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ABSTRACT 
 

A growing concern for the future of farming in the rural-urban interface exists 

since the area may experience a disconnect among consumers, farmers, and food 

production.  To maintain local agricultural production, farmers living in the rural-urban 

interface are adopting direct marketing strategies, such as community supported 

agriculture (CSA).  Using attitude theory, social capital, community attachment, and 

community-based social marketing, the researcher utilized a mixed methods case study 

approach to explore how to market membership in a CSA to residents living in or near 

Texas cities.  In order to address the purpose of this study, the researcher conducted a 

mixed methods multilevel model of the triangulation design to collect both quantitative 

and qualitative data.  The researcher administered an online survey to shareholders of 

three CSAs in Texas to collect quantitative data measuring their motivations to joining a 

CSA, environmental attitudes, community attachment, involvement in local groups, use 

of information channels, and demographic characteristics.  For the qualitative data 

collection, the researcher completed semi-standardized telephone interviews with the 

three CSA owners.  Findings indicated that CSA owners can create marketing messages 

referring to members’ motivations to join a CSA.  These messages can be delivered 

through interpersonal communication with family, friends, neighbors, and CSA members 

or through electronic media to reach potential members.    
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CHAPTER I 
 

INTRODUCTION 
 
 
 
 

Background and Setting 

In the United States, local food systems provide an alternative to the conventional 

agriculture model (Gasteyer, Hultine, Cooperband, & Curry, 2008).  Terms such as “local 

food” and “local food systems” do not have a legal or universally accepted definition; 

however, researchers have described local food in terms of geographic proximity, social 

characteristics, and supply chain characteristics (Martinez et al., 2010).  The distance that 

constitutes local varies by region and population density as more sparsely populated areas 

may consider local differently than more heavily populated areas (Martinez et al., 2010).  

Local food systems typically have the production, processing, and consumption of foods 

occurring within a specific distance or geographic area between food consumers and 

producers.  Consumers who eat minimally processed, seasonally available food grown or 

produced within a specific radius of their residence (typically 100 to 250 miles) are 

considered to be locavores (Martinez et al., 2010).   

In addition to geographic proximity, consumers have used social characteristics to 

describe local food such as their knowledge of the producers, their personalities, and their 

ethics (Thompson, Harper, & Kraus, 2008).  For consumers, the concept of local food can 

conjure up visualizations of small family farms, the attractiveness of the farm, and the 

surrounding landscape (Berry, 1996; Campbell, 1997; Kloppenburg, Hendrickson, & 

Stevenson, 1996).  Another social characteristic related to local food choice is 



 Texas Tech University, Kelsey Hall, August 2011 

2 
 

consumers’ support for food policies that promote access to affordable, healthy food 

choices.   

Local food is often related to sustainable or organic production practices 

(Thompson et al., 2008).  Many farmers who grow local food reduce or eliminate the use 

of synthetic chemicals and fertilizers.  They choose practices that do not expend nutrients 

in the soil, create water pollution, pollute the air, or harm wildlife.  Sustainable 

agriculture practices can also embrace consumers’ concern with fair farm labor practices 

and animal welfare.   

Interest in local foods in the United States can be connected to several movements 

(Guptill & Wilkins, 2002).  The environmental movement fostered concern for knowing 

the geographic dimensions in food choices, particularly since the transportation of food 

over long distances contributes to greenhouse gas emissions (Kloppenburg et al., 1996).  

The community food-security movement worked to provide consumers with safe, 

healthy, and culturally appropriate food (Gottlieb & Fisher, 1996).  An important concept 

of the community food-security movement was the availability of local food in both 

commercial and non-commercial venues.  Other movements expanded local food options 

as a protest to the mass production of food by large corporations, the use of 

agrochemicals, food additives, and genetically modified organisms (McMichael, 2000).  

Europe, particularly Italy, influenced the slow food movement, which rebelled against 

mass produced foods by corporations and the quick pace of consumers’ lives by growing 

and preparing food in traditional ways (Gaytan, 2003).  Now, the local food movement 

has expanded beyond the previously mentioned movements to also include consumers’ 
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desire for supporting local farmers and understanding better the origin of their food 

(Ilbery & Maye, 2006; Pirog, 2009). 

The local food movement encompasses two different types of local food markets: 

(1) direct-to-retail/foodservice (sales from farmers to restaurants, retail stores, schools, 

hospitals, and government entities) and (2) direct-to-consumer (Martinez et al., 2010).  

Farmers sell local foods directly to consumers at numerous venues, including pick-your-

own farms, farm stands, farmers’ markets, and community supported agriculture (CSA) 

farms (Martinez et al., 2010).  Pick-your-own or U-pick operations and farm stands have 

grown in popularity since the 1930s as a means for consumers to pick their own berries, 

tomatoes, pumpkins, Christmas trees, and other produce when prices were low and 

farmers could not afford labor and materials expenses (Martinez et al., 2010).  Farmers 

operate roadside farm stands as year round operations or from trucks, trailers, or tents 

during harvest.  The mobile farm stands provide produce in urban, public areas where 

consumers make impulse purchases.   

Farmers’ markets are a venue where several farmers sell a medley of fruits, 

vegetables, flowers, herbs, honey, nuts, and preserves directly to consumers (Ragland & 

Tropp, 2009).  Many farmers’ markets hire someone to manage the venue and enforce 

rules, regulations, and promotions for all participating farmers.  The majority of farmers’ 

markets are located in densely populated communities in the West, Midwest, and 

Northeast.  Since 1994, the number of farmers’ markets has grown from 1,755 to 5,274 in 

2009 (United States Department of Agriculture, 2010b).   
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CSA is a type of direct-to-consumer agricultural enterprise supported by residents 

in a community (Adam, 2006).  CSA originated in Switzerland and Japan where women 

displeased with imported, processed, and conventional food approached farmers to form 

cooperative relationships that provide natural, organic local food in the 1960s.  Jan 

VanderTuin of Switzerland introduced the concept of CSAs to the United States in 1984, 

which has gained momentum (Adam, 2006).  By 1986, consumers received the first 

harvest shares from Indian Line Farm in Massachusetts and the Temple/Wilton 

Community Farm in New Hampshire (Farnsworth, Thompson, Drury, & Warner, 1996).  

Since the establishment of the first two CSAs in 1986, the number has expanded to 200 

CSAs in 1992, to more than 1,700 CSAs in 2005 (Schnell, 2007; Weise, 2005).  As seen 

in Figure 1.1, the greatest number of CSAs is located near urban areas, particularly in 

New England, the Mid-Atlantic states, the upper Midwest, the front ridge of the Colorado 

Rocky Mountains, and the West Coast (Farnsworth et al., 1996; Schnell, 2007).   

 
Figure 1.1. Map of community supported agriculture farms located in the United States 
(Source: Local Harvest, 2011) 
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Two types of CSAs exist in the United States: the shareholder CSA and the 

subscription CSA (Adam, 2006).  A shareholder CSA is a consumer-driven project in 

which a group of subscribers hires a farmer.  The group of shareholders, such as a non-

profit organization, makes the key decisions.  This type of CSA appeals to local food 

security programs that want to ensure community residents receive access to food via 

food banks, community farms, community gardens, or farmers’ markets.  In a 

subscription CSA, a farmer develops the CSA and makes management decisions.  Many 

CSA subscribers do not work on the CSA; however, farmers who need seasonal labor can 

rely on shareholder labor, family labor, or interns (Adam, 2006).  The majority of all 

CSAs (75%) in the United States are formed as subscription CSAs (Adam, 2006).   

Both types of CSAs share the same fundamental principles.  Individuals pledge 

support to a CSA by purchasing either a full share or half share of a portion of the 

products harvested on a farm (Brown & Miller, 2008).  The share price can cover 

operating costs, taxes, insurance, housing, or the farmer’s labor (Brown & Miller, 2008).  

The financial agreement shares risk between the farmer and shareholders.  In years with 

disastrous yields or poor weather, shareholders receive limited produce while the farmer 

still receives a living wage.  In years with good yields, shareholders receive more 

produce, and the farmer receives a better living wage.  Most CSAs offer a variety of 

vegetables, fruits, and herbs; some CSAs also provide shares in eggs, meat, milk, baked 

goods, fiber, honey, beeswax, and firewood (Brown & Miller, 2008). 

Traditional CSAs require individuals to pay a one-time fee before the planting 

season; however, newer CSAs have more flexible payment options—offering monthly, 
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semi-annual, or quarterly installment payment plans (Woods, Ernst, Ernst, & Wright, 

2009).  Individuals purchase shares in advance to help cover the costs of the farm’s 

operation and the farmer’s salary.  The individuals share the risks and benefits of food 

production because they pay for a fixed amount of the harvest regardless of its actual 

quantity and quality.  Some CSAs require shareholders to help work on the farm.  

Members may pick up their share at the farm, while other CSAs deliver shares to a 

centralized location, a farmers’ market, or the home (Woods et al., 2009). 

Research has revealed how a CSA can impact consumers, communities, and 

farmers.  Consumers who join a CSA are referred to as shareholders (Brown & Miller, 

2008).  Shareholders gain knowledge of agriculture, particularly knowledge of who 

produces the food, where it is produced, and how it is grown.  Shareholders also connect 

with the farmer, his or her family, and the farmland.  CSA membership has also impacted 

shareholders by providing nutritional benefits through weekly deliveries of fresh produce 

(Brown & Miller, 2008).  Shareholders of four CSAs in Pennsylvania increased the 

variety and quality of produce consumed.  California CSA shareholders also claimed 

better, healthier eating habits as a result of their membership (Perez, Allen, & Brown, 

2003).  CSA participation in Minnesota and Wisconsin has influenced shareholders by 

increasing their consumption and variety of fresher vegetables, shopping less, and 

changing to healthier eating habits (Ostrom, 2007). 

Shareholders of an Illinois CSA reported a high level of satisfaction due to social 

and club benefits (Farnsworth et al., 1996).  The Illinois shareholders enjoyed being 

surprised with vegetables they have never purchased, prepared, or eaten.  They also 
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received satisfaction from sharing their excess produce with neighbors and friends.  A 

club benefit was the mutual exclusivity of receiving local food and products that only 

members of the CSA received.  They also appreciated having someone else select their 

vegetables and influence their eating habits.  As a result of the stakeholders’ membership 

in the Illinois CSA, they joined book clubs, rent-a tree programs, rent-an-acre-of-land 

programs, cheese-of-the-month clubs, chocolate-of-the-month clubs, and wine-of-the-

month clubs (Farnsworth et al., 1996). 

CSA farmers benefit financially from their agreements with shareholders.  The 

idea behind the farmers setting a CSA share price is to cover operating costs and provide 

a reasonable return on the farmers’ labor.  CSA farms typically have greater gross farm 

income than other U.S. farms (Lass, Stevenson, Hendrickson, & Ruhf, 2003).  Typical 

CSA farms provide produce for 24 weeks in return for an average income of $33,541 and 

a median income of $15,000.  Roughly 50% of the 308 CSAs in the study reported 

between $6,000 and $32,000 as income (Lass et al., 2003).  Many CSA farmers reported 

their CSA operation helped improve their financial situation and their psychological well-

being due to their ability to cover operating costs, compensate themselves, 

maintain/improve soil quality, lower their level of stress, provide a good quality of life, 

maintain a reasonable workload for themselves and their workers, and be involved in 

their community.  Sabih and Baker (2000) explained that CSA farmers in Canada 

received higher financial returns than those who sold vegetables at a wholesale market 

and used traditional lines of credit.   
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Many CSA owners provide benefits to their communities through educational or 

social events.  In a survey of CSA owners in 2001, 227 CSA farms (73.5%) provided 

potluck dinners, farm tours, events for shareholders’ children, educational programs for 

local schools, and other events that bring the community to the farm (Lass et al., 2003).  

Of the 308 CSA owners who responded to the 2001 survey, 173 CSA owners also offered 

low-income programs for their communities by donating unclaimed shares, organizing 

food donations from shareholders, donating a portion of the harvest to a local food bank, 

or a scholarship.  The most popular low-income program allowed community members to 

work or barter for a CSA share (Lass et al., 2003).   

Need for the Study 

 Research has confirmed consumers’ interest in locally produced foods and 

purchasing fresh produce directly from farmers, at farmers’ markets, or through CSA 

membership (Conner, Colasanti, Ross, & Smalley, 2010; Farnsworth et al., 1996; 

Keeling-Bond, Thilmany, & Bond, 2006; Kolodinsky & Pelch, 1997; Polimeni, Polimeni, 

Shirey, Trees, & Trees, 2006; Zepeda & Li, 2006).  As a means to meet this local food 

demand, 884 farms in Texas have marketed products directly to consumers through a 

CSA (United States Department of Agriculture, 2009).  Yet little to no research has 

explored the factors influencing Texas consumers’ motivations for joining a CSA, 

particularly their attitudes and values toward the environment, their attachment to their 

communities, their involvement in local organizations, and their use of information 

sources.  The knowledge gained from this information could provide farmers with a 

marketing campaign model for recruiting consumers to join a CSA.  Many farmers have 
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equated marketing with selling their products rather than having a clear understanding of 

consumers’ wants and needs (Adam, Balasubrahmanyam, & Born, 1999).  Marketing to 

consumers’ wants and needs is considered the most important factor that determines the 

success of an alternative agriculture enterprise.  This type of marketing requires that 

farmers deliver products that make a profit and satisfy consumers’ wants.  A good 

marketing plan includes information about the consumers’ needs, wants, perceptions, and 

present behavior or attitudes; product or service desired; the price structure; 

place/distribution; and effective promotion and advertising strategies (Adam et al., 1999; 

Andreasen, 1994).  Community Involved in Sustaining Agriculture (n.d.) also 

recommended that sustainable agriculture farmers identify their competition, set a 

marketing budget, and develop an evaluation for determining which marketing strategies 

were effective. 

Texas fruit and vegetable producers living in the rural-urban interface areas could 

benefit the most from this campaign marketing model since Martinez et al. (2010) 

explained that farms earning the most direct sales income were located in or adjacent to 

metropolitan counties.  As farms were located farther from metropolitan counties, direct-

to-consumer sales decreased, averaging $10,987 for farms located in metropolitan 

counties, $6,767 for farms in rural counties adjacent to metropolitan counties, and $6,090 

for farms in rural counties (Martinez et al., 2010).  The 2007 Census of Agriculture data 

also indicated that fruit and vegetable producers have earned two to three times more in 

direct sales per farm than livestock and other crop producers.  It is possible that 
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marketing local foods through Texas CSA membership could preserve the way of life for 

small fruit and vegetable farmers.   

Theoretical Framework 

This study utilizes attitude theory, social capital, community attachment, and 

community-based social marketing as the theoretical framework.  An individual’s attitude 

is based on cognitive, affective, and behavioral domains (Eagly & Chaiken, 1993).  The 

cognitive domain includes an individual’s ideas about an object, while the affective 

domain concerns an individual’s feelings or emotions about an object.  The behavioral 

domain regards an individual’s actions toward an object (Eagly & Chaiken, 1993).  

Attitudinal characteristics are factors for explaining consumers’ motivation to join CSAs 

in the United States (Zepeda & Li, 2006).  Residents in Columbia County, New York, 

joined the Roxbury Farm CSA they desired fresh, organic vegetables, wanted to consume 

seasonal vegetables, and were concerned for the environment (Polimeni et al., 2006).  

Similarly, data collected from members of eight CSAs in the Twin Cities area of 

Minnesota indicated several attitudes that motivated them to join including concern for a 

healthy environment, availability of organic foods, fresh produce, knowledge of how and 

where their food originated, desire to eat vegetables in season, and desire to reduce 

packaging (Cone & Myhre, 2000). 

Social capital is defined as connections among individuals or social networks that 

can facilitate a common action (Putnam, 1995; Woolcock, 2001).  Sources of social 

capital can derive from participation in organizations, specifically the number of 

organizations, type of organizations, frequency of participation, service on a committee 
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or as an officer for organizations, and contribution of money (Narayan & Cassidy, 2001; 

Putnam, 2000). 

Community attachment is a concept involving residents’ emotional and 

sentimental connection to a community.  Individuals can be attached to a community 

through social bonds, particularly friendships and business connections (Greisman, 

1980).  Community attachment can also consist of affective feelings residents have 

toward their community, such as feeling at home in the community or feeling sorry to 

move away from the community (Theodori & Luloff, 2000).  Sociologists have explained 

that affective feelings and social bonds are important factors that explain individuals’ 

level of community attachment.  Research has indicated that New Hampshire and Central 

Illinois residents joined a CSA to develop a stronger sense of community and a desire to 

connect with people who care about the origin of their food (Brehm & Eisenhauer, 2008).  

Additionally, residents were more willing to pay higher prices for produce through their 

CSA membership when they are more attached to their community (Brehm & 

Eisenhauer, 2008). 

Community-based social marketing is a variation of social marketing that focuses 

on the adoption of sustainable behaviors in a variety of areas, such as agriculture, 

conservation, energy use, water use, and transportation (Kennedy, 2010; McKenzie-Mohr 

& Smith, 1999).  This approach can identify the target audience in a community for 

adopting a sustainable behavior, address the challenges and benefits of performing the 

sustainable behavior, and design a marketing strategy that relies on communication, 

commitment, norms, and prompts.  The strategy should be pilot tested with a small group 
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of the target audience in the community to ensure the successful adoption of the behavior 

before expanding the marketing plan to the entire target audience.     

Problem Statement 

The number of individuals living on U.S. farms comprises less than 2% of the 

U.S. population (United States Department of Agriculture, 2010a).  However, the 

population has been growing in American rural counties, with rural counties located 

closest to urban areas experiencing the most growth.  Concern exists for the future of 

farming in the rural-urban interface since the area may experience a disconnect among 

consumers, farmers, and food production (Sharp, Imerman, & Peters, 2002).  Many non-

farming residents express concern about agricultural production practices, dust, 

agricultural odors, environmental quality, food safety, and food quality.  A result of these 

concerns is the lack of confidence non-farming residents may have in local farmers and 

America’s food system (Sharp et al., 2002). 

Farmers living in rural-urban interface areas are adopting direct marketing 

strategies to maintain their local agriculture and to overcome constraints imposed by non-

farm neighbors’ attitudes toward agriculture (Sharp et al., 2002).  As a means to improve 

issues arising at the rural-urban interface, agricultural professionals recommended that 

neighboring farmers and non-farmers build trust and understanding to help alleviate 

conflicts.  Other professionals suggested neighboring farmers and non-farmers in a 

community connect and improve their understanding of the food system through local 

food production.  CSA is a special type of agricultural enterprise where local farmers and 

non-farm community members are working together.  Texas is one state where roughly 
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120 CSA provide a portion of the products harvested on farms to consumers who pledge 

monetary support (Local Harvest, 2011). 

Purpose of the Study & Research Questions 

The purpose of this collective case study was to explore how to market 

membership in a CSA to residents living in or near Texas cities.  Farmers, extension 

agents, and agricultural organizations could use the results to develop messages about 

local food and CSA membership that are delivered through specific communication 

sources to potential consumers.  Extension agents and farmers would also better identify 

the consumers who would join a CSA based on certain demographic characteristics.  A 

mixed methods multilevel model of the triangulation design was used to collect both 

quantitative and qualitative data.  The following research questions were used to guide 

the quantitative data collection: 

1. What are the demographic characteristics of shareholders in Texas CSAs? 

2. What motivates shareholders to join a CSA in Texas? 

3. What are the shareholders’ environmental attitudes? 

4. What is the level of community attachment CSA shareholders have with 

their communities? 

5. What are the information sources shareholders use to learn about food 

choices? 

6. What relationships exist among shareholders’ motivations to join a CSA 

and their environmental attitude? 
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7. What relationships exist among shareholders’ motivations to join a CSA 

and their community attachment? 

8. What relationships exist among shareholders’ use of information channels 

and their motivations to join a CSA? 

9. What relationships exist among demographic characteristics and the 

constructs of motivations to join a CSA, environmental attitude, and 

community attachment?  

The specific research questions guiding the qualitative data collection were: 

1. What were successful strategies owners have used to market their CSAs? 

2. How did CSA owners build relationships with their shareholders? 

3. What were challenges owners faced when marketing their CSAs? 

4. What resources would help owners market their CSAs? 

The mixed methods research question addressed in this collective case study was 

the following: When marketing a CSA in Texas, what are the characteristics of 

consumers and utilized communication strategies? 

Basic Assumptions 

During the completion of this study, the researcher made these assumptions: 
 

1. CSA shareholders completed a self-reported questionnaire that assumes 

they responded accurately and honestly to the items. 

2. CSA shareholders who completed the questionnaire can read and 

understand English. 
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3. The participants for this study were already members of community 

supported agriculture in 2010. 

4. CSA owners who were interviewed answered all questions honestly and to 

their utmost ability. 

5. Each CSA owner who was interviewed was the most knowledgeable 

person of the marketing strategies used for his or her CSA.  

6. CSA owners were able to understand the interview questions because the 

interviews were only conducted in the English language. 

Limitations of the Study 

The researcher has identified the following limitations of the study: 
 

1. The researcher asked CSA owners to survey their members in 2010, which 

was the time frame used for the quantitative study.  Their membership lists 

were as of April 2011.  Some respondents were not members of the CSA 

in 2010.  

2. The CSA owners controlled access to the population, e-mailing their 

members on the researcher’s behalf.  One CSA owner asked members’ 

permission to participate in the study before sending the researcher’s e-

mails.  

3. The CSA owners agreed to send a pre-notice e-mail, an e-mail with the 

survey link, and a thank you/reminder e-mail to their members.  They did 

not permit the researcher to send more reminders or to contact non-

responders to the survey. 
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4. The researchers focused only on CSAs that grew vegetables or fruits, 

while other CSAs have meats, shellfish, eggs, wool, fibers, dairy, flowers, 

or bee products. 

5. The list of CSAs in Texas was derived from LocalHarvest.com, a popular 

and reliable organic and local food website with a national directory of 

local food sources, including CSAs, farmers’ markets, groceries/co-ops, 

and small farms. 

6. Since the collective case study was composed of three CSAs in Texas, the 

results may not be generalizable to other CSAs in Texas.  

Definition of Terms 

 A complete list of terms used in this study is included in Appendix A. 
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CHAPTER II 
 

LITERATURE REVIEW 
 
 
 
 

Introduction 

Consumers throughout the United States have shown their interest in local foods 

by purchasing produce at farmers’ markets or joining a CSA (Conner et al., 2010; 

Farnsworth et al., 1996; Keeling-Bond et al., 2009; Kolodinsky & Pelch, 1997; Polimeni 

et al., 2006; Zepeda & Li, 2006).  As a means to meet consumers’ desire for local food in 

Texas, roughly 120 CSAs have sold shares of products harvested on the farms to 

consumers who joined (Local Harvest, 2010).  These CSAs provided an enterprise that 

could preserve the way of life for fruit and vegetable farmers living in the rural urban 

interface in Texas because of the profit made from direct-to-consumer sales.  However, 

CSAs face high annual attrition rates of their members (Kolodinsky & Pelch, 1997).  This 

study fills a gap in the knowledge of the factors influencing Texas consumers to join a 

CSA, particularly their motivations, their attitudes and values toward the environment, 

their attachment to their communities, their involvement in local organizations, and their 

use of communication channels.  Additionally, this study identifies marketing strategies 

used by CSA owners.  The knowledge gained from this information could provide 

farmers with a marketing campaign model for retaining existing consumers and recruiting 

new consumers to join a CSA.  

This chapter provides an overview of attitude theory.  The literature review 

continues by defining social capital theory, describing the dimensions used for measuring 
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social capital, and reviewing how social capital is used in community development 

studies.  Additional literature explains the concepts of community attachment and its 

connection with social capital.  The last section of the theoretical framework reviews the 

marketing process starting with traditional marketing, progressing to social marketing, 

and finishing with community-based social marketing (CBSM).  The author defines 

CBSM, explains the components used in the development of CBSM campaigns, and 

describes the development of CBSM campaigns to change agricultural behaviors.  The 

chapter concludes with a discussion of the empirical studies that examined consumers’ 

motivations for joining a CSA, community attachment in relation to their CSA 

membership, and use of sources for CSA and local food information.  These studies also 

described the demographic and socio-graphic characteristics of CSA members.   

Theoretical Framework 

The theoretical framework for this study combined concepts from attitude theory, 

social capital theory, community attachment, and community-based social marketing. 

Attitude Theory 

Social scientists have been studying the concept of attitudes since the early 1900s 

(Fazio & Petty, 2008).  Since the 1960s, Ajzen and Fishbein (1980) have studied the role 

attitude has in causing a specific behavior, specifically the relationships between a 

consumer’s beliefs or attitudes toward an object and their willingness to purchase or use 

the object (Ajzen & Fishbein, 1980).  Fishbein (1967) has established relationships 

between an individual’s beliefs of attributes of an object and the formation of the 

individual’s overall attitude toward the object.  His work has shown evidence that an 
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individual’s attitude toward an object is positively associated with the individual’s 

intentions to use the object (Ajzen & Fishbein, 1980). 

Individuals form attitudes by internally evaluating a specific entity on a cognitive, 

affective, or behavioral basis and expressing a level of favor or disfavor for the entity 

(Eagly & Chaiken, 1993).  The entities that are evaluated are referred to as attitude 

objects.  While some attitude objects are concrete (e.g., vehicles, books), others can be 

abstract (e.g., liberalism, conservatism).  Attitude objects can be identified as behaviors 

(e.g., consuming locally grown food), and particular entities (e.g., my Apple laptop).  

Thoughts that individuals have about an attitude object are placed into the cognitive 

category.  The feelings, moods, or emotions that individuals have about an attitude object 

are an affective response.  The behavioral category includes individuals’ actions 

performed in response to the attitude object.  

An individual’s attitude is a combination of the cognitive, affective, and 

behavioral categories, which is referred to as the classical or triadic model of attitudes 

(Erwin, 2001).  The relationship between the cognitive and affective categories is usually 

more evident.  The connection between an individual’s attitude and his or her behavior is 

more complicated.  Attitudes are assessed at a general level, while behaviors are assessed 

in a specific context or social situation (Ajzen & Fishbein, 1980).  It is necessary to 

differentiate between two types of attitudes in order to understand the influence of 

attitudes on behavior (Ajzen & Fishbein, 2005).  The first type of attitude evaluates and 

forms a favorable or unfavorable attitude toward physical objects (e.g. Yosemite National 

Park), racial or ethic groups (e.g. African American), institutions (e.g. Congress), policies 
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(e.g. tax cuts), events (e.g. World Series), or other entities.  The second type of attitude 

regards attitudes toward performing a behavior with regard to a physical object (e.g. 

visiting Yosemite National Park) or ethnicity or race (e.g. hiring African Americans).   

One reason for the complex relationship between attitudes and behavior is the 

difference in how researchers measure attitudes and behavior.  An attitude can be 

measured at the cognitive, affective, and behavioral categories (Eagly & Chaiken, 1993).  

One of the most popular methods for measuring attitude is through a series of statements 

measured on a Likert scale.  Participants can rate their level of agreement with the 

statements on a scale ranging from 1 (strongly disagree) to 5 (strongly agree) (Eagly & 

Chaiken, 1993).  Statements can measure beliefs about a behavior, reactions toward a 

behavior, and actions related to a behavior.  Behavior is usually measured through 

statements about performing the behavior in a specific context or social situation (Erwin, 

2001).  

Factors other than an individual’s attitude can affect an individual’s performance 

of a behavior (Erwin, 2001).  Information can strengthen the relationship between attitude 

and behavior.  Information influences the cognitive category of attitudes through the use 

of personal communication and mass media.  Personal communication influences 

attitudes because individuals seek out individuals who they know or trust as sources of 

information (Erwin, 2001).  Examples of personal communication sources are farmers, 

consumers, extension agents, family members, and neighbors.  

Mass media influence thoughts, emotions, attitudes, and behaviors on different 

levels depending on the media’s power (Bryant & Thompson, 2002).  Mass media 
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channels—newspapers, radio, and television—disseminate information to a large 

audience and can increase their knowledge, which can change weakly held attitudes and 

behaviors (Rogers, 2003).  How information about a certain issue is printed or 

broadcasted in news reports can influence attitudes about that issue (Bryant & Zillmann, 

2002).  Zaller (1991) also insisted that the amount of information presented influences the 

attitude formation.  

Persuasion is the process by which individuals are influenced to change their 

attitudes or behaviors (Erwin, 2001).  Perloff (2008) defined persuasion as “a symbolic 

process in which communicators try to convince other people to change their attitudes or 

behaviors regarding an issue through the transmission of a message in an atmosphere of 

free choice” (p.17).  This definition of persuasion consists of five processes.  Persuasion 

uses symbols like words, images, and nonverbal signs to transmit messages.  Persuasion 

is a deliberate process used to influence individuals.  Persuasion is also an internal 

process that changes an individual’s attitudes and behaviors.  Verbal and nonverbal 

persuasive messages are delivered through mass media or interpersonal communication.  

Finally, individuals are free to choose what to think and do in response to persuasive 

messages (Perloff, 2008). 

  Persuasive communication research began in the 1930s with attitudinal studies 

(Allport, 1935).  The U.S. War Department requested researchers to describe the effect 

documentary films on the Nazi threat had on Allied soldiers’ attitudes and beliefs.  

Results showed that persuasive communication influences attitudes.  Yale University 

researchers conducted empirical research on the effects of persuasive communication 
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(Hovland, Janis, & Kelley, 1953).  The Yale attitude change approach examined the 

effects of the communicator’s credibility, message appeal, and the personalities of 

audience members on attitude formation.  Hovland and his colleagues (1953) insisted that 

persuasion is a learning process where attitude changes during a series of steps: attention, 

comprehension, learning, acceptance, and retention.  This series of steps follows previous 

ideas that individuals who learn and understand message arguments would be more likely 

to accept the information (Chaiken, Wood, & Eagly, 1996).  This viewpoint assumes that 

individuals passively accept the information delivered to them. 

 A few studies have suggested marketing campaign ideas derived from consumers’ 

attitudes and behavior toward consuming locally grown food.  FoodRoutes Network, a 

national non-profit organization supporting local, community-based food systems in the 

United States, has conducted research to build support for buying locally grown products 

using buy local campaigns (Greenberg Quinlan Rosner Research, 2002).  The 

organization reported that many shoppers believe locally grown products are fresher and 

of better quality.  Shoppers were more supportive of buying local products after learning 

the benefits of sustaining their communities and local economy, supporting local farmers, 

and getting superior quality food.  Even though shoppers have indicated an increased 

interest in locally produced food, changing their buying behavior is more difficult.  A 

minority of shoppers purchase locally grown products at farmers’ markets and 

community supported agriculture farms.  The organization recommended increasing 

consumption of locally grown products by increasing awareness of where to find locally 

grown food, delivering messages about why purchasing locally grown products is 
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important, and removing barriers toward buying locally grown products (Greenberg 

Quinlan Rosner Research, 2002).  Furthermore, messages need to relate back to 

shoppers’ values and attitudes toward locally grown products.  Buy local campaigns need 

to target specific shoppers who are more likely to support buying locally grown products 

and are willing to receive these messages.  Knowing the demographic and socioeconomic 

characteristics of these shoppers is beneficial when selecting who should receive the 

messages (Greenberg Quinlan Rosner Research, 2002). 

