u n e s S UNIVERSIDADE ESTADUAL PAULISTA <& CULTURA
“JULIO DE MESQUITA FILHO" 5 E
p s @ ACADEMICA ¢

Campus de Marilia
z .
2 Editotra

Marketing strategies of Family farmers
operating in short food supply chains:
cases in regions of Rio Grande do Sul

Amanda dos Santos Negreti Campos
Gessuir Pigatto

Como citar: CAMPOS, Amanda dos Santos Negreti; PIGATTO, Gessuir.
Marketing strategies of Family farmers operating in short food supply
chains: cases in regions of Rio Grande do Sul. In: LOURENZANI, Ana
Elisa Bressan Smith et al. (org.). Agribusiness, development and the
2030 agenda: interdisciplinary contributions. Marilia: Oficina Universitaria,;
Séo Paulo: Cultura Académica, 2025. p.173-202. DOI:
https://doi.org/10.36311/2025.978-65-5954-620-6.p173-202

®S 06

BY NC ND
All the contents of this work, except where otherwise noted, is licensed under a Creative Commons Attribution-
NonCommercial-NoDerivatives 4.0 (CC BY-NC-ND 4.0).
Todo o contetdo deste trabalho, exceto quando houver ressalva, é publicado sob a licenca Creative Commons
Atribuicdo-NaoComercial-SemDerivagoes 4.0 (CC BY-NC-ND 4.0).
Todo el contenido de esta obra, excepto donde se indique lo contrario, estd bajo licencia de la licencia Creative
Commons Reconocimiento-No comercial-Sin derivados 4.0 (CC BY-NC-ND 4.0).



CHAPTER 8

Marketing strategies of family
farmers operating in short food
supply chains: cases in regions of

Rio Grande do Sul

Amanda dos Santos Negreti CAMPOS'
and Gessuir PIGATTO?

1 Graduate Program in Agribusiness and Development (PGAD), Faculty of Science and Engineering, Sao
Paulo State University “Julio de Mesquita Filho” (UNESP), Tupa, Sao Paulo, Brazil, e-mail: amanda.
negreti@unesp.br.

2 Department of Management, Development, and Technology, Faculty of Science and Engineering, Sio
Paulo State University “Julio de Mesquita Filho” (UNESP), Tupa, Sio Paulo, Brazil, e-mail: gessuir.
pigatto@unesp.br.

https://doi.org/10.36311/2025.978-65-5954-620-6.p173-202

173



Ana Elisa Bressan Smith Lourenzani, Angélica Gois Morales, Eduardo Guilherme Satolo,
Gessuir Pigatto, Fabio Mosso Moreira, and Luana Fernandes Melo (Org.)

INTRODUCTION

The commercialization of products and services plays a relevant role
in the economy, integrating different social actors by linking the production
of goods or services with consumers. The organization of this process allows
consumer agents (at different levels of the distribution channel) to receive
products and services according to the expected characteristics. According
to Mendes and Padilha Junior (2007), understanding the functioning of
the supply chain allows for improving the decision-making process by
helping to understand the variables that form and affect this chain.

The interaction between relevant social actors (buyers and
sellers) involved in the transaction process of some service/product will
characterize the formation of a market. According to McMillan (2004),
the market can be considered a mechanism used by societies to coordinate
the production, distribution, and transactions of all types of products
and services. Proudhon, cited by Braudel (1996), stated that working
and eating would be the only apparent purposes of man, but between
these two universes, “narrow but lively like a river: exchange or, if you
prefer, the market economy - imperfect, discontinuous, but already
coercive during the centuries and surely revolutionary” (Braudel, 1996,
p. 11). Thus, the market can be defined as a meeting point (physical or
virtual environment) conducive to the conditions of the exchange of
goods (products and services).

Under these conditions, resource allocation occurs in a decentralized
manner, through the interaction between economic actors (suppliers,
distributors, consumers), each making decisions according to their
interests. In the case of food, the way the consumer will have access to it:
choice, acquisition, and distribution, has led organizations to review their
relationship strategies, including the way food reaches the final consumer.

According to Pigatto and Alcintara (2007), changes observed
in consumer behavior and the strategies of other actors (suppliers and
distributors) have promoted important changes in the structure of many
distribution channels. The development of commercial relationships
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between the actors that form and operate in the distribution channels
can be described, according to Abosag and Lee (2013), as a process of
establishing, creating, developing, and maintaining relationships, where
satisfaction, trust, and commitment are important elements for the result
of the organizations that operate in the distribution channel.

New distribution channels are created in the face of consumer
attitude changes, such as fairer markets, and short circuits, with the
approach of consumers and producers, without the intermediation and
dependence on programs and government policies (Ueno ez al., 2016).
In this sense, direct marketing presents itself as an alternative for the
distribution of agricultural products, through various channels, providing
an improvement in the local economy and generating a relationship of
trust between producer and consumer (Huygens ez 4/., 2010).

Local food systems, or short circuits, involving direct sales already
existed at the beginning of agriculture, where farmers sold their food to
consumers at the production site itself or made exchanges in nearby places.
After World War I, these direct sales systems began to disappear with the
emergence of mechanization, productive intensification, and the addition
of chemical products. From 1950, with the opening of the first self-service
stores (supermarkets), food began to be packaged, standardized, labeled,
and often processed. Thus, they were sold at low prices and bought from
farmers located in remote regions, changing the production methods and
sales channels (Kapala, 2022).

From 1990, in the face of questions related to food systems, the
reduction in prices of some products, and environmental problems, due to
the intensive mode of food production, some farmers opted for alternative
modes of production and marketing (Lamine ez al, 2012; Renting;
Marsden; Banks, 2003). Simultaneously, there was a behavioral change
in consumers regarding their eating habits, seeking healthier foods and
differentiated qualities (Abatekassa; Peterson, 2011; Ilbery; Maye, 2005).

Thus, Short Food Supply Chains (SFSC) emerged as opposed to the
standardized and industrial mode, as well as farmers who wish to meet the
demands of new consumption patterns, with the main objectives being
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cost reduction and value addition to the product (Belletti; Marescotti,
2020; Renting; Marsden; Banks, 2003).

SESC or short food chains consist of the approximation between
producer and consumer. This approximation can be understood through
the reduction of the physical distance between producers and consumers,
being geographically close; the reduction of the number of intermediaries
connecting producers and consumers; and the reduction of the cultural
and social distance between them. For example, even if consumers are
geographically distant from farmers, by viewing the labels and information
present on the products, they share the same values, associated with the
quality of the offered item, with the production methods, or with the
territory and people involved (Ilbery; Maye, 2005; Kneafsey ez al., 2013).
Thus, product differentiation is related to transparency in market relations,
where these quality definitions are transmitted among all involved parties
and communicated to the consumer, in a way that makes them aware of
paying the premium price (Renting; Marsden; Banks, 2003).

