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needs, presents variations to the traditional CSA 

model, and discusses the future of CSA in the 

United States.

CSA is, at its core, a system for building a 

network of support around a farm business. 

Generally, before the growing season, customers 

buy a membership or share in a farm operation by 

sponsoring the farm costs that year. As a return 

for their money, they then receive pr     oducts 

regularly during the growing season: traditionally, 

a box full of vegetables per week. If the farm, for 

Since its introduction to the United States, Community Supported Agriculture (CSA) has been a model 

for connecting people with where their food comes from. By encouraging customers to become share-

holders in the farm business, CSA gives farmers a chance to spread both the risks and the rewards of 

farming across a larger community. This publication provides a foundation and tools for farmers looking 

to begin a CSA operation. It also explores many variations to the traditional model that have developed 

over the last generation and looks into what the future might hold for CSA.

Why CSA?

A full share box from Full Belly Farm CSA, California. Photo: Rex Dufour, NCAT

The 2006 version of ATTRA’s Community Supported Agriculture, by Katherine Adam, focused on shar-

ing pertinent research data with farmers. This updated version focuses on why community supported 

agriculture can help farm businesses and how a farm can integrate community supported agriculture 

into its business model.

F
or many farmers, their products are about 
more than just selling a commodity. Th ey 
grow food to share with their families, to 

feed their towns, and to help the people around 
them. And, they strive to do this while running 
a profi table farm business. Th is publication pres-
ents Community Supported Agriculture (CSA): 
a farm business model that seeks to help farmers 
feed their communities while remaining in the 
black. Th is publication explores the origin of the 
CSA idea and explains how to start a CSA opera-
tion, reviews diff erent structures and marketing 
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environmental. Economically, CSAs balance out 

the farmers’ fi scal year, making more capital avail-
able at the beginning of the growing season, when 

it is most necessary. Socially, CSAs build connec-
tions between farms and their communities, thus 
ensuring that more people have stake in the farm’s 
success. Environmentally, the economic support 

allows the farmer to plan better and therefore 

gives her fl exibility to manage the soil better. Th e 
CSA market model also pushes farmers to focus 

on crop diversifi cation, which reduces the impact 
from pests and diseases.

Most sources say that CSAs in the United States 

began in 1986 when two farms in New England 

off ered shares in their season’s harvest: Indian Line 

Farm in Massachusetts and Temple Wilton Com-

munity Farm in New Hampshire. Th e idea was 

not new. Farmers in Europe and Japan had been 

operating CSAs for at least two decades, and one 

of the founders of Temple Wilton Community 

Farm had been part of a CSA operation himself in 

Germany (Josephine Porter Institute, 2016). Before 

1986, it is possible that many farmers had adopted 

the similar “Clientele Membership Club” model 

designed by Dr. Booker T. Whatley, a Tuskegee 

University professor and sustainable agriculture 

advocate. Whatley’s goal was to give black Ameri-

cans on small farms a competitive edge over large, 

industrialized farms (Bowens, 2015; Mother Earth 

News editors, 1982). Asking for a membership fee 

and building a captive customer base (the principle 

any reason, should face a bad year and production 

drops, the members share in that risk. Th e CSA 

model, put simply, is a community supporting 

its local farm operation and sharing in both the 

risks and the rewards.

For farmers, this means a distribution of potential 

risk. If a major drought should hit the area, all 

the members of the CSA share in the impact of 

a reduced harvest. It also provides the farmer a 

more guaranteed income, which can come before 

the growing season. Th is helps reduce a farmer’s 

need to take on debt. Farmers running a CSA still 

need to spend time marketing their CSA, plus 

recruiting and maintaining their member lists. 

Although it can be an attractive idea, running 

a CSA operation can be extremely diffi  cult for 

beginning farmers who need to balance produc-

tion of a large variety of crops with the manage-

ment of a customer base.

For customers, CSA provides a direct connec-

tion to their food system. Th ey are in regular 

communication with their farmer. Th ey can eat 

with the change of seasons. Often, CSAs are cost-

eff ective for a customer, especially for high-end, 

organic produce. Additionally, many studies sug-

gest being a CSA member/shareholder improves 

health through increased vegetable consumption 

(Hanson et al., 2017).

A properly run CSA supports small-farm sustain-

ability. As a sustainable operation, a CSA provides 

benefi ts in three categories: economic, social, and 
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Two Defi nitions of CSA

“In basic terms, CSA consists of a community of individuals who pledge support to a farm operation so that the farmland 
becomes, either legally or spiritually, the community’s farm, with the growers and consumers providing mutual support and 
sharing the  risks and benefi ts of food production. Members or shareholders of the farm or garden pledge in advance to 
cover the anticipated costs of the farm operation and farmer’s salary. In return, they receive shares in the farm’s bounty 
throughout the growing season, as well as satisfaction gained from reconnecting to the land. Members also share in risks, 
including poor harvest due to unfavorable weather or pests.”  —Suzanne DeMuth, Community Supported Agriculture (CSA): An 
Annotated Bibliography and Resource Guide (1993)

“Community Supported Agriculture is a connection between a nearby farmer and the people who eat the food that the farmer 
produces. Robyn Van En summed it up as ‘food producers + food consumers + annual commitment to one another = CSA 
and untold possibilities.’”  — Elizabeth Henderson with Robyn Van En, Sharing the Harvest (1999)

Understanding the Terms

The language around CSAs has gotten a little muddled over the years. Technically, the letters C, S, and A stand for Commu-
nity Supported Agriculture, referring to the theory of farmers and their communities working together. However, over time, 
the letters have also come to mean the CSA operation itself. For example, a farmer might say: “I’ve added a CSA to my farm 
business this year.” Because of this, it is common to see the plural term “CSAs.” For example: “Many farmers are bringing their 
CSAs to New York City.”

https://attra.ncat.org
https://attra.ncat.org/attra-pub-summaries/?pub=391
https://attra.ncat.org/attra-pub-summaries/?pub=263
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https://attra.ncat.org/attra-pub-summaries/?pub=378
http://attra.ncat.org/attra-pub-summaries/?pub=277
https://attra.ncat.org/attra-pub-summaries/?pub=607
https://attra.ncat.org/product/planning-for-profit-in-sustainable-farming/
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Program Workbook is not a replacement for a good 
lawyer, but it does provide a helpful framework 
for a future conversation with one (Armstrong 
et al., 2016).