 Consumers’ motivations for buying local food were used for developing a 

marketing campaign in England (Socio-Economic Research and Intelligence 

Observatory, 2008).  Most grocery shoppers preferred the attributes of quality, freshness, 

and taste when purchasing local food, particularly fruit, vegetables, eggs, dairy products, 

and meat products.  Consumers also expressed a desire to support local producers, reduce 

food miles, and know where their produce comes from.  Barriers that prevented 

consumers from buying local produce included price, accessibility, awareness, and 

availability.  The research indicated that marketing communication messages should 

focus on the different motivations for buying local food.  Consumers who participated in 

focus groups suggested a national advertising campaign using a nationally recognized 

spokesperson to deliver promotional messages about consuming local food, cooking, and 

eating healthy.  Promotional messages should educate consumers to overcome their 

barriers toward buying local food, focusing on what to buy, when and where from, value 

for money, ease of preparation, and versatility of use (Socio-Economic Research and 

Intelligence Observatory, 2008).     
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Social Capital Theory 

The concept of social capital originated from sociology and political science as a 

perspective used for understanding the relationships among individuals and their social 

networks working collaboratively to achieve a mutual benefit (Coleman, 1990; Putnam, 

1993; Woolcock, 1998).  Three researchers popularized the concept of social capital: 

Bourdieu (1985), Coleman (1990), and Putnam (1993; 2000).  Bourdieu referred to social 

capital as the resources received by a person or group as a result of their relationships and 

networks (Narayan & Cassidy, 2001).  According to Coleman’s (1990) definition of 

social capital, the use of social networks and extensive trust among members in a group 

produce more common achievements than comparative groups lacking that trust.  Putnam 

(1993) defined social capital as the distinct elements of social organizations—trust, 

norms, and networks—that enhance a society’s efficiency and enable unified actions.   

Even though Bourdieu, Coleman, and Putnam mentioned commonalities in their 

definitions of social capital, they believed social capital occurs at different levels 

(Grootaert & van Bastelaer, 2002).  Bourdieu and Coleman conceptualized social capital 

on an individual level, and Putnam stated that social capital is built up or increased for a 

community.  Social capital exists within many levels, such as the individual, family, 

profession, informal social group, formal organization, or community (Bankston & Zhou, 

2002).  These different levels build social capital through the presence of high levels of 

trust, reciprocity and mutuality, shared norms of behavior, shared commitment and 

belonging, and social networks, both formal and informal (Institute of Social Science 

Research, 2003).   
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Researchers indicated a need for research to determine whether social capital 

among farmers and non-farm residents in a community generates support for local food 

movements, including CSAs (Sharp & Smith, 2002).  Social capital can influence the 

development of a community or community activities through the interactions between 

two types of social capital: structural social capital and cognitive social capital (Grootaert 

& van Bastelaer, 2002).  Structural social capital, the most observable type of social 

capital, assists with the sharing of information and collective decision making through 

established roles, rules, procedures, and social networks.  Structural social capital 

highlights relationships between organizations and human behavior.  Cognitive social 

capital concerns the thoughts individuals have about their role in society.  Cognitive 

social networks pertain to shared norms, values, trust, attitudes, and beliefs that generate 

cooperative behavior.  These forms of social capital can be independent or 

complementary.  One way to explain the concepts of structural and cognitive social 

capital is through an example of a community association.  In terms of structural social 

capital, a community association does not necessarily represent collective decision 

making and personal communication when participation in activities is required.  

Neighbors can use their cognitive social network to cooperate and not represent a social 

network, such as a community association (Grootaert & van Bastelaer, 2002).   

In order to determine whether the existence of social capital between a farmer and 

community residents can build local interest in CSA membership, researchers need to 

measure the dimensions of social capital (Sharp & Smith, 2002).  Putnam (1993) 

identified three dimensions that measure social capital: trust, norms, and formal and 
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informal social networks.  Furthermore, Putnam (1993) explained that trust, norms, and 

social networks are three dimensions of social capital needed to improve community 

development and involvement in community activities.  Trust is an essential dimension of 

social capital.  Individuals belonging to the same group who share trust among one 

another can accomplish more than a group lacking that trust (Putnam, 1993).  These 

individuals do not just trust each other because they say they agree to do something; they 

trust because of what they know about each other, their available options and 

consequences, and their ability.  Putnam referred to this type of trust as “thick trust” for it 

relies on the familiarity with the individuals in the group.  In more complex 

environments, individuals use more impersonal or indirect forms of trust known as social 

trust.  Social trust is formed from two sources: norms of reciprocity and networks of civic 

engagement.  

Norms are behaviors or pressure placed on individuals to have them behave in a 

certain way (Putnam, 1993).  Norms are established and maintained by modeling the 

action and by authorizing sanctions.  The most important norm is reciprocity, which can 

be balanced or generalized.  Balanced reciprocity occurs when actions of equal value are 

simultaneously exchanged.  Generalized reciprocity is more common in continuing 

relationships when actions are exchanged at any time unrequited but with the expectation 

that the action is repaid in the future.  

Effective norms of generalized reciprocity are related to networks (Putnam, 

1993).  Formal and informal social networks can have horizontal or vertical linkages.  

Horizontal linkages bring everyone in the network to an equal or equivalent status, while 



 Texas Tech University, Kelsey Hall, August 2011 

27 
 

vertical linkages align everyone in a hierarchical order.  Many networks of civic 

engagement, such as neighborhood associations, choral societies, cooperatives, and sports 

clubs, represent horizontal linkages.  Networks of civic engagement are an important 

dimension of social capital because they can increase citizens’ cooperation for achieving 

a mutual benefit, develop strong norms of acceptable behavior, convey their expectations 

to one another, establish reputations for keeping promises, build trust, and facilitate 

communication/flow of information about the trustworthiness of citizens (Putnam, 1993).  

Three crucial elements are needed for building trust: (1) repeat exposures to others 

(networks) can lead to a greater confidence, (2) honesty in their communication, and (3) 

follow through on commitments made.  Trust and participation in networks make it easier 

for a group of individuals to collectively make decisions and implement actions 

(Grootaert & van Bastelaer, 2002). 

Other researchers have identified additional dimensions of social capital (Narayan 

& Cassidy, 2001).  Other characteristics that indicate the existence of social capital are 

group characteristics, generalized norms, trust, togetherness, everyday sociability, 

neighborhood connections, and volunteerism (Narayan & Cassidy, 2001).  As seen in 

Figure 2.1, group characteristics focus around participation in organizations and 

membership.  Questions measuring group characteristics discover the number of 

memberships an individual has, the contributions of money to organizations, the 

frequency of participation in organizations, and the level of participation in making 

decisions.  Generalized norms include the helpfulness, trustworthiness, and fairness of 

individuals.  The dimension of togetherness concerns how well individuals cooperate and 
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their level of togetherness.  Volunteerism is measured by asking individuals if they have 

volunteered, their expectations of volunteering, their willingness to criticize individuals 

for not volunteering, their willingness to help individuals, and their opinion of individuals 

fairly contributing to their community (Narayan & Cassidy, 2001) 

 

 
 
Figure 2.1. Dimensions of Social Capital from Narayan and Cassidy’s Study (2001). 
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The current study uses the six dimensions of social capital from Evans’s (2000) 

definition: the resources in a community created from (1) trust, (2) reciprocity and 

mutuality, (3) shared norms of behaviors, (4) shared commitment and belonging, (5) 

informal and formal social networks, and (6) effective information channels that 

individuals or groups use to facilitate actions that mutually benefit individuals, groups, 

and the community.  Kay (2006) condensed the six previously mentioned dimensions of 

social capital theory into three main points: (1) trust, social networks and reciprocity 

relate to the relationships between individuals and organizations; (2) shared norms of 

behavior and shared commitment and belonging occur when more than one individual or 

group shares values and the same way of thinking; and (3) information channels are 

available for individuals and groups to use for retrieving information from outside and 

within their community. 

Even though community is not considered a dimension in Evans’s definition, 

community still has a connection to social capital.  The physical, social, and economic 

characteristics of a community can influence the social capital within the community.  In 

regards to social capital, the term community refers to the sense of community or 

common concerns/feelings a group of individuals share (Stone, 2001).  

As seen in Figure 2.2, trust, the first dimension, is essential for understanding 

social capital (Baum & Ziersch, 2003).  The three main types of trust are social trust, 

generalized trust, and civic/institutional trust.  Social trust exists among established 

relationships and social networks who can meet through participation in groups, 

associations, or activities.  Social trust includes family, family beyond the household, 
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friends, and neighbors.  Generalized trust extends to strangers who have similar 

expectations of behavior and shared norms (Stone, 2001).  Civic/institutional trust refers 

to the trust individuals have in formal institutions of governance, including rules, official 

procedures, dispute resolutions, and resource allocations.  Through Kay’s (2006) research 

in social capital and community development, trust was found to be the most important 

dimension for it allows groups of individuals to converse together.  

 

Figure 2.2. Six dimensions of Social Capital as Described by Evans (Institute of Social 
Science Research, 2003). 
  

Reciprocity and mutuality, the second dimension, refers to the lending of 

resources by individuals or groups to other individuals or groups and the returning of 

those resources (Stone, 2001) (Figure 2.2).  Giving and owing favors, including monetary 
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favors, form links of trust due to the obligations (Dudley, 2004).  Increasing trust can 

increase the likelihood of cooperation with friends and associates.  The memory of 

successful cooperative activities can reinforce and build social capital.  High levels of 

social capital can lead to high levels of reciprocal relationships and possibly more 

cooperative communities (Stone, 2001).   

The third dimension referred to as shared norms of behaviors is illustrated in 

Figure 2.2 as the values that individuals or groups hold (Institute of Social Science 

Research, 2003).  Individuals who share similar values can more easily develop trusting 

relationships quickly and work together.  Shared commitment and belonging occur when 

individuals and or organizations have the same sense of belonging to the community and 

feel committed to it.  When individuals share a strong sense of belonging and 

commitment, they can more easily develop relationships and trust among each other.  

They also aspire to create a common purpose that leads to a similar way of thinking about 

the community and shared values (Institute of Social Science Research, 2003).   

Shared commitment and belonging is the fourth dimension of social capital shown 

in Figure 2.2.  When a community has a strong sense of belonging or commitment, it is 

easier to build trust among residents and share resources (Institute of Social Science 

Research, 2003).  By building a common purpose through their sense of belonging and 

commitment, residents develop a common way of thinking and recognize shared values.   

For the fifth dimension, two types of social networks (informal and formal) 

explain an individual’s civic engagement (Putnam, 1998).  Informal networks include 

family in the same household, family beyond the household, friends, and neighbors.  
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Formal networks can include relationships formed through associations, work, or 

institutions.  When collecting information about association-based relationships, previous 

studies have used membership rates in a range of types of organizations: women’s 

groups, scouts, Red Cross, Lions Club, service on committee of local organization, 

political party, or support group (Putnam, 1995).  Other social capital researchers 

criticized Putnam’s inability to consider new ways of engagement.  Therefore, Krishna 

and Shrader (1999) expanded the options to include associational memberships: 

farmers’/fishermen’s group, business groups, financial groups, youth groups, religious 

groups, cultural associations, neighborhood associations, parent groups, school 

committees, sports groups, Rotarians, NGOs, professional associations, and trade unions.  

Through workplace associations, individuals can form friendships and other types of 

relationships (Onyx & Bullen, 2000; Stone, 2001).  Studies concerned with social capital 

within institutions ask respondents about their trust in different arms of government and 

the police (Stone, 2001). 

Much of the social capital research concentrates on local neighborhoods and 

communities.  Social capital at the local community level has typically measured 

participation in a local community and neighborhood, length of time lived in the 

community, reasons for choosing the community, and important factors for “sense of 

home” (Stewart-Weeks & Richardson, 1998; Stone, 2001). 

Information channels are an important form of social capital (Figure 2.2).  As the 

last dimension of social capital, information channels could not acquire relevant 

information without the use of effective networks and through the trust built among the 
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individuals in these networks.  Through information channels, individuals or groups can 

obtain or validate information that assists in their activities (Dudley, 2004).  If a 

community fails to disseminate enough information to its individuals or groups then they 

decrease their sense of belonging and commitment to the community (Institute of Social 

Science Research, 2003). 

A few studies focusing on community development have referenced Evans’s 

(2000) definition.  The Contribution of Social Capital in the Social Economy to Local 

Economic Development in Western Europe (CONSCISE) Project applied Evans’s 

definition of social capital to examine ways that eight social enterprises in the United 

Kingdo m, Germany, Sweden, and Spain used and built social capital for local 

development and social economy (Institute of Social Science Research, 2003).  The study 

hypothesized that local social capital generated by local community networks led to the 

emergence and expansion of local social enterprises.  The second hypothesis was that 

local social enterprises created more social capital that could be used for further 

development.  The last hypothesis predicted the development of local social economy 

through social capital generated by the cooperation and mutual support of multiple local 

social enterprises.  

The hypotheses used different instruments to measure social capital.  The first 

hypothesis was examined by conducting a local socio-economic profiling method that 

used four research instruments.  The first instrument, a local data profile, used existing 

data sources about the area’s geography, history, population characteristics, housing 

stock, local employment, economic activity, consumer services, education and training, 
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entertainment, sports, leisure facilities, healthcare, transport, community and voluntary 

organizations, crime, religion, politics, civic engagement, and information channels 

(Institute of Social Science Research, 2003).  The second instrument was a 34-item social 

capital survey measuring the six identified dimensions of social capital.  Trust-related 

items asked questions about personal trust, safety, responsibility, and political legitimacy.  

Reciprocity and mutuality items focused on helping others, sense of duty, and doing 

favors.  Items measuring shared norms and behavior asked participants about their values, 

consensus, diversity, and tolerance.  To measure shared commitment and belonging, the 

researchers asked items about participants’ neighborhood satisfaction, commitment, 

loyalty, and civic duty.  The dimension of social networks was measured with items 

about mixing inside/outside locality, density of acquaintance, and opportunities for 

networking.  Items measuring information channels concentrated on news sources, 

support information, awareness, and commitment.  Twelve items asked local residents for 

information about their gender, age, education, marital status, housing, length of 

residence, household characteristics, children, ethnicity, employment, and community 

involvement. 

Community Attachment 

 Community attachment is a factor associated with the social capital in a 

community (Rupasingha, Goetz, & Freshwater, 2006).  Community attachment explains 

individuals’ positive feelings toward the place in which they live (Hummon, 1992).  

Other researchers expanded on this definition to add that the individuals also have a 

desire to remain close to such a place (Hidalgo & Hernandez, 2001).  The object of 
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attachment—place—has frequently been viewed as an individual’s house, neighborhood, 

or community (Brehm, Eisenhauer, & Krannich, 2004).  The disciplines of humanistic 

geography, environmental psychology, architecture, anthropology, cultural ecology, rural 

sociology, planning, sociology, and community development have examined the two 

most widely studied concepts related to community attachment: place attachment and 

sense of place (Brehm et al., 2004).  

The first concept of community attachment is place attachment, which explains 

the emotional attachment toward a particular geographic locale.  Kasarda and Janowitz 

(1974) created a community attachment model, the systemic model, that considers 

residents’ length of residence, social position, and age.  The systemic model indicates that 

the three variables are highly correlated with place attachment.  This model has shown 

that residents have an increased sentimental connection to a place when their long-term 

residence highly correlates with their relationships with family, friends, and people living 

in a community (Beggs, Hurlbert, & Haines, 1996; Brehm, 2003).  Individuals with a 

higher social standing should in theory be able to select the social ties that they want.  

Longer residence in a community would lead to individuals carefully selecting their 

social relationships that would enhance their positive feelings of community attachment 

(Goudy, 1990).   

Sense of place as the second concept of community attachment focuses on 

individuals’ thoughts, feelings and beliefs about their place of residence (Hummon, 

1992).  Another definition of sense of place describes community attachment as positive 

beliefs and feelings toward a place that leads individuals to develop a sense of belonging 
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and meaning to their lives (Brehm, 2003).  Individuals who have a feeling of rootedness 

indicate their strong feelings of community attachment.  However, individuals with a lot 

of involvement in local social relations are more strongly rooted in their communities.   

Community-Based Social Marketing 

 Marketing is a set of processes that exchange goods or services for other goods, 

services, or money (Kotler & Zaltman, 1971).  This concept of marketing relied on the 

mix of product, price, promotion, and place for successful exchanges with targeted 

audiences.  Sellers primarily design products with the sole intent of making a profit.  

 During the 1950s, social marketing emerged from marketing due the pressure 

from nonbusiness organizations and government agencies to apply marketing principles 

to social causes, such as brotherhood, safe driving, or family planning (Andreasen, 1994; 

Kotler & Zaltman, 1971).  Social marketing was first defined as “the design, 

implementation, and control of programs calculated to influence the acceptability of 

social ideas and involving considerations of product planning, pricing, communication, 

distribution, and marketing research” (Kotler & Zaltman, 1971, p. 5).  This definition 

received criticism from Rangun and Karim (1991) who argued that social marketing also 

involves changing attitudes, beliefs, and behaviors of individuals and organizations in 

regards to societal issues.  Another criticism of Kotler and Zaltman’s definition is that 

social marketing is not limited to nonprofit and public marketers (Andreasen, 1994).  

This social marketing definition did not prevent private industries from promoting 

socially acceptable behaviors, such as the insurance industry encouraging seat belt usage.  

Rangun and Karim (1991) believed the private industries mentioned social change as a 
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secondary purpose of their campaigns.  In recent years, social marketing researchers have 

generally agreed that social marketing involves the use of traditional marketing principles 

and techniques to influence the voluntary behaviors of target audiences that benefit 

society (public health, safety, the environment, and communities) (Andreasen, 1994; 

Kotler, Lee, & Rothschild, 2006).  Social marketing is also a strategy most commonly 

used by nonprofit organizations or public sector agencies that do not financially profit 

from the marketing outcomes (Smith, 2006). 

 Social marketing campaigns related to agricultural issues have been adopted by 

U.S. government agencies, such as the Department of Agriculture, nonprofit 

organizations, foundations, and universities.  The studies presented in this literature 

review deal with social marketing campaigns implemented to increase the consumption 

of health food.  The National Cancer Institute and the Centers for Disease Control and 

Prevention conducted a one-year evaluation of California Children’s 5 a Day—Power 

Play! campaign activities with 3,966 students in 49 elementary schools in three 

communities to determine a change in fruit and vegetable consumption among 

California’s fourth and fifth graders (Foerster et al., 1998).  Researchers determined 

behavioral and attitudinal changes by reviewing one-day food diaries administered before 

and after the intervention activities.  Fruit and vegetable consumption increased in the 

schools with either school or community intervention activities.  

The Henry J. Kaiser Family Foundation approved $3.5 million for the 

development and implementation of Project LEAN (Low-Fat Eating for America Now) 

as national social marketing campaign aiming to reduce dietary fat consumption 
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(Samuels, 1993).  The campaign used two television ads, two radio spots, and three print 

ads that appeared in newspapers, magazines, and public modes of transportation.  A 

public relations firm provided additional information about the selection and preparation 

of low-fat alternatives within a balanced diet through newspapers, national magazines, 

television and radio news, talk, and entertainment media.  Since the implementation of 

the campaign, the dietary fat messages increasingly appeared in the media.  

University researchers have developed, implemented, and evaluated the 

effectiveness of a social marketing campaign aimed to improve knowledge, attitudes, and 

fruit consumption among college students (Shive & Morris, 2006).  The researchers 

referred to the California Project LEAN campaign to develop brochures, posters, and 

table tents promoting their Energize Your Life! campaign.  Using a cross-sectional, 

quasi-experimental pre-test and posttest design, the researchers implemented the 

campaign and intervention over a 10-week period at two California community colleges.  

A survey measuring students’ knowledge, attitudes, and behavior related to fruit intake 

was administered as the pre-test and posttest instrument.  Students who experienced the 

intervention increased their fruit intake between the pre-test and posttest (Shive & 

Morris, 2006).  

Despite the growth in social marketing campaigns with the support of academia 

and government agencies, some directors incorrectly apply the marketing technique 

(Kennedy, 2010).  A common criticism of social marketing campaigns is the lack of 

consumer and market research conducted prior to the campaign’s implementation.  

Another critique of social marketing campaigns is the reliance on print media and 
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radio/television advertisements.  Commentators (McKenzie-Mohr & Smith, 1999) 

believed that information-based advertising is expensive and powerless in encouraging 

individuals to actively change their behavior.  An analysis of one social marketing 

campaign promoting condom use in Mozambique misapplied social marketing techniques 

(Pfeiffer, 2004).  Stakeholders involved in the campaign complained that a western non-

governmental organization offered a prepackaged approach emphasizing a cost-effective 

way to protect one’s health.  The problem with the campaign was that it promoted 

promiscuity and avoided community participation, communication, and monitoring.  

Information-based educative campaigns are less successful than community-based 

campaigns in overcoming barriers to the adoption of desired behaviors (Costanzo, 

Archer, Aronson, & Pettigrew, 1986; Johnston, 2006; Larson, & Massetti-Miller, 1984; 

McKenzie-Mohr & Smith, 1971).   

A variation of social marketing referred to as community-based social marketing 

(CBSM) emerged after concern about the ineffectiveness of educational campaigns 

relying on information to change environmental behaviors (Kollmuss & Agyeman, 2002).  

CBSM is a more grounded strategy for fostering sustainable behavior in the areas of 

agriculture, conservation, energy efficiency, water efficiency, transportation, waste 

reduction, pollution reduction, and watershed protection (Kennedy, 2010; McKenzie-

Mohr & Smith, 2011).  Originating from social psychology, CBSM is founded on the 

belief that personal contact at the community level is the most effective approach to 

change behaviors (Kennedy, 2010).  This approach involves (1) identifying barriers and 

benefits to performing the sustainable behavior, (2) designing a strategy that uses 
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behavior change tools, (3) piloting the strategy with a small segment of a community, and 

(4) evaluating the behavior change once it has been adopted in the community.  

Community-based social marketers must recognize the internal and external 

barriers to performing a sustainable behavior and understand these barriers differ among 

community residents (McKenzie-Mohr & Smith, 1999).  Internal barriers can include the 

lack of knowledge regarding how to perform the behavior; external barriers include 

structural changes that must be made to make the sustainable behavior easier to perform.  

Community-based social marketers develop a social marketing strategy to remove the 

barriers and enhance the benefits of performing the sustainable behavior. 

CBSM draws on a variety of behavior change tools, including commitment, 

norms, prompts, and communication (McKenzie-Mohr & Smith, 1999).  Commitment 

begins by asking for individuals to agree to a small request and then following up with 

the larger request.  Individuals feel internal pressure to follow through with their 

commitment and behave consistently.  Individuals whose behaviors match their attitudes 

are often perceived as trustworthy, consistent, and reliable. 

Modeling and social norms can influence an individual’s ability to engage in a 

sustainable behavior (McKenzie-Mohr & Smith, 1999).  Social norms affect behavior 

through compliance and conformity.  Individuals show compliance by altering their 

behavior to receive a reward, to avoid punishment, or to receive positive reactions from 

individuals.  For conformity, individuals observe others’ behavior to determine how they 

should behave.  Networks, norms, and trust built through social capital can facilitate this 

collective action and conformity to behaviors (Putnam, 1993).  
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Prompts are an effective behavior change tool because they remind individuals to 

perform the sustainable behavior (McKenzie-Mohr & Smith, 1999).  Either a visual or 

auditory prompt serves as a reminder to engage in a sustainable behavior that individuals 

already perform.  These prompts are not meant to increase and individual’s knowledge or 

change his or her behavior.  Community-based social marketers encourage the use of 

prompts with commitment strategies and norms to encourage individuals to act on the 

prompt.  

 Communication is a tool of CBSM used to capture the attention of the target 

audience in order to initiate behavior change (McKenzie-Mohr & Smith, 1999).  

Communication efforts include the use of messages, credible sources, personal contact, 

modeling, and community block leaders.  Persuasive messages influence individuals’ 

attitudes and behaviors (Kennedy, 2010; Kotler & Lee, 2008; McKenzie-Mohr & Smith, 

1999).  However, community-based social marketers need to know the intended 

audience’s attitudes, beliefs, and behaviors before crafting persuasive messages.  These 

messages need to be tailored to the different segments of the community be effective.  

Additionally, effective messages need information that is vivid, concrete, and 

personalized.  Vivid information is more likely to be recalled at a later time because the 

information stands out against other information.  How the information is framed is also 

important.  Most sustainable behaviors can be presented positively or negatively.  

Marketing research indicated that messages emphasizing negative motivations to engage 

in sustainable behaviors or losses as a result of inaction are more effective than positive 

messages (McKenzie-Mohr & Smith, 1999).  Messages delivered through personal 
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contact from credible sources are more influential on forming individuals’ attitudes and 

behaviors than mass media coverage.  Persuasion communication research indicates that 

personal contact is more influential than mass media when influencing attitudes and 

behaviors (McKenzie-Mohr & Smith, 1999).  Through personal contact, modeling the 

desired sustainable behavior can increase adoption of the behavior by others.  Making use 

of community volunteers or block leaders can have a more powerful and cost-effective 

impact on the behavior change tools, particularly commitment, modeling, and norms.   

 Before implementing a community-based social marketing strategy, McKenzie-

Mohr and Smith (1999) recommend pilot testing on a smaller portion of the community.  

Pilot testing is encouraged for it permits the implementation of alternative methods for 

determining the most cost-effective strategy.  In designing the pilot test, one group should 

receive the intervention and another group functions as a control or comparison.  If 

possible, individuals or households should be randomly assigned into either group to 

ensure no demographic or socio-economic differences between the groups.  During the 

evaluation of the pilot test, effectiveness of the intervention should focus on the behavior 

change rather than awareness or attitude change.  If the intervention failed to alter the 

behavior, the campaign organizers should revise the strategy and conduct another pilot 

test. 

 The final step in the CBSM approach includes continuous evaluation of the 

sustainable behavior once it has been implemented in the community (McKenzie-Mohr & 

Smith, 1999).  Prior to implementation of the intervention, the baseline information about 
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the rate at which individuals already performed the behavior the campaign desired to 

promote should be collected.   

 Few studies have used CBSM to promote local food movement activities.  Pierre 

(2010) used a single case study methodology to explain how Parry Sound Community 

Garden can use CBSM techniques to recruit community members that want the 

responsibility of a garden plot and to retain those members for the duration of harvest and 

distribution.  The researcher administered a 14-item online survey and participant 

observation to collect data.  Results identified the benefits and difficulties to community 

gardening at the individual, family, and community levels.  Then, the researcher chose to 

develop a website as the main communication tool to inform residents about the 

community garden (Pierre, 2010).  In another study, an environmental advocacy class at a 

small Maine school used CBSM to determine what behaviors need to change to increase 

the amount of local food provided in the cafeteria (Ross, 2005).  Students in the course 

conducted focus groups with students to discover their opinions about local food in the 

cafeteria and what norms, barriers, and incentives influenced their local food eating 

habits.  The class wrote marketing messages in response to the focus group findings and 

created posters and table tents.  The class developed evaluation procedures for use by the 

school’s sustainability committee (Ross, 2005).    

CSA Membership 

Motivations for Joining a CSA 

 One way to understand why shareholders joined a CSA is through learning their 

motivations.  Since the 1990s, researchers have surveyed and interviewed shareholders to 
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determine their motivations for joining a CSA program.  One of the major motivations 

relates to quality traits in food, such as fresh, organic, and seasonal.  Fifteen members of 

a CSA in the northeast indicated that organic, fresh produce grown by a local farmer was 

the most popular reason for joining the CSA (Kelvin, 1994).  These members expressed 

that the local farmer was excellent at providing fresh, tasty, seasonal produce.  In a 

survey at the Roxbury Farm CSA, 99% of the respondents reported that receiving fresh 

vegetables was either very important or important in their motivation for joining the CSA 

(Polimeni et al., 2006).  Ninety-three percent of the Roxbury Farm CSA respondents 

agreed that receiving organic vegetables was either a very important or important factor 

in their decision to join.  In another social science study, members of two CSA farms, 

located in the Ithaca area of New York state, ranked freshness as the most important trait 

considered in their decision to join a CSA, followed by locally grown and organically 

grown (Conner, 2003).   

The two most common motivations for joining the From the Group Up CSA in 

Maryland were wanting locally grown produce (86%, n = 111) and organic produce 

(84%, n = 108) (Lang, 2010).  CSA members have joined because they share concern for 

a healthy environment, a desire for fresh and organic food, knowing how and where their 

food was grown, and a desire for eating seasonal vegetables (Cone & Myhre, 2000).  

Other important traits influencing the decision making process of CSA members in 

Ithaca, NY were variety of products, size of their share, ease of pickup or delivery, and 

season length (Conner, 2003).  
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Research has indicated that health concerns have motivated consumers to join 

CSA programs.  When ask about the benefits of joining, CSA members in Missoula, 

Montana, said it was important to do something good for their health (Hassanein, 2004).  

Shareholders of the Redwood Roots Farm CSA in Humboldt County were concerned 

with healthy food for themselves and society at large (Buckley, 2009).  

 Environmental issues have motivated consumers to support alternative food 

systems, particularly organic food production.  Specific environmental issues motivating 

consumers were soil erosion, fossil fuel dependency, pesticide contamination, and 

depletion of wetlands, prairies, and wildlife habitat.  The literature has less research on 

the relationship of environmental concern and local food production.  In 2004, Hassanein 

reported that 82% of CSA members in Missoula, Montana, said supporting efforts to 

protect the environment was a benefit gained from their membership.   

