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MOST RELEVANT TOPICS

crops, development,

innovation,

fertilizers,
research, product, bio-stimulants,
production specialty,

vegetable, nutrition
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HIGHLIGHTED BEST PRACTICES

Meant for knowledge sharing, support and content generation
by users

Programs aimed at deepening concepts and sharing expertise, backed by
brands and experts. Some are complemented by offline events.

Educational games oriented to youngsters to promote sustainability in crops.

Most reputable companies in the market use Social Media strategies,
especially Facebook, Twitter and Youtube channels.

Spaces of co-creation, sectoral or thematic information.

Added value for final user: use of products, best agricultural practices...

Use of media and differential media

Sustainability programs
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