In Brazil, there is a highlight for rural producers located in the state
of Rio Grande do Sul, in its rural areas, there is an extensive diversity of
natural resources, landscapes, and the organization of productive structures
(Conterato; Strate, 2019). Of all rural establishments in the state, 80% are
family farmers (IBGE, 2017).

These farmers receive government incentives that seek to increase
the participation of farmers operating in direct sales, seeking an approach
with the consumer, and intending to add value to production (Schneider;
Buzatto, 2023). Thus, this chapter presents some marketing strategies used
by family farmers, located in the state of Rio Grande do Sul, who operate
in Short Food Supply Chains, with an emphasis on adding value to their
products and services.

It is important to emphasize that SESC contributes to achieving
some Sustainable Development Goals (SDGs), such as SDG 2, in helping
to end hunger and promote sustainable agriculture, by providing the sale
of safe, nutritious foods, with agricultural methods that help preserve
ecosystems (such as organic), from local production, contributing to the
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productivity and income of family farmers. In this way, it contributes
to SDG 10, regarding the reduction of inequalities, by including family
farmers in alternative markets. SESC also supports SDG 12, regarding
responsible consumption and production, by reducing food losses, as
some sales are direct and producers are located geographically close to
their consumers, avoiding possible losses during long journeys and in long
distribution chains. SDG 12 also affirms the implementation of tools that
develop sustainable tourism, by generating jobs and promoting culture,
based on local products. Thus, one of the marketing strategies of SESC
involves rural tourism, including multiple functions and services developed
by farmers, allowing the addition of value to local agricultural products,
and promoting local culture, in a way that generates jobs for farmers, their
families, and the community (United Nations Brazil, 2023).

DISTRIBUTION CHANNELS AND THE EMERGENCE OF SHORT FOOD SUPPLY CHAINS

There is a great variety of formats of market distribution channels,
depending on the number of participating agents involved and the
different roles that intermediaries play in the distribution of products or
services (Betancour ez al., 2016; Coughlan ez al., 2002). For Coughlan ez
al. (2002), Rosenbloom (2002), Stern, El-Ansary, and Coughlan (1996),
there are different definitions of distribution channels, but these authors
converge on the description as being groups of interdependent companies
responsible for making a product available on the market for use or
consumption.

This characteristic suggests that the distribution channel should
be seen in an inter-organizational way, that is, managed by more than
one company, which necessarily means that there is a direct relationship
between agents or external partners to the organization (Lin; Chen, 2008;
Rosenbloom, 2002).

According to Pigatto and Alcantara (2007), the most appropriate
channel structure for the organization will depend on the strategies adopted
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to better attract final customers in the target segments of each organization.
For this, the success of the channel strategy and the structure that supports
it is directly dependent on how people from various organizations relate
to each other in the performance of their activities (Rosenbloom, 2002).

The main members of the distribution channel are formed by
producers (farmers, processors, and manufacturers), intermediaries
(wholesalers, retailers, and specialists), and end users (business customers
or individual consumers). The relationship between these actors does not
occur in only one direction, but it is bidirectional, starting from the farmer
and reaching the final consumer, being able to travel this path directly,
or passing through several agents, and the choice will depend on the
company’s need in distribution (Deimiling ez al., 2015).

Regarding economic literature, direct sales to consumers are related
to the symbolic value of food products (local, conventional, etc.), including
the choice of where to buy, and, on the other hand, farmers choose the best
marketing channel (Corsi; Novelli; Pettenati, 2014).

The presence or absence of a particular member in the channel is
determined by its ability to perform the necessary flows and allow value
to be added to the end users (Coughlan ez 4/., 2002). Thus, the farmer
can define whether he has the necessary capabilities and if, by himself,
he performs all the channel flows, being an indispensable characteristic
to sell directly to the final consumer. Direct sales channels, in addition to
strengthening the relationship between producer and consumer, represent
extremely dynamic and diversified markets, not failing to reveal an intense
and complex distribution system.

Thus, before discussing SESC, it is necessary to contextualize and
understand their historical precepts. In the face of the green revolution,
there was an increase in food production and investments to improve
agricultural production. This modernization began in the 1960s, with
the emergence of the first pesticides used to combat unexpected problems
by farmers. Thus, the first insecticides appeared and, from the 1970s,
synthetic fungicides and herbicides were created. In the 1980s, the use
of early fertilization, the density, and higher quantity of seeding, among
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others. These products were created to maximize production and income
(Lamine et al., 2012).

While these technological change processes were taking place,
especially at the level of agriculture, there was also a transformation in the
food processing and distribution sectors. For example, the establishment
of industries, with intensive management strategies in harvesting, ultra-
processing, as well as standardization and mass delivery of products
(Lamine et al., 2012; Levidow; Sansolo; Schiavinatto, 2021).

In this type of agro-industrial system, the productive structure is
often directed towards a competitive advantage in distant and anonymous
markets. Many farmers who tried to follow this model could have easy
access to credit (by investing in technology and waiting for payments for
the harvest) but faced structural disadvantages by competing on the terms
stipulated in long chains, resulting in the loss of added value. This loss was
also related to profit margins directed to intermediaries. Some farmers,
realizing that they were in long-term debt, had to abandon agriculture
(Levidow; Sansolo; Schiavinatto, 2021).

Simultaneously, from 1990, there were some questions related to
food systems, such as while the prices of some products, such as cereals,
were decreasing, environmental problems were increasing (Lamine ez
al., 2012). Intensive food production can be related to changes in land
areas, such as loss of biodiversity, erosion, deforestation, pollution,
desertification, freshwater scarcity, among others (Maren, 2019). These
environmental factors, combined with the price decrease, where producers
were not receiving the desired profits, led some of them to change their
practices, with the main objectives being cost reduction and environmental
and ethical issues (Lamine ez /., 2012; Renting; Marsden; Banks, 2003).

The conventional forms of agriculture were increasingly limited for
farmers to remain in the field. Thus, new promising responses emerged
for them to increase their incomes, for example, the diversification of
new activities, through rural tourism, as well as the increase of the added
value of agricultural products, such as quality production and direct sales
(Renting; Marsden; Banks, 2003).
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These new forms of farmer operation allow understanding the
emergence of Alternative Food Networks (AFN) (Renting; Marsden;
Banks, 2003). Thus, AFN was developed as a different way of providing
and consuming food (Pinna, 2017). The potential of AFN is to promote
sustainable food systems, through ecologically healthy productive forms
and the reduction of physical and social distance between producers and
consumers, promoting positive socioeconomic results (Zollet; Maharjan,
2021). AFN is considered a cultural transition, involving scaling down,
shortening distances, commitment to local actors, and productive ways
organically and sustainably (Jarosz, 2008; Sellitto, Vial; Viegas, 2018).