Community Attachment 

A goal of CSAs is to promote the formation of local connections among 

consumers and farmers (Schnell, 2007).  Studies focusing on community attachment as a 

factor that motivates consumers to join a CSA have shown mixed results (Brehm & 

Eisenhauer, 2008).  Bregendahl and Flora (2006) measured social capital and attachment 

as factors influencing consumers to join a CSA in Iowa.  While the CSA owner in Iowa 

worked to develop social capital with and among consumers, consumers were more 

interested in improving their own well being by purchasing food that was healthy and 

better for the environment.  These results did not indicate that social capital was 

unimportant; consumers still considered support of local farmers as an important factor 
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impacting their decision to subscribe to the CSA.  In Missoula, Montana, 93% of CSA 

members also reported that supporting local farming was very important in their decision 

to join a CSA (Hassanein, 2004).  Furthermore, members in a CSA ranked supporting 

local producers as the second most important reason for joining (Hinrichs & Kremer, 

2002).  To further support community attachment as a motivating factor, 91% of Roxbury 

Farm CSA respondents (n = 234) indicated that supporting a local farm was either very 

important or important in their membership decision (Polimeni et al., 2006).  Similarly, 

roughly 51% of respondents (n = 131) from the Roxbury Farm CSA joined the CSA 

because they wanted a stronger sense of community (Polimeni et al., 2006).  

While the previous studies found that sense of community and community 

attachment were important factors explaining shareholders’ membership in a CSA, a few 

studies have found that community attachment was not relevant.  In a study of CSAs in 

Ithaca, New York, the researchers discovered that community attachment was not 

important in their decision to join a CSA; the least important factors were the connection 

to the farm or community and sense of community (Conner, 2003).  Other low rated 

reasons for joining the CSA in Ithaca included a sense of doing something with a 

community and an opportunity to attend festivals and events. 

The CSA philosophy was to build a sustainable agricultural system that supports a 

community and the farmer through a working relationship that shares financial and 

production risks (Farnsworth et al., 1996).  The importance of risk sharing with a farmer 

was expressed by less than half (n = 113) of the survey respondents from the Roxbury 

Farm CSA (Polimeni et al., 2006).  Risk sharing refers back to the philosophy that the 
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farmer and shareholders sharing the financial and production risks of the farm 

(Farnsworth et al., 1996).   

Information Sources & Communication Channels 

Research has focused on marketing practices of CSA owners living in different 

states.  One survey administered to 205 CSA producers in nine states provided insight 

into their marketing practices (Woods et al., 2009).  The majority of CSA operators 

(87%) were selling produce at other local food markets, specifically farmers’ markets, 

direct to restaurants and local grocery stores, and on-farm stands.  

A variety of options existed for distribution locations of shares.  Most CSA 

shareholders (75%) picked up their shares at the farm; others went to a regional drop off 

location, farmers’ market pick-up, direct home or office delivery, and community 

center/church drop offs (Woods et al., 2009).  

Additional research discovered techniques CSA owners used to recruit 

shareholders.  Eight CSA programs in Minnesota developed their memberships by 

relying on their friends and associates (Cone & Myhre, 2000).  Two CSA programs found 

members through a church, one CSA program relied on parents whose children were 

enrolled at the same private school, and one CSA program started with friends who were 

active in a community action organization.  Farmers have also recruited members through 

word of mouth, newspaper articles, radio interviews, and fliers distributed at food co-ops, 

churches, and libraries (Cone & Myhre, 2000).   

CSA owners ranked the effectiveness of communication channels they used to 

recruit consumers.  The most effective strategy for recruiting new shareholders relied on 
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word-of-mouth advertising (Woods et al., 2009).  Other effective communication tools 

were websites and blogs.  Websites were either the CSA’s own website or the free listing 

on localharvest.org.  Following websites, farmers’ markets, e-mail, mass media, 

advertisements, on-farm farms, and direct mail were considered less effective as 

communication tools.  CSA owners realized that their shareholders often participated in 

social networks where individuals valued local food and the idea of a CSA. 

Surveys have revealed the communication methods CSA owners use to deliver 

information to their current shareholders.  In a survey of 209 CSA owners, respondents 

ranked the effectiveness of various communication channels for disseminating 

information about their CSAs (Woods et al., 2009).  Forty-five percent of respondents 

considered one-on-one conversations with shareholders to be very effective.  The 

majority of respondents (85%) rated direct mail and e-mail newsletters sent to 

shareholders as effective communication channels.  Website postings/updates and 

farmers’ markets were ranked as effective means of communication with CSA 

shareholders.  On-farm announcements and advertisements received ineffective ratings as 

communication channels.   

CSA owners indicated emerging communication trends for marketing their CSAs 

(Woods et al., 2009).  Many CSA owners sent regular newsletters to their shareholders; 

however, print communication was considered less important as a marketing tool.  Social 

networks, such as Facebook, were considered as effective as direct mail (Woods et al., 

2009).  Responses from CSA owners indicated that e-mail has replaced the direct mailing 

of CSA newsletters.  Three CSA owners used a blog and one respondent used Twitter to 
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communicate with shareholders.  CSA owners also used community institutions, such as 

churches and schools, for posting information on bulletin boards and the institution’s 

communication channels. 

Researchers indicated the information channels that influenced consumers to join 

a CSA.  Kolodinsky and Pelch (1997) explained that word-of-mouth advertising was an 

important way of increasing CSA membership.  Furthermore, 220 of the 257 CSA 

members who responded to a survey about their motivations and experiences with their 

CSA owner learned about the CSA farm from either a friend or family member in the 

CSA or another member of the CSA (Polimeni et al., 2006).  Fliers and posters were 

insignificant sources in recruiting new members.  Similarly, Cone and Myhre (2000) 

discovered that the majority of CSA shareholders in Minnesota joined due to knowing the 

farmer or another shareholder.  Similar to the CSAs in Minnesota, Sweet Peas CSA in the 

Midwest grew its membership through various social networks, personal contact with the 

CSA organizers, word-of-mouth, and information distributed at gathering places of 

consumers who had probable interest in alternative food sources (Sharp et al., 2002).   

 Some CSAs have hosted events for community members interested in joining.  A 

study group for the Common Group Co-op CSA watched the video documentary “It’s 

Not Just About Vegetables” to learn the purpose of CSAs (Farnsworth et al., 1996).   

Demographic Characteristics of CSA Members 

Studies concerning CSA membership have focused on their demographic and 

socio-economic characteristics (Cone & Myhre, 2000; Baudouin, 2010; Durrenberger, 

2002; Galayda, 2006; Kolodinsky & Pelch, 1997; Lang, 2010; Polimeni et al., 2006).  
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Even though these CSAs are located throughout the United States, many of the members 

share the common characteristics of gender, ethnicity, and level of education.  Other 

demographic characteristics revealed in these studies included age, household structure, 

number of children in household, household income, political affiliation, length of 

residency, and location of residency (rural, urban, or suburban). 

Prior studies have explored how the role of gender related to CSA membership.  

Through the administration of a household survey to members of the eight CSAs near the 

Twin Cities, researchers discovered that females (n = 166, 73.8%) were more likely to 

initiate the CSA membership and to pick up the CSA vegetables (Cone & Myhre, 2000).  

Minnesota and Pennsylvania CSA members have similar gender roles.  Most of the CSA 

respondents in Pennsylvania were women, and most (72%) were responsible for their 

families belonging to the CSA (Durrenberger, 2002).  Females were predominately 

members of the three CSAs in Illinois (n = 60, 76.9%) and the three New Hampshire 

CSAs (n = 116, 80.6%) (Brehm & Eisenhauer, 2008).  For CSAs in the Kansas City area, 

membership was slightly more female (n = 172, 51.4%) than male (n = 132, 48.6%) 

(Baudouin, 2010). 

A higher level of education also increased the probability that a consumer would 

join a CSA (Kolodinsky & Pelch, 1997).  The harvest-survey data from the eight farms 

near the Twin cities area in Minnesota indicated that all shareholders received college 

degrees, and roughly 60% of the members have taken postgraduate courses (Cone & 

Myhre, 2000).  Similarly, the majority of CSA members in Illinois earned a bachelor’s 

degree or higher (n = 69, 87.4%); other members completed post-high school education 
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without earning a bachelor’s degree (n = 8, 10.1%) or a high school degree or less (n = 2, 

2.5%) (Brehm & Eisenhauer, 2008).  In New Hampshire, CSA members held a 

bachelor’s degree or higher (n = 124, 88.0%), followed by a post-high school education 

with no bachelor’s degree (n = 12, 8.5%) and a high school degree or less (n = 5, 3.5%) 

(Brehm & Eisenhauer, 2008).  Every member of the two CSAs in Arizona had a high 

school diploma or higher education (Galayda, 2006).  The majority of the Arizona CSA 

members earned a bachelor’s degree (41%), while some members (13.7%) were working 

toward their bachelor’s degree.  Many CSA members obtained their master’s degree 

(35.2%), and a few CSA members (7.8%) received their doctorate degree (Cone & 

Myhre, 2000). 

The age of CSA members was explored in a few studies.  CSA members in the 

Kansas City area ranged in age from 20 to more than 65, with 13 (4.3%) ranging between 

20-24, 72 (23.7%) ranging between 25-34, 75 (24.7%) ranging between 35-44, 70 

(23.0%) ranging 45-54, 51 (16.8%) ranging between 55-64, and 23 (7.6%) older than 65 

(Baudouin, 2010).  CSA shareholders in Illinois ranged in age from 18 to 70 years 

(Brehm & Eisenhauer, 2008).  In terms of age, 81.7% of CSA shareholders in 

Pennsylvania ranged from 30 to 55, with an average age of 38.2 years (Lang, 2010).   

Researchers have investigated the relationship between household structure and 

CSA membership.  In the Twin Cities, more than half (63%) of CSA members were from 

households with children (Cone & Myhre, 2000).  Of the households with two parents, 

39% had both parents working full-time, followed by 20% of households with the 

husband working full-time and wife working part-time.  A smaller percentage (12%) of 
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households had the wife as a homemaker and the husband as a full-time worker.  Only 

9% of the CSA members were households with single parents.  CSA membership was 

also composed of single and multi-adult households (26%).  Respondents from the CSAs 

in Pennsylvania reported that more than half (53%) had one partner work outside the 

home, more than 33% both worked outside, 29% had one partner work part-time outside 

the home, 10% neither worked outside the home, and 3% had other arrangements 

(Durrenberger, 2002). 

The majority of Central Illinois CSA members (n = 46, 56.8%) had one or two 

children, followed by no children (n = 20, 24.7%), two to four children (n = 11, 13.6%), 

and more than four children (n = 4, 4.9%) (Brehm & Eisenhauer, 2008).  Similar results 

were reported for CSA members in New Hampshire.  Eighty (56.7%) of the CSA 

members in New Hampshire had one or two children while 22.7% (n = 32) of the 

members had no children (Brehm & Eisenhauer, 2008).  Roughly 20% of the CSA 

members (n = 28) in New Hampshire had between two and four children, and only one 

CSA member (0.7%) had more than four children.  Having children under the age of 12 

or teenagers living in a household had a negative influence on the likelihood that a 

consumer would join a CSA (Kolodinsky & Pelch, 1997).   

Roughly 75% of the Roxbury Farm CSA members have a pre-tax household 

income of $40,000 or more per year; however, at least 70% of those members receive 

$60,000 or more (Polimeni et al., 2006).  Members from the eight CSAs in the Twin 

Cities area reported their annual income, with the majority earning between $25,000-

$50,000.  Eleven percent of the members earned less than $25,000 in annual income; 
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18% earned $50,000-$74,000, and 24% earned above $75,000 (Cone & Myhre, 2000).  

The average household income of members in the Tuscon CSA & Prescott College CSA 

in Arizona was $52,065 (Galayda, 2006). 

Political affiliation may be a demographic characteristic influencing consumers’ 

motivation to join a CSA (Lang, 2010).  Of the 240 members belonging to the From the 

Ground Up CSA, roughly 87% of the members supported the demographic or Green 

parties while 54% affiliated with the Republican Party.      

The length of residence can indicate individuals’ attachment to their community.  

The largest part of the members from the three CSAs in Illinois lived in their 

communities for more than 10 years (n = 50, 61.7%) (Brehm & Eisenhauer, 2008).  

Twenty-eight members (34.6%) lived in their communities for a time period of two to 

nine years; only three members (3.7%) lived two or less years in their communities.  

Members of the three CSAs in New Hampshire did not vary greatly in their length of 

residence (Brehm & Eisenhauer, 2008).  Sixty-two members (44.0%) lived in their 

communities for more than 10 years, while 61 members (43.3%) spent between two and 

nine years living in their communities.  Residency of two or more years applied to 18 

members (12.7%) (Brehm & Eisenhauer, 2008).  

A few studies explored the location of CSA members’ residence.  Nearly all of 

the members in the eight CSAs near the Twin Cities live in urban areas, but over half 

maintained vegetable or flower gardens at their homes (Cone & Myhre, 2000).  In 

Pennsylvania, more than half (58%) of the CSA members lived in suburban areas while 

28% lived in rural areas, and 14% were urban residents (Durrenberger, 2002).      
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CHAPTER III 
 

METHODOLOGY 
 
 
 
 

Introduction 

Chapter I defined the concept of local food and explained the emergence of the 

local food movement in the United States.  It included background information on the 

direct marketing strategies farmers use to meet consumers’ demand for local food, 

especially CSAs.  To assist with the growth of CSAs in the United States, more 

information is needed on what factors encourage consumers to join a CSA and how 

farmers market membership in a CSA to consumers.  Chapter II included literature on 

shareholders’ motivations to joining a CSA, level of community attachment, and 

demographic characteristics.  Other studies have surveyed or interviewed CSA owners to 

learn about their farm operations, their demographics, and marketing strategies.  Using 

the theoretical framework of attitude formation, social capital, community attachment, 

and community-based social marketing, this collective case study also sought to 

understand the factors influencing consumers’ membership in CSAs and the marketing 

strategies CSA owners have used to build their local food enterprise.  

Purpose & Research Questions  

The purpose of this collective case study was to explore how to market 

membership in a CSA to residents living in or near Texas cities.  In order to address the 

study’s purpose, the researcher used a mixed methods approach.  Creswell (2009) 

explained that the mixed methods approach should include a mixed methods question to 
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set up the data collection and analysis procedures used for the study.  The ideal approach 

to writing mixed methods research questions is to write separate quantitative questions 

and qualitative questions and follow them with a mixed methods question (Creswell, 

2009).  This approach expresses the importance of combining the quantitative and 

qualitative components.  Onwuegbuzie and Leech (2006) recommended writing mixed 

methods research questions that incorporate both the quantitative and qualitative 

questions within the same question. 

The mixed methods approach requires the development of both quantitative and 

qualitative research questions for investigating the same research problem (Onwuegbuzie 

& Leech, 2006).  Research questions relate back to theory, the review of literature, 

previous experience, or the need for data to make workplace decisions.  Quantitative 

research questions are categorized into one of three areas: (1) descriptive, (2) 

comparative, and (3) relationship.  Descriptive questions, typically asked in the structure 

of “What is” or “What are”, provide numerical responses to one or more variables 

studied.  Comparative research questions can report differences in the results of a variable 

for two or more groups.  Relationship research questions address trends between two 

variables or among multiple variables (Onwuegbuzie & Leech, 2006).   

The following research questions were used to guide the quantitative data 

collection process:  

1. What are the demographic characteristics of shareholders in Texas CSAs? 

2. What motivates shareholders to join a CSA in Texas? 

3. What are the shareholders’ environmental attitudes? 
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4. What is the level of community attachment CSA shareholders have with their 

communities? 

5. What are the information sources shareholders use to learn about food choices? 

6. What relationships exist among shareholders’ motivations to join a CSA and their 

environmental attitude? 

7. What relationships exist among shareholders’ motivations to join a CSA and their 

community attachment? 

8. What relationships exist among shareholders’ use of information channels and 

their motivations to join a CSA? 

9. What relationships exist among demographic characteristics and the constructs of 

motivations to join a CSA, environmental attitude, and community attachment? 

Qualitative research questions typically gain insight into a process or experience 

in a specific location or context through exploration, description, or discovery (Creswell, 

1998).  Qualitative research tends to address “what” and “how” questions.  The specific 

research questions guiding the qualitative data collection were: 

1. What were successful strategies owners have used to market their CSAs? 

2. How did CSA owners build relationships with their shareholders? 

3. What were challenges owners faced when marketing their CSAs? 

4. What resources would help owners market their CSAs? 

The mixed methods research question answered in the collective case study was: 

When marketing a CSA in Texas, what are the characteristics of consumers and utilized 

communication strategies? 
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Population and Sample 

No organization or government agency tracks the number of CSAs in the United 

States.  However, Local Harvest, an organic and local food website, maintains the most 

comprehensive searchable database of CSA farms in the United States (Local Harvest, 

2011).  According to data from the January 2010 database on Local Harvest, the average 

number of CSA shareholders per CSA listed in the database was 100 (Erin Barnett, 

personal communication, May 16, 2011).  The database contained 4,407 CSAs nationally 

(Local Harvest, 2011).   

Local Harvest listed 126 CSAs in Texas on its website (Local Harvest, 2010).  

These CSAs were located in cities, such as Houston, Dallas, Fort Worth, Austin, San 

Antonio, or rural communities.  By calling each CSA, the researcher discovered that 64 

out of the 126 CSAs in Texas either discontinued their operation or did not have a current 

working telephone number.  These CSAs were determined to be an inaccessible group.  

The remaining 62 Texas CSAs from the database were used as the population for the 

study.   

For the quantitative data collection, the researcher called the 62 CSA owners 

asking for their participation in the study.  Thirteen CSA owners allowed the researcher 

to send them information about the study, the text of the e-mails, and the survey.  Of 

those 13 CSA owners, three participated in the study.  CSA 1, located near Dallas, has 

approximately 50 shareholders.  CSA 2, located in a rural community in Northeast Texas, 

has 83 shareholders, with roughly 40%-60% purchasing a half-share option.  Eighty-two 

of those shareholders had e-mail addresses; however, only 46 shareholders gave the CSA 
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owner permission to receive the e-mails asking for their participation in the study.  

Thirty-nine out of the 46 shareholders for CSA 2 had working e-mail addresses.  CSA 3 

is in a rural community near San Antonio and has approximately 120 shareholders.  The 

qualitative data collection relied on interviewing the three CSA owners whose members 

participated in the quantitative survey. 

Research Design 

A collective case study approach was used to explore how to market CSA 

membership to residents in Texas.  The case study approach has numerous definitions.  

Bromley (1990) described case studies as “an attempt to systematically investigate an 

event or a set of related events with the specific aim of describing and explaining this 

phenomenon” (p. 317).  Bogdan and Biklen (2003) added that the case study 

methodology could also examine a single subject, a single depository of documents, or 

one setting.  The case study methodology allows researchers to understand how the 

subject of study works whether it is a person, social setting, event, or group (Berg, 2009).  

Case studies are an appropriate methodology when researchers aim to understand the 

characteristics of a phenomenon, individual, community, or institution (Berg, 2009).   

Researchers can choose from different purposes for studying cases depending on 

the size of the bounded case and the intent of the analysis (Berg, 2009).  The size of the 

bounded case can range from one individual, several individuals, a group, an entire 

program, to an activity.  The intent of the case analysis has three variations: intrinsic case 

study, instrumental case study, and collective or multiple case study.  In an intrinsic case 

study, only one particular case is selected because of its uniqueness or ordinariness.  The 
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purpose is to understand the unique aspects of the particular case, either a person, group, 

organization, or institution.  An instrumental case study illustrates a single issue or 

concern or refines a theory.  The purpose of an instrumental case study is to focus 

attention on the issue or theory rather than the case.  A collective or multiple case study 

includes several cases to illustrate an issue or concern.  When using the collective case 

study, researchers can use several data sources from several sites or multiple sources 

from the same site.  In the collective case study, the use of several cases allows the 

researcher to theorize about a broader context.  Appropriate uses of the collective case 

study are to duplicate findings from individual cases or to compare and contrast situations 

(Yin, 2003).  This study used a collective case study to explore the marketing strategies 

of three CSA owners and the factors influencing their shareholders to join a CSA in 

Texas.  A collective case study is frequently regarded as more robust than other types of 

case studies because it is considered more compelling (Yin, 2003). 

Once the intent of a case study is determined, three designs for conducting case 

studies exist: exploratory, explanatory, and descriptive (Berg, 2009).  These three designs 

can involve either single cases or multiple cases.  Researchers conduct the fieldwork and 

data collection in exploratory case studies before determining research questions or as a 

pilot study for a larger, more scientific study.  Explanatory case studies are particularly 

useful when conducting complex studies of organizations or communities.  Descriptive 

case studies rely on the researcher selecting theories that establish the framework for the 

study.  When designing descriptive case studies, Yin (1994) recommends the inclusion of 

five elements: (1) study questions, (2) theoretical framework, (3) units of analysis, (4) 
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connections between the data and theory, and (5) criteria for interpreting the findings.  

Five typologies of descriptive case studies exist (Jensen & Rodgers, 2001).  Researchers 

can choose from snapshot case studies, longitudinal case studies, pre-post case studies, 

patchwork case studies, and comparative case studies.  Snapshot case studies concern one 

research entity at one point in time.  Longitudinal case studies follow one entity at 

multiple points in time.  Pre-post case studies focus on one entity before and after an 

event that is expected to impact the two observations.  Patchwork case studies include 

multiple cases of the same entity that are studied using either the snapshot, longitudinal, 

or pre-post design.  Comparative case studies focus on multiple cases from multiple 

entities with the purpose of comparing both qualitative and quantitative data.  The 

researcher of this study has chosen descriptive, collective case studies that follow the 

comparative typology.  

Case studies possess certain advantages.  Case studies provide a rich, holistic 

account of a certain event or phenomenon because it is a real-life situation (Merriam, 

1998; Noor, 2008).  “It offers insights and illuminates meanings that expand its readers’ 

experiences” (Merriam, 1998, p. 41).  Another strength is that multiple cases, meaning 

two or more cases, are appropriate in the same study when the researcher believes similar 

results would be found (Noor, 2008).  The researcher would have more confidence in the 

results when consistent results emerge from multiple cases.  

In order to balance the strengths of case studies, it is important to recognize 

limitations.  The body of literature in case study research is more primitive and limited 

than other quantitative research approaches (Yin, 1994).  No standardization exists for 
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conducting case studies, and resources for explaining case studies vary in what qualifies 

as a case (Merriam, 1998). 

This collective case study used a mixed methods multilevel model of the 

triangulation design to collect both qualitative and quantitative data.  Mixed methods is 

defined as “the collection or analysis of both quantitative and qualitative data in a single 

study in which the data are collected concurrently or sequentially, are given a priority, 

and involve the integration of the data at one or more stages in the process of research 

(Creswell, Plano Clark, Gutmann, & Hanson, 2003, p. 212).  Quantitative data can 

consist of closed-ended surveys that measure attitudes, behavior, or performance 

(Creswell & Plano Clark, 2007).  Open-ended information collected through qualitative 

methods can include interviews with participants.  Participants can answer the open-

ended questions in their own words during interviews.  

Researchers have provided several reasons supporting the use of mixed methods 

approaches.  When qualitative and quantitative research approaches are used together, a 

researcher receives a more complete analysis of the research problem than possible with 

the use of only one approach (Creswell, 2002; Tashakkori & Teddlie, 1998).  Another 

rationale for combining quantitative and qualitative data collection methods is the ability 

to extend the range of inquiry.  A researcher can use all research approaches available to 

resolve the research problem.  Mixed methods research is also practical because a 

researcher can use inductive and deductive reasoning to analyze the numbers and words 

collected during the study to solve the research problem (Creswell & Plano Clark, 2007).  

Other reasons for conducting mixed methods research include a better understanding of 
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the research problem by using numeric data and specific details, recognize new 

constructs or variables to study, and identify the needs of unrepresented or marginalized 

audiences (Mertens, 2003; Punch, 1998).  

When selecting a mixed methods approach, a researcher must consider the timing, 

weighting, and mixing decisions (Creswell & Plano Clark, 2007).  Timing refers to the 

sequence or implementation of the quantitative and qualitative components of a study.  

The timing decision most frequently refers to the time at which a researcher collects the 

data sets.  However, the most important aspect of timing relates to the order in which the 

researcher analyzes and interprets the data.  As seen in Figure 3.1, timing is categorized 

as either concurrent or sequential.  Concurrent timing means that a researcher collects, 

analyzes, and interprets the quantitative and qualitative data time at approximately the 

same time.  Sequential timing describes the data collection and analysis processes in two 

distinct phases; one type of data is collected and analyzed before starting the second type 

of data.  A researcher can choose from two options for sequential timing.  First, 

quantitative data are collected and analyzed and then the qualitative data are collected 

and analyzed.  Second, qualitative data are collected and analyzed before collecting and 

analyzing the quantitative data.  
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Figure 3.1. Decision Tree for Mixed Methods Design (Creswell, 2009; Doyle, Brady, & 
Byrne, 2009) 

 
The second consideration for choosing a mixed methods approach is the 

weighting.  When making a decision about weighting, a researcher must consider the 

priority or importance the quantitative and qualitative research methods have on 

answering the study’s research questions.  A researcher can choose from two weighting 

options.  First, the two research methods are equally weighed so that they have an equal 

role in solving the research problem (Figure 3.1).  Second, one of the research methods is 

weighed more importantly than the other method when addressing the research problem.  

Numerous factors are considered when choosing a weighting option.  One factor is the 

selection of a weighting option based the theoretical framework or worldview driving the 

study (Morse, 1991).  Another important factor involves a researcher selecting a data 

collection method that is most appropriate for solving the research problem.  The 
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resources available to a researcher can also guide his or her decision about weighting.  A 

researcher can dedicate more resources to one method and fewer to the other data 

collection method.  A researcher’s familiarity with the data collection methods can also 

impact his or her weighting decision.  If a researcher is more knowledgeable in 

conducting one data collection method, he or she may weigh that method more.  

The last decision a researcher makes before choosing a mixed methods approach 

deals with mixing.  Without mixing, a research study that uses both quantitative and 

qualitative research methods is just data collected using multiple methods.  As seen in 

Figure 3.1, three strategies exist for mixing quantitative and qualitative data: merge the 

data sets, embed the data sets, and connect the data sets.  The most common way a 

researcher merges the data is by analyzing the data separately and merging the two data 

sets during interpretation and discussion.  A researcher can embed one type of data within 

the second type.  One type of data can be embedded into the other data set during 

concurrent data collection.  As an alternate option, one data set is embedded into the 

second data set before or after sequential data collection.  The last strategy involves a 

researcher connecting the two data types after the analysis of one type of data prompts 

the need for the second data type.  The way these data sets are connected is through one 

of three ways: (1) specifying the research questions, (2) selecting participants, or (3) 

developing an instrument or data collection materials.   

The mixed methods approach used for this collective case study is the 

triangulation design.  Triangulation designs are considered the most common and well-

known mixed methods approach (Creswell & Plano Clark, 2007).  Researchers select the 
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triangulation design when they want to better understand a research problem by 

collecting “different but complementary data on the same topic” (Morse, 1991, p. 122).  

One rationale for choosing the triangulation design is when researchers want to combine 

the strengths and weaknesses of quantitative methods with qualitative methods (Patton, 

2002).  Other reasons for a triangulation design are to compare and contrast the 

quantitative statistics with qualitative comments and to support or justify the quantitative 

results with qualitative findings (Creswell & Plano Clark, 2007).  Triangulation designs 

are conducted in one phase during which researchers conducts the quantitative and 

qualitative data analysis processes in same timeframe and gives the two data collection 

methods equal weight.  This single-phase design is also known as a concurrent 

triangulation design because collection and analysis of quantitative and qualitative 

research data are done concurrently but separately as a way to better understand the 

research problem.  For example, a triangulation design was used to study rural adolescent 

perceptions of alcohol and other drug resistance (Jenkins, 2001).  The researcher 

collected and analyzed the quantitative and qualitative data before merging the two data 

sets during interpretation, relating the quantitative results with the qualitative findings.  

Triangulation designs have four variations: (1) the convergence model, (2) the 

data transformation model, (3) the validating quantitative data model, and (4) the 

multilevel model (Creswell & Plano Clark, 2007).  The convergence model is the 

traditional mixed methods triangulation design because it allows researchers to collect 

and analyze qualitative and quantitative data separately on the same research problem.  

The different sets are converged, and the results are compared and contrasted to confirm 
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quantitative results with qualitative findings.  The data transformation model also allows 

researchers to separately collect and analyze quantitative and qualitative data sets; 

however, researchers transform one data type into the other data type for interpretation.  

The validating quantitative data model uses one survey instrument to collect both 

quantitative and qualitative data.  The qualitative data provides respondents’ comments 

that validate the quantitative results.  The last variant of the triangulation design is 

referred to as the multilevel model.  The multilevel model is used when the study 

concentrates on a specific system and different research methods are used to address the 

different levels within the system.  Teddlie and Tashakkori (2009) explained that 

qualitative data is collected at one level of analysis (e.g. child) and the quantitative data is 

collected at another level of analysis (e.g. family) in a concurrent or sequential manner.  

A unique characteristic of multilevel models is that the levels of analysis must be nested 

within the same educational system and organizations (Teddlie & Tashkkori, 2009).  The 

data from each level of a system or organization are merged together during 

interpretation (Creswell & Plano Clark, 2007). 

This collective case study used the multilevel model of the triangulation design 

(Figure 3.2).  The qualitative and quantitative data were collected concurrently and were 

given equal weighting.  The researcher chose to merge the data after separate analysis of 

the quantitative results and qualitative findings.   
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Figure 3.2. Multilevel Model of Triangulation Design 
 

Quantitative Data Collection & Analysis 

The researcher collected the quantitative, numeric data through administration of 

an online survey to members of three CSAs in Texas using SurveyMonkey™, an online 

survey software application.  CSA owners were protective of their membership lists; 

therefore, the researcher created the e-mails and online survey that the CSA owners sent 

to their members.  Using any other method was not feasible to quantitatively measure 

members’ motivations to joining a CSA program, environmental attitudes, attachment to 

their community, involvement in local groups, communication preferences, and 

demographic characteristics. 

Online surveys have numerous strengths for social science research.  The Internet 

is a valuable tool for reaching respondents from diverse areas of the United States at an 

affordable cost (Evans & Mathur, 2005).  Preparation and administration costs are low 

for online surveys.  Advanced survey software, such as SurveyMonkey™, has simplified 

survey construction and data collection.  In terms of survey construction, online surveys 

provide many types of questions, such as dichotomous, open-ended text responses, 
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multiple choice, Likert, semantic differential, rank order, and constant sum (Evans & 

Mathur, 2005).  Once researchers create an online survey in the survey software, they can 

have respondents answer questions in a specific order and prevent respondents from 

reading later questions.  Since online surveys can appear to have an endless number of 

items, researchers can include a graphical process indicator to track the percentage of 

questions answered.  Researchers can also construct online surveys so that respondents 

only reply to questions relevant to them, thus eliminating respondent confusion from 

complicated instructions (Evans & Mathur, 2005).  By tailoring an online survey, the 

instrument length is reduced and makes the completion process simpler.  Additionally, 

online surveys do not require postage and printing expenses or telephone interviewers. 

