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What’s Next for CSAs?
TOOLKIT, ESSAY, AND RESOURCES

CSA farming is no longer a brand new business model. It’s in a growth 
phase. Farmers (and others) are trying new ideas and pushing the limits of 
what a CSA can be.  Long established CSA farms are facing competition, 
and may or may not be those who thrive most going forward. This 
competition is pushing CSA farms to be more efficient, more effective, and 
more innovative. 

To help you succeed as a CSA farmer, this publication shares two things: 
1) rising innovations in subscription-based (CSA) marketing, and 2) “best 
practice” examples of systems and tools used by some successful CSA 
farms. 

 CSAs are Growing

One simple and clear trend is that CSA farms are consistently offering 
more shares and average share prices are going up. Ten years ago (2001), 
a group of university researchers surveyed 300 CSA farms (www.cias.wisc.
edu/wp-content/uploads/2008/07/csa_survey_01.pdf). Average gross 
sales were around $33,500. However, more than 2/3 of the surveyed farms 
had gross CSA sales below $20,000. 

You might guess this didn’t last. Given the direct cost of producing fruits 
and vegetables, including the cost of labor, the farms that grossed below 
$20,000 could not have profited by more than a few thousand dollars. With 
the customer service investment of CSA, it’s predicable that these farms 
would have either gotten bigger, quit, or found a different way to go about 
their marketing.

There’s no magic size threshold for a CSA. It all depends on your costs and 
prices, what else your farm is doing, and what your goals are for personal 
income and farm growth. The important thing is that you understand 
whether you are making money or not and how to move toward a 
successful model for you.

MODELS and STRATEGIES

We’ll now examine some newer CSA models gaining wider use.

 The Next Wave: Find Your Market

From the farm’s point of view, as discussed above, it’s a great advantage to 
have a critical mass of CSA customers in one location sharing and talking 
about your food. Surely this has the potential to increase your customer 
retention from year to year, because people aren’t making decisions alone. 
They have banded together, sharing a common goal.

In the early years of CSA, these groups were social circles and, as a 
demographic, overlapped greatly with natural foods shoppers. Many 

New to the Idea?

For those few who found this 
document first in your exploring 
the concept, we should explain 
that CSA stands for Community 
Supported Agriculture. It’s a 
direct relationship between 
one or more farms and a set of 
customers, usually involving a 
commitment to buy the farm’s 
food through prepayment and/
or subscription.  Check out 
established resources like CSA-
MI’s training manual (www.
csafarms.org/csafarms0656231.
asp ) and Roxbury Farm’s 
amazingly generous set 
of articles on their farmer 
information page, at www.
roxburyfarm.com. 

CSA basket, photo courtesy 
Glenda Ploeger, Cane Creek 
Asparagus & Company, 
CaneCreekCSA.com. 
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came from the same sector of the baby boomer generation who sought 
social change as 1960s-70s youth and were “grown-up” consumers eager 
and ready for the CSA trend to begin in the 1980s-90s. This group is now 
retirement age, and are still a top set of CSA customers, but they are not 
the next wave. CSA share supply already has, or will soon, outgrow the 
food buying power of the baby boomer customer base. These are now 
smaller households with kids who left the nest. 

The next wave for CSA marketing is already forming and has certainly 
not crested. To succeed in the future, CSA farms will need to aim their 
marketing efforts toward new affinity groups, new demographic sets, 
new social circles. For a CSA to now enter the market, it has to think like a 
marketer. Who is my customer?  

Does my customer attend church? Use social media? Are they “foodie” young 
people who like to experiment, or people who are intimidated by all the 
kinds of greens? Have children who play soccer? Work at a particular place 
or in a certain industry that is locally deep-rooted? Are they urban? Rural? 
Recent or historically immigrants from a particular part of the world? 

For 15 years most (not all) CSAs used similar language. They used similar 
communication systems (shifting together over time from paper to 
web). So, they found similar customers. You must zero in and find the 
communication streams, ways of talking, and CSA systems that work 
for your “next wave” market. The contents of your basket may also shift 
depending on who’s buying. The experience of the product needs to 
reinforce how you promote your product.

 Developing Champion Customers

A rising trend (and all-around smart strategy) is to relieve yourself of the 
full burden of finding customers one by one by getting customers to do 
the outreach for you. Farms that take this route can choose to entirely 
stop selling shares one at a time, or not. Organized by neighborhood, 
town, congregation, or workplace – each “cell” of your CSA program has 
a coordinator (“host,” “leader,” or “captain”) whose job it is to recruit others 
and organize share distribution. You may or may not wish to provide a 
discount or other reward to the people who take the coordinator role.

The potential to relieve your sales and marketing burden is tremendous 
using this model. The other advantage is in logistics support. Is it a peak 
summer vacation week and a third of your subscribers are out of town and 
don’t want their shares? The vacationers tell their coordinator, who finds a 
family or food bank to take the extra shares. You don’t take 20 phone calls. 
Did someone forget to pick up their shares? Any gradually-rotting produce 
is clearly defined as not your responsibility – the coordinator can take care 
of that.