Farmers also need to understand their fi nances 
before beginning a CSA plan. One of the 
earliest CSA models in the United States, Temple
Wilton Community Farm, asks the farm 
manager to make a presentation to all of the 
CSA members and to lay out the annual farm 
budget. Members are therefore able to see exactly 
what the farm manager expects in costs: mate-
rials, seeds, labor, etc. (Galt, 2013). Most CSAs 
are not this transparent, but farmers still need to 
be clear about costs for themselves before setting 
the annual price per share. ATTRA has many 
business planning resources at https://attra.ncat.
org/marketing.html.

After determining a budget, farmers need to 
decide how members will pick up their shares. If 
the pick-up site is on-farm, will there be enough 
parking for everyone? Is the farm safe enough or 
clean enough to have CSA members wandering 
around the gardens or fi elds? Does the farmer 
have enough liability insurance? Do zoning laws 
allow this activity? If the pick-up site is off -farm, 
the farmer will need to answer even more ques-
tions based on the location. For example, does 
the site have refrigeration to keep the boxes of 
product fresh? Is it in the shade? Alternatively, 
will the farmer circumvent pick-ups entirely and 
off er delivery of shares?

behind CSA) does just that. It is diffi  cult to fi nd 
data, however, on how widespread the adoption of 
Clientele Membership Clubs was.

Common to all CSA models is a core philosophy: 
local farms need community support to thrive. 
Th is philosophy relies not only on community 
money, but also on community contact. Th e CSA 
model is a direct-to-consumer model. In most 
modern agriculture markets, the customer and 
the farmer are in opposition: the customer tries 
to get the lowest price and the farmer tries to get 
the highest. With the CSA model, the customer 
and the farmer work through cooperation and 
agree on the prices beforehand.

Many CSA farmers don’t see CSA as a philosophy 
as much as a sophisticated marketing model and 
cash-fl ow-control instrument. It’s a way to have 
a contract with a diversity of buyers, a way to get 
up-front cash, and a way to capture a client base.

Philosophy, marketing model, or both, CSAs are 
becoming more and more popular. Th e United 
States Department of Agriculture (USDA) 
reported that 12,617 farms sold product through 
a CSA in 2012 (USDA, 2016), a greater than 
twelve-fold increase since this publication was fi rst 
published in 2006. At the time of this publish-
ing, the 2017 Ag Census data had been released, 
but the USDA had not yet released data on the 
number of CSAs. It is likely that the number of 
CSAs in the country is currently even higher.

Before Starting a CSA
Traditionally, CSAs have been vegetable opera-
tions. Shareholders pay to become members, usu-
ally in the realm of a hundred dollars per month 
for the length of a season. Typically, once per week 
during the growing season, members come pick 
up their share on the farm or at a designated pick-
up point. Th e growing season varies in length, 
based on location. A six-to-seven-month CSA in 
New England is able to run that long by using 
season-extension techniques. In California, a CSA 
can easily run year-round. 

Before starting a CSA, farmers need to have an 
understanding of their farm’s business structure. 
ATTRA has many publications that can help with 
this, starting with Evaluating a Farming Enter-
prise. Also, Farm Commons (www.farmcom-
mons.org), an online source for free legal advice 
for farmers, has resources for building a legally 
sound CSA. Its Building a Legally Resilient CSA 

C
ommon 

to all CSA 

models is 

a core philosophy: 

local farms need 

community support 

to thrive.

Packing the shares can be a multi-person, assembly-line operation. Full Belly CSA 

in California has its bulk crates brought straight to a rolling table and six or more 

people pack the boxes. Photo: Rex Dufour, NCAT

http://attra.ncat.org/attra-pub-summaries/?pub=277
http://attra.ncat.org/attra-pub-summaries/?pub=277
www.farmcommons.org
www.farmcommons.org
https://farmcommons.org/resources/building-legally-resilient-csa-program-workbook
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https://attra.ncat.org/marketing
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the amount of product moving through while also 

keeping it safe for consumption. More informa-

tion can be found in the ATTRA resources on 

Food Safety at https://attra.ncat.org/food_safety 

or in the ATTRA Produce Safety tutorial.

Structuring the Share
Because CSA is inherently a connection between 

a farm and the community around that farm, 

every CSA operation structures itself diff erently. 

CSA farmers need to decide how long their 

growing seasons will be, what a share will look 

like throughout the year, and what fl exibility 

members will have in a share.

Traditionally, CSAs off er summer and fall shares 

and provide members with boxes of vegetables 

harvested directly from the fi eld on a weekly 

basis. But if a farm is looking to expand into 

more seasons, perhaps it should consider stor-

ing root vegetables and off ering an extra winter 

share for its customers.

Farmers need to be clear about what comes in the 

share. If a share is a box of vegetables, how big 

is the box? What are the vegetables? How often 

will a share arrive? What will it cost? Th e answers 

to these questions depend on the farmer’s fi nan-

cial picture and on the crop plan for the season. 

Th ey also can be infl uenced by what other local 

farmers are doing.

Postharvest Handling of Fruits 
and Vegetables
A large CSA operation can move enough food 
in a single afternoon to feed hundreds, if not 
thousands, of families. When that much produce 
is moving around, farmers must focus on food 
safety. As produce comes out of the fi elds, it needs 
cooling, washing, and storage to stay fresh for the 
pick-up day. Before starting a CSA, a farmer needs 
to ask if the farm operation can adequately handle 

CSA: Planning for Profi t

Farming, including vegetable production (most CSA farms focus on vegetables), is a highly complex, fi nancially risky career, 

demanding great creativity and professionalism. Starting a CSA is not the wisest choice for the beginning farmer. The operation, 

from the very start, will face the dual challenges of production and post-harvest techniques, while simultaneously managing 

the needs of the customer base. 

Many farmers feel that one of the chief advantages of a CSA is a ready supply of up-front cash at the beginning of the season, 

but it is an advantage that only comes as a result of lots of hard work and planning.

To start a new CSA, a farmer needs to have a very clear idea of the costs of production on the farm. This means a full farm 

budget, including the obvious costs: seeds, materials, equipment, etc. It also includes the less-commonly-budgeted labor 

costs, depreciation costs, insurances, retirement costs, and health insurance costs. The farmer then works backward to fi gure 

out how many shares it will take—and at what price—to meet those costs.

In terms of the up-front capital that running a CSA provides, acquiring a Farm Service Agency or operating loan can also be 

a source of cash. Over the course of a season, the interest rates, and therefore the costs of that money, could potentially be 

quite low. If a farm already has a dedicated market (and that market has a low cost of entry), then such a loan could be much 

simpler for a farmer than producing crops, managing a CSA, and building a community.