For this reason, Chiffoleau and Dourian (2020) mention that SESC
is one of the many forms of AFN, where ethical, social, and environmental
values motivate producers to participate in alternative markets. Similarly,
other scholars characterize AFN and SFSC as presenting structures that
allow direct contact between producers and consumers (Zoll; Specht;
Siebert, 2021). However, there are conceptual differences between
AFN and SFSC. While AFN encompasses new emerging networks of
producers, consumers, or other actors adopting alternative ways in the
food supply chain, in opposition to the standardized and industrial
mode, SFSC encompasses producers and consumers. Producers, who in
addition to cultivating food in the field, process and distribute it directly
to consumption, demonstrate an interrelationship between producers and
consumers (Renting; Marsden; Banks, 2003). Thus, SESC seeks to redefine
the relationship between producer and consumer, by shortening the
distances between them, building value and meaning in this interaction,
so that the price of products relates to the criteria and constructions of this
model of supply and demand (Marsden; Banks; Bristow, 2000).

SHORT FOOD SUPPLY CHAINS

While the conventional food supply chain has as its main
characteristics an intensive production mode of standardized and ultra-
processed products, going through various levels of suppliers and,
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subsequently, intermediaries until the product reaches the consumer, SESC
involves an approach between producers and consumers, establishing
direct relationships between them (Chaffote; Chiffoleau, 2007; Maren,
2019), as exemplified in Figure 1.

Figure 1 — Conventional food supply chain versus SESC

st level 2nd level 3 1d level

Origin point customers customers or final
e | customers

Agriculture Transformation / Tradmg., — Final
production | Product processing gl COIﬂ-l'ﬂEFCl.al —.| Wholesalers |—P| Retailing ]—D
representatives

SFSC (in its general
representation)

Source: Adapted from Lambert, Cooper (2000), Belletti and Marescotti (2020).

It is important to emphasize that, in SFSCs, the form of connection
between producer and consumer is not related to the number of times the
product was intermediated, or the distance traveled to the final consumer,
but the fact of presenting a product with incorporated information. This
information can be communicated through packaging and/or information
expressed on the products, such as Geographical Indication seals, or even
through sales that present interactions between producer and consumer,
where the farmer himself communicates about his product. From these
communications, the consumer can often create connections and attribute
value to the product based on the production location and, potentially,
with the values of the people involved, such as the involvement of farmers,
their families, the promotion of local jobs, production methods, among
others (Abatekassa; Peterson, 2011; Marsden; Banks; Bristow, 2000).

Commonly, in the literature, three positions of SESCs are recognized,
with their respective market operation models (Ilbery; Maye, 2005;
Marsden; Banks; Bristow, 2000; Renting; Marsden; Banks, 2003):
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e Face-to-face, where consumers buy products directly from
producers, presenting personal interactions between agents and,
often, generating a relationship of trust, their models involve on-
farm sales, Pick-Your-Own, and farmers’ markets, among others.

*  Spatial proximity, where products, in addition to being produced
and resold in the specific production region (or local), consumers
are informed about the origin and nature of the product at
the point of sale. This category overlaps with face-to-face, by
including the same locations mentioned in the previous item. In
addition, it includes specialized retailers selling local products,
such as grocery stores, local shops, tourist companies dedicated
to retail, and sales to institutions, such as hotels, hospitals,
schools, and even supermarkets selling locally sourced food.

* Extended spatiality, where products are sold to consumers
located outside the local area (from where the products were
produced), but there is information on the product about the
production method, region, or producer. This model involves
products with certification labels or reputation effects, such as
fair trade, and Geographical Indication seals, among others.

Besides these categories, SFSCs can also be interpreted according
to three perspectives: reduction of physical distance between producers
and consumers (being identified through geographical or local proximity);
reduction of the number of intermediaries connecting producers and
consumers (where the number of intermediaries between producers and
consumers can be minimal, or ideally none); the increase of cultural and
social proximity between producers and consumers (products present
value information to the consumer, for example, by communicating on
the packaging the place and production methods, allowing the consumer,
even geographically distant, to associate the product with the place, space,
people, and their involved production methods) (Ilbery; Maye, 2005;
Kneafsey ez al., 2013).
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SFSCs AND ADDING VALUE TO PRODUCTS

According to Renting, Marsden, and Banks (2003), SFSCs are
also related to the definitions and conventions of quality. For example,
product differentiation is related to transparency in market relations,
where these quality definitions are transmitted among all involved parties
and communicated to the consumer, to make them aware of paying the
premium price (Renting; Marsden; Banks, 2003; Sacchi ez a/., 2018).

Thus, there are two categories of SESCs related to the quality
convention, presented by Renting, Marsden, and Banks (2003). The first
consists of the relationship between product quality attributes and the
place of origin, where the product was produced, or information about
the producer, and the second is about the production method, especially
organically.

Regarding the first category, the specific characteristics of the
production location involve natural factors, cultural factors, and
gastronomic traditions, among others. These are parameters that define the
product quality, often generating a typical result, unique in appearance or
taste, like those that express the artisanal nature of the production process,
the producer’s skills in knowing how to do it, carrying their cultural
heritage. Similarly, consumers attribute the quality of SESCs by accessing
a fair market, considering ethical and justice parameters, especially for
farmers.

The second category defines the quality of SFSCs by relating the
food production method and environmentally friendly production
methods, such as integrated production, organic production, genetically
modified organism-free foods, and lower use of chemical additives,
among others. There is a diversity of products that can present packaging
with information about natural aspects, as well as be based on romantic
images of agriculture, by communicating a valuation of multifunctional
agricultural forms, such as agritourism options that contribute to nature
by maintaining rural landscapes and animal welfare.
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According to Belletti and Marescotti (2020) and Renting, Marsden,
and Banks (2003), farmers engaged in SFSCs aim primarily to reduce costs
and add value to the product. The most appropriate distribution method
for each type of producer can change according to labor availability,
infrastructure, and the organization of the production system (Rocchi ez
al., 2020). For example, there are SESC models that present interactions
between farmers and consumers that include both face-to-face (producers’
store, Pick-Your-Own, multifunctional rural companies, etc.) and spatial
proximity (thematic routes, events, among others). Thus, through this
direct contact between them, the main potential value added to products
is related to providing more detailed information about production
methods, seasonality, food freshness, and territory, among others.
According to Pinna (2017), one of the factors that most generate trust in
the relationship between producer and consumer is the producer’s ability
to tell stories about the product and its origin, including the description
of their territory. The author states that this is one of the best ways for
consumers to evaluate food quality, which is strongly related to the local
and regional identity of a territory.