 One Farm, Multiple CSA Programs?

Hand-in-hand with this trend is a shift in how you think about your farm 
CSA program. Here in Western North Carolina, farmers tend to think of 
their farm as having one CSA entity. The CSA program has no name other 
than the name of the farm.  

Five things to consider 
before starting a CSA

1. You are in charge of 
everything from marketing 
to outreach, getting 
members, signing them up, 
managing payments, doing 
a newsletter, farming. It is a 
complicated enterprise.

2. There is a high level of 
commitment. You have taken 
people’s money in advance 
and they expect the best 
throughout the entire season.

3. Intense planning is needed—
for production, marketing, 
and member communication.

4. Expect a high level of 
communication with 
members—newsletter, 
recipes, farm days, etc. 

5. CSA is not a great model for 
a beginner farmer. It is best 
to have at least one season 
under your belt to practice 
with no pressure.

Labeling your product at the 

farm is a great way to inform the 

customer that what they’re buying is 

Appalachian Grown and truly local. 

We offer rubber bands, produce 

ties, and a variety of stickers at an 

affordable rate. 
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Here’s the mental shift. What if your farm were actually made up of more 
than one CSA program, each focused on reaching a certain group, town, or 
neighborhood? Each CSA has a name. For example, Fellenz Family Farm in 
Ontario County, New York, has three CSA programs: 

•	 Transfiguration CSA is named for the Church of the 
Transfiguration in Pittsford who coordinates those shares. 

•	 UUCC CSA  is named for the Unitarian Universalist Church 
in Canandaigua, the members of which take a strong role in 
implementing the program. 

•	 Geneva CSA is named for the town where the pick-up point is 
located. This program appears to be more farm-managed and less 
clearly tied to a congregation, even though a church does provide 
the pick-up point.

At Fellenz, each CSA program has a separate application. For the first 
two programs, the application seems to be designed hand-in-hand 
by the farmer and the congregation together. Both church and farm 
are promoting themselves and sharing a message in their own way of 
speaking. Applications are returned to a program coordinator at the 
congregation. For the third program, it is returned to the farm. 

Prices appear to vary slightly. This may or may not be because one of the 
congregations has chosen to include an extra fee to subsidize shares for 
the needy. 

Does it sound like a hassle to track three kinds of application form and 
maintain three different parts of your CSA website and promotions? 
Maybe. Is the hassle worth having people on the ground, out in various 
communities, with a defined role of selling thousands of dollars of shares 
on behalf of your farm, and saving you time dealing with distribution 
logistics? Could be.

 Faith-Based and Workplace-Based CSAs

Around the country and across faiths, food is rising up as a focus of 
congregational discussion and action. It makes sense. The links between 
spiritual sustenance and nutritional sustenance are as old as our most 
hallowed sacred texts. Congregations are interested in connecting with 
local farms as a form of fellowship, as social action, and/or to follow 
scriptural guidance.

One strategy to establish faith-based customers is to work through your 
existing customer base. You need a gatekeeper to let you in. At an open 
farm day or farm workday, or through social media or a newsletter, extend 
an invitation to meet with congregations. Talk it through with those who 
show interest. Get invited.

Reinforce the personal outreach by publicly stating your intentions. We 
know that church members are out there searching for local CSAs, so put 
relevant keywords on your website. 

Links on Faith-Based CSAs

www.onestrawfarm.com/sign_
up.html
Large CSA farm with more than 
10 congregational pick up spots.

www.stmattslutheran.org/care-
for-creation/csa.html
Example of a church serving as a 
drop point and promoting CSAs in 
general. 

www.hazon.org/programs/csa/
Programs at 56 locations around 
the world linked to reform Jewish 
congregations.

www.fpclex.org/freshstop.html
A Kentucky church with a strong 
CSA program serving 13 farms 
with 160 shares, and providing for 
community hunger needs. 

Map of CSA farms from 
www.localharvest.com.

National tracking shows that 
CSAs have steadily spread beyond 
urban centers. Church and 
workplace based programs are 
part of this trend. 

This map is an undercount; ASAP’s 
Local Food Guide now lists 97 
CSA farms within 100 miles of 
Asheville, NC.
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As a side note, this same strategy is absolutely worth pursuing with 
workplaces. Ask your customers where they work, and openly pursue 
interest in selling shares to others there. 

Or, go right to the source. Human resources departments and employees at 
large and small workplaces are seeking a connection with fresh, local food. 
See the sidebar for annotations of some excellent links on this subject.

 Working Together With Other Farms

By working with other farms on supplying your shares, there is no question 
you can lower your production risk and better guarantee a positive food 
experience for your customer. However, there is an almost philosophical 
debate underway about multifarm CSAs. Is the direct relationship between 
a single farm, its farmers, and its customers, absolutely essential to the 
whole idea of a CSA? How much product can come from other local farms 
before some perceived value is lost? 