Researchers have compared the characteristics of online surveys with other 

popular survey methods, particularly the mail survey, personal survey, and telephone 

survey (Evans & Mathur, 2005).  Online and mail surveys share similarities since both 

are self-administered instruments.  In regard to response rates, Sheehan and McMillan 

(1999) reviewed eight studies to determine that response rates varied for e-mail surveys 

as a result of the sample selected and the survey topic.  However, response time was less 

for online surveys.  Researchers surveyed a sample of 1,537 Texas agri-science teachers 

using three distinct survey modes: an e-mail survey, a web-based survey, and a traditional 

paper survey to determine differences in response rates based on the mode of delivery 

(Fraze, Hardin, Brashears, Haygood, & Smith, 2003).  These Texas agri-science teachers 

responded to web-based surveys and e-mail surveys as well as traditional surveys.  No 

differences in age, gender, and education would attribute to differences in the response 
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rate.  Griffis, Goldsby, and Cooper (2003) surveyed managers and merchandisers with 

membership in the Council of Logistics Management and reported that online surveys 

had the same quality data but with a higher response rate and faster response time. 

Instrumentation  

A researcher-developed questionnaire (Appendix B) was administered using 

Dillman’s Tailored Design Method for online surveys.  The questionnaire was divided 

into sections measuring CSA members’ background, motivations for joining a CSA 

program, environmental attitudes, community attachment, involvement in local groups, 

use of information sources, and demographics.  The first question asked respondents to 

provide a four-digit code that would be matched with the participants’ responses to a 

follow-up survey.  A dichotomous question asked participants if they were members of a 

CSA program in 2010.  If respondents answered yes, the questionnaire led them a 

dichotomous question asking them if they renewed their CSA membership for 2011.  

Respondents who responded as no to the 2010 CSA membership question were directed 

to the demographic section of the questionnaire. 

Motivations to Join a CSA.  The second section of the questionnaire used 

previous items from instruments (Brehm & Eisenhauer, 2008; Cone & Myhre, 2000; 

O’Hara & Stagl, 2001) to measure members’ motivations for joining a CSA.  

Respondents rated their level of agreement with 17 statements on a 5-point Likert scale 

ranging from 1 (strongly disagree) to 5 (strongly agree).  This study used items from 

O’Hara and Stagl’s instrument (2001) that asked respondents about their motivations for 

being a CSA member, particularly fresh vegetables, organic vegetables, concern for the 
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environment, eating vegetables in season, reducing packaging, and knowing where food 

comes from.  Both O’Hara and Stagl’s (2001) and Cone and Myhre’s (2000) studies 

reported that reasons for belonging to a CSA were a source of healthy food, support for 

the local farmer, and belonging to a community.  Brehm and Eisenhauer (2008) 

developed additional items that consider respondents’ interest in their community when 

desiring local foods: “I have a strong desire to meet new people who care about where 

their food comes from” and “I have a strong desire to develop a stronger sense of 

community.” 

Attitudes, Values, & Beliefs toward the Environment.  In the second section, the 

researcher used the revised New Ecological Paradigm Scale to measure respondents’ 

level of agreement with statements about the relationship between ecological worldviews 

and a range of environmental attitudes, values, and behaviors  (Dunlap, Van Liere, 

Mertig, & Jones, 2000).  The scale consists of 15 items on a 5-point Likert scale ranging 

from 1 (strongly disagree) to 5 (strongly agree).  Agreement with the eight odd-

numbered items indicates a proecological worldview, and disagreement with the seven 

even-numbered items indicates a proecological view.  Even though the NEP Scale has 

been used most often with samples of the general public, researchers have administered 

these items to farmers, members of interest groups, and members of community 

supported agriculture programs.  Many of the shareholders’ motivations to join a CSA in 

Illinois or New Hampshire were associated with their environmental attitudes (Brehm & 

Eisenhauer, 2008).  Shareholders’ desire for food free of pesticides, organic food 

products, reduced packaging, and food not genetically engineered were statistically 
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significant with their environmental values as represented by the NEP.  These 

shareholders were familiar with the concept of ecological scarcity and had a proactive 

view to reduce impacts on the ecological system.  Members of environmental 

organizations score higher on the NEP than the general public or members of non-

environmental organizations (Egell & Nowell, 1989; Pierce, Steger, Steel, & Lovrich, 

1992).  Demographic characteristics of age, education, and political ideology also 

correlated with items on the NEP (Dunlap et al., 2000).  Younger individuals were more 

supportive of the NEP.  More highly educated individuals understood the ecological 

perspective measured by the NEP Scale’s construct because they were more read on 

environmental issues.  Individuals with a liberal political ideology also supported the 

NEP.   

Community Attachment.  Items measuring community attachment in regards to 

community supported agriculture were adapted from Brehm and Eisenhauer (2008) and 

Brehm et al. (2004) for the fourth section of the questionnaire.  Respondents indicated 

their level of agreement on a 5-point Likert scale ranging from 1 (strongly disagree) to 5 

(strongly agree) to 15 statements, such as how at home they were in their community, 

how pleased they would be to move away, or how knowledgeable they are about 

important community issues.  Other items focused on the relationship between CSA 

membership and social capital, such as “If there was an important issue facing the 

community the connections I made with other CSA members would be useful,” “I look 

forward to socializing and interacting with other CSA members at the weekly distribution 
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location,” and “Since joining this CSA I have volunteered at an organization I was not 

previously involved with.” 

Involvement in Local Groups.  Respondents rated their level of involvement with 

nine different types of local groups by providing the number of such groups they 

belonged to or volunteered with, ranging from zero to 10.  Categories of local groups 

were formed using questions from previous instruments measuring social capital 

(Narayan & Cassidy, 2001; Saguaro Seminar, 2001).  Religious or spiritual groups 

included churches, mosques, temples, informal religious groups, and religious study 

groups.  Cultural groups referred to ethnic-based groups, arts, music, theater, festivals, 

film, and dance.  Youth organizations included sports teams, scouts, FFA, 4-H, Boys & 

Girls Clubs, and school activities/clubs.  Parents’ associations included PTA, PTO, and 

other school support or service groups, including home school.  Respondents were asked 

their level of involvement in adult sports teams or clubs.  A professional association 

related to trade, farm, business, doctors, lawyers, teachers, veterans, and labor unions.  A 

service group involved Lions Club, Rotary International, Kiwanis, woman’s club, alumni 

groups, and college fraternity or sorority.  Political groups were considered political 

action groups, political clubs, or party committees.  Respondents were also provided an 

“Other” category for groups where they can specify groups not previously mentioned.   

Grootaert (2001) and Putnam (2000) indicated that extent of membership in local 

associations was an indicator of social capital used in empirical research.  A dichotomous 

question asked respondents if they have served as an officer or on a committee for a local 

association/group in the past 12 months.  If respondents answered yes to serving as an 
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officer or committee member, they were asked for how many local groups did they hold 

that position.  Contribution of money has served as an indicator for social capital in 

previous research (Narayan & Cassidy, 2001).  Therefore, respondents were asked how 

much money they or family members in their households contributed to all religious 

causes and to all non-religious charities, organizations, or causes.   

Use of Information Channels.  In the sixth section, respondents were asked how 

frequently they sought information about food choices from the following options: more 

than once a day, daily, weekly, several times a week, monthly, yearly, and never.  A 

follow-up question asked respondents how frequently they used information channels 

when seeking out information about food choices, using a 5-point Likert scale ranging 

from 1 (never) to 5 (always).  Local broadcast (radio and television), local newspaper, e-

mail, social media (Facebook, MySpace, and Twitter), and websites were measured.  

Other types of communication channels such as interpersonal (fellow CSA members, 

friends, family, an neighbors), presentations at local organizations, events (on-farm 

events or farmers’ markets), cooperative extension (agent, website, materials, or events), 

and direct mail were also included in the construct.  As a way to help CSA owners know 

when to send membership renewal information, respondents were asked when they 

preferred to receive information in either the spring, summer, fall, or winter.   

Demographic Characteristics.  As the last part of the questionnaire, the 

researcher asked respondents to indicate their age, gender, ethnicity, and highest level of 

education completed, current employment situation, political views, and estimated total 

annual income.  Other demographic questions derived from the questionnaire 
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administered by Brehm and Eisenhauer (2008), indicating the number of children under 

the age of 18 living in the respondent’s household, length of time living in their 

community, and ownership status of their residence.  The researcher referred to the 

American Community Survey for measuring marital status, asking respondents to select 

from now married, widowed, divorced, separated, and never married (U.S. Census 

Bureau, 2009). 

Procedure 

A panel of experts comprised of faculty and graduate students in agricultural 

education and communications established face and content validity of the instrument.  

After using the panel’s comments to revise the questionnaire, the instrument was 

submitted for approval by Texas Tech University’s Institutional Review Board 

(Appendix C). 

Pilot Testing.  Prior to administering the questionnaire to the primary sample, the 

researcher conducted a pilot test to establish reliability of the researcher-developed 

questionnaire.  The pilot test group consisted of 14 members in the Pullen Produce CSA 

and 89 members in the South Plains Food Bank CSA located in Lubbock, Texas.  The 

researcher sent a pre-notice e-mail to the CSA members asking for their participation in 

an online survey to identify the factors that influenced them to join a CSA.  A few days 

later, the CSA members received an e-mail with a link to access the online survey, hosted 

on SurveyMonkey™.  The e-mail outlined the purpose and need of the study along with a 

description of how the results would be used.  One week later, CSA members received an 

e-mail thanking those who have completed the survey and reminding others to complete 
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it.  The researcher did not have permission from the CSA owners to call the non-

respondents as a means to account for potential non-response errors.   

After collecting data from the pilot test, the researcher used SPSS® v. 18 

Windows™ PC to determine the reliability of the constructs measured on a Likert scale.  

A Cronbach’s alpha reliability coefficient of at least .90 indicates excellent reliability 

(George & Mallery, 2003).  A reliability coefficient value of .7 or .8 would indicate an 

acceptable scale in the social sciences (Field, 2009). 

The first scale question asked consumers to indicate how strongly they disagreed 

or agreed (1 = strongly disagree to 5 = strongly agree) with 17 statements about their 

motivations for joining a CSA.  The initial Cronbach’s alpha value from the pilot test was 

0.90 for this scale.  Removing items would not improve this value so no change was 

made to this scale.   

The second scale question assessed shareholders’ level of agreement with 15 

statements measuring their attitudes and values toward the environment on a 5-point 

Likert scale (1 = strongly disagree to 5 = strongly agree).  The original alpha coefficient 

was 0.08 for this scale.  Table 3.1 illustrates all of the line-item statements for this 

question.  The statements crossed out were not used for the final survey to increase the 

Cronbach’s alpha.  The final scale contained seven items with a Cronbach’s alpha of 

0.81. 
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In the third scale, the researcher measured shareholders’ level of agreement of 

how important 15 statements were to their attachment to their community (1 = strongly 

disagree to 5 = strongly agree).  This scale had an alpha coefficient of 0.45.  As seen in 

Table 3.2, the final scale had seven statements with an increased Cronbach’s alpha score 

of 0.78.  
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The last construct asked consumers to rank how frequently they used 12 

information sources on a 5-point scale (1 = never to 5 = always).  The scale has an alpha 

of 0.50.  The researcher chose to not remove items from this scale because CSA members 

in other states have used each information source to learn about local foods and to 

communicate with their CSA.  The low alpha level could be explained by the 

homogeneity of the responses by the sample or the use of a researcher-developed 

questionnaire (Ary, Jacobs, Razavieh, & Sorensen, 2006). 

Data Collection 

Following the pilot test, the instrument was revised and administered through 

SurveyMonkey™, an online questionnaire builder and administrator service.  As the first 

contact with participants, CSA owners sent a pre-notice e-mail to their members 

requesting assistance with completing the questionnaire on May 4, 2011 (Appendix D).  

On May 10, 2011, CSA owners sent an e-mail with the link to the online survey as the 

second contact (Appendix D).  CSA owners sent an e-mail on May 24, 2011, to thank 

their members for responding to the questionnaire and remind others who have not 

(Appendix D).  The survey software stored the surveys and all of the responses collected 

from each CSA program securely on the SurveyMonkey™ website.   

The respondents were asked at the beginning of the questionnaire if they were 

members of a CSA program in Texas in 2010.  If the respondents responded “no,” they 

were directed to complete only the demographics section of the questionnaire.  Their data 

were only reported for the demographic questions in the study.  CSA members that chose 

not to permit their CSA owners to include them in the study or had inaccurate e-mail 

addresses were removed from the initial population leaving the total usable population to 
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be 209 participants.  A total of 85 online surveys were returned for a response rate of 

41%.  Of the 50 shareholders in CSA 1 who agreed to participate in the study, 26 

shareholders (52.0%) responded to the survey.  The sample for CSA 2 (n = 39) had a 

response rate of 49%.  Of the 120 shareholders in CSA 3, 40 shareholders responded to 

the survey for a response rate of 33%. 

The CSA owners did not permit the researcher to have access to the names, 

mailing addresses, phone numbers, and e-mail addresses of the CSA shareholders.  It was 

not possible to contact non-respondents to account for potential non-response errors.  

Therefore, the researcher handled non-response rate to the online survey by determining 

if any significant differences were present between early to late respondents (Ary et al., 

2006).  The respondents to the survey were either divided into early or late respondents.  

Early respondents completed the survey between May 4, 2011–May 24, 2011.  Late 

respondents completed the survey between May 25, 2011–June 8, 2011.  The Fisher’s 

exact test was reported to compare the early to late respondents on ethnicity, employment 

situation, marital status, ownership of residence, and the number of children under 18 

living in their households (Table 3.3).  The researcher selected Fisher’s exact test because 

one or more of the cells had an expected frequency of five or less.  Ethnicity was recoded 

as white and other (African American, Asian, Hispanic/Latino/Spanish, and Native 

American).  Employment status was divided into the categories of employed and other 

(unemployed, retired, homemaker, and student).  Marital status was recoded as married 

and other (widowed, divorced, separated, and never married).  Ownership of residence 

was recoded into two categories: own home and other (rent or lease, live where I work, 

and live with family).  The demographic characteristic measuring the number of children 
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under 18 living in the household contained two categories: children and no children.  The 

Fisher’s exact test is used in place of the chi-square test in 2 x 2 tables for small sample 

sizes.  The Fisher's exact test provides a one-tailed and two-tailed p-value.  It is most 

common to report the two-tailed value.  The p-value is compared to a significance value.  

An alpha level of .05 was used.  If the Fisher's exact test is less than the alpha level, 

significant differences exist between the early and late respondents.  No significant 

differences were found between early and late respondents for ethnicity, employment 

situation, marital status, ownership arrangement, and the number of children under 18 

living in their households.   

Table 3.3 

Characteristics of Early and Late Survey Respondents 
  

Early 
Respondents 

  
Late 

Respondents 
 
 

Characteristic n %  n % p value 
Ethnicity       

White 64 79.0  10 12.3 1.00 
Other   6   7.4    1   1.2  

       
Employment Situation       

Employed 34 57.6    7 11.9 .72 
Other 14 23.7    4   6.8  

       
Marital Status       

Now married 49 62.0    8 10.1 1.00 
Other 19 24.1    3   3.8  

       
Ownership Arrangement       

Own home 51 66.2    6   7.8 .28 
Other 16 20.8    4   5.2  

       
Children Under 18 in Household       

No children 44 55.7    6   7.6 .52 
Children 24 30.4    5   6.3  
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Independent samples t-tests compared early and late respondents on age and 

length of time living in their community (Table 3.4).  No significant differences were 

found between early and late respondents on age and the number of years lived in their 

communities. 

Table 3.4 

Independent Samples T-Tests to Compare Characteristics of Early and Late Respondents 
  

Early 
Respondents 

  
Late 

Respondents 

   

Characteristic M SD  M SD t df p value 
Age 43.03 13.37  43.45 12.78 -1.00 78 .922 
         
Years Living in 
Community 12.16 12.94 

 
11.70 12.74 .106 76 .916 

 
Data Analysis 

The data for each CSA were exported into an Excel spreadsheet, and the 

researcher combined the data from all CSAs into one Excel spreadsheet.  The researcher 

imported the data into SPSS® 18.0 for Windows™ PC.  Frequencies and descriptive 

statistics described shareholders’ motivations for joining a CSA, environmental attitudes, 

community attachment, involvement in local organizations, use of information sources, 

and demographic characteristics.  Spearman’s rho correlation coefficients indicated 

relationships between individual items in the motivations to join construct and the 

environmental attitude construct and the community attachment construct.  The 

researcher also reported Spearman’s rho correlation coefficients to indicate relationships 

between specific information channels and the motivations to join a CSA construct.  The 

magnitude of the relationship was reported using guidelines from Davis (1971): .01-.09 
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negligible association, .10-.29 low association, .30-.49 moderate association, .50-.69 

substantial association, and .70 or higher very strong association. 

Qualitative Data Collection & Analysis  

Qualitative research is an appropriate method for when a research problem or 

issue needs exploration (Creswell, 2007).  The need for exploring a problem can emerge 

from the need to learn about a group or population, discover factors or variables that can 

be quantitatively measured, and hear silenced voices.  Another reason for conducting 

qualitative research is the need to have a complex, detailed understanding of a problem or 

issue.  The detailed information can only come from direct communication with people 

who can share their stories and perspectives; this information is not constrained by 

researchers’ perspectives, expectations of findings, or knowledge from related literature.   

Several characteristics of qualitative research are important to mention: (1) natural 

setting, (2) researcher as key instrument, (3) multiple sources of data, (4) inductive data 

analysis, (5) participants’ meaning, (6) emergent design, (7) theoretical lens, (8) 

interpretative, and (9) holistic account.  Qualitative researchers collect data in the natural 

settings where the participants encounter the research problem or issue studied (Creswell, 

2009).  Participants are not asked to complete the study in a laboratory setting, and they 

are not sent the instrument to complete and return to the researcher.  Qualitative 

researchers are the key instrument since they collect the data themselves by examining 

documents, observing behavior, or interviewing participants.  Even though a protocol, 

such as an interviewing guide or instrument can be used, researchers still gather the 

information.  They do not usually adapt or use instruments developed by other 

researchers.  Qualitative researchers can use multiple sources of data, such as interviews, 
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documents, and observations.  The researcher is responsible for reviewing these sources 

of data and organizing them into categories or themes.  Inductive data analysis is used to 

recognize patterns, categories, and themes.  Qualitative researchers move back and forth 

between the data sources to establish a comprehensive set of themes.  During the 

qualitative research process, researchers focus on the meanings participants hold about 

the research problem rather than focusing on the meaning researchers bring to the study.  

Qualitative research processes are emergent because the initial research plan may change 

as the researcher begins to collect the data.  A theoretical lens is often used to look at the 

study, or a study is theoretically organized using a social, political, or historical aspect of 

the research problem.  Researchers offer an interpretation of what they hear, see, or read 

about the research problem.  These interpretations are linked to the researchers’ own 

backgrounds, experiences, history, contexts, and prior understandings.  Furthermore, 

readers and the participants can also offer their interpretations when they read the final 

research report.  A holistic account of the research problem studied requires researchers 

to recognize as many factors associated with the problem and to report multiple 

perspectives of the problem. 

Researchers recognize the strengths and weaknesses of qualitative research.  A 

strength of qualitative research is the researcher’s ability to collect data in a naturalistic 

setting (Johnson & Onwuegbuzie, 2004).  This data can provide an understanding and a 

rich description of people’s experiences of complex phenomena.  Qualitative data in the 

people’s own words and categories can explore or explain why and how the phenomena 

occur.  When studying phenomena, researchers can select a single case or a limited 
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number of cases to research.  Qualitative research approaches can be responsive to a local 

situation, condition, or stakeholders’ needs (Johnson & Onwuegbuzie, 2004).   

Researchers need to recognize the weaknesses of qualitative research.  Critics 

have viewed qualitative research as nonscientific, thus invalid (Berg, 2009).  Specific 

critiques of qualitative research are the time consuming process needed to collect and 

analyze data and the concern of the researcher’s bias, experience, and idiosyncrasies that 

can influence the results (Johnson & Onwuegbuzie, 2004).  Many researchers have not 

used qualitative research methods because the findings are uniquely relevant to the cases 

in the study, not generalizing to other people or contexts.  Additionally, it is more 

difficult to make quantitative predictions and test theories and hypotheses (Johnson & 

Onwuegbuzie, 2004). 

Research Rigor 

 Researchers address reliability and validity concerns in qualitative research using 

the concept of trustworthiness, which is established by addressing four criteria: 

credibility, confirmability, dependability, and transferability (Lincoln & Guba, 1985).  

Credibility concerns the truthfulness of the findings.  Strategies for assuring that 

participants are accurately represented include triangulation, member checking, 

peer/colleague examination, researcher subjectivity statement, and submersion in the data 

collection and analysis process over enough time to sufficiently understand the research 

problem.  Triangulation can include the use of multiple sources of data, multiple 

investigators, or multiple methods of confirming the data.  This study included a 

researcher’s subjectivity statement to address credibility. 
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Confirmability addresses the importance of neutrality and un-biased research 

(Merriam, 1995).  Researchers ensure their data collection procedures and interpretation 

of findings can be confirmed by other researchers in a similar situation.  Strategies 

associated with confirmability are audit trails, triangulation, and peer review.  The audit 

trail for this study included the digital recordings of the interviews, the transcripts of the 

interviews, and the NVivo files of coding.  

Dependability relates to the ability to consistently find a study’s findings again 

(Lincoln & Guba, 1985; Merriam, 1995).  Dependability in qualitative research is the 

equivalent to reliability in quantitative research.  One way to achieve dependability is 

with an audit trail of the raw data and the interpretations of the data.  The second strategy 

for dependability is the protection of the participants’ identities.  This study used the 

audit trail and identity protection to establish dependability.  The study did not use the 

real names of the CSAs, the owners’ names, or the farms’ locations.  

Transferability refers to the application of the study’s findings to other situations.  The in-

depth, rich descriptions of the phenomenon studied can be transferred to other situations.  

The use of several sites, cases, or situations is another strategy for transferring the 

findings.   

Researcher Subjectivity 

Qualitative researchers explain their experiences, personal background, and 

education that may influence the study.  By admitting personal experiences and 

knowledge, the researcher can monitor his or her data analysis and interpretation of data.  

The researcher in this study supports the local food movement.  Her experience of 

shopping at farmers’ markets and local food co-ops and gardening provided readers a 
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context for understanding the researcher’s interpretation of data.  The researcher used her 

knowledge of local food to develop the interview protocol.  The researcher also brought 

her experience in designing marketing plans and teaching social marketing in agriculture 

when developing the interview protocol and interpreting the findings.  The researcher 

acknowledged the possibility of bias because her background and experience in the local 

food movement may affect the objective data collection and analysis for the qualitative 

data. 

Data Collection 

For the qualitative portion of the study, the researcher chose to follow Creswell’s 

(2007) data collection activities.  As shown in Figure 3.3, the qualitative research process 

addresses the following activities: (1) locating a site/individual, (2) gaining access and 

making rapport, (3) purposefully sampling, (4) collecting data, (5) recording information, 

(6) resolving field issues, and (7) storing data.   
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Figure 3.3. Data Collection Activities Proposed by Creswell (2007). 

 In terms of locating a site or individual, the researcher selected three owners of 

CSA farms in Texas.  No formal organization or government agency keeps a database of 

CSAs nationally or statewide.  In order to find the CSA owners, the researcher used the 

Local Harvest website to search the database for CSAs located in Texas.  The website 

allows CSA owners to voluntary post information about their business and their contact 

information.  An Excel spreadsheet tracked the owner names, CSA names, CSA 

locations, phone numbers, and e-mail addresses if available.  CSA 1 is located in the 

Dallas area; shareholders come from the Dallas area and Mesquite.  CSA 2 provides 

vegetables and fruits to shareholders in Collin and Dallas counties.  CSA 3 is located in a 
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rural community near San Antonio but delivers shares to shareholders from Austin, New 

Braunfels, San Marcos, Schertz, Cibolo, Seguin, and San Antonio.  Creswell (2007) 

explained that the study of multiple individuals in a collective case study is acceptable in 

qualitative research.   

 Creswell (2007) recommended that qualitative researchers select individuals 

because they understand the research problem.  The sample consisted of three CSA 

owners.  Several steps are required before gaining access to the CSA owners.  The 

researcher received approval from the university Institutional Review Board (IRB) to 

interview the CSA owners.  A copy of the IRB approval letter can be found in Appendix 

E.  The researcher contacted the three CSA owners in May via e-mail.  A follow-up e-

mail was sent to the owners who did not respond to the first request.  Finally, the 

researcher called two CSA owners to schedule interviews.  The recruitment e-mails and 

telephone script are found in Appendix F.  Of the three CSA owners who allowed their 

members to complete the quantitative survey, the researcher had two owners who were 

willing to be interviewed via telephone.   

The qualitative data collection method chosen for this study was semi-structured 

interviews.  Researchers have provided guidance for how to conduct an interview (Berg, 

2009; Creswell, 2007).  Before beginning the formal telephone interview, the researcher 

read the informed consent form located in Appendix G.  The form explained the purpose 

of the research and information about their voluntary participation and withdrawal from 

the study.  The researcher asked the CSA owner if he or she consented to the study.  The  
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forms were kept in a folder designated for this study and located in a locked office.  The 

identities of the CSA owners were kept anonymous, and anything they said was kept 

confidential.   

 A semi-standardized interview format using an interview guide was followed (see 

Appendix H) (Berg, 2009).  Berg (2009) explained that semi-structured interviews 

involve a series of questions and special topics that are asked of each participant, but the 

interviewer has the freedom to probe beyond the answers to the prepared questions.  

Before using this approach, the researcher needs to understand specific assumptions.  All 

questions used during the interview are standardized and written in a level of language 

understood by the interviewees.  Interviewers can ask questions that reflect an awareness 

and understanding of the phenomenon from the interviewee’s perspective.  Researchers 

also show this awareness and understanding by adjusting the level of language and using 

flexible language.  Several reasons exist for why this approach was used.  The researcher 

can reorder the questions during the interview (Berg, 2009).  Additionally, the researcher 

can add or delete probes to the interview questions, answer participants’ questions, and 

clarify questions. 

Each telephone interview lasted roughly 40 minutes.  The questions addressed 

their recruitment strategies, successful marketing strategies, marketing failures, consumer 

relationship building strategies, needs for marketing support, and feedback setup.  A few 

studies have compared telephone and face-to-face interviewing practices in research 

settings.  Comparison of transcripts for telephone and face-to-face interview with visitors 

and correctional officers about visiting inmates revealed no significant differences in the 

two data collection methods in qualitative research (Sturges & Hanrahan, 2004).  
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Numerous advantages support the use of telephone interviewing.  Telephone interviewing 

provides extended geographical access to participants who can be interviewed more 

easily by telephone, especially when expense and time are concerns (Opdenakker, 2006).  

Shuy (2003) suggested that telephone interviewing allows the researcher to have control 

over the quality of the interviews, standardizing the format questions asked to the 

participants.  Even though the interviewer does not see the participant, voice and 

intonation are social cues that can provide extra information.  Just like face-to-face 

interviews, telephone interviews can be tape-recorded using a digital recorder and 

microphone.   

As part of the recording procedures, each interview was audio taped and notes 

were taken.  A predesigned protocol contained information about starting the interview, 

the questions, and a closing comment thanking the CSA owner for the interview.  The 

researcher also wrote down responses to the questions and thoughts during the interview. 

Creswell (2007) recommended that the researcher address any issues in the field during 

interviews.  One challenge was access to the organization because the CSA owners were 

busy planting and harvesting vegetables and running their CSAs during the data 

collection timeframe.  It was challenging to get the CSA owners to acknowledge the e-

mails and return the phone call.   

Several principles about data storage were applied to this research (Creswell, 

2007).  A high quality digital audio recorder was used to capture information during the 

interviews.  The researcher protected the identities of the participants by masking their 

names in the data.  The researcher developed two backup audio files of the interviews 
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that were stored on a personal laptop and external hard drive.  The interview transcripts 

were stored on the researcher’s personal laptop, work computer, and external hard drive.  

Data Analysis 

The interview transcripts were stored, managed, and coded using NVivo 9.0, a 

qualitative data management software.  The data analysis process followed a standard 

format of open coding then axial coding.  In open coding, the researcher organized the 

data and made sense of the information by forming initial, major categories (Creswell, 

1998).  Axial coding allowed the researcher to re-analyze the data after open coding to 

create categories that are associated around a phenomenon (Creswell, 2007). 
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CHAPTER IV 
 

RESULTS 
 
 
 
 

Introduction 

Using attitude theory, social capital, community attachment, and community-

based social marketing, the purpose of this study was to determine how to market 

membership in a CSA to residents living in or near Texas cities.  In order to address the 

purpose of this study, the researcher conducted a mixed methods multilevel model of the 

triangulation design to collect both qualitative and quantitative data.  The researcher 

administered an online survey to members of three CSAs in Texas to collect quantitative 

data measuring their motivations to joining a CSA program, environmental attitudes, 

community attachment, involvement in local groups, use of information channels, and 

demographic characteristics.  For the qualitative portion of this mixed-methods study, the 

researcher completed semi-standardized telephone interviews with the three CSA owners.  

The quantitative data were analyzed using SPSS® version 18.0 for Windows™.  

Qualitative data were coded in NVivo version 9.0.  

This chapter presents the results to the quantitative and qualitative research 

questions for each case as the collective case study.  The following research questions 

were used to guide the quantitative study:  

1. What are the demographic characteristics of shareholders in Texas CSAs? 

2. What motivates shareholders to join a CSA in Texas? 

3. What are the shareholders’ environmental attitudes? 
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4. What is the level of community attachment CSA shareholders have with their 

communities? 

5. What are the information sources shareholders use to learn about food 

choices? 

6. What relationships exist among shareholders’ motivations and their 

environmental attitudes? 

7. What relationships exist among shareholders’ motivations and their 

community attachment? 

8. What relationships exist among shareholders’ use of information channels and 

their motivations to join a CSA? 

9. What relationships exist among demographic characteristics and the 

constructs of motivations to join, environmental attitude, and community 

attachment? 

The specific research questions guiding the qualitative data collection were: 

1. What were successful strategies owners have used to market their CSAs? 

2. How did CSA owners build relationships with their shareholders? 

3. What were challenges owners faced when marketing their CSAs? 

4. What resources would help owners market their CSAs? 

The results for this study are presented as three case studies.  The researcher 

provides a brief description of the CSA, including the farm’s general location in Texas, 

the number of shareholders, an example of produce included in a share, and the 

distribution options for shares.  Then each case study addresses the results for the nine 

quantitative research questions followed by the findings for the four qualitative research 
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questions.  After the researcher presents the third case study, a section focuses on the 

overall summative information about all three case studies.   