Multifunctional rural companies offering agritourism options,
besides offering fresh agricultural products, have other direct sales
opportunities that add value to the products, such as offering services
related to their agricultural products and territory, including tastings,
gastronomic routes, and providing labor experiences in their production
methods (Belletti; Marescotti, 2020).

According to Belletti and Marescotti (2020), transforming
distribution chains involving long and standardized systems into SESCs
leads to the elimination of various functions that were performed by actors
removed from these chains. These functions are taken over, at least in part,
by actors within the SFSC chains, namely, farmers and consumers. This is
the case, for example, with Pick-Your-Own, as shown in Figure 2.
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Figure 2 — Functions of producers and consumers in some SESC

a) Street markets, box schemes, home deliveries, and special events, among
other models that products are directed to customers. b) Pick-your-Own model
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Source: Authors adapted from Belletti and Marescotti (2020), Freepik (2023).

Commonly, in conventional chains or some SFSC chains like
farmers’ markets, box deliveries, and others, consumers do not play an
active role, as they only place their orders and receive them at home or sales
locations. In the case of some distribution forms through SESC, such as
Pick-Your-Own, consumers travel to the production site and take part in
one or more of the production processes, such as harvesting.

In this context, where consumers are part of the production process,
field labor activities create experiences for consumers, allowing farmers to
add value to products through various marketing opportunities.

CasEs oF Famiry FARMERS FROM Ri0 GRANDE DO SUL

The farmers who were part of this study are in different municipalities
in Rio Grande do Sul, as shown in Figure 3.
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Figure 3 — Location of the studied cases
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Source: Prepared by the authors, based on the research data (2024).

It is important to highlight that some municipalities like Bento
Gongalves and Caxias do Sul are part of the Serra Gaticha region,
characterized by grape cultivation and wine production. This territory,
being a mountainous region, provides enchanting landscapes that attract
tourists, fostering other economic activities in the cities and region, such
as the establishment of hotel networks, gastronomy, leisure options, and
events that express the local culture, like Italian immigration (Dinis ez al.,
2022; Fertenseifer, 2007; PPGQ, 2023).

Similarly, other cities like Nova Petrépolis, Picada Café, and
Estancia Velha, besides being located close to this region, are part of
the state’s Romantic Route. This Route is a tourist path formed by 14
municipalities, including Gramado and Canela, where tourists can drive,
appreciating nature along the roads lined with plane trees and highlighting
the cultural value related to the preservation of German culture inherited
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by immigrants. Thus, there are gardens, half-timbered houses’, traditional
German festivals, colonial fairs, typical bands, and other attractions (Rotas
e Roteiros, 2023). Therefore, the roads that are part of the Romantic
Route allow farmers to also benefit from the landscapes surrounding their
rural properties. Regarding the main products, only one case (B) does not

process its products, producing and marketing Fruits, Vegetables, and
Greens (FLV).

Concerning this research, it is important to note that, firstly, a key
agent from the Federation of Agricultural Workers in Rio Grande do Sul
(FETAG) was contacted and, subsequently, based on the contacts provided
by this agent, communication with family farmers was made through the
social network WhatsApp, informing them about the research objectives,
and as per the interest and availability of the farmers, a face-to-face visit was
scheduled. Thus, data were collected through semi-structured interviews
with open-ended questions and observation of the visited properties,
totaling responses from six family farmers.

Of the farmers who responded to the research, half are female (A, D,
F) and 67% of them (A, D, E, F) are between 40 and 45 years old, 33%
(B, C) are between 50 and 55. When asked about their level of education,
half responded that they studied up to high school (C, D, E), two up
to elementary school (A, B), and one has completed higher education in
viticulture (F). All respondents have a Declaration of Aptitude to Pronaf
(DAP) and are aware of the change from DAP to CAF (Family Agriculture
Registry). This result indicates that all surveyed farmers are informed about
the concept of Family Farming, as per Law No. 11.326, of 2006, and
the access to credit from the National Program for Strengthening Family

Agriculture (PRONAF).

Regarding property data, 50% (A, C, D) started their agribusiness
activities between 2010 and 2013, 33% (B, E) between 2000 and 2003,

3 'The houses feature a construction technique that uses articulated woods, fitted together in horizontal and
vertical positions, forming a structure that later has the spaces filled with other materials, which can vary
between stone, brick, wattle and daub, among others, leaving these woods visible on the fagades, providing
a contrast between colors and materials (Priberam Diciondrio, 2023; Wittmann, 2016).
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and 17% (F) were founded in 1970. Thus, most started their activities
from the 2000s onwards, as observed in Box 1.

Box 1 — Characterization of the properties

i Number
C L Year of Productive area S il of family
ase | product . revenue
P foundation (hectares) members
offered (thousands - R$) ot
A Tea 2013 Between 1 and 10 Not informed 3
Fruits,
B vegetables, 2003 Between 1 and 10 | Between 11 and 20 4
and greens
(FLV)
C Jam 2011 Between 1 and 10 Above 50 3
D Dairy 2010 Between 21 and 30 | Between 11 and 20 3
products
E Cookies 2000 Between 1 and 10 | Between 31 and 40 3
F Wine 1970 Between 1 and 10 | Between 21 and 30 3

Source: Prepared by the authors, based on the research results (2024).

Regarding the productive area, most (83%, A, B, C, E, F) have an
extension between 1 and 10 hectares, and 17% (D) between 21 and 30.
This result is not directly related to the revenue level of the properties,
as establishments that showed higher revenue, such as those above R$50
thousand (C) or between R$31 and R$40 thousand (E), have an area
between 1 and 10 hectares. According to one of the interviewees (D), the
family farmer does not need to buy extensive land areas but, as per his
statement, “make the most of what they have.” This yield, for the farmer,
is related to the strategy of differentiation and adding value to the product,
mentioning that consumers are willing to pay a higher price for a quality
product. Furthermore, the farmer mentioned that they do not only sell
products but also the story of their lives, the products, contributing to
the environment and consumers’ health. This result can be explained
by Bazzani and Canavari (2017), who cited that the cultural and social
approach promoted by SESCs is not only based on products recognized for
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their production location but also on consumers’ interest in the cultural
and symbolic value of the offered product.

All farmers receive labor contributions from three to four family
members, being family agriculture composed of husband, wife, children,
and/or in-laws. In two cases (A, B), the children are teenagers and, in
addition to their studies, play an active role in the family rural enterprises,
such as creating products, assisting in sales involving consumer interactions,
such as events and fairs, and changes in packaging. In one case (A), the
daughter implemented the idea of printing QR Codes on labels, allowing
consumers easy access to product and enterprise information, including
the family history and product catalog. Additionally, some children take
technology-oriented courses to expand sales through online resources. This
result indicates stimuli for income generation, increased autonomy, and
rural succession, as presented by Conterato and Strate (2019).