 Add-on Products

Farms have sought help to supplement their baskets ever since the origin 
of North American CSAs in the 1980s. That’s not new. Specialized items 
such as fruit, land- and water-intensive foods like sweet corn, and entire 
other product lines like meats and eggs have been add-ons or part of base 
CSA shares. 

Clearly, though, farms worry that their customers won’t like this, as it is 
common in CSA brochures and websites to see detailed information to 
justify when, how, and why other farm products are used in the shares.  
Here is an example from Paisley Farm in New York (www.upstatefarmsny.
com/paisley_farm.html) : 

Also new this year we will be adding conventionally grown sweet 
corn as part of the basic vegetable share. We will be buying sweet 
corn from a variety of nearby farms and delivering it your site as part 
of your share. We are very picky about the corn we buy so we will be 
tasting the local corn to make sure you get the best corn possible! This 
is something we do already for our very demanding New York chef 
customers. 
 
The fruit share will be composed of 2-4 varieties of fruits and berries 
each week, including strawberries, blueberries, peaches, apples, 
plums, pears, apricots, nectarines, and cherries. These fruits come from 
orchards and farms around our farm in the Hudson Valley. 
17 weeks, $290.

Listen to your customers on this point. Some CSA farms may find that 
the customers value variety and reliability and have no concern about 
you providing items from other farms; other customer bases may be 
passionate adherents to the idea that “this is my farmer” and may perceive 
that add-on products dilute the value of their share. 

But in some places, with some customers, the sky is the limit. Check out 
this amazing array of CSA offerings from one program.  

Links on Workplace CSAs

www.cefs.ncsu.edu/resources/
csa/csaguide.pdf
NC resource written in 2006 by 
NC A&T and NCSU/CEFS staff. 
Much of the content studies an 
initial workplace CSA program 
at Research Triangle Park. Pages 
18-22 give  overview information 
and raise some important logistics 
questions. 

www.rti.org/csa/
Current information on workplace 
CSA at Research Triangle Institute.

www.bigwhitebarn.com/
content/10632 
Example of farm workplace CSA 
program. 15 share minimum and 
the coordinator gets a free share.

www.grownorthwest.
com/2010/05/in-the-workplace-
how-csa-inspired-one-local-
company/
Enlightening inside view of how 
workplaces can enhance CSA at 
a larger company with strong 
benefits and “sustainability goals.” 
Workplace subsidizes shares and 
pays up front, collecting from 
employees via payroll deduction. 
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Excerpt from Intervale Food Hub website, showing huge range of CSA add-ons: 
www.intervalefoodhub.com.

We do not wish to compete with existing Community Supported Agriculture programs; instead 
we see this program as an alternative market for consumers and nontraditional CSA farmers. We 
encourage every consumer to explore the different direct market options (i.e. CSAs, farmstands, 
farmers’ markets) that are available before purchasing shares with us.

• Summer Shares - Check back in January 2011 for next season’s spring and summer shares.

• Winter Shares - Is the winter share right for you? The Food Hub winter program varies from 
our summer program in that the deliveries are less frequent and product diversity is limited. 
However, despite its limitations, the winter share program does feature many veggie favorites, 
including winter squash, garlic, onions, potatoes, apples, root crops, salad greens, mushrooms 
and of course, meats, eggs and cheese. 

• Vegetable - $375 - This share showcases the abundant Vermont winter vegetable harvest. 
Each delivery, receive a variety of vegetables, ranging from fresh salad greens, mushrooms and 
potatoes to winter squash, carrots and onions. This share will also include apples and cider. 

• Hybrid - $695 - In addition to vegetables, apples and cider, this share will include eggs, cheese, 
yogurt, maple syrup, honey and local specialties such as frozen berries, cornmeal, sunflower oil, 
wheat flour, rolled oats and beans. 

• Frozen Berry - $70 - From November through February, receive one quart of frozen blueberries 
or raspberries from Adam’s Berry Farm every other week.

• Eggs - $50 - From November to February, receive one dozen fresh, pasture-raised local eggs 
from Jericho Settlers Farm delivered every other week.

• Cheese - $165 - Receive two local artisan cheeses each delivery from Does’ Leap Farm (goat) 
and Mount Mansfield Creamery (cow). Cheese varieties will vary.

• Bread - $42- Receive one loaf of artisan bread every other week from Red Hen Bakery. Varieties 
of loaves will vary.

• Sauerkraut - $80 - Receive one quart of Arethusa Farm’s organic sauerkraut every other week 
from November through February.

• Pesto - $70 - Receive 6 oz. of certified organic pesto from 
Bella Farm every other week from November to February.

• Chicken - $105 - Receive organic, pastured chicken — one 
5 pound bird a month — delivered frozen from November to 
February. 

• Sausage & Burger - $195 - Receive a 20 lb combination 
of grass-fed ground beef and a diversity of pasture-raised 
sausages, delivered frozen over 4 months, 5 pounds each 
month. 