Finally, there are no simple answers in creating a sustainable farm business. More and more, CSA operations make up just a 

part of a farm’s fi nancial profi le. A single farm might run a CSA, sell at a farmers market or two, and also sell to local restau-

rants and food hubs. For more information about successfully running a farm business, see the ATTRA publication Planning 

for Profi t in Sustainable Farming.

Full shares from Fully Belly CSA packed in waxed boxes and ready for distribution. 

Photo: Rex Dufour, NCAT

https://attra.ncat.org/food_safety
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Pricing the Share 
For many potential CSA members, dropping 

hundreds of dollars at the beginning of the sea-

son may be too much of a commitment. As an 

option, many CSAs off er half-shares. For half the 

cost of a full share, either members get a smaller 

amount of product or they only pick up their 

product every other week. So, if a 20-week share 

costs $400 and provides a box of vegetables once 

per week, a half-share could be $200 (or more) 

for either half a box of vegetables every week or 

a full box every other week. 

Traditionally, farmers choose what goes in the 
CSA share based on the harvest, but many 
CSAs now off er their members choice about the 
contents of their boxes each week. Th is freedom 
to choose can be restricted or open (see inset). 
When the farmer off ers choice to CSA members, 
the CSA experience feels more like shopping, it 
is a little less foreign to new members, and it lets 
members only take the product they know they 
will eat. Many CSA-management software pro-
grams off er customers choices before they even get 
to the pick-up location. See the section Software 
for Managing a CSA on page 10.

Choice in a CSA Share

Whether or not to off er members choice in 

their CSA shares can be a tricky question. On 

one hand, providing members the ability to 

choose what products they get in their box 

can help them feel fulfi lled with their pur-

chase—and thus be more likely to remain a 

member year after year. On the other hand, 

giving members choices could mean that no 

one chooses any of the tatsoi that the farmer 

experimented with this year.

Here are two examples of market-style 

CSA shares:

Picadilly Farm, New Hampshire

Picadilly Farm has a CSA “shop” on the farm, 

and local members can visit Tuesdays, Thurs-

days, and Saturdays. The farmers stock the 

shop with fresh produce and the members 

choose eight or nine items from what is 

available. While on site, members can 

also visit a small Pick-Your-Own garden. 

Non-local members receive a traditional 

CSA bushel box. For more information, visit 

www.picadillyfarm.com.

Potomac Vegetable Farms, Virginia

The Newcomb family has been farming 

for more than 50 years and has run a CSA 

since 2000. In addition to pre-boxed shares, 

Potomac Vegetable Farms has a unique 

“market-style” pickup. Every shareholder 

comes in each week with a certain number 

of points based on their share size. Members 

spend these points on the produce options 

at the market. If Potomac Vegetable has a 

bumper crop of zucchini, for example, they 

can lower the point-per-unit cost to encour-

age the members to take some home. They 

essentially create their own currency. Learn 

more at www.potomacvegetablefarms.com.

Picadilly Farm, in Winchester, New Hampshire, sets out harvest crates and lets 

customers select products, within certain guidelines. Photo: Andy Pressman, NCAT

Potomac Vegetable Farms, outside of Washington, DC, allows shareholders to 

“shop” for their produce. Photo: Hana Newcomb, Potomac Vegetable Farms

https://www.picadillyfarm.com
http://www.potomacvegetablefarms.com
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Share Add-Ons
Off ering add-ons is another common way to 
diversify the regular share that members receive. 
Because the members are already a captive audi-
ence, very little marketing is required for new 
products. For example, a vegetable CSA can add 
a dozen eggs per week for a few extra dollars. 
Flowers are also a common add-on to a share. 

Other CSA Structures
Other broad ways to structure shares include:

• Pledge-based shares: At the beginning of the 
season, all members gather and pledge what 
they can toward the farm’s operating cost. If 
the full cost is not met, then the expectation 
on the farmer is reduced or more pledges 
are made.

• Sliding shares and subsidized shares: Th e cost 
per share varies based on member income. 
Wealthier members pay more per share, 
allowing lower-income members to still buy 
into the CSA. Th is also functions with exter-
nal subsidies: for example, CSAs subsidized 
by health-conscious workplaces or CSAs sub-
sidized by health-research non-profi ts. 

• SNAP: CSAs can take payments from the 
Supplemental Nutrition Assistance Pro-
gram (SNAP) / Electronic Benefi ts Trans-
fer (EBT). SNAP, formerly known as food 
stamps, is a federal program that assists low-
income individuals and families in buying 
food staples. Accepting SNAP benefi ts on-
farm requires authorization by the USDA 
Food and Nutrition Service (http://www.
fns.usda.gov/snap/) and getting a machine 
that can process EBT cards (USDA, 2015). 
EBT is the technology that processes SNAP 
benefi ts. In addition, many states now off er 
incentive programs in which vegetable pur-
chases are matched 1-to-1, which can eff ec-
tively lower the cost of a share for someone 
with SNAP benefi ts by 50%. Th e farmer 
receives the other 50% from subsidizing 
agencies or organizations. Th is is similar 
to “Cost Off set CSAs” discussed below. 

For more information about how a CSA 
operation can accept SNAP benefi ts, see the 
ATTRA tip sheet Outreach Tips for Farm-
ers that Accept SNAP for CSAs. Also listen 
to the ATTRA Voices from the Field pod-
cast with Glacier Tilth Farm and the Food 
Access Coordinator from Community Food 

Th e half-cost share is just the tip of the share ice-
berg. Some farms off er micro-shares designed for 
a single person and others off er large family shares 
designed for fi ve or more people. Th ere are even 
workplace snack shares with only vegetables and 
fruits that do not need to be cooked.

Other CSAs off er a pay-as-you-go model to reduce 
the feeling of commitment. J&P Organics Farm 
in Salinas, California, off ers a year-round pay-
as-you-go CSA for about $25 per box. Th ere is 
no membership and no commitment. Customers 
put in an order and receive a box of vegetables 
delivered to their doorstep once per week. A large 
enough pool of frequent subscribers (who place 
weekly orders) supplement the infrequent sub-
scribers (who order less than one box per month) 
(Freedman and King, 2016).

Some CSAs ask for only half the money down 
before the season and the other half partway 
through. Others ask for monthly payments.

No matter how a farmer decides to charge the cus-
tomer, the farmer needs to have an understanding 
beforehand of the entire season’s costs of produc-
tion. Th at way, the farmer can spread those costs 
over the number of shareholders and months to 
fi gure the price per share accurately. Once that 
price is set, there is no raising it halfway through 
the season to try to raise a little more revenue.