Regarding the marketing channels, it was identified that all use the
categories identified as face-to-face and/or spatial proximity, as observed
in Figure 4.

The main models used in the face-to-face category were sales on
the properties (83%, A, C, D, E, F), and fairs (50%, B, D, E). Sales
on the properties include those with stores (A, C, F), displaying both
products produced on the property and those from the local region.
Case E for example, sells sausages from the city and region of Bento
Gongalves, as well as using these products for consumers to taste with
wines, making various pairings. The farmer, when displaying his drinks,
maintains partnerships with other farmers in reselling regional products,
contributing to local development.
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Figure 4 — Marketing models used by farmers
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Source: Prepared by the authors, based on the research data (2024).

Regarding the marketing models in the spatial proximity category,
the main ones were participation in events (83%, A, C, D, E, F) and
institutional sales (50%, B, D, E). The events are trade fairs that include
family farming, such as Expodireto, Fenadoce, and Expointer. The latter,
most cited among the respondents, corresponds to a traditional agricultural
fair in the state of Rio Grande do Sul, starting in 1900 and, according to
one of the farmers (A), is the most anticipated event due to the number of
visitors and sales. Between 2022 and 2023, for example, there was a 6%
increase in the number of visitors and a 12% increase in business volume

(Rio Grande do Sul, 2023).

Although some farmers do not participate in free fairs (A, C, F),
they direct their efforts to participate in events like these to increase the
visibility of their brand, considering it a showcase for their products and
often aiming to foster business, seeking resellers from other states. As for
institutional sales, these include sales to schools (B, D, E), social assistance
institutions (E), and restaurants (B, E, F). In sales that include schools
and social assistance, farmers participate in the National School Feeding

Program (PNAE) and the Food Acquisition Program (PAA). Sales to schools
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caused some cases (D, E) to differentiate their products, as nutritionists
demanded products with lower sugar content, but without losing the
quality of aroma and flavor. These items also began to be marketed to
other consumers, especially those concerned about health.

Regarding ways to add value to products and services, it was
identified that all cases invested in product variety in each line, as observed
in Figure 5. For example, in case E there is the production of only one
product line, being wine, but there is a variety of them, such as fine wines,

smooth, red, and white.
Figure 5 — Ways to add value to the products and services offered
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Next, 67% (A, C, D, E) invested in new product lines, differentiation
(67%, A, C, D, E), packaging improvements (67%, A, D, E, F), and added
value with service offerings, the main ones being colonial café (50%, A,
D, E) and tasting of agricultural products (50%, A, C, F). Except for cases
B and F, besides the main products, there is the production and trade of
other product lines, such as jams, dried fruits, cookies (A), grape juices (C),
yogurts, kinds of butter, cheeses (D), and pasta, such as noodles and agnolini
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(E). The fact that farmers invest in new product lines is related to economies
of scope, which, according to Mendes (2004), is when the same industrial
plant produces several products simultaneously, or not, enabling advantages
related to the unit cost of the product through a combination of factors,
such as machinery usage, facilities, marketing, and administration. Thus, the
production of one or more (different) products comes from using the same
facilities and labor, reducing unit production costs.

In addition to reducing unit costs, farmers increased their
negotiation capacity by producing and offering other product lines,
meeting different consumer demands, to remain competitive in the
market. For example, case E bought a more modern machine for cookie
production and uses it, in different shifts, for pasta production, especially
agnolini. The same applies to case C, where the farmer identified losses
during juice production. Thus, he chose to expand his production to
jams to utilize the excess grapes. In this case, there was also an increase in
product variety, related to the marketing model. Through Pick-Your-Own,
by expanding their plantations to raspberries, strawberries, blueberries,
physalis, among others, the farmer uses these fruits to produce different
jam flavors, including combinations, such as red fruits and purple fruits.
These products are marketed as gourmet, with a higher price compared to
single-fruit jams.

Regarding product differentiation, some farmers offer foods with
organic certification, whole products, diet, gluten-free, and lactose-free
(A), lower sugar content (D, E), and free of sucrose and preservatives
(C). Thus, besides the products presenting traditional aspects in their
production, the differentiations are related to consumer health. Organic
foods, for example, when presenting certifications, are aligned with Scalco
(2019), explaining that products with seals differentiate from conventional
ones by following rules and norms determined by entities that regulate and
certify these products, ensuring that the manufacturing processes preserve
the health of consumers and workers.

In this context, it is important to note that, except for case B, all have
packaging, labels with the enterprise’s logo, and the Selo Sabor Gatcho
(Gatcho Flavor Seal). According to the Secretariat of Rural Development,
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Fisheries, and Cooperatives (2023) of the state of Rio Grande do Sul, this
Seal emerged due to the need to create a product origin designation, based
on the artisanal origin of family agroindustry, in compliance with sanitary,
environmental, and social responsibility requirements. Thus, according to
Abatekassa and Peterson (2011), origin and provenance information can
be communicated through packaging, and information on labels, such as
the use of seals. The Selo Sabor Gaticho allows farmers to add value to
their products by informing consumers of the origin, being in the state
of Rio Grande do Sul, artisanal production through agriculture involving
families in the field, and safe food for consumption, meeting sanitary and
environmental requirements.

Farmers also added value to products through packaging investments,
such as Drip Tea (A), enabling tea consumption anywhere and anytime
without losing product quality. In case D, the yogurt presentation
switched to a transparent pot, highlighting the fruit pieces, and the cheeses,
previously wrapped in plastic film, are now vacuum-sealed, contributing
to product quality, and maintaining the properties and flavor of the food.
There were changes in labels (E, F), where product names, shapes, and
colors of logos started representing the culture and descent of the family,
which is Italian. Thus, they included in their brand’s visual identity the
colors of the Italian flag.

Marketing models involving product displays, such as on-property
stores, fairs, social networks, local stores, and events, even if farmers
interact with consumers, invested in adding value to products, enabling
sales through appearance and other visual aspects, according to a farmer’s
statement: “first, you have to sell a product with your eyes. So, we also
sought to differentiate our packaging for people to see our product”
(Interviewee D).

Regarding ways to add value to services, all are related to
multifunctional rural enterprises, which, according to Belletti and
Marescotti (2020), besides offering fresh agricultural products, provide
services related to these products and the territory. Thus, most offer
services that add value to their products, such as colonial café (50% A, D,
E), guided tours, and tastings (50% A, C, F).
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The cases presented peculiarities in serving colonial cafés on

their properties, depending on the space, each adds value differently, as
represented in Figure 6.

Figure 6 — Colonial café served on rural properties, according to

local structure, allowing different experiences

Source: 8photo (2023) and Vecstock (2023).