CSA 1 

The first case is a CSA operated since fall 2008 in the Dallas area.  The CSA is 

one of the direct marketing strategies operated by the owner.  The farm also supports an 

organic garden center and farmers’ market.  Roughly 50 families have 37 shares in the 

CSA.  These shareholders receive an equal distribution of the harvest each week.  An 

example of what constitutes a share for one week was onions, garlic, squash, blueberries, 

and greens.  The CSA owner received the blueberries and squash from other local 

farmers to provide more variety to the shareholders.  Shareholders have two options for 

picking up their shares.  They can drive to the farm each Saturday during a two-hour time 

frame, or they can pay extra to have their shares dropped off in a centrally located 

community near Dallas.  Shareholders come from the Dallas and Mesquite areas.  Of the 

50 families, 26 shareholders (52.0%) responded to the survey. 

Quantitative Research Question One 

Research question one was to describe the demographic characteristics of the 

CSA shareholders.  Seventeen respondents (65.4%) were members of the CSA in 2010, 

while nine respondents (34.6%) were not members.  Fifteen of the members in 2010 

(88.2%) renewed their CSA membership in 2011.  The respondents were unevenly 

distributed by gender with 76.9% female (n = 20) and 23.1% male (n = 6).  Respondents’ 

age ranged from 26 to 68, with a mean of 38 years (SD = 11.56).  Most of the 

respondents were white (n = 21, 80.8%), followed by Hispanic, Latino, or Spanish (n = 

3; 11.5%), Asian (n = 1, 3.8%), and other (n = 1, 3.8%).   
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Respondents’ highest level of education completed is reported in Table 4.1.  The 

highest level of education completed ranged from a high school diploma or GED (n = 1, 

3.8%) to a professional degree (n = 1, 3.8%) or doctorate degree (n = 1, 3.8%).  Most 

respondents indicated they earned a bachelor’s degree (n = 11, 42.3%). 

Table 4.1 
 
CSA 1 Respondents’ Education Level (n = 26) 
 
Level 

 
f 

 
% 

Some high school education   0   0.0 

High school diploma or GED   1   3.8 

Some college education   4 15.4 

Associate’s degree   2   7.7 

Bachelor’s degree 11 42.3 

Master’s degree   6 23.1 

Professional degree   1   3.8 

Doctorate degree   1   3.8 
Note. Mode = Bachelor’s degree 

 
Employment status of respondents is shown in Table 4.2.  The majority of 

respondents (n = 18, 69.2%) were employed.  In terms of the “other” category, one 

respondent was a homemaker and part-time employee, and one respondent was a full-

time employee and student. 
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Table 4.2 
 
CSA 1 Respondents’ Employment Status (n = 26) 
 
Level 

 
f 

 
% 

Employed 18 69.2 

Retired   2   7.7 

Student   2   7.7 

Other   2   7.7 

Homemaker   1   3.8 

Unemployed   1   3.8 
Note. Mode = Employed 
 

Most respondents have moderately liberal (n = 10, 38.5%) political views.  Table 

4.3 shows the political views of the sample. 

Table 4.3 
 
CSA 1 Respondents’ Political Views (n = 26) 
 
Political View 

 
f 

 
% 

Very conservative   0   0.0 

Moderately conservative   7 26.9 

Middle-of-the-road   4 15.4 

Moderately liberal 10 38.5 

Very liberal   4 15.4 

Don’t know   1   3.8 
Note. Mode = Moderately liberal 
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Table 4.4 shows respondents’ marital status.  Most respondents were now married 

(n = 14, 56.0%), and the fewest number of respondents were separated (n = 1, 4.0%).   

Table 4.4 
 
CSA 1 Respondents’ Marital Status (n = 25) 
 
Status 

 
f 

 
% 

Now married 14 56.0 

Never married   7 28.0 

Divorced   3 12.0 

Separated   1   4.0 

Widowed   0   0.0 
Note. Mode = Now married 
 

In regards to the number of children under 18 living in their households, most 

respondents indicated they have no children under 18 (n = 18, 72.0%).  Six respondents 

(24.0%) have 1-2 children under 18, and the fewest respondents have 3-4 children under 

18 (n = 1, 4.0%).  No respondent has more than four children under 18.  The length of 

time respondents lived in their communities ranged 25 years, from 1 to 26, with a mean 

of 9.04 years (SD = 7.95).  Most respondents owned their homes (n = 15, 60.0%), while 

nine respondents (36.0%) rented or leased.  Only one respondent (4.0%) lived with 

family. 

 Estimated total annual household income of respondents is shown in Table 4.5.  

Income ranged from $15,000 annually to more than $105,000 annually.  Most 

respondents (n = 10, 43.5%) made more than $105,000 per year.  

  



 Texas Tech University, Kelsey Hall, August 2011 

99 

Table 4.5 
 
CSA 1 Respondents’ Estimated Total Annual Household Income (n = 23) 
 
Level 

 
f 

 
% 

Less than $15,000   0   0.0 

$15,000-$29,999   3 13.0 

$30,000-$44,999   2   8.7 

$45,000-$59,999   1   4.3 

$60,000-$74,999   4 17.4 

$75,000-$89,999   2   8.7 

$90,000-$105,000   1   4.3 

More than $105,000 10 43.5 
Note. Mode = More than $105,000 
 
Quantitative Research Question Two 

 Research question two explained respondents’ motivations for joining a CSA in 

Texas.  Respondents who were shareholders in 2010 were asked to indicate their level of 

agreement with 17 statements concerning their motivations.  Their level of agreement 

was indicated on a 5-point Likert-type scale (1 = strongly disagree to 5 = strongly agree).  

Motivations for joining a CSA are shown in Table 4.6.  The highest rated motivations 

were the desire for fresh food products (M = 4.71, SD = 0.99) and the desire to support 

local community members who grow food (M = 4.71, SD = 0.99).  The third highest 

rated motivation was tied between the desire to support sustainable agricultural practices 

(M = 4.65, SD = 1.00) and the desire to know where and how food is grown (M = 4.65, 

SD = 1.00). 
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Table 4.6 
 
CSA 1 Respondents’ Motivations for Joining a CSA (n = 17) 
 
Statement M SD 
Strong desire for fresh food products. 4.71 0.99 

Support local community members who grow food. 4.71 0.99 

Strong desire to support sustainable agricultural practices. 4.65 1.00 

Strong desire to know where and how my food is grown. 4.65 1.00 

Strong desire for food that is free of pesticides. 4.59 1.06 

Strong desire for organic food products. 4.59 1.00 

Strong desire for food products that are not genetically engineered. 4.53 1.07 

Strong desire for locally grown food products. 4.47 1.01 

Strong desire to support my community’s local economy. 4.41 1.00 

Strong desire for affordable food. 4.29 1.11 

Strong desire to eat food products that are in season. 4.29 1.05 

Strong desire for food that tastes better than what I can find in a 
local grocery store. 
 

4.29 1.05 

Strong desire to reduce packaging on my food products.  4.24 1.15 

Strong desire to develop a stronger sense of community. 4.06 1.03 

Strong desire for food that is easily accessible. 3.94 1.09 

Strong desire to meet new people who care about where their food 
comes from. 
 

3.65 1.17 

Specific health reasons/conditions that require this kind of food 
products. 2.35 1.17 
Note. The scale was 1 = Strongly Disagree, 2 = Disagree, 3 = Neutral, 4 = Agree, 
and 5 = Strongly Agree. 

 



 Texas Tech University, Kelsey Hall, August 2011 

101 

Quantitative Research Question Three 

 Research question three sought to explain shareholders’ environmental attitudes.  

The questionnaire asked shareholders from 2010 to indicate their level of agreement with 

seven statements measured on a 5-point Likert-type scale (1 = strongly disagree to 5 = 

strongly agree).  As seen in Table 4.7, respondents had the highest level of agreement (M 

= 4.71, SD = 0.47) with the statement that “despite our special abilities humans are still 

subject to the laws of nature.”  Respondents agreed “humans are severely abusing the 

environment” (M = 4.64, SD = 0.50).  The third highest environmental attitude was that 

“plants and animals have as much right as humans to exist” (M = 4.47, SD = 0.92). 

Table 4.7 
 
CSA 1 Respondents’ Environmental Attitudes 
 
Statement n M SD 
Despite our special abilities, humans are still subject to 
the laws of nature. 
 

14 4.71 0.99 

Humans are severely abusing the environment. 14 4.64 0.50 

Plants and animals have as much right as humans to 
exist. 
 

15 4.47 0.92 

The balance of nature is very delicate and easily upset. 14 4.43 0.65 

When humans interfere with nature it often produces 
disastrous consequences. 
 

14 4.43 0.65 

If things continue on their present course, we will soon 
experience a major ecological catastrophe. 
 

16 4.38 0.72 

We are approaching the limit of the number of people the 
Earth can support. 15 4.07 1.22 
Note. The scale was 1 = Strongly Disagree, 2 = Disagree, 3 = Neutral, 4 = Agree, 
and 5 = Strongly Agree. 
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Quantitative Research Question Four 

The intent of research question four was to determine the level of community 

attachment CSA shareholders have with their communities.  Participants who were 

shareholders in 2010 were asked seven statements measured on a 5-point Likert-type 

scale (1 = strongly disagree to 5 = strongly agree).  As seen in Table 4.8, the highest 

ranked statement was “I feel ‘at home’ in my community” (M = 3.64, SD = 1.01).  

Respondents reported a mean of 3.56 (SD = 1.21) for their level of agreement with the 

statement “My neighbors would be very helpful if I had a personal emergency or crisis.”  

Respondents indicated a neutral level of agreement about trusting other residents of their 

community (M = 3.40, SD = 0.63).   

Table 4.8 
 
CSA 1 Respondents’ Community Attachment 
 
Statement 

 
n 

 
M 

 
SD 

I feel “at home” in my community. 
 

14 3.64 1.01 

My neighbors would be very helpful if I had a personal 
emergency or crisis. 
 

16 3.56 1.21 

I trust other residents of my community. 
 

15 3.40 0.63 

Residents of this community trust one another. 13 3.15 1.07 

If there was an important issue facing the community, the 
connections I made with other CSA members would be 
useful. 
 

15 2.80 1.74 

I feel I am adequately involved in community decisions. 
 

16 2.56 1.41 

I have a high level of trust in the local community 
government. 15 2.27 1.22 
Note. The scale was 1 = Strongly Disagree, 2 = Disagree, 3 = Neutral, 4 = Agree, 
and 5 = Strongly Agree. 
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To further assess community attachment, respondents were asked about their 

involvement in local groups.  When respondents were asked if they served as an officer 

or on a committee of a local group within the past 12 months, 15 respondents (88.2%) 

reported no.  Of the two respondents (11.8%) who indicated yes, one respondent served 

for one local group, while one respondent served for two local groups.  Table 4.9 

indicates the number of respondents who belong to different types of local groups and 

how many.  Of the respondents who were involved in a local group, nine respondents 

(53.0%) were in a cultural group, such as an ethnic-based group, arts, music, theater, 

festivals, film, or dance.   

Table 4.9 
 
CSA 1 Respondents’ Involvement in Local Groups 
  Yes  No  
Local Group n f %  f % Range 
Religious or spiritual group 17 3 17.7  14 82.4 0-3 

Cultural group 17 9 53.0    8 47.0 0-8 

Youth organization 17 4 23.5  13 76.5 0-7 

Parents’ association 17 3 17.7  14 82.4 0-4 

Adult sports team or club 17 6 35.3  11 64.7 0-8 

Professional association 17 8 47.1    9 52.9 0-7 

Service club 17 3 17.7  14 82.4 0-8 

Political group 16 2 12.5  14 87.5 0-4 

Other 10 1 10.0    9 90.0 0-2 
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Respondents were also asked how much money their household contributed to all 

religious causes, including local religious congregation during the past 12 months.  The 

majority of respondents (n = 10, 58.8%) did not donate money to a religious cause (Table 

4.10). 

Table 4.10 
 
CSA 1 Respondents’ Donations to Religious Causes (n =17) 
 
Amount f % 
None 10 58.8 

Less than $100   2 11.8 

$100 to less than $500   2 11.8 

$500 to less than $1,000   0   0.0 

$1,000 to less than $5,000   1   5.9 

More than $5,000   2 11.8 

Don’t know   0   0.0 
 
 Respondents indicated how much their household contributed to all non-religious 

charities, organizations, or causes.  Table 4.11 shows five respondents (31.3%) donated 

from $100 to less than $500. 
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Table 4.11 
 
CSA 1 Respondents’ Donations to Non-Religious Charities, Organizations, or 
Causes (n =17) 
 
Amount f % 
None   1   6.3 

Less than $100   3 18.8 

$100 to less than $500   5 31.3 

$500 to less than $1,000   4 25.0 

$1,000 to less than $5,000   3 18.8 

More than $5,000   0   0.0 

Don’t know   0   0.0 
  
Quantitative Research Question Five  

Research question five sought to analyze CSA shareholders’ use of information 

sources to learn about food choices.  Respondents were asked how frequently they sought 

out information about food choices on a 7-point Likert-type scale (1 = never to 7 = more 

than once a day).  Table 4.12 shows the three most common responses were weekly (n = 

7, 41.2%), daily (n = 4, 23.5%), and monthly (n = 4, 23.5%).   
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Table 4.12 
 
CSA 1 Respondents’ Frequency of Searching Food Choice Information (n =17) 
 
Frequency 

 
f 

 
% 

More than once a day   1   5.9 

Daily   4 23.5 

Several times a week   1   5.9 

Weekly   7 41.2 

Monthly   4 23.5 

Yearly   0   0.0 

Never   0   0.0 
  
 Shareholders during 2010 were asked the frequency that they use 12 information 

channels when seeking out information about food choices.  Frequency of use was 

measured on a 5-point Likert-type scale (1 = never to 5  = always).  Shareholders use 

websites (M = 3.94, SD = 0.66) followed by interpersonal (M = 3.12, SD = 1.17) (Table 

4.13).  Interpersonal was described as communication with CSA members, friends, 

family, or neighbors.  Other sources were books. 
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Table 4.13 
 
CSA 1 Respondents’ Frequency of Using Information Channels 
 
Information Channel 

 
n 

 
M 

 
SD 

Websites 17 3.94   0.66 

Interpersonal 17 3.12 1.17 

E-mail 17 2.76 1.09 

Events (farmers’ markets, on-farm) 17 2.35 0.93 

Print publications (fliers, newsletters, brochures) 
 

16 2.31 1.20 

Social media (Facebook, MySpace, Twitter) 
 

17 1.94 1.03 

Cooperative extension (agent, website, materials, events) 
 

16 1.88 1.03 

Presentations at local organizations 
 

17 1.82 0.88 

Local broadcast (television, radio) 
 

17 1.76 0.75 

Direct mail 
 

16 1.69 1.14 

Local newspaper 17 1.65 0.86 
    
Books   8 1.38 1.06 
Note. The scale was 1 = Never, 2 = Rarely, 3 = Sometimes, 4 = Often, and 5 = 
Always. 
 
Quantitative Research Question Six 

Research question six determined if any relationships existed between the 

summated average of the environmental attitude construct and individual items in the 

construct measuring motivations for joining a CSA.  Table 4.14 shows the correlations 

between the summated average and each motivation.  Spearman’s rho correlations were 

performed to determine the relationships.  The environmental attitude construct and the 

desire to support local community members who grow affordable food had a moderate 
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negative relationship (rs = -.37), and the strong desire for affordable food had a moderate 

positive relationship (rs = .31).  None of the relationships was significant at alpha level 

.05. 

Table 4.14 
 
CSA 1 Relationships Between Environmental Attitude Construct and Motivation 
Statements (n = 17) 
 
Statement 

Environmental 
Attitude Construct (rs) 

Strong desire for affordable food.   .31 

Strong desire to reduce packaging on my food products.    .15 

Strong desire to support my community’s local economy.   .12 

Strong desire for food that is easily accessible.   .09 

Strong desire for organic food products.   .09 

Strong desire for food that is free of pesticides.   .06 

Strong desire to develop a stronger sense of community.   .05 

Strong desire for food that tastes better than what I can find 
in a local grocery store.   .03 
  
Strong desire to meet new people who care about where their 
food comes from.   .01 
  
Strong desire for food products that are not genetically 
engineered. 

-.02 

  
Strong desire for locally grown food products. -.08 

Strong desire to support sustainable agricultural practices. -.08 

Strong desire for fresh food products. -.12 

Specific health reasons/conditions that require this kind of 
food products -.15 
  
Strong desire to eat food products that are in season. -.28 

Strong desire to know where and how my food is grown. -.28 

Support local community members who grow food. -.37 
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Quantitative Research Question Seven 

In research question seven, the researcher analyzed relationships between the 

summated average of the community attachment construct and individual items in the 

construct measuring motivations for joining a CSA.  Spearman’s rho correlations were 

performed to determine the relationships.  Significant relationships found at .05 a priori 

are noted within Table 4.15.  Respondents’ level of community attachment was 

significantly related to their strong desire to support sustainable agricultural practices, rs 

= .63, p < .001.  The strong desire of respondents to support their community’s local 

economy was significantly related to their level of community attachment, rs = .61, p < 

.05. 
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Table 4.15 
 
CSA 1 Relationships Between Community Attachment Construct and Motivation 
Statements (n = 16) 

 
Statement 

Community 
Attachment 

Construct (rs) 
Strong desire to support sustainable agricultural practices. .63** 

Strong desire to support my community’s local economy. .61* 

Strong desire for food that tastes better than what I can find in a 
local grocery store. 
 

.57* 

Support local community members who grow food. .56* 

Strong desire for fresh food products. .56* 

Strong desire to meet new people who care about where their food 
comes from. .55* 
  
Strong desire for food products that are not genetically engineered. .53* 
  
Strong desire to know where and how my food is grown. .49 
  
Strong desire to develop a stronger sense of community. .44 

Strong desire for locally grown food products. .39 
  
Strong desire for food that is free of pesticides. .38 

Strong desire to reduce packaging on my food products.  .37 

Strong desire for organic food products. .34 

Strong desire for food that is easily accessible. .27 

Strong desire for affordable food. .21 
  
Strong desire to eat food products that are in season. .11 

Specific health reasons/conditions that require this kind of food 
products. .09 
*p < .05. **p < .01. 
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Quantitative Research Question Eight 

Research question eight sought to determine if any relationships existed among 

the shareholders’ individual information channels and their summated average of the 

motivations to join a CSA construct (Table 4.16).  None of the relationships was 

significant at alpha level .05.  Local broadcast and the summated average of the construct 

for motivations to join have a moderate, positive relationship (rs = .46).  Social media 

(Facebook, MySpace, Twitter) and the summated average of the construct for 

motivations to join have a moderate, negative relationship (rs = -33).  
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Table 4.16 
 
CSA 1 Relationships Between Motivations to Join Construct and Information 
Channels (n = 17) 
 
Information Channel 

Motivations to 
Join Construct (rs) 

Local broadcast (television, radio)  .46 

Print publications (fliers, newsletters, brochures)  .31 

Interpersonal (fellow CSA members, friends, family, neighbors)  .27 

Direct mail  .21 

E-mail  .19 

Cooperative extension (agent, website, materials, events)   .13 

Events (on-farm, farmers’ markets)  .11 

Presentations at local organizations  .06 

Local newspaper    .00a 

Websites -.10 

Other  -.25 

Social media (Facebook, MySpace, Twitter) -.33 
a Correlation was less than .01. 
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Quantitative Research Question Nine 

Research question nine sought to determine if any relationships existed among 

selected demographic characteristics and the summated averages for the following 

constructs: motivations to join, environmental attitude, and community attachment.  

Pearson product moment correlations were performed to determine the relationships 

between age, years living in the community, and the summated averages of the 

constructs.  Spearman’s rho correlations were reported to show any relationships between 

the summated averages of the constructs, education level and estimated total annual 

household income.  Table 4.17 shows the correlations.  The motivations to join construct 

had a significant relationship with shareholders’ highest level of education completed (rs 

= -.69) and estimated total annual household income (r = -.60).  These relationships were 

significant at alpha level .05.   

Table 4.17 
 
CSA 1 Relationships Between Constructs and Selected Demographics 

Construct Age (r) 
Years Living in 
Community (r) 

Estimated 
Total Annual 
Household 
Income (rs)  Education (rs) 

Motivations to Join .11 .43 -.60* -.69* 
     
Environmental 
Attitude 

-.11 .10 -.15 -.09 

     
Community 
Attachment .18 .47 -.37 -.26 
*p < .05. 
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Qualitative Research Question One 

 This qualitative research question described the successful strategies the CSA 

owner has implemented to market the CSA.  After analyzing the telephone interview 

transcript in NVivo 9.0 through open and axial coding, 12 sub-themes (through open 

coding) and three major themes (through axial coding) emerged.  The three major themes 

that describe successful marketing strategies were activities for recruiting potential 

shareholders, messages delivered to potential shareholders, and communication with 

current shareholders.   

Recruiting Potential Shareholders.  For the recruitment of potential shareholders, 

the owner has used three strategies.  The owner already operated an organic garden center 

and farmers’ market on the farm.  In 2008, the owner used a mailing list of individuals 

who attended the farmers’ market twice a month on the farm.  These individuals 

voluntarily requested to receive e-mails about the farm’s farmers’ market and the CSA.  

Most of the individuals found the farmers’ market through the owner’s posting on Local 

Harvest.com or an Internet search engine.  The owner sent a polling question to the 

individuals seeking their interest in joining a CSA.  The direct e-mail to the individuals 

received 80 responses.  The second recruitment strategy for potential members was the 

owner’s contact with the local media.  Local neighborhood newspapers and the Dallas 

Morning News were notified with a press release about the CSA.  The final recruitment 

strategy for potential shareholders was a meet-and-greet event.  Before the potential 

shareholders join the CSA, the owner requires that the potential members meet and tour 

the farm.  The owner explained the reasoning behind hosting the event: 
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OWNER OF CSA 1: It [joining the CSA] is an investment and you 
wouldn’t ever expect people to invest money without doing due diligence.  
It is an opportunity for me to make sure that no one comes in with 
misconceptions.  I do not want people coming and thinking that this is a 
huge commercial farm, and we are just growing acres and acres of food 
and that there is never going to be a week where there isn’t something to 
pick up.  I don’t want them to think that because they will be disappointed, 
complain, and quit. 
 
Messages Delivered to Potential Shareholders.  The owner delivers a variety of 

messages to potential shareholders considering membership in the CSA.  In an 

informational letter sent to potential shareholders, the owner explains what the CSA 

entails, the importance of supporting small, local farms, and the concept that a CSA is not 

pre-paying for groceries.  The informational letter further explained that the produce from 

the CSA does replace a trip to the grocery store because there are products the farm does 

not grow.  The owner wanted potential shareholders to understand that they invest in a 

small farm and the return on their investment is a share of the food produced.  Production 

is weather driven and seasonal.   

Communication with Current Shareholders.  Once potential shareholders join 

the CSA, they receive regular communication from the owner.  A weekly newsletter is e-

mailed to shareholders using an electronic e-news mailing system.  The newsletter tells 

shareholders about the produce included in that week’s share and the activities of the 

farm.  When a lot of the shareholders are new to the CSA, the owner sends out recipes 

through e-mail as a reminder for the Saturday pick-up.   

Qualitative Research Question Two 

 Research question two for the qualitative portion of this study focused on how the 

CSA owner built relationships with shareholders.  The major theme of relationship 
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building strategies emerged during the data analysis.  Two sub-themes were important for 

understanding relationship building: communication and involvement on the farm.   

Communication.  The owner builds relationships with shareholders through the 

weekly e-mail newsletter, seasonal questionnaires, and face-to-face contact during pick-

up times for shares.  The owner said an easy way to build relationships with shareholders 

is to request their comments and feedback about their experiences so a questionnaire is 

distributed to members at the end of each CSA season.  Questions ask shareholders about 

their favorite vegetables, what they would like planted, what they liked about the CSA, 

what they disliked, and satisfaction with communication.  Many shareholders drive to the 

farm weekly to pick up their share, so they communicate with the owner regularly.   

OWNER OF CSA 1: I have become friends with them because we have 
other things in common besides the farm.  Others, it is pretty much a 
customer kind of relationship.  I get a lot of feedback from some of them, 
and I get no feedback from others.  It depends on the individual and how 
comfortable they are and how they view the farm and their role in the 
farm. 
 
Involvement on the Farm.  The owner encourages shareholders to become 

involved on the farm.  In spring 2011, the owner hosted a picnic for CSA shareholders to 

visit in a relaxed setting where people were not just coming to pick up shares.  

Shareholders are encouraged to bring their children to the farm to enjoy the picnicking 

area and pond for fishing. 

Qualitative Research Question Three 

 The third research question addresses the challenges a CSA owner has 

experienced.  The major theme for this research question was challenges, which had the 

sub-themes of marketing challenges and non-marketing difficulties.   
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Marketing Challenges.  At the time the owner established the CSA, only a few 

CSAs were located near Dallas.  Marketing has not been an issue since 80 individuals 

who already received the weekly newsletter for the farmers’ market expressed interest in 

the CSA in 2008.  

Non-Marketing Challenges.  Weather, production, and labor issues were the 

difficulties.   

OWNER OF CSA 1: Truth be known, we had a difficult first year for a 
variety of reasons.  Our soil is getting better, and we are getting better at 
what we do and growing different things.  We are trying to get our yields 
up.  I had about half of the CSA that was cheering me on, and the other 
half that was complaining because this [the CSA] was not what they 
thought.  They all got the same correspondence, and half of them read into 
a rosy picture.  The other half read into the reality.  I felt terrible because I 
wanted it to do much better than it did too. 
 
The facilities at the farm can limit what educational workshops and programs are 

held.  The owner has offered a cheese making class, lectures, and cooking demonstrations 

on the farm.  The lack of a commercial kitchen at this time has limited what programs are 

offered to CSA shareholders and community members. 

Qualitative Research Question Four 

The final qualitative research question sought to discover what resources would 

help CSA owners market their CSAs.  The major theme for research question four was 

labeled as needed resources.  The owner developed a business plan for the CSA many 

years ago.  As a way to streamline the heavy workload, the owner is meeting with a 

financial person to review financial templates and to discuss the bookwork and 

administrative tasks.  The owner is seeking business advice about the structure of the 

farm and its different aspects.  
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CSA 2 

The second case is a CSA that has operated since spring 2009 to provide fresh, 

organically grown vegetables and fruits to residents in Collin and Dallas counties.  The 

farm offers a CSA in the spring, summer, and fall; however, memberships are available 

year round.  Approximately 83 families have purchased either a half or full share in the 

CSA.  A half share feeds two to three people, and the full share feeds four to six people.  

Since the farmer knows each shareholder, the farmer picks produce to what is needed and 

what is liked.  These shareholders receive an equal distribution of the harvest each week.  

Both half and full shares receive eight to 10 different types of produce each week.  On the 

week that the researcher interviewed the farmer, shareholders received the last of the 

carrots and green tomatoes and receive new quantities of eggplant, yellow squash, white 

squash, broccoli, fresh green garlic, dried garlic bulbs, red potatoes, large baking 

potatoes, boiling potatoes, chard, kale, and beets.  Shareholders also received fresh 

parsley, bay, dill, oregano, and sage.  Shareholders have three options for picking up their 

shares.  They can drive to the farm, a location in Collin County, or the Dallas Farmers 

Market to pick up their shares on a day that is convenient to the farmer and shareholder.  

Of the 83 shareholders, 46 gave the CSA owner permission to send the e-mails about the 

study.  Only 39 of those 46 shareholders had accurate e-mail address.  The sample for this 

CSA had a response rate of 49%.   

Quantitative Research Question One 

Research question one was to describe the demographic characteristics of the 

CSA shareholders.  Six respondents (31.6%) were members of the CSA in 2010, while 

the majority of respondents (n = 13, 68.4%) were not members.  All six members in 2010 
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renewed their membership in 2011.  The respondents were unevenly distributed by 

gender with 78.9% (n = 15) female and 21.1% (n = 4) male.  Respondents’ age ranged 

from 26 to 72, with a mean of 43 years (SD = 12.83).  The 19 respondents were white. 

Respondents’ highest level of education is reported in Table 4.18.  While 

education was diverse, the highest level of education completed ranged from a high 

school diploma or GED (n = 1, 5.6%) to a professional degree (n = 1, 5.6%).  Most 

respondents indicated they earned a master’s degree (n = 8, 44.4%). 

Table 4.18 
 
CSA 2 Respondents’ Education Level (n = 18) 
 
Level 

 
f 

 
% 

Some high school education 0   0.0 

High school diploma or GED 1   5.6 

Some college education 1   5.6 

Associate’s degree 1   5.6 

Bachelor’s degree 6 33.3 

Master’s degree 8 44.4 

Professional degree 1   5.6 

Doctorate degree 0   0.0 
Note. Mode = Master’s degree 

 
Employment status of respondents is shown in Table 4.19.  The majority of 

respondents (n = 13, 68.4%) were employed. 
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Table 4.19 
 
CSA 2 Respondents’ Employment Status (n = 19) 
 
Status 

 
f 

 
% 

Employed 13 68.4 

Retired   4 21.1 

Homemaker   2 10.5 

Unemployed   0   0.0 

Student   0   0.0 

Other   0   0.0 
Note. Mode = Employed 
 

Table 4.20 shows political views ranging from very conservative (n = 6, 33.3%) 

to very liberal (n = 1, 5.6%).  Only one respondent (5.6%) chose to respond as “don’t 

know.” 

Table 4.20 
 
CSA 2 Respondents’ Political Views (n = 18) 
 
Political View 

 
f 

 
% 

Very conservative   6 33.3 

Moderately conservative   4 22.2 

Middle-of-the-road   1   5.6 

Moderately liberal   5 27.8 

Very liberal   1   5.6 

Don’t know   1   5.6 
Note. Mode = Very conservative 
 
 Table 4.21 shows respondents’ marital status.  Most respondents were now 

married (n = 16, 84.2%). 
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Table 4.21 
 
CSA 2 Respondents’ Marital Status (n = 19) 
 
Status 

 
f 

 
% 

Now married 16 84.2 

Never married   1   5.3 

Divorced   1   5.3 

Widowed   1   5.3 

Separated   0   0.0 
Note. Mode = Now married 
 

In regards to the number of children under 18 living in their households, most 

respondents indicated they have no children under 18 (n = 11, 57.9%).  Seven 

respondents (36.8%) have 1-2 children under 18, and the fewest respondents have 3-4 

children under 18 (n = 1, 5.3%).  