Building Community through Pricing

Depending on your farm needs and your own personal farm goals, there 

are powerful methods to build community around your farm through 

the actual pricing of your shares. 

For example, the Temple-Wilton Community Farm brings all shareholders 

into one room, shows the farm budget, and then asks for fi nancial pledges. 

This model encourages shareholders to pay what they can. People with 

more means end up paying more for their share than people with less 

means, but everyone has the same access to farm product (Prial, 2018).

Elizabeth Henderson’s Peacework Farm (which evolved from Indian Line 

Farm) also shared the farm budget and set the actual value of the share: 

the full budget divided by the number of shares. The farm then off ered 

a sliding scale of prices and set recommended share prices based on 

household income. This allowed lower-income members access to the 

same farm product. It was not prescriptive, however, and the CSA sign-up 

asked members to “contribute only what is realistic for your household, 

while truly considering the value the farm and its food bring to your 

home” (Henderson, 2019).

The key diff erence between the two models is the public vs. private con-

tributions. Both of them, however, set up a system where some members 

support other members, so that all have access to fresh farm products.

https://www.fns.usda.gov/snap/supplemental-nutrition-assistance-program
https://www.fns.usda.gov/snap/supplemental-nutrition-assistance-program
https://attra.ncat.org/attra-pub-summaries/?pub=607
https://attra.ncat.org/attra-pub-summaries/?pub=607
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For example, Hillside Springs Farm in Westmo-
reland, New Hampshire, prices its full share at 
$600 and says on the farm’s website that an equal 
amount of equal-quality produce from a local 
health food store would cost twice that: $1,200 
(Hillside Springs Farm, 2018).

Know the Customer
According to regional and national studies, CSA 
members are generally young, educated, and at 
least middle-class. Th e vast majority are female—
in some studies, the numbers are as high as 85%. 
Th e studies show that being a member of a CSA 
usually means that the person is also vegetarian 
and/or pro-environment. CSA members gener-
ally recycle and cook at home (Christensen et al., 
2015; Vassalos et al., 2017).

Here are some questions to consider when trying 
to understand a client base:

• What do my stereotypical clients like? How 
old are they? Are they supporting a family?

• What do my clients do for work? Are they 
fi nancially comfortable?

• What values do my clients hold? What do 
they believe in?

• What do my clients need? What keeps them 
awake at night?

• Where are my clients in their lives that they 
will see advertising from me? What newspa-
pers do they read, shops do they visit, blogs 
do they browse?

• What will stop my clients from buying my 
share? How do I get in front of those issues?

Th e idea is to hyper-personalize the marketing 
process and not just be running numbers and 
spreadsheets. Marketing a CSA needs to be 
deeply personal—CSA’s greatest strength is the 
customer-farmer relationship—and answering 
these questions can help a farmer think about 
customers as individuals, even before there is a 
person-to-person relationship.

Learn from the Competition
Farmers have needed to market their CSA shares 
more in recent years, since the rise of similar mar-
ket alternatives. Th ese alternatives meet all the 
customer desires from the studies listed above 
and they meet them at a lower price point than 
CSAs can. Programs like Local Roots NYC and 
FreshDirect off er high-quality, boxed, organic 
food delivered direct to the customer that may, or 

and Agriculture Coalition on CSA SNAP 

incentives: https://attra.ncat.org/low-

income-local-food-access-podcast

For more ideas on how to set up a CSA, refer to 

the section below on Variations to the Traditional 

CSA Model.

Marketing a CSA

Enjoy Interacting with Customers
A farmer interested in starting a CSA fi rst needs 

to ask herself if she enjoys interacting directly with 

her customers. CSA members are often buying 

more than just a service. Th ey’re buying a social 

connection to their farmer. Putting a premium 

on the one-on-one, person-to-person interaction 

is key to marketing a CSA.

The Story Farmers Tell
With all marketing, farmers fi rst need to know 

their goals for having a farm and, as such, what 

story they tell with their marketing. For exam-

ple, Foggy Hill Farm in Jaff rey, New Hampshire, 

has a goal of feeding its direct community. Th e 

farmers could perhaps make more money growing 

vegetables for contracts, but they choose to run 

a CSA because they value the community con-

nection. Th ey grow calorie-rich foods that tend 

to have a lower price value instead of high-value, 

boutique crops. As such, when they market their 

CSA, they market their farm’s focus on building 

and feeding its community.

Communicate the Benefi ts
Farmers need to communicate the benefi ts of 

joining a CSA to their prospective members. 

Generally, these benefi ts include the following:

1.  Obtaining high-quality, fresh food

2.  Supporting alternative or organic agriculture

3.   Improving health through increased 

vegetable consumption

4.   Making the environment healthier

5.   Having a relationship with local farmers 

and the food system

Th is list comes from a California-specifi c survey 

of why CSA members chose to join a CSA and is 

generally similar across the country (Christensen 

et al., 2015).

Farmers also need to be clear about their price 

points and what their members get for that price. 

F
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https://attra.ncat.org/low-income-local-food-access-podcast
https://attra.ncat.org/low-income-local-food-access-podcast
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Word of mouth can be a powerful advertising 
outlet for a CSA when contented CSA members 
become promoters of the business. Like all adver-
tising, word of mouth is not free and needs to be 
cultivated and encouraged. Farmers looking to use 
their member bases will need to encourage them to 
become promoters. Th is encouragement can take 
the form of anything from a simple acknowledge-

ment to a discount on the next year’s share.

Making a Member Agreement
Having a solid legal footing protects farmers in all 
sorts of situations. Th is is especially true for run-
ning a CSA, and the most important document 
involved is the member agreement.

Th e CSA customer signs a member agreement to 
become a member or shareholder of the opera-
tion. It describes the relationship between the cus-
tomer and the farmer. Th is document defi nes what 
a share consists of, what the expectations of mem-
bers/shareholders are, what happens in the event of 
crop failure, and more. It is also the document that 
can protect a farmer in the event that a member or 
shareholder chooses to take legal action. Mostly, 
the document is an up-front communication tool 
that gets all involved parties on the same page.

Rachel Armstrong and Laura Fisher of Farm 
Commons created the free CSA Member Agree-
ment Workbook, which walks farmers through the 
process of designing a member agreement (Arm-
strong and Fisher, 2016). It does not replace what 
a lawyer can do to help create a legal document, 
but it does help create a good foundation, thus 
saving a lawyer’s time and the farmer’s money. 
Th e workbook also helps farmers make the mem-
ber agreement that best matches their CSA goals, 
e.g., what does a share consist of, how simple/
complicated the pickup should be, and/or how 
much risk the farmer wants to share with members.