• Meat Sampler - $235 - Receive a 20 lb combination of 
pastured beef, pork, lamb and chicken, delivered frozen over 4 
months, 5 pounds each month. 

• Maple Syrup - 1/2 litre — $70 1 litre — $100 Receive a 1/2 
litre bottle or a one litre bottle of Dragonfly Sugarworks 
Medium Amber maple syrup every month from November to 
February.

Colorful information board and crop report on 
pick-up day from the Intervale Food Hub CSA.
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 Fully Collaborative Multifarm CSAs

Local Harvest: A Multifarm CSA Handbook is a 130-page SARE document 
by Jill Perry and Scott Franzblau, entirely focused on the subject of 
multifarm CSA programs. Find the document linked at www.sare.org/
index.php/content/download/29727/413960/file/csa.pdf . After a long 
introduction, it provides very hands-on, down and dirty information, 
It’s hard to say much without duplicating what’s written there. 

The document relies on and builds on the experience of Local Harvest 
CSA, which grew out of a single CSA started in New Hampshire in 1989. 

Multi-farm CSAs typically involve coordination of multiple growers 
to both overlap supply and specialize supply. The Intervale Food 
Hub, cited above, is another example. Overlapping supply means, for 
example, that three farms plant a crop of peas in weekly succession, 
hoping that at least two plantings pan out. This saves any one farm 
from doing the super-intense level of succession planting sometimes 
needed to reduce the risk that you disappoint your customers. 
Specializing supply means, for example, that one or two farms grow 
tomatoes and invest in all the latest disease-combating structures and 
programs, and the other farms don’t have to grow tomatoes. Maybe 
they grow sweet corn, berries, green beans, or another resource-
intensive crop, and the tomato farm doesn’t have to worry about 
those. 

As also suggested in the sidebar, multi-farm CSAs typically try to 
grow to a point where either a skilled person at one of the farms, or 
a contracted outsider, or some of both, are paid to do some level of 
supply coordination, customer service, and bookkeeping functions.

CSA SYSTEMS of OPERATION

CSAs are a business, and farms are no longer pretending otherwise. 
They are signing contracts with customers, hiring management 
employees, using sophisticated planning tools, and putting custom 
software to work.

 Customer Education and Turnover

Retention rates of CSA customers are generally poor. Sixty to seventy 
percent of customers from any one year returning the next is considered 
a good rate of return. Most farms do worse. That means you need to 
recruit the equivalent of your entire CSA customer base every two 
to three years. The above systems (multi-farm programs, champion 
customers, affinity groups) are all designed to increase retention.

But short of trying those new models, much is written about how 
to keep subscribers engaged and give them a sense of personal 
connection with the farm. This may be through newsletters, social 
media, farm workdays or celebration days, or just simply spending 
extra time talking with your customers when they call or stop by. This 

from Local Harvest: A 
Multifarm CSA Handbook

“In the years since 2006, the CSA 

has fine-tuned its methods. Sticking 

with the same distribution site, and 

solidifying a group of five evenly 

balanced (in terms of percentage of 

the co-op) larger farms and three 

smaller ones, Local Harvest has been 

able to seamlessly expand to 300 

members, while retaining between 

60 and 70 percent of members 

year-to-year. After the 2009 season, 

Trumble noted that, “Size does 

matter. When we were 200 members, 

we were just barely able to pay 

our bills. At 250 members, we ran 

smoothly and ended up with a small 

profit (patronage dividend). At 300 

members, we are able to run the 

business and not have to worry about 

whether we can afford a site assistant, 

or to pay an employee who has 

worked a few hours over time.”

Some CSA programs offer 
restaurant or foodservice 
shares. Mixed boxes are of 
less use to a chef.  Providing a 
different single item each week 
may be preferred.
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has value. Here are some sample customer interactions:

www.sauvieislandorganics.com/blog/?cat=4 
www.communityfarms.org/newsletters/2010/2010_issue17.htm

Less-discussed is the challenge of interns and apprentices. Farm 
owners tend to be enthusiastic about customer interactions, in part 
because of their pride in the product, but also because they are 
depositing the customer’s checks and depend on them for livelihood.  
Farm interns can be less enthusiastic with customers. We have 
witnessed dull, unwelcoming interactions when customers arrive 
eager to pick up a share at market – the asking of a name, crossing it 
off a list, and silent handing over a box. That’s it. So, be sure to train 
your interns in great customer service. Give them scripts, practice 
customer interactions, and work alongside them to set the tone.

A CSA customer survey from the University of California (www.
escholarship.org/uc/item/5wh3z9jg) found that a majority of 
customers do feel engaged with the farm. The minority who don’t may 
be some of those who fail to renew. But the survey showed that the 
number one reason people leave CSAs is product mix issues - because 
there wasn’t enough variety (Too many greens! Too much squash!), 
or because they would prefer to choose their purchases themselves.  
A very closely related issue comes up number two: “problems with 
quantity (threw out too much, etc.).” The study goes on to conclude:

Most people leave the CSA due to lack of choice, yet the 
idea of “receiving what is available when it is available” 
is an integral part of the CSA concept. Therefore, turnover 
is likely to always be an issue, and thus finding new 
members will continually be required.