 The length of time respondents lived in their communities ranged 53 years, from 1 

to 54, with a mean of 9.74 years (SD = 11.30).  Most respondents owned their homes (n 

= 15, 83.3%), while three respondents (16.7%) rented or leased. 

 Estimated total annual household income of respondents is shown in Table 4.22.  

Income ranged from less than $15,000 annually to more than $105,000 annually.  The 

most frequently reported income was more than $105,000 (n =8, 44.4%).  
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Table 4.22 
 
CSA 2 Respondents’ Estimated Total Annual Household Income (n = 18) 
 
Level f % 
Less than $15,000   1   5.6 

$15,000-$29,999   1   5.6 

$30,000-$44,999   2 11.1 

$45,000-$59,999   1   5.6 

$60,000-$74,999   1   5.6 

$75,000-$89,999   0   0.0 

$90,000-$105,000   4 22.2 

More than $105,000   8 44.4 
Note. Mode = More than $105,000   
 
Quantitative Research Question Two 

 Research question two explained respondents’ motivations for joining a CSA in 

Texas.  Only respondents who were a member of the CSA in 2010 were asked what 

motivated them to join the CSA.  Out of the 19 respondents, six respondents were 

members in 2010.  CSA members were asked to indicate their level of agreement with 17 

statements concerning their motivations for joining.  Their level of agreement was 

indicated on a 5-point Likert-type scale (1 = strongly disagree to 5 = strongly agree).  

The top six highest rated motivations had a mean of 4.83 (SD = 0.41) (Table 4. 23).  

These respondents desired fresh food products, food free of pesticides, and organic food 

products.  They also wanted to support local community members who grow food and 

support their community’s local economy. 
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Table 4.23 
 
CSA 2 Respondents’ Motivations for Joining a CSA (n = 6) 
 
Statement 

 
M 

 
SD 

Strong desire for fresh food products. 4.83 0.41 

Strong desire for food that is free of pesticides. 4.83 0.41 

Strong desire for organic food products. 4.83 0.41 

Support local community members who grow food. 4.83 0.41 

Strong desire to support my community’s local economy. 4.83 0.41 

Strong desire for food that tastes better than what I can find in a 
local grocery store. 4.83 0.41 
   
Strong desire for locally grown food products. 4.67 0.82 

Strong desire to eat food products that are in season. 4.67 0.52 

Strong desire for food products that are not genetically engineered. 4.50 0.55 

Strong desire to know where and how my food is grown. 4.50 0.84 

Strong desire to reduce packaging on my food products.  4.33 0.82 

Strong desire to support sustainable agricultural practices. 4.33 0.82 

Strong desire for affordable food. 4.33 0.82 

Strong desire to develop a stronger sense of community. 4.33 0.82 

Strong desire for food that is easily accessible. 4.17 0.75 

Strong desire to meet new people who care about where their food 
comes from. 3.50 1.05 
   
Specific health reasons/conditions that require this kind of food 
products. 3.00 1.67 
Note. The scale was 1 = Strongly Disagree, 2 = Disagree, 3 = Neutral, 4 = Agree, 
and 5 = Strongly Agree. 
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Quantitative Research Question Three 

 Research question three sought to explain shareholders’ environmental attitudes.  

The questionnaire asked shareholders who were members in 2010 to indicate their level 

of agreement with seven statements measured on a 5-point Likert-type scale (1 = strongly 

disagree to 5 = strongly agree).  As seen in Table 4.24, respondents had the highest level 

of agreement (M = 4.40, SD = 0.55) with the statement that “despite our special abilities 

humans are still subjects to the laws of nature.”  The second highest environmental 

attitude was that “the balance of nature is very delicate and easily upset” (M = 4.20, SD = 

0.84).  For the third highest environmental attitude, respondents agreed “humans are 

severely abusing the environment” (M = 4.17, SD = 1.17).  

Table 4.24 
 
CSA 2 Respondents’ Environmental Attitudes 
 
Statement 

 
n 

 
M 

 
SD 

Despite our special abilities, humans are still subject to 
the laws of nature. 
 

6 4.40 0.55 

The balance of nature is very delicate and easily upset. 5 4.20 0.84 

Humans are severely abusing the environment. 6 4.17 1.17 

Plants and animals have as much right as humans to 
exist. 
 

6 4.00 0.63 

When humans interfere with nature it often produces 
disastrous consequences. 
 

5 3.60 1.67 

If things continue on their present course, we will soon 
experience a major ecological catastrophe. 
 

6 3.50 1.23 

We are approaching the limit of the number of people the 
Earth can support. 5 3.00 1.58 
Note. The scale was 1 = Strongly Disagree, 2 = Disagree, 3 = Neutral, 4 = Agree, 
and 5 = Strongly Agree. 



 Texas Tech University, Kelsey Hall, August 2011 

125 

Quantitative Research Question Four 

The intent of research question four was to determine the level of community 

attachment CSA shareholders have with their communities.  Only respondents who were 

CSA shareholders in 2010 answered this question.  Seven statements were measured on a 

5-point Likert-type scale ranging from 1 (strongly disagree) to 5 (strongly agree).  As 

seen in Table 4.25, the highest ranked statement was “I feel ‘at home’ in my community” 

(M = 4.50, SD = 0.58).  Respondents reported a mean of 4.25 (SD = 0.96) for their level 

of agreement with the statement “My neighbors would be very helpful if I had a personal 

emergency or crisis.”  Respondents agreed about trusting other residents of their 

community (M = 4.00, SD = 0.82).   

Table 4.25 
 
CSA 2 Respondents’ Community Attachment 
 
Statement 

 
n 

 
M 

 
SD 

I feel “at home” in my community. 
 

4 4.50 0.58 

My neighbors would be very helpful if I had a personal 
emergency or crisis. 
 

4 4.25 0.96 

I trust other residents of my community. 
 

4 4.00 0.82 

Residents of this community trust one another. 5 4.00 0.71 

I feel I am adequately involved in community decisions. 
 

4 3.50 1.00 

I have a high level of trust in the local community 
government. 5 3.20 0.45 
    
If there was an important issue facing the community, the 
connections I made with other CSA members would be 
useful. 5 2.40 0.55 
Note. The scale was 1 = Strongly Disagree, 2 = Disagree, 3 = Neutral, 4 = Agree, 
and 5 = Strongly Agree. 
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Community attachment was also measured by asking respondents about their 

involvement in local groups.  One question asked respondents if they served as an officer 

or on a committee of a local group within the past 12 months.  Three respondents (50.0%) 

reported yes, while three respondents (50.0%) indicated no.  Of the respondents who 

indicated yes, two respondents served for one local group, while one respondent served 

for three local groups.   

In regards to involvement in local groups, Table 4.26 indicates whether 

respondents were involved in different types of groups and how many local groups.  All 

six respondents were involved in a religious or spiritual group, such as church, mosque, 

temple, informal religious group, or religious study group.   

Table 4.26 
 
CSA 2 Respondents’ Involvement in Local Groups 
  Yes  No  
Local Group n f %  f % Range 
Religious or spiritual group 6 6 100.0    0   0.0 1-8 

Cultural group 6 4   80.0    2 20.0 0-8 

Youth organization 5 3   60.0    2 40.0 0-5 

Parents’ association 6 2 40.0    4 60.0 0-8 

Adult sports team or club 5 1 20.0    4 80.0 0-1 

Professional association 6 5 83.3    1 16.7 0-5 

Service club 6 4 80.0    2 20.0 0-3 

Political group 6 5 83.3    1 16.7 0-5 

Other 4 1 25.0    3 75.0 0-8 
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Respondents indicated how much money their household contributed to all 

religious causes, including their local religious congregation, during the past 12 months.  

Three respondents (50.0%) donated more than $5,000 to a religious cause (Table 4.27). 

Table 4.27 
 
CSA 2 Respondents’ Donations to Religious Causes (n =6) 
 
Amount f % 
None   0   0.0 

Less than $100   1 16.7 

$100 to less than $500   0   0.0 

$500 to less than $1,000   1 16.7 

$1,000 to less than $5,000   1  16.7 

More than $5,000   3 50.0 

Don’t know   0   0.0 
 
 Respondents also reported how much their household contributed to all non-

religious charities, organizations, or causes during the past 12 months.  As seen in Table 

4.28, four respondents (66.7%) donated from $500 to less than $1,000. 
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Table 4.28 
 
CSA 2 Respondents’ Donations to Non-Religious Charities, Organizations, or 
Causes (n =6) 
 
Amount f % 
None   0   0.0 

Less than $100   1 16.7 

$100 to less than $500   0   0.0 

$500 to less than $1,000   4 66.7 

$1,000 to less than $5,000   1 16.7 

More than $5,000   0   0.0 

Don’t know   0   0.0 
 
Quantitative Research Question Five  

Research question five sought to analyze CSA shareholders’ use of information 

sources to learn about food choices.  Only shareholders who were members in 2010 were 

asked this question.  Respondents were asked how frequently they sought out information 

about food choices on a 7-point Likert-type scale (1 = never to 7 = more than once a 

day).  As seen in Table 4.29, responses were weekly (n = 3, 50.0%) and daily (n = 3, 

50.0%). 
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Table 4.29 
 
CSA 2 Respondents’ Frequency of Searching Food Choice Information (n =6) 
 
Frequency 

 
f 

 
% 

More than once a day   0   0.0 

Daily   3 50.0 

Several times a week   0   0.0 

Weekly   3 50.0 

Monthly   0   0.0 

Yearly   0   0.0 

Never   0   0.0 
 
 Shareholders indicated how frequently they used 12 information channels when 

seeking out information about food choices.  Frequency of use was measured on a 5-point 

Likert-type scale (1 = never to 5 = always).  Shareholders sometimes use websites (M = 

3.40, SD = 0.89) and local newspapers (M = 3.40, SD = 0.55) (Table 4.30). 
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Table 4.30 
 
CSA 2 Respondents’ Frequency of Using Information Channels 
 
Information Channel 

 
n 

 
M 

 
SD 

Websites 5 3.40   0.89 

Local newspaper 5 3.40 0.55 
    
Interpersonal (fellow CSA members, friends, family, 
neighbors 6 2.83 0.41 
    
Events (farmers’ markets, on-farm) 6 2.67 1.03 

E-mail 5 2.60 1.14 

Print publications (fliers, newsletters, brochures) 6 2.50 0.55 

Local broadcast (television, radio) 6 2.33 1.37 

Social media (Facebook, MySpace, Twitter) 6 1.83 0.98 

Direct mail 6 1.83 0.41 

Cooperative extension (agent, website, materials, events) 6 1.67 0.52 

Presentations at local organizations 5 1.60 0.55 

Other   2 1.00 0.00 
Note. The scale was 1 = Never, 2 = Rarely, 3 = Sometimes, 4 = Often, and 5 = 
Always. 
 
Quantitative Research Question Six 

Research question six determined if any relationships existed between the 

summated average of the environmental attitude construct and individual items in the 

construct measuring motivations for joining a CSA.  Table 4.31 shows the correlations 

between the summated average and each motivation.  Spearman’s rho correlations were 

performed to determine the relationships.  The environmental attitude construct and the 

desire to meet new people who care about where their food comes from had a significant 
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relationship (rs = .89).  A significant relationship existed between the environmental 

attitude construct and the desire for food that is easily accessible (rs = .89).  Other 

significant relationships were between the environmental attitude construct and 

respondents’ strong desire to support sustainable agricultural practices (rs = .83) and 

strong desire to reduce packaging on food products (rs = .83).  The relationships were 

significant at alpha level .05. 
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Table 4.31 
 
CSA 2 Relationships Between Environmental Attitude Construct and Motivation 
Statements (n = 6) 
 
Statement 

Environmental 
Attitude Construct (rs) 

Strong desire to meet new people who care about where 
their food comes from.   .89* 
  
Strong desire for food that is easily accessible.   .89* 

Strong desire to support sustainable agricultural practices.   .83* 

Strong desire to reduce packaging on my food products.    .83* 

Strong desire for fresh food products. .54 

Strong desire for food that is free of pesticides. .54 

Strong desire for organic food products. .54 

Strong desire for locally grown food products. .54 

Support local community members who grow food. .54 

Strong desire to support my community’s local economy. .54 

Strong desire to develop a stronger sense of community. .51 

Strong desire to know where and how my food is grown. .49 

Strong desire to eat food products that are in season. .43 

Strong desire for food products that are not genetically 
engineered. .40 
  
Strong desire for affordable food. .32 

Specific health reasons/conditions that require this kind of 
food products. .23 
  
Strong desire for food that tastes better than what I can find 
in a local grocery store. .00a 
a Correlation was less than .01. 
*p < .05. 
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Quantitative Research Question Seven 

In research question seven, the researcher analyzed relationships between the 

summated average of the community attachment construct and individual items in the 

construct measuring motivations for joining a CSA.  Spearman’s rho correlations were 

performed to determine the relationships.  None of the relationships in Table 4.32 was 

significant at alpha level .05.  Respondents’ strong desire for food products that are not 

genetically engineered and their community attachment had a very strong, positive 

relationship (rs = .87).  The strong desire to develop a stronger sense of community and 

their community attachment had a very strong, positive relationship (rs = .79). 
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Table 4.32 
 
CSA 2 Relationships Between Community Attachment Construct and Motivation 
Statements (n = 5) 
 
Statement 

Community Attachment 
Construct (rs) 

Strong desire for food products that are not genetically 
engineered. .87 
  
Strong desire to develop a stronger sense of community. .79 

Strong desire for affordable food. .63 

Specific health reasons/conditions that require this kind of 
food products. .63 
  
Strong desire for food that is easily accessible. .45 

Strong desire to meet new people who care about where 
their food comes from. .41 
  
Strong desire to reduce packaging on my food products.  .37 

Strong desire for fresh food products. .35 

Strong desire for food that is free of pesticides. .35 

Strong desire for organic food products. .35 

Strong desire for locally grown food products. .35 

Support local community members who grow food. .35 

Strong desire to support my community’s local economy. .35 

Strong desire to know where and how my food is grown. .34 

Strong desire to eat food products that are in season. .29 

Strong desire for food that tastes better than what I can 
find in a local grocery store. .00a 
  
Strong desire to support sustainable agricultural practices. -.05 
a Correlation was less than .01. 
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Quantitative Research Question Eight 

Research question eight sought to determine if any relationships existed among 

the shareholders’ use of 12 information channels and the summated average of the 

construct of motivations to join.  Table 4.33 shows the correlations between the 

summated average of motivations to join a CSA and 12 information channels.  None of 

the relationships was significant at alpha level .05.  The summated average of the 

construct for motivations to join a CSA has a very strong, positive relationship (rs = .87) 

with both local newspapers and presentations at local organizations. 

Table 4.33 
 
CSA 2 Relationships Between Motivations to Join Construct and Information 
Channels (n = 6) 
 
Information Channel 

Motivations to  
Join Construct (rs) 

Local newspaper .87 
  
Presentations at local organizations .87 
  
Local broadcast (television, radio) .72 
  
Websites .67 
  
Direct mail .66 
  
Events (on-farm, farmers’ markets) .58 
  
E-mail .56 
  
Cooperative extension (agent, website, materials, events)  .41 
  
Interpersonal (fellow CSA members, friends, family, neighbors) .39 
  
Print publications (fliers, newsletters, brochures) .29 
  
Social media (Facebook, MySpace, Twitter) .28 

Other -- 
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Quantitative Research Question Nine 

Research question nine sought to determine if any relationships existed among 

selected demographic characteristics and the summated averages for the following 

constructs: motivations to join, environmental attitude, and community attachment.  

Pearson product moment correlations were performed to determine the relationships 

between age, years living in the community, and the summated averages of the 

constructs.  Spearman’s rho correlations were reported to show any relationships between 

the summated averages of the constructs, education level, and estimated total annual 

household income.  Table 4.34 shows the correlations.  The motivations to join a CSA 

construct and shareholders’ number of years living in their communities had significant 

relationship, r = .82, p < .05.   

Table 4.34 
 
CSA 2 Relationships Between Constructs and Selected Demographics 

Construct Age (r) 
Years Living in 
Community (r) 

Estimated 
Total Annual 
Household 
Income (rs)  Education (rs) 

Motivations to Join .39 .82* -.41 -.58 
     
Environmental 
Attitude .81 .24 -.53 .06 
     
Community 
Attachment -.67 .71 .29 -.67 
*p < .05. 

Qualitative Research Question One 

 This qualitative research question described the successful strategies the CSA 

owner has implemented to market the CSA.  The three major themes that describe 

successful marketing strategies were activities for recruiting potential shareholders, 
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messages delivered to potential shareholders, and communication with current 

shareholders.   

Recruiting Potential Shareholders.  For the recruitment of potential shareholders, 

the owner has focused on four strategies.  The owner has run a short classified 

advertisement in the local newspaper.  The advertisement listed five chemicals found on 

many produce and the question “Are these in your food? They are not in mine.”  The 

owner included a phone number and website address for readers.  The message in the 

classified advertisement is slightly changed every three to six weeks to catch the eye of 

different readers.   

The second recruitment strategy for potential members was the owner contacting 

the local television broadcast station.  The station did a news story on the CSA farm.  So 

many viewers responded positively to the story on the station’s website that the station 

returned to cover a story about the farm’s bee operation.   

The third strategy relies on word-of-mouth advertising of farm activities and 

involvement by shareholders.  The owner encourages shareholders to volunteer time on 

the farm to complete daily tasks.   

 OWNER OF CSA 2: When they walk around and see that I’m real busy 
in the morning with my customers, my customers go out and feed my 
rabbits, water them.  One customer actually cleans the cages and hauls the 
manure over to the compost pile for me.  I got a customer who turns the 
compost pile.  They are doing something involved on the farm, and when 
they get home they are going to talk about that.  That is more word-of-
mouth advertising going for you.   
 
The owner also asks for shareholders to bring their newspapers, yard waste, and 

compost to the farm.  The owner sends an e-mail requesting the materials and sends thank 

you e-mail to all shareholders to recognize those who helped.   



 Texas Tech University, Kelsey Hall, August 2011 

138 

The last strategy to recruit shareholders involves cooperation with the local 

AgriLife extension agent and extension services.  Texas A&M University has a sign in 

front of a study plot on the CSA farm to promote the organic farming practices studied by 

the school and extension services.  University alumni and fans stop by the farm to learn 

about the study, and a few have joined the CSA as a result of this activity.  The local 

extension agent also held an event at the CSA farm for master gardeners in the area.  The 

owner spoke with the attendees and showed them the farm facilities.  As a way to 

promote the event, the extension agent sent a press release to local media, resulting in 30 

individuals coming to the event.  Some of these attendees purchased a CSA membership.  

After the event, the agent sent a press release to promote the success of the event. 

Messages Delivered to Potential Shareholders.  When talking to potential 

shareholders, the owner stresses the attributes of the farm and produce.  Messages discuss 

organic farming practices used on the farm.  Many of the conversations start with 

gardening questions individuals have about using organic practices to grow tomatoes, 

control weeds, and eliminate algae on the surface of ponds.  When the owner’s advice 

works for these individuals, many of them join the CSA.  

Communication with Current Shareholders.  Shareholders receive a few e-mails 

each week to keep them informed about the CSA and farm.  The owner just organized a 

new communications system that maintains e-mail addresses and facilitates sending e-

mails more easily.  Shareholders receive an e-mail every Tuesday letting them know what 

vegetables will be harvested that week, so they know what the CSA gives them.  

Shareholders also learn what the owner is doing on the farm, such as irrigating melons, 

picking strawberries, or working on other projects.  The e-mail encourages shareholders 
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to comment or advise the owner on what they would like grown.  Shareholders can also 

visit the CSA website for recipes on how to prepare the vegetables provided in the share.   

OWNER OF CSA 2: What we try to do is that every week as we introduce 
a new vegetable, like eggplant, we try to put up three to five recipes for 
ways to use it.  What we do is use old southern recipes and maybe more 
contemporary recipes.  We would still include old southern recipes for 
southern fried tomatoes and things like that.  
 

Qualitative Research Question Two 

 Research question two for the qualitative portion of this study focused on how the 

CSA owner built relationships with shareholders.  The major theme of relationship 

building strategies emerged during the data analysis.  Two sub-themes were important for 

understanding relationship building:  communication and involvement on the farm. 

Communication.  The owner builds relationships with shareholders by talking to 

them weekly during the pick-up times for shares.  The owner explains what is done on 

the farm and future plans for expanding the farm.  Shareholders also have the owner’s 

cell phone, so they can communicate more regularly.  The owner said he really enjoys 

getting to know the shareholders and support them.  

OWNER OF CSA 2: It is really enjoyable because you get to know them, 
what they like, and what they don’t like.  One of my members found out 
he has lung cancer and he has about 90 days to live.  We get a lot of that.  
We try to help them through it and make them feel good.  A lot of people 
come to us because they know we are healthy and nutritious.  We have a 
woman, a Russian immigrant, and she has liver cancer.  She is fine now.  
She says it is from eating our vegetables and our shitake mushrooms that 
have detoxified her body and put her cancer into remission.  She really 
believes that. 
 
Involvement on the Farm.  The owner has invited shareholders to visit the 

farm beyond the pick-up times for shares.  As a means to involve shareholders, 

the owner stocks the pond with fish and allows shareholders to camp for the night.  
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A picnic area will be added near the pond, so shareholders can enjoy eating the 

produce at the farm.  Shareholders also bring their children and grandchildren to 

the farm, allowing them to see the rabbits, butterflies, and other animals. 

Qualitative Research Question Three 

 The third research question addresses the challenges a CSA owner has 

experienced.  The major theme for this research question was challenges, which had the 

sub-themes of marketing challenges and non-marketing difficulties. 

Marketing Challenges.  The classified advertisement in the farm products section 

of the local newspaper really helped the owner promote the CSA when it started two 

years ago.  Funds for marketing are limited, so the owner chose the classified 

advertisement because it is the cheapest available advertisement in the paper.  Marketing 

is no longer a challenge since 83 shareholders consistently renew their membership.  

Non-Marketing Challenges.  Labor and weather are challenges that affect future 

marketing efforts.  The CSA would like to expand the number of shareholders by finding 

more shareholders in Dallas County.  The owner would like to train more people to do 

farm labor.  As a means for overcoming weather issues, the farm uses two greenhouses to 

grow certain vegetables.  This practice was helpful in fall 2010 during the freeze because 

the fall garden was lost, but the winter CSA items in the greenhouses were used for 

shares in the fall.   

Qualitative Research Question Four 

The final qualitative research question sought to discover what resources would 

help CSA owners market their CSAs.  The major theme for research question four was 
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labeled as needed resources.  Since the CSA wants to expand into Dallas County in fall 

2011, the farm will need to use its marketing strategies to find new shareholders. 

CSA 3 

The third case is a CSA that has operated since 2007 in a rural community near 

San Antonio.  The farm started to grow organic produce in 1974 and obtained organic 

certification in 1989.  The farm has sold its produce at farmers’ markets but wanted to 

diversify its direct marketing of organic produce to customers and wanted to increase its 

income.  Even though the farm grows produce year round, two major seasons are offered 

for the CSA.  Shareholders can join either the summer CSA running from June through 

October (15 weeks), the winter CSA running from January to April (12 weeks), or both 

CSAs (27 weeks).  When shareholders purchase a share, they are asked to commit to an 

entire winter CSA season or summer CSA season because one full share costs $20 per 

week.  Approximately 120 families have purchased a share for a CSA season in 2010.  

These shareholders receive an equal distribution of the harvest each week.  On the week 

that the researcher interviewed the farmer, shareholders received a portion of 3.5 lbs. of 

slicing and pickling cucumbers, 2.5 lbs. of summer squash (crookneck and straight neck), 

zucchini, three-fourth pounds of tomatoes, three-fourth pounds of potatoes, three-fourth 

pounds of sweet onions, and basil.  Shareholders living near the farm pick up their shares, 

but the CSA has at least one drop-off location in each of the cities where shareholders 

live.  The drop-off locations are in Austin, New Braunfels, San Marcos, Schertz, Cibolo, 

Seguin, and San Antonio.  Of the 120 shareholders, 40 shareholders responded to the 

survey for a response rate of 33%. 
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Quantitative Research Question One 

Research question one was to describe the demographic characteristics of the 

CSA shareholders.  Twenty-nine respondents (72.5%) were members of the CSA in 

2010, and 11 respondents (27.5%) were not members.  Twenty-four of the members in 

2010 (82.8%) renewed their membership in 2011.  More females (n = 25, 67.6%) 

responded to the survey compared to males (n = 12, 32.4%).  Respondents’ age ranged 

from 24 to 70, with a mean of 43 years.  Most survey respondents were white (n = 34, 

94.4%), while one was Asian (2.8%), and one was Native American (2.8%). 

Respondents’ highest level of education is reported in Table 4.35.  The highest 

level of education completed ranged from a high school diploma or GED (n = 4, 10.8%) 

to a professional degree (n = 2, 5.4%) or doctorate degree (n = 4, 10.8%).  Most 

respondents indicated they earned a bachelor’s degree (n = 14, 37.8%). 
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Table 4.35 
 
CSA 3 Respondents’ Education Level (n = 37) 
 
Level 

 
f 

 
% 

Some high school education   0   0.0 

High school diploma or GED   4  10.8 

Some college education   2   5.4 

Associate’s degree   2   5.4 

Bachelor’s degree  14 37.8 

Master’s degree   9 24.3 

Professional degree   2   5.4 

Doctorate degree   4  10.8 
Note. Mode = Bachelor’s degree 

 
Employment status of respondents is shown in Table 4.36.  The majority of 

respondents (n = 25, 67.6%) were employed.  Responses for the “other” category were 

self-employed, homemaker and self-employed, and part-time employed. 

Table 4.36 
 
CSA 3 Respondents’ Employment Status (n = 37) 
 
Status 

 
f 

 
% 

Employed 25 67.6 

Homemaker   5 13.5 

Other   3   8.1 

Retired   2   5.4 

Student   1   2.7 
   
Unemployed   1   2.7 
Note. Mode = Employed 
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Table 4.37 shows political views ranging from very conservative (n = 2, 5.4%) to 

very liberal (n = 6, 16.2%).  One respondent (2.7%) selected “don’t know.” 

Table 4.37 
 
CSA 3 Respondents’ Political Views (n = 37) 
 
Political View 

 
f 

 
% 

Very conservative   2   5.4 

Moderately conservative   5 13.5 

Middle-of-the-road   7 18.9 

Moderately liberal 16 43.2 

Very liberal   6 16.2 

Don’t know   1   2.7 
Note. Mode = Moderately liberal 
 
 Table 4.38 shows respondents’ marital status.  Most respondents were now 

married (n = 26, 74.3%). 

Table 4.38 
 
CSA 3 Respondents’ Marital Status (n = 35) 
 
Status 

 
f 

 
% 

Now married 26 74.3 

Never married   5 14.3 

Divorced   2   5.7 

Widowed   1   2.9 

Separated   1   2.9 
Note. Mode = Now married 
 

In regards to the number of children under 18 living in their households, most 

respondents have no children under 18 (n = 21, 60.0%).  Fourteen respondents (40.0%) 



 Texas Tech University, Kelsey Hall, August 2011 

145 

have 1-2 children under 18.  No respondents had 3-4 children under 18 or more than four 

children under 18. 

 The length of time respondents lived in their communities ranged 57 years, from 1 

to 58, with a mean of 9.74 years (SD = 11.30).  Most respondents owned their homes (n 

= 27, 77.1%), while eight respondents (22.9%) rented or leased. 

 Estimated total annual household income of respondents is shown in Table 4.39.  

Total annual income ranged from less than $15,000 to more than $105,000.  The most 

frequently reported income was more than $105,000 (n =10, 29.4%).  

Table 4.39 
 
CSA 3 Respondents’ Estimated Total Annual Household Income (n = 34) 
 
Level f % 
Less than $15,000   1   2.9 

$15,000-$29,999   0   0.0 

$30,000-$44,999   3   8.8 

$45,000-$59,999   3   8.8 

$60,000-$74,999   3   8.8 

$75,000-$89,999   6 17.6 

$90,000-$105,000   8 23.5 

More than $105,000 10 29.4 
Note. Mode = More than $105,000 
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Quantitative Research Question Two 

 Research question two explained respondents’ motivations for joining a CSA in 

Texas.  Respondents who were shareholders in 2010 answered this question.  CSA 

members indicated their level of agreement with 17 statements measured on a 5-point 

Likert-type scale (1 = strongly disagree to 5 = strongly agree).  The highest ranked 

motivations had a mean of 4.82 (SD = 0.39) (Table 4. 40).  These respondents desired 

fresh food products and locally grown food products.  Respondents also desired for food 

that is free of pesticides (M = 4.79, SD = 0.50) and to support sustainable agricultural 

practices (M = 4.79, SD = 0.50).  A mean of 4.71 (SD = 0.98) indicated respondents 

desired to support local community members who grow food. 
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Table 4.40 
 
CSA 3 Respondents’ Motivations for Joining a CSA (n = 28) 
 
Statement 

 
M 

 
SD 

Strong desire for fresh food products. 4.82 0.39 

Strong desire for locally grown food products. 4.82 0.39 

Strong desire for food that is free of pesticides. 4.79 0.50 

Strong desire to support sustainable agricultural practices. 4.79 0.57 

Support local community members who grow food. 4.71 0.98 

Strong desire to support my community’s local economy. 4.68 0.55 

Strong desire to know where and how my food is grown. 4.56 0.64 

Strong desire to eat food products that are in season. 4.54 0.69 

Strong desire for food that tastes better than what I can find in a 
local grocery store. 4.46 0.92 
   
Strong desire for organic food products. 4.43 0.69 

Strong desire to reduce packaging on my food products.  4.39 0.74 

Strong desire to develop a stronger sense of community. 4.32 0.82 

Strong desire for food that is easily accessible. 4.29 0.81 

Strong desire for affordable food. 4.25 0.93 

Strong desire for food products that are not genetically engineered. 4.18 1.09 

Strong desire to meet new people who care about where their food 
comes from. 3.39 0.74 
   
Specific health reasons/conditions that require this kind of food 
products. 2.32 1.28 
Note. The scale was 1 = Strongly Disagree, 2 = Disagree, 3 = Neutral, 4 = Agree, 
and 5 = Strongly Agree. 
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Quantitative Research Question Three 

 Research question three sought to explain shareholders’ environmental attitudes.  

