in Food Security and Sustainability, Volume 2.
Academic Press, 2017.
• BELIK, Walter; SILIPRANDI, Emma. Hábitos
alimentares, segurança e soberania alimentar. In:
VILARTA, Roberto; GUTIERREZ, Gustavo Luis;
MONTEIRO, Maria Inês (Org.). Qualidade de vida:
evolução dos conceitos e práticas no século XXI.
State University of Campinas –
UNICAMP, 2010.

• BERNARDES, Nilo. Características gerais da agricultura brasileira no século XX. In: Revista brasileira de Geografia, year 23, n.2, p. 103-160, apr./jun.
IBGE, 1961.
• BERNARDI, A. C. de C.; NAIME, J. de M.; RESENDE, A. V.; INAMASU, R. Y.; BASSOI, L. H. Agricultura de precisão: resultados de um novo olhar.
EMBRAPA, 2014. Available at: <https://www.
embrapa.br/busca-de-publicacoes/-/publicacao/1002959/agricultura-de-precisao-resultados-de-um-novo-olhar>. Last accessed: 23
November 2017.
• CALDEIRA, Patrícia Yamamoto Costa; CHAVES, Rafael Barreiro. Sistemas agroflorestais em espaços
protegidos. Secretaria do Meio Ambiente, Coordenadoria de Biodiversidade e Recursos Naturais.
1st updated edition . São Paulo, 2011. 38 p. Available
at: <http://www.sigam.ambiente.sp.gov.br/sigam3/
Repositorio/222/Documentos/SAF_Digital_2011.
pdf>. Last accessed: 23 November 2017.
92

• Companhia Nacional de Abastecimento. Política
de Garantia de Preços Mínimos para Produtos
da Sociobiodiversidade. Brasília, 2016. Available
at: <http://www.conab.gov.br/OlalaCMS/uploads/
arquivos/16_06_29_11_25_10_cartilha_pgpm_
bio__bx.pdf>.
• DICKIE, A., STRECK, C., ROE, S., ZUREK, M.,
HAUPT, F., DOLGINOW, A. Strategies for Mitigating Climate Change in Agriculture: Recommendations for Philanthropy – Executive Summary.
Climate Focus and California Environmental
Associates. April, 2014. Available at: <http://www.
climateandlandusealliance.org/wp-content/
uploads/2015/08/Executive_Summary_Mitigating_Climate_Change_in_Agriculture.pdf>. Last
accessed: 23 November 2017.
• FAO. 2011. Global food losses and food waste – Extent, causes and prevention. Roma, p. 7.
Available at: <http://www.fao.org/docrep/014/
mb060e/mb060e00.pdf>. Last accessed: 14
November 2017.
• FAO. 2017. The future of food and agriculture –
Trends and challenges. Roma, 180 p. 2017.
• FIESP. Brasil Food Trends 2020. São Paulo:
FIESP/ITAL, 2010.
• FNDE. Sobre o PNAE. Available at <http://www.
fnde.gov.br/programas/pnae>. Last accessed: 16
November 2017.
• FNDE. Manual de Apoio para as Atividades
Técnicas do Nutricionista no Âmbito do PNAE.
Brasília, 2017. Available at: <http://www.fnde.

gov.br/centrais-de-conteudos/publicacoes/
category/116-alimentacao-escolar?download=10183:manual-de-apoio-para-as-atividades-tcnicas-do-nutricionista-no-mbito-do-pnae>.
• Food Traceability. Directorate-General for Health
and Consumer Protection European Commission
– B-1049 Brussels. 2007. Available at: <http://
ec.europa.eu/dgs/health_consumer/index_
en.htm>. Last accessed: 23 November 2017.
• FOOTE, Willy. Can Silicon Valley’s big bet on
agriculture help small-scale farmers in developing
countries? Forbes, Local, March, 2017. Available
at: <https://www.forbes.com/sites/willyfoote/2016/03/16/can-silicon-valleys-big-bet-on-agriculture-help-small-scale-farmers-in-developing-countries/#5a6271d71648>. Last accessed:
10 October 2017.
• GFK. Tendências para uma vida mais saudável:
consumer trends. GFK. In: APAS Show 2017, 2017.
São Paulo, 2017. Available at: <http://www.gfk.
com/fileadmin/user_upload/country_one_pager/
BR/documents/APAS_Show_coletiva_GfK_completo.pdf>. Last accessed: 23 November 2017.
• GVCES. Construindo a participação em agendas para cidades sustentáveis: análise de quatro
experiências no Brasil. Centre of Sustainability
Studies of the Getulio Vargas Foundation (GVces)
and Instituto Arapyau. São Paulo, 2016. 47 f. Available at: <http://mediadrawer.gvces.com.br/publicacoes/original/2017_participacao-cidades-sustentaveis-final.pdf>. Last accessed: 16 October 2017.
• GVCES. Estudo de Competências para o Jovem
93

Agricultor Familiar. Centre of Sustainability Studies of the Getulio Vargas Foundation (GVces). São
Paulo, 2016. Available at: <http://mediadrawer.
gvces.com.br/publicacoes/original/gvces_projcoca_relatoriofinal_29mar2016.pdf>. Last accessed:
20 October 2017.

tecacatalogo?view=detalhes&id=294413>. Last
accessed: 23 November 2017.