Are customers really that irrational? They sign up for something, 
excited with eyes open, and six months later the very thing that 
excited them is the reason they leave the program?  Maybe not. Part of 
the issue is that new farms overpromise. At the same time that farms 
warn “you get what you get,” they also show off a spectacular product 
calendar that they may not yet have the growing expertise to pull off. 
So, one way to manage customer expectations is to not even launch a 
CSA program until you have several years of experience on your land, 
trying to grow a CSA-like bounty and variety.

See the sidebar for complete survey results.

Maybe, even with experienced farms, the likely number one reason 
subscribers drop off is that they have the wrong expectations. 
They imagine they’ll get something familiar and easy to cook every 
week, and maybe they won’t. They imagine they’ll get just the right 
amount of food for their family, and maybe they won’t.  They imagine 
produce will look like it does it the store, and maybe it won’t. They 
imagine they’ll now make time to cook a whole lot more than they 
ever did, and maybe they won’t. They imagine that getting berries, 
or cucumbers, or corn, or something, is guaranteed, and nothing is 
guaranteed.

Why They Don’t Renew

Table 2. Reasons why CSA members 
might not, or will not,
renew their membership.

Response Categories   %
product mix issues    44%
(more variety, want to select own)
problems with quantity    37%
(threw out too much, etc.)
household issues    26%
(moving, don’t cook, etc.)
cost/value issues   14%
pick-up issues   14%
problems with quality   9%
problems processing and storing  4%
prefer farmers market   5%
other    11%

from Community Supported 

Agriculture on the Central Coast: 

The CSA Member Experience. 

The Center for Agroecology and 

Sustainable Food Systems.

Don’t be surprised that some 
subscribers have never cooked 
a winter squash, any green 
other than spinach, or a root 
vegetable other than potatoes.
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As one small step toward preventing wrong expectations, consider 
reposting or handing out this wonderful information sheet from Local 
Harvest (www.localharvest.org/csa/tips.jsp):

Tips for Potential CSA Members

Don't expect all your produce to come from the CSA
Most CSAs do not provide families with enough fruit to meet their usual intake. Many don't 
provide any fruit at all, so it is good to ask what to expect in that regard. Depending on the size 
of your family and how much you cook, you will probably find that you need to supplement the 
vegetables as well, especially staples like onions, garlic, and carrots.

If you are not used to eating seasonally, do some research.
If you are not accustomed to eating seasonally, you may find that it takes a while to make a 
transition from eating whatever is at the grocery store (pretty much everything) to whatever is in 
your CSA basket (what's in season). It may surprise you to find that tomatoes do not ripen until 
August in your area. You should expect the season to start off lighter than it finishes. In most areas, 
the first crops will be salad greens, peas, green onions and the like. By the end of the season, the 
boxes should be much heavier, with things like winter squash, potatoes, tomatoes, and broccoli. 
Many farms provide a list of what produce to expect when. It's worth reading. If they don't offer 
you such a list, ask.

Quantity varies—good to ask up front.
When filling the weekly CSA baskets, farmers try and provide a variety of items, in a reasonable 
quantity. They don't want to be skimpy, and they don't want to overwhelm their members. Too 
much of even a good thing, and it ends up going to waste, which makes everyone feel bad. Over 
time, farmers develop a feel for how much is the right amount for their particular community—
what's fair, what's reasonable, what will get eaten. Of course, the weather and other mitigating 
circumstances can get in the way of their ability to provide the ideal amount, as discussed above. 
One of the most important questions to ask before you sign up is, "About how much produce do 
you expect to deliver each week, and how does that vary from the beginning of the season to the 
end?"

If you want to preserve food for winter, ask.
Some farms allow members to get extra quantities of certain vegetables for canning or freezing. If 
this is something that interests you, talk to the farmer early in the season.

Make sure you understand the policies.
Farms differ in their policies regarding what happens with your box if you don't pick it up (e.g. 
vacation, something-came-up, I forgot, etc.) Make sure you know how these situations are dealt 
with, before the season starts.

© 1999-2011 LocalHarvest, Inc.
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 Formal Agreements and Contracts

Another great way to adjust customer expectations is to have them 
sign a formal contract. There’s nothing like a simple, clear signed 
agreement to make someone really stop and think. 

A signed contract has other purposes, too. If you use a payment 
plan, it’s a payment agreement. If you want the right to give food to 
the needy when it is not picked up on time, your contract can bind 
customers to that understanding. If you want to protect against 
demands for refunds, do it on the contract. 
 
Every CSA farm should have customers sign an agreement. The 2009 
University of Kentucky CSA survey of 200 farms found that more than 
half did not. 

Here is a very simple but effective block of contract language, from 
www.devonpointfarm.com.
 