Armstrong and Fisher suggest that every mem-
ber agreement consist of, at minimum, these 
four elements:

1.  Membership/share options

2.  How members receive the share

3.  How the farmer collects payment

4.  Th e risk and reward

Th e workbook also provides a complete check-
list for farmers to follow, as well as numerous 
examples to look through: https://farmcommons.

org/resources/csa-member-agreement-workbook.

may not, be local (Moskin, 2016). Blue Apron and 
Hello Fresh take it a step further and off er boxes 
of food that is pre-measured and ready to cook at 
home, and they claim to support local farms and 
“build a better food system” (Blue Apron, 2018).

None of these alternatives to CSAs off er the 
person-to-person connection that CSAs provide. 

Th at so many alternatives to CSAs have entered 
the market just goes to show how powerful the 
CSA idea is. Farmers marketing CSA shares 
should focus on what makes their CSAs stand 
out, especially in the fl ooded urban markets. Th at 
means marketing the farmer-customer connection 
and the community-building that comes natu-
rally through CSA programs.

Advertise
When getting the word out about a CSA, farm-
ers need to hold true to their story. Farm mission, 
vision and/or values that existed prior to starting 
a CSA operation are still a crucial part of the mes-
saging. For example, a farm dedicated to aff ord-
able produce needs to price its share appropriately.

With all advertising, the medium needs to meet 
the audience. It may be tempting to run an adver-
tisement in the local paper, but is that the best way 
to reach a generic young millennial who gets news 
online? Where will the ideal CSA customer see an 
advertisement for a CSA share?

Th e fi rst place many people go for information is 
the Internet, and any farm looking to advertise its 
CSA will need to be sure that its potential custom-
ers will fi nd it there. Th is means getting a website, 
social media accounts, and/or reviews in Google, 
Yelp, and more. LocalHarvest.com is one of the 
most utilized CSA listing services on the web. A 
farmer looking to list a CSA on LocalHarvest.com 
just needs to sign up for the service. At the time of 
printing, a listing with space for advertisements was 
free and an ad-free, paid listing started at $30/year.

When considering where to have a physical pres-
ence, CSA farmers should consider where their 
potential customers are. Health food stores, farm-
ers markets, coff ee shops, bookstores, and yoga/
wellness centers are all places to consider visual 
advertisements. Selling product at a farmers mar-
ket may be a good way to get exposure to poten-
tial members. Remember, however, that farmers 
markets can be a marketing expense, in addition 
to being a potential source of income. Joining the 
local Chamber of Commerce, Farm Bureau, Farm-
ers Union, Grange, or other professional organi-
zation can also help gain a CSA some publicity.

T
hat 

so 

many 

alternatives to CSAs 

have entered the 

market just goes to 

show how powerful 

the CSA idea is.

https://farmcommons.org/resources/csa-member-agreement-workbook
https://farmcommons.org/resources/csa-member-agreement-workbook
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farmer has a bumper crop of cucumbers 

and members fi nd their CSA shares loaded 

with more cucumbers than it is possible to 

eat in a week. In this case, a simple pickle 

recipe included in the share can help reduce 

potential food waste and help members see 

the value in the extra product.

• Inside views into the farm operation. Th e 

personalization of a farm operation helps 

the members feel like they are more than 

just customers. Th is can take various forms, 

from captioned photographs to short essays. 

Th is technique can help farmers looking to 

build strong consumer-farmer connection 

with their CSA members.

Another common way for CSAs to communicate 

with their members is to hold events on the farm. 

A fi eld-to-table dinner held in a greenhouse with 

farm-sourced food builds community and off ers 

members a chance to interact directly with the 

farmer. A cautionary note: there are laws govern-

ing the safety and sale of prepared food that diff er 

from produce safety laws.

Communication fl ows in two directions, and 

farmers need to be ready to receive information 

Communicate with Members
Running a CSA is conducting a direct-to-

consumer operation. By design, there are no 

intermediaries and, as such, farmers need to be 

ready to work and communicate directly with 

their members. For more information, see the 

ATTRA publication Direct Marketing.

All farmers running CSAs need to decide for 

themselves what and how to communicate with 

their members. One of the most common prac-

tices is a regular newsletter that explains what 

members can expect in the weekly share. Here 

are examples of other common inclusions in a 

CSA newsletter: 

• Recipes tailored to the products available in 

the share that week. Th is little add-on can 

make a large diff erence for members, as many 

surveys show that CSA members value cook-

ing at home. Plenty of cookbooks and online 

databases exist for farmers looking for recipes 

to include in their shares.

• Food preservation tips. When a specifi c 

crop is plentiful, farmers often provide tips 

on how to preserve that crop. Suppose a 

Example CSA Member Agreement

From the CSA Member Agreement Workbook by Rachel Armstrong and Laura Fisher (2016), this excerpt is an example of 

the fi ctional Lazy River Farm CSA Member Agreement. In this example, the farmer has a traditional CSA model and nothing 

fancier technologically than a tri-fold brochure. He has three pick-up sites and donates shares that are not picked up to the 

local food pantry. Members pay by check. The farmer also doesn’t want to pass all of the risk along to his members and wants 

to be willing to refund their money if a crop fails. He’ll make up the diff erence with crop insurance.

Lazy River Farm CSA Member Agreement
• I understand that my purchase is eligible for a refund only if I move out of the area or if I experience a personal/

fi nancial hardship. Refunds will be prorated. I understand that refunds for reasons of personal preference will impose a hard-

ship on my farmer who has already incurred time and expenses on my behalf. If I wish to cancel for personal preference 

reasons, I agree to try and recruit a replacement member. The farm will grant refund requests for personal reasons on a 

discretionary basis.

• I understand that my purchase indicates agreement with some shared risk. If, due to weather, insects, or other event 

beyond the farm’s control, total share volume will be reduced by half or more over the remainder of the season, accord-

ing to averages over the past 10 years, I will receive a refund, prorated as to the remainder of the season. I agree that 

if uncontrollable events reduce the total volume of the produce I would otherwise receive by up to 50%, that I will share in this loss.

• I understand that if the season is especially abundant, I may be given the opportunity to pick certain excess products myself. 

I know that this off ering will be made on specifi c dates and times, as announced by the farm via email, and that 

accommodations for specifi c schedules cannot be made.