• GVCES. Sustentabilidade na Gestão de Fornecedores. Ciclo 2014. Centre of Sustainability Studies
of the Getulio Vargas Foundation (GVces). São
Paulo, 2014. Available at: <http://mediadrawer.gvces.com.br/publicacoes/original/iscv_ciclo_14_final.pdf>. Last accessed: 13 November 2017.

• SJAUW-KOEN-FA, August; BLOK, Vincent;
OMTA, S.W.F. Critical Success Factors for Smallholder Inclusion in High Value-Adding Supply
Chains by Food & Agribusiness Multinational
Enterprises. International Food and Agribusiness
Management Review, Volume 19 Issue 1, 2016.
Available at: <https://www.ifama.org/resources/
Documents/v19i1/520150029.pdf>.

• Hortifrúti Brasil. Piracicaba: CEPEA/ESALQ,
2010. Available at: <http://www.hfbrasil.org.br/br/
revista/acessar/supermercados-e-viavel-ser-fornecedor-deste-supercliente.aspx. Last accessed:
16 October 2017.
• IBGE. Acesso à internet e à televisão e posse de
telefone móvel celular para uso pessoal: 2014.
Instituto Brasileiro de Geografia e Estatística, Coordenação de Trabalho e Rendimento, 89 p. 2016.

• IDEC. Origem pouco conhecida. Revista do IDEC
(Instituto Brasileiro de Defesa do Consumidor).
Edition 192, São Paulo. p.14-17. oct. 2014.

• LATTUCA, Antonio. La agricultura urbana como
política pública: el caso de la ciudad de Rosario,
Argentina. 2012. Rosário, Santa Fé – ARG. Agroecologia, 2012, v.6 nº 97.

• IBGE. Classificação e caracterização dos espaços rurais e urbanos do Brasil: uma primeira
aproximação / IBGE, Coordenação de Geografia. – Rio de Janeiro: IBGE, 2017. 84 p. Available
at: <https://biblioteca.ibge.gov.br/visualizacao/
livros/liv100643.pdf>. Last accessed:
16 October 2017.

• LAURENZANA, Roberto Domenico. Como criar
possibilidades de financiamento para a agricultura familiar adotando o Plano ABC Nacional?
Dissertação (Mestrado Profissional em Agronegócios) – São Paulo School of Economy,
Getulio Vargas Foundation – FGV, São Paulo,
2015. Available at: <http://bibliotecadigital.fgv.
br/dspace/bitstream/handle/10438/13606/
ROBERTO%20LAURENZANA_FINAL.pdf?sequence=1&isAllowed=y>. Last accessed: 23
November 2017.

• IBGE. Projeto regiões rurais 2015: relatório técnico. Instituto Brasileiro de Geografia e Estatística
(IBGE), Coordenação de Geografia, 2015. Available
at: <https://biblioteca.ibge.gov.br/index.php/biblio-

• LOPES, Paulo Rogério; LOPES, Kelia Cássia
Santos Araújo. A agricultura ecológica urbana: a
experiência de Cuba. Rio de Janeiro, RJ: Agriculturas, 2012, v.9, nº 2. Available at: <http://aspta.org.
94

br/wp-content/uploads/2012/10/artigo-7.pdf>.
Last accessed: 16 October 2017.
• MAGALHÃES, Rogério Marcos. A política de apoio
à agricultura familiar na conservação da biodiversidade no Brasil. Desenvolvimento e Meio Ambiente.
Editora UFPR. n. 21, p. 89-101. jan/jun. 2010.
• MALUF, R. S.; ROSA, T. S. (Ed.) Mudanças climáticas, desigualdades sociais e populações vulneráveis no Brasil: construindo capacidades. Subprojeto Populações. Rio de Janeiro: COEP, v.1-2, 2011.
• MARQUES, Anésio; SILVA, Julio; HANISH, Ana.
Mudanças climáticas: impactos, riscos e vulnerabilidades na agricultura. Revista de Estudos
do Vale Iguaçu, 2013. Available at: <http://intranetdoc.epagri.sc.gov.br/producao_tecnico_cientifica/DOC_33937.pdf>. Last accessed: 23
November 2017.
• MARTINS, Tatiana Parreira; RANIERI, Victor
Eduardo Lima. Sistemas agroflorestais como
alternativa para as reservas legais. Ambiente e
Sociedade. São Paulo, XVII, n. 3. p. 79-96. jul-sep,
2014. Available at: <http://www.scielo.br/pdf/
asoc/v17n3/v17n3a06.pdf>. Last accessed: 23
November 2017.
• MDA. PAA. Ministério do Desenvolvimento Agrário. Available at: <http://www.mda.gov.br/sitemda/
secretaria/saf-paa/sobre-o-programa>. Last
accessed: 16 November 2017.
• MICCOLIS, Andrew; et al. Restauração Ecológica com Sistemas Agroflorestais: como conciliar
conservação com produção. Opções para Cerrado