Please initial each of the following:
____ I understand I am committing to become a member of Devon Point Farm’s
2011 Farm Share Program, and I shall share in the risks and rewards of the Share
program. I am comfortable with the fact that I will receive a variety of crops, but I
may not get every crop that is on the farm’s production list due to crop failures or low
yields.
____ I have enclosed my non-refundable deposit to reserve my place as a member of
the 2011 season.
____ I agree that it is my responsibility to pick up my share each week at 10 .a.m on
Thursdays, at the Coastal Masonic Lodge, 637 Pequot Trail in Stonington and that any
share not picked up during that time will automatically become the property of Devon
Point Farm, and that there are no refunds or repeats for missed shares. I understand
that I am not allowed to switch share pickup days.

Please sign this contract here:
Signature: _____________ Date:________________

Links to More Sample 
Contracts

www.longbeanfarm.com
Long Bean Farm’s two-page 
contract includes some interesting 
elements such as a low-income 
fund.

www.evergreenfarm.typepad.
com/files/2011-workshare-
contract.pdf
EverGreen Farm’s two-page 
contract specifically for those 
interested in reduced-cost 
workshares is a masterpiece of 
“blunt and to the point” language. 
Farmer readers will understand 
that a successful workshare 
program with a real discount 
needs to be this strong. 

www.intervalefoodhub.com/
ourmarkets/how-it-works
Intervale’s CSA Policy also includes 
some tough rules, like a $5 fee for 
subscribers who don’t return their 
basket, and a requirement that 
subscribers read all emails from 
the program. 
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 A Few Planning and Management Tools

There is recent growth in custom management software solutions for 
CSA farmers. These include www.farmigo.com, www.csatoolbox.com, 
www.memberassembler.com, www.csaware.com, and others.  Pricing 
is either per share sold or a percentage of sales. Features include 
online sign-up for your customers, ongoing customer communication, 
delivery and pick-up site tracking, financial tracking and billing, 
reporting, production planning, and more. It’s beyond the scope of 
this document to provide detailed information and reviews of each. 
Explore them and let us know what you think.

One downside of using a custom system for things like billing and 
recordkeeping is that more common systems have broad support 
and wide application. There are simple things farmers can do with 
homemade planning sheets, using paper, or using widely available 
tools you may be using anyway, like Microsoft Excel and Intuit’s 
Quickbooks.  

Home

Start Tour Here

Pricing

About us

Contact us

FAQ's

Toolbox Summary

Farmers sign-up

Username:

Password:

Forgot Password

login

# of members, Share sizes and types,
% of capacity
Host information
Delivery Logs & Maps

Track # of shares sold
Multiple shares types
Special Offers shares

Credit card processing (Pay Pal)
Pay by Check (mail in)
Split payments
Payment statements

Box labels(color coded)
Customer list (by Name, Drop, Etc)
Pick-up location Stats

Delivery Day
Drop Site
Share Ordered & Paid
Vacation Stops

Communicate to selected members easily
Delivery Day, Share type, Pick-up location, Ect
Schedule E-mail delivery (i.e. the evening before members delivery)
You can create your weekly news letter only once and the
website will take care of the rest

CSA Management Tools

Membership Management

Pick-up Site Management

Share management

E-mail broadcaster

Billing systems

Reporting systems

Powered by Trusted Software, LLC.

Screenshot from www.csatoolbox.com, one of several resources 
aiming to help you manage your CSA program.
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Richard Wiswall’s excellent The Organic Farmer’s Planning Handbook 
(2009) includes many such ideas and tools. It’s a recommended read 
for all farmers, organic or not, and does include a section specific to 
operating and planning CSA farms. His writing, while in some places 
providing complicated planning systems (along with a CD of Excel 
files), also assumes that nothing is too simple to be of use to other 
farmers. 

Here is a sample of the book’s solid, simple planning advice:

One of the most important books on my farm is the Crop Journal. 
This is just a basic pocket folder with loose-leaf pages inside, one 
page for each crop or enterprise, arranged alphabetically. Anytime 
a task is performed on a crop, it is recorded on the crop’s page in 
the Crop Journal. It’s simple and quick to do once you get in the 
habit. Years ago, my crew chief was startled when I mentioned how 
few farmers do this. She said, “It’s so easy!”

from The Organic Farmer’s Business Handbook.

More Insight from Richard 
Wiswall

“Whether or not the farm 
highlights the fact to its CSA 
membership, each week’s share 
represents a certain payment from 
each member. On average, if a CSA 
share costs $500 for twenty weeks, 
the farmer receives $25 for each 
week’s amount of product. Using 
this $25/week as a guide, what 
happens in peak season when 
the harvest is abundant? Do you 
simply distribute all the harvest 
evenly to your subscribers?