• I understand that I must pick up my CSA share from the above location between the hours of 4 and 7 p.m., and that 

if I do not do so, my share may be donated to a local food pantry.

• I understand that important communications from the farm will be delivered via email and that opening these emails is 

my responsibility.

https://farmcommons.org/resources/csa-member-agreement-workbook
https://attra.ncat.org/attra-pub-summaries/?pub=263
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from CSA members as well. Th is could be as sim-
ple as always being available on a CSA pick-up day 
and as complicated as having a digital Customer 
Relationship Management (CRM) system. Farm-
ers should ask themselves: how will members pro-
vide feedback? How will they inform the farmer 
if they will be missing a week’s pickup? How will 
they communicate a problem with the product?

Crucial to any business communication is an 
evaluation process. Many CSAs put out an end-
of-season evaluation to their members, such as 
a survey, to understand if their products meet 
member desires. As with any evaluation process, a 
farmer fi rst needs to have a clear business strategy 
and only ask the questions that pertain to that 
strategy. Members can easily get “survey fatigue” 
from too many or too lengthy surveys.

Variations to the Traditional 

CSA Model
Since this publication was originally released in 
2006, the CSA model has changed and adapted 
to fi t its local needs and environment. Th is sec-
tion will briefl y present variations on the classic 
CSA model. Th e aim here is to spark thought, 
rather than to provide in-depth analysis. For 
more information, contact the ATTRA helpline 
at 800-346-9140 or write us at askanag@ncat.org.

Communication doesn’t always happen at a distance. Common Thread Farm 

in Hamilton, New York, reminds folks about their shares on a chalkboard at the 

pickup site. Photo: Andy Pressman, NCAT

Software for Managing a CSA

Note: NCAT does not recommend or endorse any particular software product over any other. This list simply provides examples of 

products and services.

Mail Chimp and Constant Contact – these services provide a database for managing customers and reaching out to them 

in email newsletters and social media. Mail Chimp is a free service until the database has more than 2,000 entries. Constant 

Contact charges per month on a sliding scale, based on how many entries are in the database. The specifi cs of their services 

diff er. Neither of these services are specifi cally designed for CSAs, but rather as Customer Relationship Management (CRM) 

software. www.mailchimp.com and www.constantcontact.com

CSAware – a customizable, user-friendly software from LocalHarvest.com, designed to be fl exible for more-complicated 

CSA operations. It costs 2% of monthly sales with a $100 minimum/month, but it only charges for the delivery months. The 

percentage goes down when sales exceed $75,000. www.csaware.com

CSA Toolbox – an online toolbox that off ers programs to communicate with customers, do paperwork, handle billing, and 

take payments. Annual price is $1.50 per CSA member, with a $100 minimum. www.csatoolbox.com

Farmigo – a CSA management software that provides recordkeeping, accounting, and email communication and is mobile-

friendly. It costs 2% of CSA sales, and this percentage decreases when sales go over $75,000. www.farmigo.com

FarmOS – a free, open-source, farm-management and recordkeeping program. https://farmos.org

Harvie (formerly Member Assembler) – CSA management software from Small Farm Central also provides recordkeeping, 

accounting, and marketing. It allows member customization of the share box. Harvie charges a $500 set-up fee and then 

7% of sales, which goes down when sales exceed $250,000. www.smallfarmcentral.com

As CSAs grow and change, these software options will grow and change. The information and pricing here is from spring 2019.

https://mailchimp.com
www.constantcontact.com
http://www.csaware.com
http://www.csatoolbox.com
http://www.farmigo.com
https://farmos.org
http://www.smallfarmcentral.com
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• Th e lower barrier to entry allows more 

farmers to get into CSAs and local food 

system activities.

• Farmers involved in multi-farm CSAs 

report more opportunity to specialize in 

specifi c crops.

Th e study does point out, however, that the fi nan-

cial benefi ts of multi-farm CSAs are some of the 

lowest reported by participating farmers. More 

important are the intangible benefi ts like building 

community connections and lowering barriers to 

entry (Bregendahl and Flora, 2006).

On the other hand, one could question how well 

the customer is actually connecting with the CSA 

farmer when that farmer is just one of several on 

multiple farms working collectively. Branding is 

also an issue and, depending on how the CSA 

is run, the customer does not necessarily know, 

or understand, where the food in an individual 

share comes from.

Cost-Off set or Subsidized CSA
Fruits and vegetables, two food groups that are 

full of nutrition, are often signifi cantly more 

expensive than the calorie-heavy carbohydrates 

and fats that can be so inexpensively purchased.

Urban CSAs
Urban CSAs are less of a variation on a model 

than a highlight of how urban agriculture 

can diff er from rural. In this case, the urban 

environment off ers a CSA direct access to the 

most important part of the CSA model: the 

community. Th e dense population of urban 

centers and relative wealth in comparison to 

rural areas provide plenty of prospective CSA 

members or shareholders.

Urban CSAs are on land-based urban farms, back-

yard farms, vertical farms, or any other variation 

in the city. Urban CSA operators often link their 

programs with educational institutions, youth pro-

grams, and nonprofi ts. Imagine an after-school 

program that raises money through CSA shares. 

Th e benefi ts that urban CSA provides are the same 

as those provided by the rural variety: up-front 

availability of capital, farmer-customer connection, 

etc. Th e dense population in urban areas seems to 

off er more market niches and variety for urban 

CSAs (Woods at al., 2017).

Multi-Farm, Combined, or 
Collaborative CSAs
A multi-farm CSA has more than one producer 
contributing to the share that the end-consumer 
receives. If, for example, a vegetable CSA does not 
raise its own laying hens, it could still off er its cli-
ents eggs from farming neighbors. Th is benefi ts the 
vegetable operation because it diversifi es the share, 
which increases the convenience to the members. 
Th e arrangement benefi ts the egg operation by 
providing a captive market for its product. 

Multi-farm CSAs bring together multiple farm-
ers to collaborate on providing products to their 
members or shareholders in such a way that no 
one farmer has to bear all the responsibility. 

In a more complicated form, imagine if there were 
four farms in a region: two vegetable operations, a 
fi ber operation, and a dairy. Th e four farms could 
work together to provide one weekly share. Each 
vegetable operation can concentrate on its strengths 
while still providing diversity to the share. Th e 
dairy operation provides weekly milk, and the fi ber 
operation fi nds a market for its meat. 

A 2006 study lists a variety of benefi ts from 
multi-farm CSAs:

• Th e stability of the CSA helps farmers 
start, expand, or diversify their farm-related 

enterprises.