In case A, the café can be served in an indoor area, made of wood,
near the fireplace and/or on an outdoor deck, overlooking the surrounding
landscapes. Thus, depending on the weather, the consumer can choose
between these two options. In case D, the space is an annex to the farmer’s
house, being a wooden kitchen, with a wood stove, wooden tables and
benches, and decorative items from the farm itself, such as kettles and iron
pots, presenting a more rustic characteristic. On property E, the products
are displayed on a long table in a covered area outside the agroindustry, with
pallet furniture, where the cushions are in Italian colors, and the farmers
approach the consumers to enjoy the nature of the place and appreciate
stories of generations and culture, through the offer of their products.

In all three cases (A, D, E), there is an offer of food that brings
cultural revival, with fresh products, such as dulce de leche, corn cake,
cream cookies, stuffed cucas, cheese bread, traditional sausage, among
others that indicate homemade food. This result aligns with Renting,
Marsden, and Banks (2003) by explaining that SFSCs are related to the
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quality convention, in which one of the categories is related to the quality
attributes of the product and the place of origin, indicating where the
product was produced, or information about the producer, involving
cultural aspects and gastronomic traditions. Thus, consumers can attribute
quality to the offered product and service based on the product quality,
relating it to the productive location and information about the producer,
encompassing cultural and traditional aspects.

The same cases that offer guided tours also provide tasting (A, C,
F). Case C, for example, has a partnership with tourism companies in
some tourist cities in the region, such as Canela and Gramado. These
companies organize groups of tourists who wish to visit the property, and
the starting point is hotels and/or other locations. The guided tour also
offers consumption experiences; in case F, consumers need to schedule the
visit in advance and are guided by the owner, an oenologist, who explains
and answers various questions about the product manufacturing. On
some occasions, she recommends consumers perform the sabrage!. The
visit includes viewing the barrels and the cellar where the wines are stored,
with low lighting, allowing for original photos, with the company logo in
evidence, and includes consumer participation in production processes,
such as assisting in label sticking,.

A few cases (equal to or below 33%, two) offer other services that
require infrastructure investments, such as accommodation and café, or
the disposition of time and/or hiring labor to carry out picnics and festive
attractions. Case C, for example, identified a labor problem by offering
picnic service, especially for serving people, and implemented a system
similar to that used in food courts of shopping centers. The consumer
goes to the place to place their order and is given a digital device, through
which the consumer is notified, employing vibration and lighting of the
device, that their order is ready. Thus, people move to the delivery point
and collect their purchase, with a basket of products, as shown in Figure 7.

4 Technique for opening sparkling wine bottles using a saber (a curved-blade sword), but the bottle can also
be opened with a sommelier’s sword or a spoon. In this way, by sliding the saber along the tip of the bottle’s
neck, at a 45° position, the cork is removed (Yanomany, 2023).
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Figure 7 — Picnic basket like what the surveyed farmers offer

Source: Vwalakte (2023).

Cases C and F offer consumers a picnic service, carried out under
the vines, with the provision of tables and red checkered tablecloths.
The location of the tables allows the appreciation of the nature view,
contemplating the surrounding landscape, with a nearby playground
option for children. In both cases, there are festive attractions, such as
the grape stomping festival, during harvest times, promoting unique
experiences for consumers.

Regarding accommodation, there is an offer between cases B and
C, but with different proposals. Case B offers lodging on-site, adapting
to the family residence, with the addition of rooms in its structure, for
tourist groups to stay and eat. Case C, on the other hand, built wooden
chalets, with fireplaces, bathtubs, and private open-air decks, and, because
the property is located on one of the region’s Germanic Paths, offers
accommodations with panoramic and scenic views. This accommodation
allows guests to walk through private gardens, and pick fruits directly from
the tree through the Pick-Your-Own system, among other attractions
provided by the farmers.
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FINAL CONSIDERATIONS

The SFSCs emerged as an alternative to the standardized and
industrial mode of the food system, leading farmers to seek alternative
marketing models. In parallel, due to new consumption patterns related
to ethical, cultural, and environmental values, farmers sought to meet this
new demand, with the main objectives of cost reduction and adding value
to the product.

Thus, through this chapter, some marketing strategies used by family
farmers in the state of Rio Grande do Sul, who operate in the Short Food
Supply Chain, adding value to their products and services, were exposed.

Adding value to products is related to marketing channels
that involve the display of offered items, such as events, and shops on
properties, among others. In parallel to the interaction between farmers
and consumers, products are sold through their visual aspects, such as the
presence of seals and certification, indicating differentiation, investments
in packaging, involving logo and label, and the diversity of the product
line, to meet different consumer preferences.

As for ways to add value to services, all are related to multifunctional
rural businesses, which, in addition to offering fresh agricultural products,
farmers offer services related to these products and the territory, such as
colonial café, guided tour, picnic, festive attraction, among others that
promote unique experiences for consumers, in contact with nature.

These ways of adding value to products and services, through
SESCs, contribute to income generation, improved living conditions for
farmers and their families, rural succession, due to autonomy, and local
and territorial development, by attracting tourists and assigning value to
origins and regional culture, as well as helping to maintain and preserve
landscapes and other natural resources in the regions where rural properties
are located.

197



Ana Elisa Bressan Smith Lourenzani, Angélica Gois Morales, Eduardo Guilherme Satolo,
Gessuir Pigatto, Fabio Mosso Moreira, and Luana Fernandes Melo (Org.)

REFERENCES

8PHOTO. Algumas sobremesas turcas com copos de chd e bule em uma mesa com a vila no
Sfundo, vista lateral. Freepik. 2023. 1 fotografia. Disponivel em: https://br.freepik.com/
fotos-gratis/algumas-sobremesas-turcas-com-copos-de-cha-e-bule-em-uma-mesa-com-a-
vila-no-fundo-vista-lateral_7757646.htm. Acesso em: 12 set. 2023.

ABATEKASSA, G.; PETERSON, H. Christopher. Market Access for Local Food
through the Conventional Food Supply Chain. International Food and Agribusiness
Management Review, Wageningen, v. 14, n. 1, p. 63-82, 2011.

ABOSAG, L; LEE, J. W. The formation of trust and commitment in business
relationships in the Middle East: Understanding Et-Moone relationships. International
Business Review, Oxford, v. 22, n. 3, p. 602-614, 2013.

BAZZANI, C.; CANAVARI, M. Is local a matter of food miles or food traditions?
Iralian Journal of Food Science, Pisa, v. 29, n. 3, p. 505-517, 2017.

BELLETTI, G.; MARESCOTTI, A. Short Food Supply Chain for promoting local
food on local markets. United Nations Ind. Develop. Organization, 2020. Disponivel
em: hteps://www.suster.org/wp-content/uploads/2020/06/SHORT-FOOD-SUPPLY-
CHAINS.pdf. Acesso em: 12 ago. 2024.