Shareholders who belonged to the CSA in 2010 indicated their level of agreement with 

seven statements measured on a 5-point Likert scale (1 = strongly disagree to 5 = 

strongly agree).  The highest ranked statement was that “despite special abilities humans 

are still subjects to the laws of nature” (M = 4. 46, SD = 0.56) (Table 4.41).  The second 

highest environmental attitude was “the balance of nature is very delicate and easily 

upset” (M = 4.14, SD = 0.80).  Two statements received the third highest ranking with a 

mean of 4.11. Respondents agreed that “plants and animals have as much right as humans 

to exist” (SD = 0.99) and “humans are severely abusing the environment” (SD = 0.96).  

Table 4.41 
 
CSA 3 Respondents’ Environmental Attitudes (n = 28) 
 
Statement 

 
M 

 
SD 

Despite our special abilities, humans are still subject to the laws of 
nature. 
 

4.64 0.56 

The balance of nature is very delicate and easily upset. 4.14 0.80 

Plants and animals have as much right as humans to exist. 
 

4.11 0.99 

Humans are severely abusing the environment. 4.11 0.96 

If things continue on their present course, we will soon experience a 
major ecological catastrophe. 
 

3.86 1.08 

When humans interfere with nature it often produces disastrous 
consequences. 
 

3.82 0.95 

We are approaching the limit of the number of people the Earth can 
support. 3.57 1.29 
Note. The scale was 1 = Strongly Disagree, 2 = Disagree, 3 = Neutral, 4 = Agree, and 
5 = Strongly Agree. 
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Quantitative Research Question Four 

The intent of research question four was to determine the level of community 

attachment CSA shareholders in 2010 have with their communities.  Seven statements 

were measured on a 5-point Likert-type scale (1 = strongly disagree to 5 = strongly 

agree).  As seen in Table 4.42, the highest ranked statement was “I feel ‘at home’ in my 

community” (M = 3.70, SD = 0.91).  Respondents reported a mean of 3.67 (SD = 0.96) 

for their level of agreement with the statement “My neighbors would be very helpful if I 

had a personal emergency or crisis.”  The third highest ranked statement was about 

trusting other residents of their community (M = 3.30, SD = 0.91).   

Table 4.42 
 
CSA 3 Respondents’ Community Attachment (n = 27) 
 
Statement 

 
 

 
M 

 
SD 

I feel “at home” in my community. 
 

 3.70 0.91 

My neighbors would be very helpful if I had a personal 
emergency or crisis. 
 

 3.67 0.96 

I trust other residents of my community. 
 

 3.30 0.91 

Residents of this community trust one another.  3.07 1.14 

I feel I am adequately involved in community decisions. 
 

 2.81 1.04 

I have a high level of trust in the local community 
government.  2.70 0.87 
    
If there was an important issue facing the community, the 
connections I made with other CSA members would be 
useful.  2.63 0.93 
Note. The scale was 1 = Strongly Disagree, 2 = Disagree, 3 = Neutral, 4 = Agree, 
and 5 = Strongly Agree. 
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Community attachment was also measured by asking respondents if they served 

as an officer or on a committee of a local group within the past 12 months.  More 

respondents (n = 20, 74.1%) reported no, while six respondents (22.2%) indicated yes.  

One resident (3.7%) did not know if he or she served.  Of the respondents who indicated 

yes, four respondents served for one local group, while one respondent served for two 

local groups.   

Respondents were asked whether they were involved in nine different types of 

local groups and how many for each type.  As seen in Table 4.43, 12 respondents (46.2%) 

were members of a professional association.  Eleven respondents (40.7%) participated in 

a religious or spiritual group. 

Table 4.43 
 
CSA 3 Respondents’ Involvement in Local Groups 
  Yes  No  
Local Group n f %  f % Range 
Religious or spiritual group 27 11 40.7  16 59.3 0-10 

Cultural group 27 10 37.0  17 63.0 0-9 

Youth organization 27   9 33.3  18 66.7 0-9 

Parents’ association 27   6 22.2  21 77.8 0-9 

Adult sports team or club 26   4 15.4  22 84.6 0-4 

Professional association 26 12 46.2  14 53.8 0-5 

Service club 27   4 14.8  23 85.2 0-2 

Political group 27   9 33.3  18 66.7 0-8 

Other 18   1   5.6  17 94.4 0-6 
 



 Texas Tech University, Kelsey Hall, August 2011 

151 

Respondents indicated how much money their household contributed to all 

religious causes, including their local religious congregation, during the past 12 months.  

As seen in Table 4.44, most of the respondents (n = 17, 63.0%) did not donate to a 

religious cause. 

Table 4.44 
 
CSA 3 Respondents’ Donations to Religious Causes (n =27) 
 
Amount f % 
None 17 63.0 

Less than $100   5 18.5 

$100 to less than $500   1   3.7 

$500 to less than $1,000   0   0.0 

$1,000 to less than $5,000   1  3.7 

More than $5,000   3 11.1 

Don’t know   0   0.0 
 
 Respondents were also asked how much their household contributed to all non-

religious charities, organizations, or causes during the past 12 months.  Ten respondents 

(37.0%) donated from $100 to less than $500 (Table 4.45). 
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Table 4.45 
 
CSA 3 Respondents’ Donations to Non-Religious Charities, Organizations, or 
Causes (n =27) 
 
Amount f % 
None   3 11.1 

Less than $100   3 11.1 

$100 to less than $500 10 37.0 

$500 to less than $1,000   4 14.8 

$1,000 to less than $5,000   7 25.9 

More than $5,000   0   0.0 

Don’t know   0   0.0 
 
Quantitative Research Question Five  

Research question five sought to analyze CSA shareholders’ use of information 

sources to learn about food choices.  Respondents who were shareholders in 2010 

indicated how frequently they sought out information about food choices on a 7-point 

Likert-type scale (1 = never to 7 = more than once a day).  As seen in Table 4.46, the 

most frequent responses were daily (n = 8, 30.8%) and monthly (n = 5, 19.2%). 
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Table 4.46 
 
CSA 3 Respondents’ Frequency of Searching Food Choice Information (n =26) 
 
Frequency 

 
f 

 
% 

More than once a day   2   7.7 

Daily   8 30.8 

Several times a week   4 15.4 

Weekly   2   7.7 

Monthly   5 19.2 

Yearly   3 11.5 

None   2   7.7 
 
 Shareholders indicated how frequently they used 12 information channels when 

seeking out information about food choices.  Frequency of use was measured on a 5-point 

Likert-type scale ranging from 1 (never) to 5 (always).  Shareholders sometimes used 

websites (M = 3.80, SD = 1.12) and interpersonal (M = 3.15, SD = 0.91) (Table 4.47).  

The researcher described interpersonal as communication with fellow CSA members, 

friends, family, and neighbors. 
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Table 4.47 
 
CSA 3 Respondents’ Frequency of Using Information Channels 
 
Information Channel 

 
n 

 
M 

 
SD 

Websites 25 3.80 1.12 

Interpersonal  
 

27 3.15 0.91 

E-mail 27 2.70 1.17 

Events (farmers’ markets, on-farm) 27 2.33 1.04 

Print publications (fliers, newsletters, brochures) 
 

27 2.30 1.10 

Social media (Facebook, MySpace, Twitter) 27 2.00 1.00 

Cooperative extension (agent, website, materials, 
events) 27 1.93 1.12 
    
Local broadcast (television, radio) 
 

27 1.85 1.10 

Presentations at local organizations 
 

27 1.70 0.82 

Local newspaper 27 1.70 0.87 

Direct mail 
 

27 1.37 0.63 

Other 17 1.35 0.86 
Note. The scale was 1 = Never, 2 = Rarely, 3 = Sometimes, 4 = Often, and  
5 = Always. 
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Quantitative Research Question Six 

Research question six determined if any relationships existed between the 

summated average of the environmental attitude construct and individual items in the 

construct measuring motivations for joining a CSA.  Table 4.48 shows the correlations 

between the summated average and each motivation.  Spearman’s rho correlations were 

performed to determine the relationships.  The environmental attitudes construct and the 

desire to develop a stronger sense of community had a significant relationship (rs = .51, p 

< .01).  A significant relationship (rs = .50, p < .01) existed between the environmental 

attitudes construct and specific health reasons/conditions that require this kind of food 

product. 
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Table 4.48 
 
CSA 3 Relationships Between Environmental Attitude Construct and Motivation 
Statements (n = 28) 
 
Statement 

Environmental 
Attitude Construct (rs) 

Strong desire to develop a stronger sense of community. .51** 

Specific health reasons/conditions that require this kind of 
food products. .50** 
  
Strong desire for affordable food. .49** 

Strong desire for organic food products. .47* 

Strong desire to reduce packaging on my food products.    .43* 

Strong desire for food products that are not genetically 
engineered. .42* 
  
Strong desire for food that is free of pesticides. .39* 

Strong desire to support sustainable agricultural practices.   .38* 

Support local community members who grow food. .37 

Strong desire for locally grown food products. .34 

Strong desire for food that is easily accessible. .33 

Strong desire to meet new people who care about where 
their food comes from. .30 
  
Strong desire to support my community’s local economy. .27 

Strong desire to eat food products that are in season. .26 

Strong desire to know where and how my food is grown. .25 

Strong desire for fresh food products. .12 

Strong desire for food that tastes better than what I can find 
in a local grocery store. .09 

*p < .05. **p < .01. 
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 Quantitative Research Question Seven 

In research question seven, the researcher analyzed relationships between the 

summated average of the community attachment construct and individual items in the 

construct measuring motivations for joining a CSA.  Spearman’s rho correlations were 

performed to determine the relationships.  One of the relationships in Table 4.49 was 

significant at alpha level .05.  Respondents’ strong desire for organic food products and 

their community attachment had a significant relationship (rs = .46).  The strong desire to 

meet new people who care about where their food comes from and their community 

attachment had a moderate, positive relationship (rs = .33). 
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Table 4.49 
 
CSA 3 Relationships Between Community Attachment Construct and Motivation 
Statements (n = 27) 
 
Statement 

Community Attachment 
Construct  (rs) 

Strong desire for organic food products. .46* 

Strong desire to meet new people who care about where 
their food comes from. .33 
  
Strong desire to reduce packaging on my food products.  .33 

Strong desire to know where and how my food is grown. .28 

Specific health reasons/conditions that require this kind 
of food products. .26 
  
Strong desire for food that is free of pesticides. .26 

Strong desire for fresh food products. .25 

Strong desire to develop a stronger sense of community. .19 

Strong desire to support my community’s local economy. .17 

Strong desire for locally grown food products. .15 

Strong desire for affordable food. .11 

Strong desire for food products that are not genetically 
engineered. .08 
  
Strong desire for food that tastes better than what I can 
find in a local grocery store. .06 
  
Strong desire to support sustainable agricultural 
practices. 

.02 

  
Strong desire to eat food products that are in season. -.01 

Strong desire for food that is easily accessible. -.05 

Support local community members who grow food. -.07 
*p < .05.  
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Quantitative Research Question Eight 

Research question eight sought to determine if any relationships existed among 

the shareholders’ use of 12 information channels and the summated average of the 

motivations to join construct.  Significant relationships found at .05 a priori were noted 

within Table 4.50.  The summated average of the construct for motivations to join had a 

significant relationship with print publications (fliers, newsletters, and brochures) (rs = 

.61) and e-mail (rs = .56). 

Table 4.50 
 
CSA 3 Relationships Between Motivations to Join Construct and Information 
Channels (n = 27) 
 
Information Channel 

Motivations to 
Join Construct (rs) 

Print publications (fliers, newsletters, brochures) .61** 

E-mail .56** 

Presentations at local organizations .55** 

Direct mail .55** 

Cooperative extension (agent, website, materials, events)  .48* 

Websites .45* 

Events (on-farm, farmers’ markets) .26 

Local newspaper .25 

Social media (Facebook, MySpace, Twitter) .21 

Interpersonal (fellow CSA members, friends, family, neighbors) .07 

Other .02 

Local broadcast (television, radio) .00 
*p < .05. **p < .01. 
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Quantitative Research Question Nine 

Research question nine sought to determine if any relationships existed among 

selected demographic characteristics and the summated averages for the following 

constructs: motivations to join, environmental attitude, and community attachment.  

Pearson product moment correlations were performed to determine the relationships 

between age, years living in the community, and the summated averages of the 

constructs.  Spearman’s rho correlations were reported to show any relationships between 

the summated averages of the constructs, education level, and estimated total annual 

household income.  None of the relationships was significant at alpha level .05.  Table 

4.51 shows the correlations. 

Table 4.51 
 
CSA 3 Relationships Between Constructs and Selected Demographics 

Construct Age (r) 
Years Living in 
Community (r) 

Estimated 
Total Annual 
Household 
Income (rs)  Education (rs) 

Motivations to Join .27 .08 .19 -.32 
     
Environmental 
Attitude .81 .24 -.13 -.13 
     
Community 
Attachment .34 .06 -.15 .20 
 
Qualitative Research Question One 

 This qualitative research question described the successful strategies the CSA 

owner has implemented to market the CSA.  The three major themes that describe 

successful marketing strategies were activities for recruiting potential shareholders, 
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messages delivered to potential shareholders, and communication with current 

shareholders.  

Recruiting Potential Shareholders.  The CSA does not place a lot of effort or 

funds into recruitment.  Four cost effective strategies have helped recruit shareholders: 

the Local Harvest website, the CSA’s website, a display at farmers’ markets, and local 

media coverage.  First, the Local Harvest website has the CSA listed with a description of 

the farm’s organic practices, the CSA, and pick up locations.  Second, the CSA has 

invested a lot of time to design a website describing the CSA, the vegetables shareholders 

get in a share, the length of the CSA seasons, the cost, and the delivery locations.  Third, 

the farm sells produce at farmers’ markets where consumers can learn about the CSA.  A 

display of photos from the CSA website is set up at the farmers’ markets.  Brochures are 

also available for consumers to pick up.  The brochure has the website address where 

they can go for more information.  Fourth, a local television broadcast station learned 

about the CSA from a Facebook advertisement and contacted the CSA for a television 

interview.  The owners completed the interview at the station talking about the purpose of 

the CSA, the vegetables grown, the delivery pick-up areas, and the cost of joining.  The 

interview helped recruit a few new shareholders. 

 Messages Delivered to Potential Shareholders.  The farm has been growing and 

selling organic produce for more than 20 years, so the farm and CSA’s reputation really 

helps.  Messages focus on receiving fresh vegetables that are tasty.  The owner also tells 

potential shareholders about the cost of the CSA in comparison to nearby CSAs.  This 

CSA offers a smaller share that costs $20 per week, which is almost half the cost of other 

CSAs in the area.  The owner explained the reasoning for this message. 
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OWNER OF CSA 3: We are competitively priced because we were trying 
to make the CSA more reasonable.  We have heard over the past few years 
that people buy a $30 or $35 share from a farm, and they can’t use all of it.  
Unfortunately, some people see too much produce as a negative thing in 
their view, and they don’t want to sign back up if they see their produce 
going to waste.  They are losing money too because they are not eating 
and getting the full benefit of what they spend.  We stress that we are a 
more reasonable CSA that’s fitting for a couple of people or a family.  

 
The owner spends time talking to potential shareholders about the purpose of the 

CSA.  Messages explain that the CSA is ideal for individuals who are willing to try many 

vegetables.  A farmers’ market or other way of getting local food is more appropriate for 

people who have limited eating habits.  The owner educates shareholders by telling them 

a membership provides a share of the crops, and they receive what is produced.  

Communication with Current Shareholders.  Shareholders receive a weekly e-

mail announcing the vegetables for the share that week.  Since shareholders receive a 

smaller share, they like to plan meals and go to a farmers’ market or grocery to 

supplement what is given.  Occasional e-mails are sent about egg shares.  Shareholders 

can pay extra to receive eggs with the share.  The owner receives e-mail messages from 

shareholders asking for the names of specific vegetables.  When a CSA provides an 

unusual vegetable, such as bok choy or fennel, the owner sends an e-mail with a few 

recipes to try.  The e-mail also encourages shareholders to search the Internet for 

additional recipes.    

Qualitative Research Question Two 

 Research question two for the qualitative portion of this study focused on how the 

CSA owner built relationships with shareholders.  The major theme of relationship 
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building strategies emerged during the data analysis.  Communication was the sub-theme 

that helps understand how the CSA builds relationships.   

Communication.  The type of relationship the CSA owner and shareholders have 

depends on their willingness to communicate.  The CSA is located approximately one 

hour from the two cities where its members live, so communication is through e-mail.   

OWNER OF CSA 3: We definitely know some members better than 
others.  We have had some members who have been with us for four 
years, and we only know them by e-mail.  They are very responsive when 
we start to sign up for another season.  It just takes one e-mail, and they 
are ready to join again.  We meet some customers more personally when 
they visit the farm or volunteer for some project we have.  It is harder to 
meet them, which is a downfall of the CSA.  At a farmers’ market, you get 
to know people because you see them every week.  We drop off the shares 
and don’t get to meet everyone. 

 
 The owner also seeks feedback from shareholders as a means to building a 

relationship.  An electronic survey is sent occasionally to shareholders to learn what they 

liked about the season and what they wanted to have.  Some shareholders are surprised 

the owner asks for feedback because they expect the CSA to provide what is grown best 

on the farm.  By reading their responses to last year’s questionnaire, the CSA reduced the 

cost from $30 to $20 and provided less produce for the reduced price.   

Qualitative Research Question Three 

 The third research question addresses the challenges a CSA owner has 

experienced.  The major theme for this research question was challenges, which had the 

sub-themes of marketing challenges and non-marketing difficulties.   

Marketing Challenges.  The CSA has not received a lot of support from local 

residents.  The CSA is a small operation that has not gained the interest of businesses in 

the community, particularly the HEB grocery store that carries only organic apples and 
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bananas.  The CSA has not received support from agricultural organizations or the 

AgriLife extension agent.    

OWNER OF CSA 3: Back 20 years ago, they thought us organic people were a 
joke in the system.  Maybe it is different in a community more supportive.  We 
just got burned out on these people and have not given them a chance.  I’m not 
sure we would even have good luck now.  We still feel like we are a little island 
outside of the main areas supportive of organic vegetables and organic farming.   
 
Most of the CSA shareholders come from towns that are a one-hour drive from 

the farm.  It is challenging for the owner to know where to invest money in marketing 

strategies.  The owner does not know how to find potential shareholders.  Marketing has 

not been an issue the past four years; however, the CSA wants to expand to 240 

shareholders.   

Non-Marketing Challenges.  Labor is a challenge that affects expansion of the 

CSA.  One person operates the CSA but receives assistance from family members.  The 

farm does not have housing facilities to allow others to work there. 

Qualitative Research Question Four 

The final qualitative research question sought to discover what resources would 

help CSA owners market their CSAs.  The major theme for research question four was 

labeled as needed resources.  The CSA owner has requested assistance with developing 

marketing strategies to find 120 new shareholders from communities near the CSA.  The 

owner would also like to recreate the page from the website about the CSA for the 

display at the farmers’ market.  

Overall Summary  

 This section briefly describes the shareholders of all three CSAs combined.  

Information focuses on the shareholders’ demographic characteristics, motivations for 
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joining, environmental attitudes, community attachment, and use of information 

channels.  

Demographic Characteristics 

The respondents were unevenly distributed by gender with 73.2% female (n = 60) 

and 26.8% male (n = 22).  Respondents’ age ranged from 24 to 72, with a mean of 43.09 

years.  Most of the respondents were white (n = 74, 91.4%), followed by Hispanic, 

Latino, or Spanish (n = 3; 3.7%), Asian (n = 2, 2.5%), Native American (n = 1, 1.2%), 

and other (n = 1, 1.2%).   

The highest level of education completed ranged from a high school diploma or 

GED (n = 6, 7.4%) to a professional degree (n = 4, 4.9%) or doctorate degree (n = 5, 

6.2%).  As seen in Table 4.52, most respondents indicated they had earned a bachelor’s 

degree (n = 31, 38.3%).   

Table 4.52 
 
Cumulative Respondents’ Education Level (n = 81) 
 
Level 

 
f 

 
% 

Some high school education   0   0.0 

High school diploma or GED   6   7.4 

Some college education   7   8.6 

Associate’s degree   5   6.2 

Bachelor’s degree  31 38.3 

Master’s degree 23 28.4 

Professional degree   4   4.9 

Doctorate degree   5   5.2 
Note. Mode = Bachelor’s degree 
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Table 4.53 indicates respondents’ employment status.  The majority of 

respondents (n = 56, 68.3%) were employed.   

Table 4.53 
 
Cumulative Respondents’ Employment Status (n = 82) 
 
Status 

 
f 

 
% 

Employed 56 68.3 

Homemaker   8   9.8 

Retired   8   9.8 

Other   5   6.1 

Student   3   3.7 
   
Unemployed   2   2.4 
Note. Mode = Employed 

 
Political views ranged from very conservative (n = 8, 9.9%) to very liberal (n = 

11, 13.6%) (Table 4.54).  Most respondents have moderately liberal political views (n = 

31, 38.3%). 

Table 4.54 
 
Cumulative Respondents’ Political Views (n = 81) 
 
Political View 

 
f 

 
% 

Very conservative   8   9.9 

Moderately conservative 16 19.8 

Middle-of-the-road 12 14.8 

Moderately liberal 31 38.3 

Very liberal 11 13.6 

Don’t know   3   3.7 
Note. Mode = Moderately liberal 
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Most respondents were now married (n = 56, 70.9%), and the fewest number of 

respondents were separated (n = 1, 4.0%) or widowed (n = 1, 4.0%).  

Table 4.55 
 
Cumulative Respondents’ Marital Status (n = 79) 
 
Status 

 
f 

 
% 

Now married 56 70.9 

Never married 13 16.5 

Divorced   6   7.6 

Widowed   2   2.5 

Separated   2   2.5 
Note. Mode = Now married 

 In regards to the number of children under 18 living in their households, most 

respondents indicated they have no children under 18 (n = 50, 63.3%).  Twenty-seven 

respondents (34.2%) have 1-2 children under 18, and the fewest respondents have 3-4 

children under 18 (n = 2, 2.5%).  The length of time respondents lived in their 

communities ranged 57 years, from 1 to 58, with a mean of 12.10 years (SD = 12.83).  

Most respondents owned their homes (n = 57, 73.1%), while 20 respondents (25.6%) 

rented or leased.  One respondent lived with family (1.3%). 

Income ranged from less than $15,000 annually to more than $105,000 annually 

(Table 4.56).  Many respondents (n = 28, 37.3%) made more than $105,000 per year.  
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Table 4.56 
 
Cumulative Respondents’ Estimated Total Annual Household Income (n = 75) 
 
Level f % 
Less than $15,000   2   2.7 

$15,000-$29,999   4   5.3 

$30,000-$44,999   7   9.3 

$45,000-$59,999   5   6.7 

$60,000-$74,999   8 10.7 

$75,000-$89,999   8 10.7 

$90,000-$105,000 13 17.3 

More than $105,000 28 37.3 
Note. Mode = More than $105,000 

Motivations for Joining a CSA 

 Respondents indicated their motivations for joining a CSA in Texas.  Their level 

of agreement on 17 statements was indicated on a 5-point Likert-type scale (1 = strongly 

disagree to 5 = strongly agree).  As seen in Table 4.57, the highest rated motivation was 

the desire for fresh food products (M = 4.78, SD = 0.64).  The second highest rated 

motivation was tied between the desire to support local community members who grow 

food (M = 4.73, SD = 0.92) and the desire for food free of pesticides (M = 4.73, SD = 

0.72).  The fourth highest rated motivation was tied between the desire to support 

sustainable agricultural practices (M = 4.69, SD = 0.76) and the desire for locally grown 

food products (M = 4.69, SD = 0.71). 
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Table 4.57 
 
Cumulative Respondents’ Motivations for Joining a CSA (n = 51) 
 
Statement 

 
M 

 
SD 

Strong desire for fresh food products. 4.78 0.64 

Support local community members who grow food. 4.73 0.92 

Strong desire for food that is free of pesticides. 4.73 0.72 

Strong desire to support sustainable agricultural practices. 4.69 0.76 

Strong desire for locally grown food products. 4.69 0.71 

Strong desire to support my community’s local economy. 4.61 0.72 

Strong desire to know where and how my food is grown. 4.58 0.79 

Strong desire for organic food products. 4.53 0.79 

Strong desire to eat food products that are in season. 4.47 0.81 

Strong desire for food that tastes better than what I can find in a 
local grocery store. 4.45 0.92 
   
Strong desire for food products that are not genetically engineered. 4.33 1.03 

Strong desire to reduce packaging on my food products.  4.33 0.89 

Strong desire for affordable food. 4.27 0.96 

Strong desire to develop a stronger sense of community. 4.24 0.89 

Strong desire for food that is easily accessible. 4.16 0.90 

Strong desire to meet new people who care about where their food 
comes from. 3.49 0.93 
   
Specific health reasons/conditions that require this kind of food 
products. 2.41 1.28 
Note. The scale was 1 = Strongly Disagree, 2 = Disagree, 3 = Neutral, 4 = Agree, 
and 5 = Strongly Agree. 
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Environmental Attitudes 

The environmental attitude construct sought to explain shareholders’ level of 

agreement with seven statements measured on a 5-point Likert-type scale (1 = strongly 

disagree to 5 = strongly agree).  Respondents had the highest level of agreement (M = 

4.64, SD = 0.53) with the statement that “despite our special abilities humans are still 

subjects to the laws of nature” (Table 4.58).  Respondents agreed “humans are severely 

abusing the environment” (M = 4.27, SD = 0.89).  The third highest environmental 

attitude was that “the balance of nature is very delicate and easily upset” (M = 4.23, SD = 

0.76). 

Table 4.58 
 
Cumulative Respondents’ Environmental Attitudes  
 
Statement 

 
n 

 
M 

 
SD 

Despite our special abilities, humans are still subject to 
the laws of nature. 
 

47 4.64 0.53 

Humans are severely abusing the environment. 48 4.27 0.89 

The balance of nature is very delicate and easily upset. 47 4.23 0.76 

Plants and animals have as much right as humans to exist. 
 

49 4.20 0.94 

If things continue on their present course, we will soon 
experience a major ecological catastrophe. 
 

50 3.98 1.02 

When humans interfere with nature it often produces 
disastrous consequences. 
 

47 3.98 0.99 

We are approaching the limit of the number of people the 
Earth can support. 48 3.67 1.31 
Note. The scale was 1 = Strongly Disagree, 2 = Disagree, 3 = Neutral, 4 = Agree, and 
5 = Strongly Agree. 
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Level of Community Attachment 

Participants indicated their level of community attachment with their 

communities.  Participants were asked seven statements measured on a 5-point Likert-

type scale (1 = strongly disagree to 5 = strongly agree).  As seen in Table 4.59, the 

highest ranked statement was “I feel ‘at home’ in my community” (M = 3.76, SD = 

0.93).  Respondents reported a mean of 3.68 (SD = 1.05) for their level of agreement with 

the statement “My neighbors would be very helpful if I had a personal emergency or 

crisis.”  The third highest-ranking statement was that respondents trust other residents of 

their community (M = 3.39, SD = 0.83). 

Table 4.59 
 
Cumulative Respondents’ Community Attachment 
 
Statement 

 
n 

 
M 

 
SD 

I feel “at home” in my community. 
 

45 3.76 0.93 

My neighbors would be very helpful if I had a personal 
emergency or crisis. 
 

47 3.68 1.05 

I trust other residents of my community. 
 

46 3.39 0.83 

Residents of this community trust one another. 45 3.20 1.10 

I feel I am adequately involved in community decisions. 
 

47 2.79 1.18 

If there was an important issue facing the community, the 
connections I made with other CSA members would be useful. 47 2.66 1.20 
    
I have a high level of trust in the local community government. 47 2.62 0.99 
Note. The scale was 1 = Strongly Disagree, 2 = Disagree, 3 = Neutral, 4 = Agree, 
and 5 = Strongly Agree. 

 
Information about shareholders’ involvement in local groups provided insight into 

their community attachment.  Respondents were asked if they served as an officer or on a 
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committee of a local group within the past 12 months.  Thirty-eight respondents (76.0%) 

reported no.  Of the 11 respondents (22.0%) who indicated yes, seven respondents served 

for one local group, while two respondents served for two local groups, and one 

respondent served for three local groups.  One respondent (2%) did not know about 

serving as an officer or on a committee. 

The researcher wanted to know whether respondents were involved in nine 

different types of local groups and the number of such groups for which they belonged or 

volunteered.  As seen in Table 4.60, many respondents (n = 25, 51.0%) were involved in 

a professional association.  Respondents also participated in cultural groups (n = 23, 

46.0%)  

Table 4.60 
 
Cumulative Respondents’ Involvement in Local Groups 
  Yes  No  
Local Group n f %  f % Range 
Religious or spiritual group 50 20 40.0  30 60.0 0-10 

Cultural group 50 23 46.0  27 54.0 0-9 

Youth organization 49 16 32.7  33 67.3 0-9 

Parents’ association 50 11 22.0  39 78.0 0-9 

Adult sports team or club 48 11 22.9  37 77.1 0-8 

Professional association 49 25 51.0  24 49.0 0-7 

Service club 50 11 22.0  39 78.0 0-8 

Political group 49 16 32.7  33 67.3 0-8 

Other 32   3   9.4  29 90.6 0-8 
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An indicator of community attachment is the amount of money a household 

contributes to all religious causes, including the local religious congregation during the 

past 12 months.  Most respondents (n = 27, 54.0%) did not donate money to a religious 

cause (Table 4.61). 

Table 4.61 
 
Cumulative Respondents’ Donations to Religious Causes (n =50) 
 
Amount f % 
None 27 54.0 

Less than $100   8 16.0 

$100 to less than $500   3   6.0 

$500 to less than $1,000   1   2.0 

$1,000 to less than $5,000   3  6.0 

More than $5,000   8 16.0 

Don’t know   0   0.0 
 
 Another question asked respondents how much their household contributed to all 

non-religious charities, organizations, or causes during the past 12 months.  Fifteen 

respondents (30.6%) donated from $100 to less than $500 (Table 4.62). 
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Table 4.62 
 
Cumulative Respondents’ Donations to Non-Religious Charities, Organizations, 
or Causes (n =49) 
 
Amount f % 
None   4   8.2 

Less than $100   7 14.3 

$100 to less than $500 15 30.6 

$500 to less than $1,000 12 24.5 

$1,000 to less than $5,000 11 22.4 

More than $5,000   0   0.0 

Don’t know   0   0.0 
 
Information Channels Pertaining to Food Choices   

Respondents were asked how frequently they sought out information about food 

choices on a 7-point Likert-type scale (1 = never to 7 = more than once a day).  