Penn’s Corner Farm Alliance 
Multi-Farm CSA

What began in 1999 as a farmers’ cooperative

moving product from rural farmers into urban 

Pittsburgh, Pennsylvania, became a CSA in 

2003. By 2012, the CSA had more than 500 

spring shares of eight weeks, 630 harvest 

shares of 24 weeks, 237 biweekly winter 

shares, fl ower shares, and egg shares. A group 

of 36 diff erent regional farms, both organic 

and conventional, contribute to the shares, 

which are delivered to 20 diff erent drop sites 

throughout the Pittsburgh area.

It is diffi  cult for the Alliance to fi nd growers to 

meet the demand, but the focus is certainly 

on smaller operations. “I always say that if your 

farm is big enough to buy your own (refrig-

erated) truck, then you don’t need Penn’s 

Corner,” says Ken Marshall, board president. 

Growers buy into the alliance and, in return, 

get markets and trainings in, for example, food 

safety certifi cations (Woods et al., 2017).

Learn more at www.pennscorner.com.

http://www.pennscorner.com
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Work Share CSA
In a work share CSA, members provide labor as 
payment instead of money. A member or share-
holder pledges to work a certain number of hours 
in a season in return for a regular CSA share. Th is 
can be fi eldwork, deskwork, delivery, or anything 
that the farm needs in terms of labor—as long as 
labor laws are met and payment is agreed at the 
value of the share.

Tracie’s Community Farm in Fitzwilliam, New 
Hampshire, off ers a Delivery Working Share. 
A prospective member willing to drive around 
the region and deliver shares to other members 
can earn a share. Th e more deliveries made, the 
larger the share received. More information can 
be found at Tracie’s website: www.traciesfarm.
com/wordpress.

Meat CSAs
CSAs are not limited to small vegetable opera-
tions. Ranchers can also get in on the CSA action. 
Selling animal products through a CSA operates 
with the same principles as selling produce: cli-
ents pay up front and receive shares throughout 
a season.

With meat CSAs, farmers need to communicate 
to their customers exactly what they should expect 
in a share. Customers accustomed to buying 
choice cuts might fi nd themselves disappointed 
getting their share full of chuck and stew meat.

Whole-Diet CSAs
Traditional CSA members often talk about reduc-
ing their need to go to the grocery store, and 
whole-diet CSAs are designed to bring those 
trips down to practically nothing. Whole-diet 
CSAs aim to provide all of the food for a family 
through one CSA share, which means the farm, 
or farms, behind the CSA diversify their opera-
tions to include vegetables, meats, grains, dairy, 
and more.

Th e pioneer whole-diet CSA operation is Essex 
Farm in upstate New York, on 1,100 acres and 
serving members from the Adirondacks to New 
York City (Essex Farm, 2018), but other models 
exist on smaller scale catering to just a few fami-
lies. Costs for a whole-diet CSA can range from 
$3,000 to $4,000, which can be a hard sell for 
customers, especially if it is all “up front” like a 
seasonal CSA (Horton, 2013). Monthly payments 
could help make the share more attractive.

Th is has led some nonprofi t organizations, 

concerned with public health, to look into provid-

ing CSA shares to low-income populations. Th e 

nonprofi t provides some of the money to off set 

the cost of the CSA share, thus lowering the cost 

for the customer.

Various studies have proven that both adults and 

children who are part of cost-off set CSA programs 

have a fruit and vegetable intake that is higher than 

the national average (Hanson et al., 2017). Th e 

Vermont chapter of the Northeast Organic Farm-

ing Association (NOFA-VT) saw these studies and 

saw an opportunity to improve social health and 

help the local agricultural economy at the same 

time. NOFA-VT has a program that off ers CSA 

shares at half-price. NOFA-VT and the farmer split 

the remaining 50% of the costs. Th e farmers usu-

ally raise their 25% from other shareholders or 

from local community contributions (Hanson et 

al., 2017). In 2017, some 600 Vermonters received 

CSA shares from 30 farms through this program 

(NOFA-VT, 2018). For more information, see: 

https://nofavt.org/farmshare.

Other examples of cost-off set CSAs include the 

Healthy Food for All program in New York State 

(www.healthyfoodforall.org) and the Farm Fresh 

Foods for Healthy Kids Research Program in New 

York, Washington, North Carolina, and Vermont 

(www.farmfreshfoodsforhealthykids.org).

Workplace CSA or Farm to Firm
A workplace CSA does not diff er much from the 

traditional CSA model, except that the delivery 

point for the shares is a workplace. For example, 

a local hospital can collaborate with a CSA. Hos-

pital employees are encouraged to purchase shares 

that the farmer then delivers to their workplace. 

It is more convenient for the CSA members, who 

do not need to travel to pick up their shares, and 

it helps the farmer increase the number of shares 

sold without requiring additional on-farm dis-

tribution space.

It is possible that a workplace CSA can be subsi-

dized by the employer, as well, making it akin to 

the cost-off set CSAs mentioned above.

Community Involved in Sustaining Agriculture’s 

(CISA) Guide for Workplace CSAs can help set up 

such a relationship (CISA, 2008). Th e manual can 

be found at www.buylocalfood.org/resources-for-

farmers/tipsheets/csas.
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https://nofavt.org/farmshare
http://www.healthyfoodforall.org
http://www.farmfreshfoodsforhealthykids.org
https://www.buylocalfood.org/resources-for-farmers/tipsheets/csas/
https://www.buylocalfood.org/resources-for-farmers/tipsheets/csas
http://www.traciesfarm.com/wordpress
http://www.traciesfarm.com/wordpress
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adding a CSA to their business model. Another 
study showed that, nationally, average CSA 
income and total number of members are grow-
ing (Small Farm Central, 2015). On paper, it is a 
good time to be a CSA farmer.

On the other side, farmers have been talking 
about the diffi  culty of running their CSAs. Alter-
natives to CSA, such as Blue Apron, now have 
a larger market share than CSA itself (Huntley, 
2016). Plus, despite the vision of farms existing 
solely on their CSA operation, on average, a CSA 
only brings in about half of a farm’s sales. Only 
one-third of farmers report that their CSAs bring 
in more than 75% of their gross sales (Woods et 
al., 2017).

Retention rates for CSAs—the percent of mem-
bers who remain members year after year—are 
only around 45% (Huntley, 2018). Th at means 
that farmers need to be constantly recruiting new 
members to join their CSAs and the vision of the 
model—where the community actively supports 
the farm operation—starts to fall apart.