The value of the weekly share is 
important, so: (1) Don’t give away 
the farm, and (2) don’t inundate 
CSA members with too much food. 
Generosity is a good thing, but 
it may backfire when members 
return next year purchasing only 
a half share (thinking they will 
receive just as much as this year). 
Members abhor wasting good 
farm-fresh food and respond 
accordingly—maybe by not re-
signing at all.”

from The Organic Farmer’s 
Business Handbook, 2009.

Richard Wiswall's Sample Crop Journal
"One of the most important books on my farm is the Crop Journal. This is just a basicpocket folder with loose-leaf pages inside, one page for each crop or enterprise, arrangedalphabetically. Anytime a task is performed on a crop, it is recorded on the crop's page inthe Crop Journal. It's simple and quick to do once you get in the habit. Years ago, mycrew chief was startled when I mentioned how few farmers do this. She said, "It's so easy!"
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Appalachian Sustainable Agriculture Project. 
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A time-tested, deep planning system that has been successfully 
adapted by several farms we’ve met is the Brookfield Farm set of Excel 
spreadsheets, available at www.brookfieldfarm.org/CropPlanning.cfm. 
These sheets can be hard to pick up, especially for the Excel novice, 
but once used they masterfully allow you to coordinate your planting 
and harvest schedule with your customer demand, and even your seed 
order and soil amendments. 

Here is an excerpt from the Crop Plan, one of the many spreadsheets 
that Brookfield Farm owner Dan Kaplan provides. This sheet (only 
partially shown here) works out the acreage that needs to be planted 
to fill baskets for 525 shareholders.

Next Steps

Hopefully this document has started your thinking in a creative 
direction or two. Implementing new ideas can be tricky. The same 
idea can have different outcomes for each farm. A short publication 
can’t give you all the answers. If you would like to work on the 
recordkeeping and planning systems on your farm, ASAP can help.  
Even if you just want to talk through your CSA ideas, give us a call. Our 
annual farmer conference, held each February, usually includes CSA 
content from experienced farms in the region. Other CSA-oriented 
trainings and events are in the works. Keep in contact to learn more.

ASAP identifies and defines “local” 

through our Appalachian Grown™ 

branding and certification program. 

We encourage you to become an 

Appalachian Grown certified farm. 

Display the logo to let customers 

know your products are grown right 

here in the Southern Appalachians; 

within 100 miles of Asheville, to be 

exact. We believe the Appalachian 

Grown program helps to increase 

sales—improving pricing for all, 

creating more demand for local 

products, and contributing to more 

profitable businesses and more 

sustainable farms. 