BETANCOUR, R.; CHOCARRO, R.; CORTINAS, M.; ELORZ, M.; MUGICA, J.
M. Channel choice in the 21st century: the hidden role of distribution services. Journal
of Interactive Marketing, New York, v. 33, n.1, p. 1-12, 2016.

BRAUDEL, E Civilizacido material, economia e capitalismo: século XV-XVIII: O jogo
das trocas. Sao Paulo: Martins Fontes, 1996.

CHAFFOTE, L.; CHIFFOLEAU, Y. Vente directe et circuits courts: évaluations,
definitions et typologie. Cahierde ['Observatoire, Montpellier, v. 1, n. 1, p. 1-8, 2007.

CHIFFOLEAU, Y.; DOURIAN, T. Sustainable Food Supply Chains: is shortening the
answer? A literature review for a research and innovation agenda. Sustainability, Basel, v.

12, n. 23, p. 9831, 2020.

CONTERATO, M. A.; STRATE, M. E D. Préticas de agroindustrializagio e
arranjos produtivos locais como estratégia de diversificar e fortalecer a agricultura
familiar no Rio Grande do Sul. Revista do Desenvolvimento Regional, Taquara, v. 24,
n. 1, p. 227-245, 2019.

CORSIL A.; NOVELLL S.; PETTENATI, G. Alternative Food Networks in
Piedmont: determinants of on-farm and off-farm direct sales by farmers. /n: ITALIAN
ASSOCIATION OF AGRICULTURAL AND APPLIED ECONOMICS, 3., 2014,
ltaly. Anais [...]. Alghero: AIEAA, 2014. p. 25-27.

198



Agribusiness, development and the 2030 agenda: interdisciplinary contributions

COUGHLAN, A. T., ANDERSON, E. STERN, L.W. E. L ANSARIA, 1. Canais de
Marketing e Distribui¢do. 6. ed. Porto Alegre: Bookman, 2002.

DEIMILING, M. F; BARRICHELLO, R; RICARDO, J. B., BIEGER, B. N ;
CASAROTTO FILHO, N. Agricultura familiar e as relages na comercializacio da
producio. Interciéncia, Catanduva, v. 40, n. 7, p. 440-447, 2015.

DINIS, L. T;; BERNARDO, S.; YANG, C.; FRAGA, H.; MALHEIRO, A.;
MOUTINHO-PEREIRA, J.; SANTOS, J. A. Mediterranean viticulture in contexto of
climate change. Ciéncia e Técnica Vitivinicola, Dois Portos, v. 37, n. 2, p. 139-158, 2022.

FREEPIK. Conceito de pessoas de estilo de vida verde. 2023. 1 ilustragao.
Disponivel em: https://br.freepik.com/vetores-gratis/conceito-de-pessoas-de-
estilo-de-vida-verde_6504159.htm#query=consumer%200{%20local%20
farmers&position=23&from_view=search&track=ai. Acesso em: 12 set. 2023.

HUYGENS, D; LIPS, D.; AERTS, S. Short chain food supply in Flanders (Belgium):
direct sales on farm made products. Bulletin of the University of Agricultural Sciences &
Veterinary Medicine Cluj-Napoca: Agriculture, Romania, v. 67, n. 1, p.154-160, 2010.

INSTITUTO BRASILEIRO DE GEOGRAFIA E ESTATISTICA (IBGE). Censo
Agropecudrio. Brasilia, DF: IBGE, 2017. Disponivel em: https://censoagro2017.ibge.
gov.br/. Acesso em: 13 set. 2023.

ILBERY, B.; MAYE, D. Food supply chains and sustainability: evidence from specialist
food producers in the Scottish/English borders. Land Use Policy, Oxford, n. 22, p.
331-344, 2005.

JAROSZ, L. The city in the country: Growing alternative food networks in
Metropolitan areas. Journal of rural studies, Loughborough, v. 24, n. 3, p. 231-244,
2008.

KAPALA, A. M. Legal instruments to support short food supply chains and local food
systems in France. Laws, Basel, v. 11, n. 2, p. 21-35, 2022.

KNEAFSEY, M.; VENN, L.; SCHMUTZ, U.; BALAZS, B.; TRENCHARD, L;
EYDEN-WOOD, T.; BOS, E.; SUTTON, G.; BLACKETT, M. Short Food Supply
Chains and Local Food Systems in the EU. A State of Play of their Socio-Economic
Characteristics. Scientific and Policy Reporss, Oxford, p. 1-128, 2013.

LAMBERT, D. M.; COOPER, M. C. Issues in supply chain management. ndustrial
marketing management, United States, v. 29, n. 1, p. 65-83, 2000.

LAMINE; C.; RENTING, H.; ROSSI, A.; WISKERKE, J.; BRUNORI, G. Agri-
Food systems and territorial development: innovations, new dynamics and changing
governance mechanisms. /z: DARNHOEFER, L.; GIBBON, D. DEDIEU, B. (ed.).
Farming Systems Research into t* 21" Century: The New Dynamic. Springer: Dordrecht,
2012. p. 229-256.

199



Ana Elisa Bressan Smith Lourenzani, Angélica Gois Morales, Eduardo Guilherme Satolo,
Gessuir Pigatto, Fabio Mosso Moreira, and Luana Fernandes Melo (Org.)

LEVIDOW, L.; SANSOLO, D.; SCHIAVINATTO, M. Agroecological innovation
constructing socionatural order for social transformation: two case studies in Brazil.
Tapuya: Latin American Science, Technology and Society, London, v. 4, n. 1, p.
1843318, 2021. DOI: https://doi.org/10.1080/25729861.2020.1843318. Disponivel
em: hteps://www.tandfonline.com/doi/full/10.1080/25729861.2020.1843318. Acesso
em: 12 ago. 2024.

LIN, J. S. C.; CHEN, C. R. Determinants of manufacturers’ selection of
distributors. Supply Chain Management. An International Journal, Bingley, v. 13, n.
5, p- 356-365, 2008.

MAREN, 1. E. Food systems for sustainable terrestrial ecosystems (SDG 15). Food
Ethics, Cham, v. 2, n. 1, p. 155-159, 2019.

MARSDEN, T; BANKS, J.; BRISTOW, G. Food Supply Chain Approaches: Exploring
their Role in Rural Development. Sociologia Ruralis, Chichester, v. 40, n. 4, p. 424-438,
2000.

McMILLAN, J. A reinvengio do bazar: uma histéria dos mercados. Rio de Janeiro: Jorge
Zahar, 2004.

MENDES, J. T. G. Economia: fundamentos e aplicacoes. 2. ed. Sao Paulo: Pearson
Prentice Hall, 2009.