e Caatinga. Instituto Sociedade, População e Natureza – ISPN/Centro Internacional de Pesquisa
Agroflorestal – ICRAF. Brasília , 2016.
• MICCOLIS, Andrew; PORRO, Roberto. Políticas
públicas para o desenvolvimento agroflorestal no
Brasil. World Agroforestry Centre – ICRAF. Belém
– PA. 80 p, 2011.
• MORTON, J. F. The impact of climate change on
smallholder and subsistence agriculture. Proceedings of the National Academy of Sciences, v. 104,
p. 19680-5. 2007.
• Mudança do clima e os impactos na
agricultura familiar no Norte e Nordeste do
Brasil. Centro Internacional de Políticas para o
Crescimento Inclusivo (IPC-IG). Programa das
Nações Unidas para o Desenvolvimento. Distrito Federal, 2016. Available at: <http://www.
ipcundp.org/pub/port/Mudanca_no_clima_e_
os_impactos_na_agricultura_familiar.pdf>. Last
accessed: 23 November 2017.
• O clima em transe: vulnerabilidade e adaptação
da agricultura familiar. Organização: Marcel Bursztyn, Saulo Rodrigues Filho. 1. ed. Garamond. Rio de
Janeiro, 2016. Available at: <http://www.garamond.com.br/produto/Clima_em_transe_trecho.
pdf>. Last accessed: 23 November 2017.
• OBERMAIER, Martin; ROSA, Luiz Pinguelli.
Mudança climática e adaptação no Brasil: uma
análise crítica. Estudos Avançados, 27(78),
155-176, 2013. Available at: <http://www.scielo.br/
pdf/ea/v27n78/11.pdf>. Last accessed: 23
November 2017.
95

• OLIVEIRA, Andrea Leda. Parte 2. Uma nova fase
do desenvolvimento agrário. Capítulo 6: a logística do agronegócio: para além do “apagão logístico”. Andrea Leda Ramos de Oliveira. O mundo
rural no Brasil do século 21: a formação de um
novo padrão agrário e agrícola/ Antônio Márcio
Buainain, Eliseu Alves, José Maria da Silveira,
Zander Navarro, technical editors. Brasília: Embrapa, 2014.
• OLIVEIRA, Lya Cynthia Porto. Redes, ideias, e
ação pública na agricultura urbana: São Paulo,
Montreal e Toronto. 2016. 278 f. Doctoral thesis
(Public and Government Administration) – São
Paulo School of Business Administration of the
Getulio Vargas Foundation, São Paulo, 2016.
• Pesquisa Nacional por Amostra de Domicílios
(PNAD). Acesso à internet e à televisão e posse de telefone móvel celular para uso pessoal.
IBGE, 2016.
• PORTILHO, F. Novos atores no mercado: movimentos sociais econômicos e consumidores
politizados. Revista Política e Sociedade, v. 8,
p. 199-224, 2009.
• Prefeitura do Município de São Paulo.
Secretaria Municipal de Desenvolvimento Urbano. Mapa 01A Zona Urbana e Zona Rural. São
Paulo, 2015. Available at: <http://gestaourbana.
prefeitura.sp.gov.br/arquivos/PDE_lei_final_
aprovada/MAPAS/MAPAS%20ASSINADOS/
Mapa01A_Zona_Urbana_Rural.pdf>. Last
accessed: 16 October 2017.
• QUAN, Julian. A future for small-scale farming.

Natural Resources Institute. University of
Greenwich, 2011.
• Relação Anual de Informações Sociais. São Paulo: Ministério do Trabalho e Emprego, 2003.
• SEBRAE. Cooperativa. Série Empreendimentos
Coletivos. Brasília, 2014. Available at: <http://
www.bibliotecas.sebrae.com.br/chronus/ARQUIVOS_CHRONUS/bds/bds.nsf/65f0176ca446f4668643bc4e4c5d6add/$File/5193.pdf>.
Last accessed: 13 November 2017.
• TEEB. A Economia dos Ecossistemas e da Biodiversidade para Formuladores de Políticas Locais
e Regionais. The Economics of Ecosystems &
Biodiversity. TEEB, 2010.
• TEEB. TEEB for agriculture and food: an interim
report. United Nations Environment Programme.
Geneva, 2015.
• VILELA, Nirlene J. et al. O peso da perda de
alimentos para a sociedade: o caso das hortaliças. Hortic. Bras., Brasília, v. 21, n. 2,
p. 142-144. June, 2003. Available at:
<http://www.scielo.br/scielo.
php?script=sci_arttext&pid=S0102-05362003000200002&lng =en&nrm=iso>. Last accessed: 03 October 2017.
• World urbanization prospects. United Nations
(UN), Department of Economic and Social Affairs.
New York, 2015.
517 p. Available at: <https://esa.un.org/unpd/wup/
Publications/Files/WUP2014-Report.pdf>. Last
accessed: 16 October 2017.
96

FAMILY
AGRICULTURE AND
SUPPLYING LARGE
URBAN CENTRES
BOTA NA MESA

PRODUCED BY:		

		

SPONSORED BY:		

97

IN PARTNERSHIP WITH:

