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Which Key Activities do
partners perform?

1. Key partners: 2 Local
representatives: 1
forester and 1 agronomist
| prefecture of Greece,
hired in annual basis, 1
Academic (counseling,
Information)

2. Key suppliers: (a) 1
“conventional” agronomic
firm per prefecture
providing durables and
consumables for
agronomic use (e.qg.
organic inputs), (b)
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4. Key activities
(partners):

Key Resources
What Key Resources
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1. Key activities: 3
customer segments (1.
farmers, 2. stock
breeders, 3. Forest
Logging Cooperatives
(FLCs) — for farmers:
proposals/installation for
the best crop or orchard
in terms of both economic
return (ER) and
ecological integrity (El),
for stock breeders:
proposals for the best
stocking rate for optimum
ER/EI, for FLCs,
proposals for the best
management practices
ng, 1 Lnanlng etc.) to
' -.-._,.-\. ;.. ER/EI
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2. Dlstrlbute
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4. Revenue streams:

offering to each Customer
Segment?

Which customer needs
are we satisfying?

1. Values: (i) extensified
production, (i) green
production, (iil) a
sequence of harvests, (iv)
additional income, (v)
entrepreneurship, (vi)
bringing EU provisions to
the farm

2. Solved problems: (i)
Increasing income, (ii) e dry
more-"relaxed” income, 5
¥t , wu -0V
(i) better exploitation of =~ oo
aquifers, (iv) lower . ° W%
agrochemical input
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4. Customer needs
satisfied:

2. Important customers:
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Revenue Streams

farmers, stock breeders, |
FLCs (i.e. making
business in the niche
market of those who are
professionally involved
with land primary
production)

2. Established:

3. Integration: Through
establishing such o
relations information will
flow from all levels of :
organization. AgroFor ©
IS a knowledge-based
and knowledge-adapted
organization. Customers
will be benefited from
| ~r_eal-time iInformation (e.g.
.. EU subsidies, alternative
'GUItivations, green

‘_ﬂ easures, etc.), thus
¥inhancing their
entrepreneurshlp while
the brand value of
AgroFor © will be further
appreciated
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~or what value are our customers
Really willing to pay?
~or what do they currently pay?

contribute to overall revenues?

ow are they currently paying?
ow would they prefer to pay?
ow much does each Revenue Stream

do our Value Propositions require?

1. Key resources: AgroFor © headquarters:
Larissa. Regional Offices: Larissa, Kavala,
i -Thessalonlkl loannina, Pyrggs Sparti,
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Brand eqmty WEE establlshed well-named,
environmental compa’tllple (green)
agroforestry services aIJ over Greece
(AgroFor ©) '

What are the most important costs

1. Value to pay:
Cost Structure

Inherent in our business model? ]
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3. Expensive key actlvwl.
customer relationship, 'b)
outsourcing, d) building
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