MENDES, J. T. G.; PADILHA JUNIOR, ]. B. Agronegécio: uma abordagem

economica. Sao Paulo: Pearson Prentice Hall, 2007.

NACOES UNIDAS BRASIL. Sobre o nosso trabalbo para alcancar os Objetivos de
Desenvolvimento Sustentdvel no Brasil. ONU, 2023. Disponivel em: https://brasil.
un.org/pt-br/sdgs. Acesso em: 12 out. 2023.

PIGATTO, G; ALCANTARA, R.L.C. Relacionamento colaborativo no canal de
distribuido: uma matriz para andlise. Gestdo & Produgdo, Sio Catlos, v. 14, n. 1, p.
155-167, 2007.

PINNA, S. Alternative farming and collective goals: towards a powerful relationships for
future food policies. Land Use Policy, Oxford, v. 61, p. 339-352, 2017. DOI: https://
doi.org/10.1016/j.landusepol.2016.11.034. Disponivel em: https://www.sciencedirect.
com/science/article/pii/S02648377163029762via%3Dihub. Acesso em: 12 set. 2023.

PROGRAMA DE POS-GRADUACAO EM QUIMICA (PPGQ). Informagées

e curiosidades sobre Bento Gongalves e a Serra Gaiicha. Santa Maria: PPGQ, 2023.
Disponivel em: https://www.ufsm.br/cursos/pos-graduacao/santa-maria/ppgq/
informacoes-e-curiosidades-sobre-bento-goncalves-e-a-serra-gaucha. Acesso em: 12
set. 2023.

PRIBERAM DICIONARIO. Unstructured data + Al = Knowledge. Lisboa:
Priberam, 2023.

200



Agribusiness, development and the 2030 agenda: interdisciplinary contributions

RENTING, H.; MARSDEN, T. K.; BANKS, J. Understanding alternative food
networks: exploring the role of short food supply chains in rural development.
Environment and Planning A: Economy and Space, Thousand Oaks, v. 35, n. 3, p.
393-411, 2003. DOI: https://doi.org/10.1068/a3510. Disponivel em: https://journals.
sagepub.com/doi/10.1068/a3510. Acesso em: 12 set. 2023.

RIO GRANDE DO SUL. Uma histéria de sucesso. Expointer, 2023. Disponivel em:
hteps://www.expointer.rs.gov.br/historia. Acesso em: 12 set. 2023.

ROSENBLOOM, B. Canais de marketing: uma visio gerencial. Sao Paulo: Atlas, 2002.
ROTAS E ROTEIROS. Rota Roméntica. Rotaseroteiros, 2023. Disponivel em: https://

rotaseroteiros.com.br/rota-romantica/. Acesso em: 12 set. 2023.

SACCHI, G.; CEI, L.; STEFANI, G.; LOMBARDI, G.; ROCCHI, B.; BELLETTI,
G. er al. A multi-actor literature review on alternative and sustainable food systems for
the promotion of cereal biodiversity. Agriculture, Basel, v. 8, n. 11, p. 173, 2018.

SCALCO, A. R. Certificagdes socioambientais em sistemas agroalimentares:
convergéncias e divergéncias de atributos. Sistemas & Gestio, Niterdi, v. 14, n. 2, p. 177-
187, 2019. DOL: https://doi.org/10.20985/1980-5160.2019.v14n2.1523. Disponivel
em: hteps://www.revistasg.ufl.br/sg/article/view/1523. Acesso em: 12 set. 2023.

SCHNEIDER, T.; BUZATTO, M. Emater/RS-Ascar divulga atualizacio da estimativa
da Safra de Verdo 2022/23. Porto Alegre: Secretaria da Agricultura, Pecudria, Produgao
Sustentdvel e Irrigacao, 2023. Disponivel em: https://www.agricultura.rs.gov.br/

emater-rs-ascar-divulga-atualizacao-da-estimativa-da-safra-de-verao-2022-23. Acesso
em: 12 set. 2023.

SELLITTO, M.A,; VIAL, L.A.M.; VIEGAS, C.V. Ciritical success factors in Short Food
Supply Chains: case studies with milk and dairy producers from Italy and Brazil. Journal

of Cleaner Production, Oxford, v. 170, n. 1, p. 1361-1368, 2018.

STERN, L.; EL-ANSARY, A. L.; COUGHLAN, A. Marketing channels. 5. ed. Sio
Paulo: Pearson Prentice Hall. 1996.

UENO, V. A;; NEVES. M.C.; QUEIROGA, J. L.; RAMOS FILHO, L. O;
OLIVEIRA, L. P. Estratégias de comercializagio da agricultura familiar: estudos de caso
em assentamentos rurais do estado de Sao Paulo. Zn: SIMPOSIO SOBRE REFORMA
AGRARIA E QUESTC)ES RURALIS, 6., 2016, Brasil. Anais [...]. Araraquara: Uniara,
2016. p. 1.

VECSTOCK. Fogdo de tijolos riisticos assa jantar de péo caseiro gerado por IA. Freepik.
2023. 1 fotografia. Disponivel em: https://br.freepik.com/fotos-gratis/fogao-de-
tijolos-rusticos-assa-jantar-de-pao-caseiro-gerado-por-ia_41595708.htm. Acesso em:
12 set. 2023.

201



Ana Elisa Bressan Smith Lourenzani, Angélica Gois Morales, Eduardo Guilherme Satolo,
Gessuir Pigatto, Fabio Mosso Moreira, and Luana Fernandes Melo (Org.)

VWALAKTE. Vista do piquenique nas montanhas alpinas francesas com lago. Freepil.
2023. 1 fotografia. Disponivel em: https://br.freepik.com/fotos-gratis/vista-do-
piquenique-nas-montanhas-alpinas-francesas-com-lago_10585933.htm. Acesso em: 12
set. 2023.

WITTMANN, A. Fachwerk, a técnica construtiva enxaimel. Vitruvius: projetos, 2016.

YANOMANY, T. Sabrage para abrir espumantes e champagnes com a faca e colheres. Club
Del Vino, 2023. Disponivel em: https://www.club-del-vino.com/br/sabrage-espumante-
champagne/. Acesso em: 12 set. 2023.

ZOLL, E; SPECHT, K.; SIEBERT, R. Alternative= transformative? Investigating
drivers of transformation in alternative food networks in Germany. Sociologia Ruralis,
Chichester, v. 61, n. 3, p. 638-659, 2021.

ZOLLET, S.; MAHARJAN, K. L. Resisting the vineyard invasion: Anti-pesticide
movements as a vehicle for territorial food democracy and just sustainability transitions.
Journal of Rural Studies, Oxford, v. 86, n. 1, p. 318-329, 2021.

202