Simon Huntley of Harvie discusses this in an 
article on his website titled “CSA: We Have a 
Problem” (Huntley, 2018). In it, Huntley pulls 
together studies and stories to try to understand 
why these retention rates are so low. He fi nds that 
the number-one issue that keeps members from 
returning is a lack of choice in their CSA shares.

Seconds or Canning CSA
A farmer looking for a market for her seconds—
produce that does not meet visual or quality stan-
dards—can off er a reduced-price share. As an 
example, Pennypack Farm and Education Cen-
ter in Pennsylvania off ers a “Canning Share” of 
bulk plum tomatoes. Th e plum tomatoes are a 
variety specifi cally bred to be turned into sauce. 
Th e canning shares are an extra add-on to normal 
shares and Pennypack Farm off ers 60 pounds of 
tomatoes for $80 over the course of the season 
(Pennypack Farm, 2019).

Outside of the CSA model, other organizations 
are also taking up seconds, such as Imperfect 
Produce, a company that buys seconds from 
farms and delivers them in boxes straight to 
homes (Imperfect Produce, 2018). For more 
information, see www.imperfectproduce.com. 

The Future of CSA
Although some statistics seem to show growth 
in CSAs across the nation, anecdotally, farmers 
continue to talk about their decline. Gauging the 
future of CSA requires balancing national studies 
with on-the-ground realities.

Statistics show that, on average, CSAs are increas-
ing their membership over the last few years 
(Woods et al., 2017). More and more farms are 

CSA customer picks up her share from the NCAT-Piney 

Woods CSA at her law fi rm. Photo: NCAT

T
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Picadilly Farm in Winchester, New Hampshire, runs a large and successful CSA for 

local members who pick up their shares on farm and also for Boston members, who 

live two hours away and receive a delivery. Photo: Daniel Prial, NCAT

https://www.imperfectfoods.com
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As individual CSAs diversify and compete with 
national companies for the same market base, 
it will become more important to show off  what 
makes the model unique. CSA integrates the 
customers into the world of farming, bringing
them into contact with a specifi c farm or 
farms. As interest in the local food system 
rises, CSA will continue to be the best way for 
customers to get to know where their food is 
coming from.

As CSA moves into the future, it will need to 
continue to diversify and specialize. Farmers will 
need to get creative with more variations to the 
traditional model. Th ey will need to incorporate 
more opportunities for consumer choice—such 
as structuring their CSAs around a market-style 
pick-up. Today’s Internet-based CSA management 
software also off ers opportunity for members to 
customize their boxes before pickup, choosing 
the products they want.
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Further Resources

Books
Sharing the Harvest: A Citizen’s Guide to Community 
Supported Agriculture, 2nd Edition. 2007. By Elizabeth 
Henderson with Robyn Van En. Chelsea Green, White 
River Junction, VT.

Farms of Tomorrow Revisited: Community Supported 
Farms – Farm Supported Communities. 2000. By Trauger 
Groh and Steven McFadden. Biodynamic Farming and 
Gardening Association, Kimberton, PA.

Th e CSA Cookbook: No-Waste Recipes for Cooking Your 
Way Th rough a Community Supported Agriculture Box, 
Farmers’ Market, or Backyard Bounty. 2015. By Linda Ly. 
Voyageur Press, an imprint of Quarto Publishing Group 
USA Inc., Minneapolis, MN.

Bounty from the Box: Th e CSA Farm Cookbook. 2015. By 

Mi Ae Lipe. Twisted Carrot Publishing LLC, Bothell, WA.

Organizations Supporting CSA
Local Harvest 
www.localharvest.org
    A trusted source of information for CSA managers and a 

resource list for the public looking for local CSA farms. 

Community Supported Agriculture, USDA National 
Agricultural Library www.nal.usda.gov/afsic/community-
supported-agriculture
    Th e National Agriculture Library of the USDA has an 

extensive list of resources detailing a variety of topics: the 
history of CSAs in the U.S., marketing techniques specifi c to 
CSAs, and other community-food resources.

Farm Commons
https://farmcommons.org
    Farm Commons is a nonprofi t dedicated to providing legal 

information to farmers. It off ers a variety of resources on how 
to build your CSA on a strong legal footing, including the 
workbook cited in this publication.

Biodynamic Association 
www.biodynamics.com/content/community-supported-
agriculture-introduction-csa
    Th e holistic philosophy of biodynamic farming overlays nicely 

with the CSA model, and many biodynamic farms run CSA 
operations. Th e Biodynamic Association is a source for some 
quality information on CSAs.

Community Alliance with Family Farmers (CAFF)
www.caff .org/resources/csa
    CAFF is home to summaries of Ryan Galt’s research on 

CSAs, some of which is cited in this publication.

Fair Share CSA Coalition
www.csacoalition.org
    Th is Madison, Wisconsin-based organization helps 

consumers fi nd CSAs, provides assistance to farmers looking 
to run CSAs, and helps connect low-income CSA members 
with funding to be able to aff ord their shares.

Northeast Organic Farming Association (NOFA)
https://nofa.org
    Th roughout the northeast United States, state chapters of 

NOFA support their CSA growers to varying degrees. Some 
provide technical assistance and others off er programs for 
price sharing. Maine farmers should refer to the Maine 
Organic Farmers and Gardeners Association (MOFGA) 
at www.mofga.org.

https://nofavt.org/farmshare
https://www.motherearthnews.com/homesteading-and-livestock/small-farm-plan-zmaz82mjzkin?pageid=4
https://www.pennypackfarm.org/CSA-Membership/Summer-CSA/Canning-Share/96/
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https://www.localharvest.org
https://www.nal.usda.gov/afsic/community-supported-agriculture
https://www.nal.usda.gov/afsic/community-supported-agriculture
https://farmcommons.org
https://www.biodynamics.com/content/community-supported-agriculture-introduction-csa
https://www.caff.org/resources/csa
https://www.csacoalition.org
https://nofa.org
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Facebook Communities
Community-Supported Agriculture (CSA) @CSAfarms 
www.facebook.com/CSAfarms
    Local Harvest runs a Facebook page that puts out the latest 

information on CSAs.

CSA Farmer Discussion Group
www.facebook.com/groups/csafarmers
    Th is closed group is run by Small Farm Central and is 

only open to active CSA farmers. Th e discussion centers on 
production for CSAs.

CSA Marketing Discussion Group
www.facebook.com/groups/csamarketing
    Th is closed group is run by Corinna Bench and is a branch 

of her business: My Digital Farmer (www.mydigitalfarmer.
com). It is often a good source for discussions on building 
membership, retaining members, and more. 
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