CROP PLAN 

Brookfield Farm

525 REG.  
SHARES 350 PYO 

SHARES 350 ROW 
LENGTH 6.0 BED 

WIDTH 20.7 BEDS / 
ACRE

CROP

ty
pe UNIT YIELD / 

ROW FT

DIST 
PER 

WEEK

WEEKS 
OF DIST

YIELD 
NEEDED

ROW 
FT

NEED

ROW 
NEED

ROWS 
PER 
BED

BEDS 
NEED

ACRES 
IN 

PROD
BEAN, SNAP pyo lbs. 1.14 2 10 7000 6125 17.5 2 8.8 0.42
BEAN, EDAMAME pyo lbs. 2.50 2 6 4200 1680 4.8 2 2.4 0.12
BEET reg lbs. 0.50 2 6 6300 12600 36.0 4 9.0 0.43
BEET win lbs. 1.00 5 4 4000 4000 11.4 4 2.9 0.14
BROCCOLI reg lbs. 0.34 1.5 8 6300 18375 52.5 2 26.3 1.27
BRUSSELS' SPROUTS reg st 0.36 1 3 1575 4410 12.6 2 6.3 0.30
CABBAGE reg lbs. 1.40 5 6 15750 11250 32.1 2 16.1 0.77
CABBAGE win lbs. 1.40 5 4 4000 2857 8.2 2 4.1 0.20
CABBAGE, CHINESE reg lbs. 1.78 2 3 3150 1770 5.1 2 2.5 0.12
CANTELOUPE reg pc 0.80 1 3 1575 1969 5.6 1 5.6 0.27
CARROT reg lbs. 0.75 1 22 11550 15400 44.0 4 11.0 0.53
CARROT win lbs. 0.75 5 4 4000 5333 15.2 4 3.8 0.18
CAULIFLOWER reg lbs. 0.40 1 4 2100 5250 15.0 2 7.5 0.36
CELERIAC reg lbs. 0.62 2 2 2100 3387 9.7 2 4.8 0.23
CELERIAC win lbs. 0.62 2.5 4 2000 3226 9.2 2 4.6 0.22
CELERY reg hds 0.57 1 4 2100 3675 10.5 2 5.3 0.25
CHARD reg lbs. 0.57 1 6 3150 5513 15.8 5 3.2 0.15
COLLARDS reg lbs. 0.71 1 4 2100 2940 8.4 2 4.2 0.20
CORN, SWEET reg dz 0.05 0.5 8 2100 40833 116.7 2 58.3 2.81
CUCUMBER reg lbs. 2.29 1 10 5250 2297 6.6 1 6.6 0.32
DAIKON reg lbs. 2.00 0.5 4 1050 525 1.5 2 0.8 0.04
EGGPLANT reg lbs. 2.14 1 8 4200 1963 5.6 1 5.6 0.27
ESCAROLE reg hds 0.86 1 3 1575 1838 5.3 2 2.6 0.13
FENNEL reg lbs. 0.50 0.5 3 788 1575 4.5 5 0.9 0.04
GARLIC reg lbs. 0.14 4 1 2100 14700 42.0 5 8.4 0.40
GREENS reg lbs. 0.29 1 15 7875 27563 78.8 5 15.8 0.76
KALE reg lbs. 0.86 1 8 4200 4900 14.0 2 7.0 0.34
KOHLRABI reg lbs. 0.75 0.5 3 788 1050 3.0 5 0.6 0.03
LEEK reg pcs 0.75 2 9 9450 12600 36.0 2 18.0 0.87
LEEK win pcs 0.75 4 1 800 1067 3.0 2 1.5 0.07
LETTUCE reg hds 0.71 1 25 13125 18375 52.5 5 10.5 0.51
ONION reg lbs. 0.50 1 10 5250 10500 30.0 5 6.0 0.29
ONION win lbs. 0.50 2.5 4 2000 4000 11.4 5 2.3 0.11
PARSNIP reg lbs. 0.65 2 2 2100 3231 9.2 4 2.3 0.11
PARSNIP win lbs. 0.65 2.5 4 2000 3077 8.8 4 2.2 0.11
PEA, SHELLING pyo lbs. 0.36 1 3 1050 2940 8.4 4 2.1 0.10
PEA, SNAP pyo lbs. 0.36 2 3 2100 5833 16.7 4 4.2 0.20
PEA, SNOW pyo lbs. 0.36 2 2 1400 3920 11.2 4 2.8 0.13
PEPPER, HOT reg lbs. 1.14 0.25 10 1313 1148 3.3 2 1.6 0.08
PEPPER, SWEET reg lbs. 1.07 1 10 5250 4900 14.0 2 7.0 0.34
POTATO reg lbs. 0.60 2.5 12 15750 26250 75.0 2 37.5 1.81
POTATO win lbs. 0.60 10 4 8000 13333 38.1 2 19.0 0.92
POTATO, SWEET reg lbs. 0.85 2.5 3 3938 4632 13.2 2 6.6 0.32
RADICCHIO reg lbs. 0.29 0.25 4 525 1838 5.3 5 1.1 0.05
RADISH reg lbs. 0.29 0.25 6 788 2756 7.9 5 1.6 0.08
RUTABAGA reg lbs. 0.95 2 2 2100 2211 6.3 4 1.6 0.08
RUTABAGA win lbs. 0.95 2.5 4 2000 2105 6.0 4 1.5 0.07
SCALLION reg bu. 1.00 1 6 3150 3150 9.0 5 1.8 0.09
SPINACH reg lbs. 0.29 1 8 4200 14700 42.0 5 8.4 0.40
SQUASH, SUMMER reg lbs. 3.71 1.5 10 7875 2120 6.1 1 6.1 0.29
SQUASH, WINTER reg lbs. 1.14 3 12 18900 16538 47.3 1 47.3 2.28
SQUASH, WINTER win lbs. 1.14 15 1 3000 2625 7.5 1 7.5 0.36
TOMATILLO pyo lbs. 0.71 0.1 8 280 392 1.1 1 1.1 0.05
TOMATO, CHERRY pyo lbs. 2.40 1 6 2100 875 2.5 1 2.5 0.12
TOMATO, PLUM pyo lbs. 1.71 2.5 4 3500 2042 5.8 1 5.8 0.28
TOMATO, SLICING reg lbs. 3.20 2.5 9 11812.5 3691 10.5 1 10.5 0.51
TURNIP reg lbs. 0.85 2 2 2100 2471 7.1 4 1.8 0.09
TURNIP win lbs. 0.85 2.5 4 2000 2353 6.7 4 1.7 0.08
WATERMELON reg lbs. 4.00 5 4 10500 2625 7.5 1 7.5 0.36
Y - BASIL pyo lbs. 0.43 0.5 9 1575 3675 10.5 5 2.1 0.10
Y - CILANTRO pyo lbs. 0.43 0.1 9 315 735 2.1 5 0.4 0.02
Y - DILL pyo lbs. 0.43 0.1 9 315 735 2.1 5 0.4 0.02
Y - PARSLEY pyo lbs. 0.43 0.1 9 315 735 2.1 5 0.4 0.02
ZF-BLUEBERRIES pyo pts 0.86 1.5 6 3150 3675 10.5 1 10.5 0.51
ZF-RASPBERRIES pyo pts 0.86 1.5 6 3150 3675 10.5 1 10.5 0.51
Zf-STRAWBERRY pyo qts 1.14 2 4 2800 2450 7.0 1 7.0 0.34

total 497.5 23.98 acres