Respondents searched for information on a daily (n = 15, 30.6%) or weekly (n = 12, 

24.5%) basis (Table 4.63).   
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Table 4.63 
 
Cumulative Respondents’ Frequency of Searching Food Choice Information (n =49) 
 
Frequency 

 
f 

 
% 

More than once a day   3   6.1 

Daily 15 30.6 

Several times a week   5 10.2 

Weekly 12 24.5 

Monthly   9 18.4 

Yearly   3   5.1 

Never   2   4.1 
 
 A research question asked shareholders about the frequency in which they use 12 

information channels when seeking out information about food choices.  Frequency of 

use was measured on a Likert-type scale ranging from 1 (never) to 5 (always).  As seen in 

Table 4.64, websites (M = 3.81, SD = 0.95) followed by interpersonal (M = 3.10, SD = 

0.95) were sometimes used.  E-mail (M = 2.71, SD = 1.12), events (M = 2.38, SD = 

0.99), and print publications (M = 2.33, SD = 1.07) were rarely used. 
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Table 4.64 
 
Cumulative Respondents’ Frequency of Using Information Channels 
 
Information Channel 

 
n 

 
M 

 
SD 

Websites 47 3.81 0.95 

Interpersonal  
 

50 3.10 0.95 

E-mail 49 2.71 1.12 

Events (farmers’ markets, on-farm) 50 2.38 0.99 

Print publications (fliers, newsletters, brochures) 49 2.33 1.07 

Social media (Facebook, MySpace, Twitter) 50 1.96 0.99 

Local broadcast (television, radio) 
 

50 1.88 1.02 

Cooperative extension (agent, website, materials, events) 49 1.88 1.01 
    
Local newspaper 49 1.86 0.98 

Presentations at local organizations 49 1.73 0.81 

Direct mail 
 

49 1.53 0.82 

Other 27  1.33 0.88 
Note. The scale was 1 = Never, 2 = Rarely, 3 = Sometimes, 4 = Often, and 5 = 
Always. 
 
Relationships Between Environmental Attitude Construct and Motivations to Join 

The study determined if any relationships existed between the summated average 

of the environmental attitude construct and individual items in the construct measuring 

motivations for joining a CSA.  The environmental attitude construct and the desire for 

affordable food has a significant relationship, rs = .42, p < .01 (Table 4.65).  The strong 

desire to reduce packaging on my food products has a significant relationship, rs = .38, p 

< .01.  
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Table 4.65 
 
Cumulative Relationships Between Environmental Attitude Construct and Motivation 
Statements (n = 51) 
 
Statement 

Environmental 
Attitude Construct (rs) 

Strong desire for affordable food. .42** 

Strong desire to reduce packaging on my food products.  .38** 

Strong desire for organic food products. .34* 

Strong desire to develop a stronger sense of community. .34* 

Strong desire for food products that are not genetically 
engineered. .32* 
  
Strong desire to support sustainable agricultural practices. .30* 

Strong desire to meet new people who care about where 
their food comes from. .30* 
  
Strong desire for food that is free of pesticides. .29* 

Strong desire for food that is easily accessible. .28* 

Specific health reasons/conditions that require this kind of 
food products. .24 
  
Strong desire to support my community’s local economy. .19 

Support local community members who grow food. .16 

Strong desire to know where and how my food is grown. .15 

Strong desire for locally grown food products. .15 

Strong desire for fresh food products. .12 

Strong desire for food that tastes better than what I can find 
in a local grocery store. 

.06 

  
Strong desire to eat food products that are in season. .05 

*p < .05. **p < .01. 
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Relationships Between Community Attachment Construct and Motivations to Join 

The researcher analyzed relationships between the summated average of the 

community attachment construct and individual items in the construct measuring 

motivations for joining a CSA.  Respondents’ strong desire for organic food products and 

their level of community attachment had significant relationship (rs = .41) at alpha level 

.01 (Table 4.66).  The strong desire to meet new people who care about where their food 

comes from had a significant relationship (rs = .38) with level of community attachment 

at alpha level .01. 
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Table 4.66 
 
Cumulative Relationships Between Community Attachment Construct and Motivation 
Statements (n = 48) 
 
Statement 

Community Attachment 
Construct  (rs) 

Strong desire for organic food products. .41** 

Strong desire to meet new people who care about where 
their food comes from. .38** 
  
Strong desire to support my community’s local economy. .34* 

Strong desire for fresh food products. .32* 

Strong desire to reduce packaging on my food products.  .30* 

Strong desire to develop a stronger sense of community. .30* 

Strong desire to know where and how my food is grown. .30 

Strong desire for food that is free of pesticides. .28 

Specific health reasons/conditions that require this kind 
of food products. .25 
  
Strong desire for food that tastes better than what I can 
find in a local grocery store. .24 
  
Strong desire for food products that are not genetically 
engineered. .24 
  
Strong desire for locally grown food products. .24 

Strong desire for affordable food. .15 

Support local community members who grow food. .15 

Strong desire to support sustainable agricultural 
practices. 

.12 

  
Strong desire for food that is easily accessible. .04 

Strong desire to eat food products that are in season. .04 
*p < .05. **p < .01.  
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Relationships Between Information Channels and Motivations to Join Construct 

Table 4.67 shows the relationships between the shareholders’ use of 12 

information channels and the summated average of the motivations to join construct.  The 

summated average of the construct for motivations to join had a significant relationship 

with print publications (rs = .49, p < .01) and e-mail (rs = .43, p < .01). 

Table 4.67 
 
Cumulative Relationships Between Motivations to Join Construct and Information 
Channels 
 
Information Channel 

Motivations to 
Join Construct (rs) 

Print publications (fliers, newsletters, brochures) .49** 

E-mail .43** 

Presentations at local organizations .40** 

Direct mail .40** 

Cooperative extension (agent, website, materials, events)  .33* 

Events (on-farm, farmers’ markets) .29 

Websites .26 

Local newspaper .24 

Local broadcast (television, radio) .23 

Interpersonal (fellow CSA members, friends, family, neighbors) .15 

Social media (Facebook, MySpace, Twitter) .01 

Other -.08 
*p < .05. **p < .01. 
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Relationships Between Demographic Characteristics and Constructs 

 The summated average score for the constructs of motivations to join, 

environmental attitude, and community attachment were used to examine relationships 

with selected demographic characteristics.  Table 4.68 shows these relationships.  

Education and the motivations to join construct had a significant relationships, rs = -.50, p 

< .01. 

Table 4.68 
 
Cumulative Relationships Between Constructs and Selected Demographics 

Construct Age (r) 
Years Living in 
Community (r) 

Estimated 
Total Annual 
Household 
Income (rs)  Education (rs) 

Motivations to Join .20 .26 -.15 -.50** 
     
Environmental 
Attitude .11 -.06 -.20 -.15 
     
Community 
Attachment .28 .29 -.10 -.03 
** p < .01. 
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Post Hoc Analyses 

 The data collected from the study allowed the researcher to conduct further data 

analysis using cross tabulation.  This data analysis provided insight into the demographic 

characteristics of respondents and their use of information channels.  Employment status 

and use of information channels was investigated to determine any relationships.  More 

respondents who were employed used interpersonal communication (n = 36) and website 

(n = 33) (Table 4.69).  More retired respondents used print publications as a source of 

information about food choices.  Local broadcast, websites, and interpersonal 

communication were used by more students as sources of information about food 

choices. 
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The researcher used cross tabulation to determine if respondents’ political view 

was associated with their use of information channels when making decisions about food 

choices.  As seen in Table 4.70, the majority of respondents from each category of 

political view used websites and interpersonal communication as sources of information 

about food choices.  Very conservative respondents also used e-mail and print 

publications as sources of food choice information.  Moderately conservative respondents 

were also likely to use print publications, presentations, events, and cooperative extension 

as sources of information.  Respondents with a moderately liberal view were more likely 

to use local broadcast and local newspapers than respondents with other political views.  

Respondents with very liberal views  
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 Cross-tabulation was used to determine whether any relationship existed between 

marital status and information channels.  Married respondents were more likely to use 

websites and interpersonal communication as information channels when making food 

choice decisions than other types of information channels (Table 4.71).  Respondents 

who were widowed used interpersonal communication and websites as information 

channels about food choices.  Social media was the only information channel not used by 

respondents separated when finding information about food choices.  Respondents never 

married used local broadcast, websites, and interpersonal communication more than the 

other information channels. 
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 Relationships between the use of information channels and the number of children 

under 18 living in the household was determined using cross-tabulation.  More 

respondents without children under 18 used websites and interpersonal communication 

than other informational channels when seeking information about food choices (Table 

4.72).  The most respondents with 1-2 children under 18 also used websites and 

interpersonal communication.  E-mail, presentations, and print publications were 

information channels used by many respondents with either no children or 1-2 children 

under 18.  The respondent with 3-4 children under 18 used a variety of information 

channels when seeking information about food choices, local newspaper, e-mail, social 

media, websites, interpersonal, print publications, and cooperative extension.   
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 Cross-tabulation was used to determine any relationships between respondents’ 

ownership arrangement of their residence and the use of information channels.  

Interpersonal communication was used by 34 respondents who owned their home and 11 

respondents who rented (Table 4.73).  Three-three homeowners and 11 renters used 

websites as an information channel when making food choices.  Many respondents who 

rented their residence used e-mail (n = 8), local broadcast (n = 7), and print publications 

(n = 7) to find information when making food choices.     
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 Table 4.74 shows relationships between education level and use of information 

channels.  Four respondents with a high school degree or GED used e-mail, interpersonal, 

or print publications.  Websites and interpersonal were used by five respondents with 

some college education.  Four respondents with some college education used e-mail and 

events for information regarding food choices.  Of the respondents with an associate’s 

degree, four used local broadcast, websites, and interpersonal as information channels 

when making food choices.  Websites (n = 15), interpersonal (n = 15), and events (n = 

14) were the three most used information channels by respondents who earned a 

bachelor’s degree.  Respondents with a master’s degree used websites (n = 12), 

interpersonal (n = 12), and e-mail (n = 11) as information channels for food choice 

decisions more than other information channels.  Presentations were the only information 

channel not used by respondents with a professional degree when seeking information for 

decisions about food choices.   
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CHAPTER V 
 

CONCLUSIONS AND RECOMMENDATIONS 
 
 
 
 

Introduction 

The purpose of this collective case study was to explore how to market 

membership in a CSA to residents living in or near Texas cities.  This study combined the 

concepts of attitude theory, social capital, community attachment, and community-based 

social marketing to establish the theoretical framework.  A mixed methods approach relied on 

a quantitative questionnaire and qualitative telephone interviews.  This chapter focuses on 

conclusions, implications, and recommendations based on the results from the 

quantitative and qualitative research questions. 

The following research questions guided the quantitative data collection: 

1. What are the demographic characteristics of shareholders in Texas CSAs? 

2. What motivates shareholders to join a CSA in Texas? 

3. What are the shareholders’ environmental attitudes? 

4. What is the level of community attachment CSA shareholders have with their 

communities? 

5. What are the information sources shareholders use to learn about food 

choices? 

6. What relationships exist among shareholders’ motivations to join a CSA and 

their environmental attitude? 



 Texas Tech University, Kelsey Hall, August 2011 

195 

7. What relationships exist among shareholders’ motivations to join a CSA and 

their community attachment? 

8. What relationships exist among shareholders’ use of information channels and 

their motivations to join a CSA? 

9. What relationships exist among demographic characteristics and the 

constructs of motivations to join a CSA, environmental attitude, and 

community attachment?  

The qualitative data collection was guided by four research questions: 

1. What were successful strategies owners have used to market their CSAs? 

2. How did CSA owners build relationships with their shareholders? 

3. What were challenges owners faced when marketing their CSAs? 

4. What resources would help owners market their CSAs? 

As discussed in Chapter I, one mixed methods research question reflected on the 

quantitative and qualitative data collected for each case.  This mixed methods research 

question also related back to the research problem, purpose, and theoretical framework 

presented in this study: 

When marketing a CSA in Texas, what are the characteristics of consumers and 

utilized communication strategies? 

Conclusions & Implications 

Quantitative Research Question One 

 Quantitative research question one sought to explain the demographic 

characteristics of the CSA shareholders including gender, age, ethnicity, highest level of 

education obtained, employment situation, political view, marital status, number of 
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children under 18, and estimated total annual household income.  The demographics of 

the sample in this study were compared to the data from previous studies of CSA 

shareholders in the United States.  First, more females (n = 60, 73.2%) replied to the 

questionnaire than males (n = 22, 26.8%).  Similarly, females were more likely to join 

one of the eight CSAs in the Twin Cities, Minnesota area (Cone & Myhre, 2000).  More 

females than males (72%) were also responsible for joining a CSA in Pennsylvania 

(Durrenberger, 2002).  Shareholder membership in three CSAs in Illinois and three CSAs 

in New Hampshire was predominately female (Brehm & Eisenhauer, 2008).   

 Age of CSA shareholders in Texas was diverse, ranging from 24 to 72 and 

averaging 43 years.  The age of shareholders in the Kansas City area was similar to that 

of Texas (Baudouin, 2010).  Kansas City CSA shareholders ranged in age from 20 years 

to more than 65 years.  A study of CSA shareholders in Illinois indicated an age range of 

18 to 70 years (Brehm & Eisenhauer, 2008).   

 The highest level of education obtained was also diverse, with Texas CSA 

respondents indicating a high school diploma/GED to a professional or doctorate degree, 

with most respondents obtaining a bachelor’s degree.  It was common for many CSA 

shareholders throughout the United States to have received a bachelor’s degree.  All 

shareholders of the eight CSAs in the Twin Cities area obtained a bachelor’s degree 

(Cone & Myhre, 2000).  Few shareholders earned a master’s degree (35.2%) or a 

doctorate degree (7.8%) (Cone & Myhre, 2000).  The majority of CSA shareholders in 

Illinois either completed a bachelor’s degree (n = 69, 87.4%) (Brehm & Eisenhauer, 

2008).  Many shareholders of two CSAs in Arizona had earned a bachelor’s degree 

(41%) or worked toward a bachelor’s degree (13.7%) (Galayda, 2006). 
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 Most of the respondents from the three CSAs in Texas were employed (n = 56, 

68.3%).  In the Twin Cities, 39% of households with two parents had both parents 

working full-time, followed by 20% of households with the husband working full-time 

and the wife working part-time (Cone & Myhre, 2000).  A small number of households 

(12%) reported the wife was a homemaker.  CSA shareholders in Pennsylvania indicated 

that more than half (53%) had at least one partner employed outside of the time, with 

more than 33% of both partners employed outside the home (Durrenberger, 2002).    

 An indicator of community attachment is an individual’s length of residence.  

Respondents from the three Texas CSAs lived an average of 12.10 years in their 

communities.  CSA shareholders in Illinois have lived in their communities for more than 

10 years (Brehm & Eisenhauer, 2008).  Residency of 10 or more years applied to 62 

shareholders (44.0%) belonging to three CSAs in New Hampshire.  Sixty-one CSA 

shareholders (43.3%) spent between two and nine years living in their New Hampshire 

communities (Brehm & Eisenhauer, 2008). 

 The estimated total household income for Texas CSA shareholders ranged from 

less than $15,000 annually to more than $105,000 annually.  The largest percentage of 

CSA respondents in Texas (n = 28, 37.3%) reported an estimated total annual household 

income of more than $105,000.  Thirteen Texas CSA shareholders earned $90,000 to 

$105,000 annually.  It appeared Texas CSA shareholders earned a higher total annual 

household income than CSA shareholders in other states.  Roughly 70% of Roxbury 

Farm CSA shareholders earned $60,000 or more for pre-tax household income (Polimeni 

et al., 2006).  The majority of CSA shareholders in the Twin Cities reported an annual 
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income between $25,000 and $50,000 (Cone & Myhre, 2000).  Shareholders from two 

CSAs in Arizona indicated an average household income of $52,065 (Galayda, 2006).   

 The demographic characteristics reported in this study suggest that a specific type 

of resident is interested in joining community supported agriculture in Texas when 

compared to previous studies.  Respondents tend to be female, white, and college 

educated.  More respondents were married with no children under 18 or one to two 

children under 18 living in the household.  The majority of respondents were employed 

and making an estimated total annual household income ranging from less than $15,0000 

to more than $150,000, with the majority making more than $150,000. 

Quantitative Research Question Two 

 Quantitative research question two sought to discover the motivations for joining 

a CSA in Texas.  Respondents had a strong desire for fresh food products (M = 4.78, SD 

= 0.64), to support local community members growing food (M = 4.73, SD = 0.92), for 

food free of pesticides (M = 4.73, SD = 0.72), to support sustainable agricultural 

practices (M = 4.69, SD = 0.76), for locally grown food (M = 4.69, SD = 0.71), and to 

support their community’s local economy (M = 4.61, SD = 0.72).   

CSA shareholders from three CSAs in Illinois and three CSAs in New Hampshire 

indicated their motivations for joining using the same 17-item construct from this study 

(Brehm & Eisenhauer, 2008).  Respondents from those CSAs in Illinois and New 

Hampshire also had a strong desire for fresh food, for food free of pesticides, for locally 

grown food products, to support local community members who grow food, and to 

support their community’s local economy (Brehm & Eisenhauer, 2008).  Survey 

responses from shareholders of two CSAs in Ithaca, New York, ranked freshness as the 
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most important motivation and locally grown as the second most important motivation 

for joining a CSA (Conner, 2003).  The motivations concerning food quality traits—

fresh, organically grown produce—were also important to CSA shareholders in the 

Northeast (Kelvin, 1994).  Similarly, 99% of the respondents from the Roxbury Farm 

CSA indicated that receiving fresh vegetables was either very important or important 

(Polimeni et al., 2006).   

In contrast to the food quality traits, concerns related to building social networks 

via the CSA and motivations based on specific health conditions were less important 

motivations for joining the CSAs in Texas, Illinois, and New Hampshire (Brehm & 

Eisenhauer, 2008).  Respondents from the three Texas CSAs expressed neutral agreement 

with the desire to meet new people who care about where their food comes from.  Texas 

CSA shareholders disagreed that specific health reasons/conditions required this kind of 

food products.  Similarly, CSA shareholders in Illinois and New Hampshire agreed they 

desired to meet new people who care about where their food comes from and held a 

neutral opinion that specific health reasons/conditions required this kind of food (Brehm 

& Eisenhauer, 2008).   

The results of this research question suggest ways to build social capital for a 

CSA.  One way to measure norms of reciprocity, a dimension of social capital, is to ask 

individuals about their values held because the responses provide a sense of norms held 

by a community or a group (Stone, 2001).  The motivations individuals have for joining a 

CSA can represent their norms.  Norms of reciprocity and engagement in the same 

organization or community encourage trust (Stone, 2001), thus building social capital for 

the CSA.  CSA owners could administer an online survey to shareholders to determine 
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their shareholders’ motivations for joining then share that information through the 

preferred information channels to help shareholders realize their norms. 

Quantitative Research Question Three 

Quantitative research question three determined the environmental attitudes of 

CSA shareholders.  Seven items from the New Ecological Paradigm Scale measured the 

level of agreement about respondents’ ecological worldviews and a range of 

environmental attitudes and behaviors (Dunlap et al., 2000).  Respondents indicated 

agreement (n = 47, M = 4.64, SD = 0.53) that “despite our special abilities, humans are 

still subject to the laws of nature.”  Agreement also existed with the statement “humans 

are severely abusing the environment” (n = 48, M = 4.27, SD = 0.89).  Respondents 

indicated that the “balance of nature is very delicate and easily upset” (n = 47, M = 4.23, 

SD = 0.76).  The last statement respondents agreed with considered “plants and animals 

to have as much right as humans to exist” (n = 49, M = 4.20, SD = 0.94).   

Respondents’ agreement with the seven statements from the New Ecological 

Paradigm Scale construct could explain that these individuals are gaining awareness of 

the material effects an industrialized country has on the environment (Catton & Dunlap, 

1980).  Individuals can change or perform behaviors that complement their 

environmental awareness (Catton & Dunlap, 1980).  The respondents in this study share a 

pro-ecological worldview through their agreement that nature’s balance is fragile and an 

ecological crisis can occur if the balance of nature is not maintained.  Social capital 

research has investigated norms of reciprocity and how they benefit participation in a 

network, organization, or community (Stone, 2001).  The pro-ecological worldview 

shared by CSA respondents can serve as a norm of reciprocity used to build social capital 
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for the CSA.   

Researchers have studied local food systems through linkages with consumers’ 

environmental concerns and their food consumption practices (Weatherell, Tregear, & 

Allinson, 2003).  Environmentally friendly practices were one of the important civic 

issues considered by consumers in rural and urban areas of England when making food 

choice decisions (Weatherell et al., 2003).  Environmental concern might be related to 

consumers buying organic food and locally grown food (Pederson, 2000).  Weatherell et 

al. (2003) explained that consumers with an increased awareness of and concern for 

conventional industrialized systems and their impact on the environment were interested 

in buying local foods or engaging in sustainable food systems.  These consumers might 

have notions that local food systems are environmentally sustainable (Lea & Worsley, 

2005; Storstad & Bjakhaug, 2003). The results of this research question suggest that 

respondents were environmentally concerned.  CSA owners should identify potential 

shareholders who have similar environmental concerns as a means to increase their 

memberships. 

Quantitative Research Question Four 

 Quantitative research question four considered CSA shareholders’ level of 

community attachment.  Respondents indicated their level of agreement on a 5-point 

Likert scale with seven statements measuring their sentimental feelings toward the place 

in which they live and their level of trust.  Respondents did not express strong agreement 

or agreement with the statements measuring their attachment to their community, 

particularly their level of trust in residents of their community and in their local 

government.  They disagreed (n = 47; M = 2.62, SD = 0.99) with the statement about 
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having a high level of trust in their local government.  Trust is considered the most 

important aspect of social capital (Institute of Social Science Research, 2003).  According 

to Putnam (1993), individuals, groups, and institutions that share trust can complete 

collective actions and achieve common goals more easily than individuals and groups 

lacking trust.  The trust and teamwork developed with neighbors is needed for developing 

social capital in a community (Kay, 2005).  Once social capital is developed among 

residents, it could be re-applied in other contexts in the community, such as community 

supported agriculture.  The evidence from this construct suggests that respondents do not 

have the trust needed to build social capital within their communities or their CSAs.   

Respondents disagreed that connections made with other CSA shareholders would 

be useful if an important issue faces their communities.  Two of the Texas CSAs offer a 

limited number of events at the CSA farm, while one CSA does not provide any social 

opportunities for its shareholders.  Since shareholders can pick up their share at the CSA 

farm or a drop-off location, they have less interaction with each other and less 

opportunity to build trust and a social network.  The limited contact and lack of trust 

among shareholders could prevent owners from building social capital in their CSAs.   

Researchers have modified the systematic model of community attachment to 

include participation in rural community improvement projects and volunteering with 

local organizations (Ryan, Agnitsch, & Mullick, 2005).  Furthermore, membership in 

associations or participation in local community activities can lead to the development of 

social capital (Nahapiet & Ghoshal, 1998).  Engagement in social and political networks 

can create community connections that generate social capital and promote participation 

in community activities (Kay, 2005).  The results of this study indicate that many 
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respondents belonged to professional associations, cultural groups, or religious or 

spiritual groups.  CSA owners might find new shareholders from these local 

organizations, use involvement in these local organizations to identify social norms and 

behaviors of shareholders, and build social capital within the CSA.  It was not surprising 

that many of the respondents were not involved in youth organizations or parents’ 

associations since most respondent they either had no children under 18 or only 1-2 

children under 18.   

The monetary contribution given to religious and non-religious charities or 

organizations is considered a trait of the group characteristic dimension of social capital 

(Narayan & Cassidy, 2001).  More than half of the respondents in this study (n = 27, 

54.0%) did not donate money to a religious cause.  Forty-five respondents donated 

money to non-religious charities, organizations, or causes, ranging from less than $100 to 

less than $5,000.  Many of these respondents share a social norm by donating money to 

non-religious charities or organizations.  

Quantitative Research Question Five 
 

Quantitative research question five sought to determine how frequently CSA 

shareholders used specific information sources to make food choices.  Thirty-two 

respondents searched for food choice information either daily (n = 15, 30.6%), several 

times a week (n = 5, 10.2%), or weekly (n = 12, 24.5%).  Websites and interpersonal 

communication were sometimes used for finding food choice information.  Previous 

studies indicated that interpersonal communication was an information source commonly 

used by CSA owners to communicate with current shareholders and potential 

shareholders (Cone & Myhre, 2000; Kolodinsky & Pelch, 1997; Polimeni et al., 2006).  
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The findings from this study were similar to what Cone and Myhre (2000) found in their 

research of members of eight CSAs in Minnesota.  Friends and associates assisted in 

building membership, and an existing relationship with the CSA owner or another 

shareholder was also an important factor for joining a CSA.  Texas CSA shareholders 

responded in this study that e-mail, events, and print publications were rarely used as 

channels for food choice information.  In the current study, CSA owners primarily used 

e-mail and their websites to communicate with their current shareholders.  While e-mail 

was an effective information channel for existing shareholders, respondents to the 

shareholder survey rarely used e-mail to search for food choice information.   

It seems that CSA owners might need to use other information channels to find 

and recruit new shareholders such as events and print publications.  Local broadcast, 

cooperative extension, and local newspaper were information channels rarely used by 

respondents to learn of food choices.  However, CSA owners did receive a few 

memberships from the local newspaper’s or television station’s coverage of the CSA 

farm.  Events hosted by Texas AgriLife extension services at one of the CSA farms 

resulted in new memberships.  Expanding the number of information sources CSA 

owners use can contribute to the establishment and growth of local food systems by 

increasing communication opportunities between consumers and CSA owners.   

Quantitative Research Question Six 

Quantitative research question six explored the relationships between the 

summated average of the environmental attitude construct and individual items from the 

motivations to join a CSA construct.  Items from the environmental attitudes construct 

reflect the beliefs about human beings’ relationship with the environment.  Statistically 
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significant correlations existed between the environmental construct and the motivations 

to desire affordable food, reduced packaging, organic food products, a stronger sense of 

community, food not genetically engineered, sustainable agricultural practices, meeting 

new people who care about where their food comes from, food free of pesticides, and 

easily accessible.  Many of these motivations related to environmental concerns, 

particularly the desire to reduce packaging on food products, to use sustainable 

agricultural practices, to consume non-genetically engineered food products, and to 

consume food products free of pesticides.  Respondents might acknowledge that more 

sustainable practices are needed (Dunlap et al., 2000) since they expressed agreement 

about human’s actions abusing the environment.  Sustainable agriculture practices are 

frequently referred to as natural, organic, low-input, or alternative.  Sustainable 

agriculture practices refer to the use of cropping rotations that mitigate disease or pests, 

reduce the need for pesticides, and protect against soil erosion and water contamination 

(Non-Governmental Organization, 1992).  The Sustainable Agriculture Research and 

Education (SARE) program also encourages consumers to learn more about their food 

systems (Sustainable Agriculture Research and Education, 2007).  The SARE program 

states that it wants consumers to have an ecological understanding of how animals, 

plants, and consumers interact.  Respondents who have the same environmental attitudes 

have a shared norm that could increase membership in a CSA and build social capital for 

the CSA.    

Quantitative Research Question Seven 

 Quantitative research question seven focused on the relationships between 

respondents’ motivations for joining a CSA and the summated average of the community 



 Texas Tech University, Kelsey Hall, August 2011 

206 

attachment construct.  Significant relationships existed for the respondents’ community 

attachment and their motivations to join a CSA that related to local food traits, 

particularly organically grown, fresh, and reduced packaging.  Three more motivations 

for joining a CSA had significant relationships with the community attachment construct.  

Respondents expressed a strong desire to meet new people who care about where their 

food comes from, desire to support their community’s local economy, and desire to 

develop a stronger sense of community.  It appears that many respondents have joined a 

CSA as a way to support their community’s economy and develop a stronger sense of 

community.  Previous research has measured community attachment as a factor 

influencing consumers to join a CSA (Bregendahl & Flora, 2006; Hassanein, 2004, 

Hinrichs & Kremer, 2002; Polimeni et al., 2006).  The findings from this study were 

similar to that of Polimeni et al. (2006) .  The majority of shareholders from the Roxbury 

Farm CSA indicated that their desire for a stronger sense of community was a motivating 

factor for joining their CSA.   

Quantitative Research Question Eight 

Quantitative research question eight determined the relationships between the use 

of 12 information sources and the summated average of the motivations to join a CSA 

construct.  Significant relationships existed for motivations to join a CSA and print 

publications, e-mail, presentations at local organizations, direct mail, and cooperative 

extension.  Through the use of brochures, CSA 3 was able to educate consumers at 

farmers’ markets about CSA membership and recruit new shareholders.  A brochure, 

along with other print publications, is an information source that can contain messages 

that emphasize the most important motivations for joining a CSA.  All three CSAs used 
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e-mail to communicate with current shareholders about weekly pick-up of the share, 

items in the weekly produce share, recipes, and updates about the farm.  Only CSA 1 

expressed a positive relationship with a county AgriLife extension agent.  Yet, extension 

was an information source with a significant relationship with the motivations to join a 

CSA construct.  An AgriLife extension agent might promote the local food movement 

and membership in a CSA to residents in the county if CSA owners introduced 

themselves and invited the agent to the CSA farm.  Extension agents could conduct 

programs or workshops at the CSA farms or share information with residents.   

 Information sources provide social networking opportunities with the CSA owner 

and among shareholders.  Social networking and social activities are ways to build social 

capital in a community (Coleman, 1988).  Accroding to Hinrichs (2007), the creation of 

social relationships is important to the formation and maintenance of local food systems. 

Information sources can help residents discover CSAs in their area, recruit potential 

shareholders, and enhance relationships among current shareholders.  If these information 

channels communicate about the specific motivations for joining a CSA, they can help 

grow and strengthen CSAs.  CSA owners could deliver presentations to local 

organizations about the reasons for joining a CSA, and in return, expand and create new 

social networks for recruiting potential shareholders. 

Quantitative Research Question Nine 

 The last quantitative research question reported the relationships between specific 

demographic characteristics and the summated average for constructs measuring 

motivations to join a CSA, environmental attitude, and community attachment.  The 

demographic characteristic of the highest level of education obtained and the motivations 
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to join construct has a significant relationship.  Previous studies have indicated that the 

majority of CSA shareholders had at least a bachelor’s degree (Brehm & Eisenhauer, 

2008; Cone & Myhre, 2000).  This study reported that 31 respondents obtained a 

bachelor’s degree, while 23 respondents earned a master’s degree.  Four respondents 

earned a professional degree, and five respondents obtained a doctorate degree.   

The motivations to join a CSA construct and estimated total annual household 

income had a low, negative relationship.  This result was similar to Brehm and 

Eisenhauer’s study (2008), which reported that the items in the motivations to join 

construct had negative relationships with income.  In regards to this study, the estimated 

total annual household income ranged from less than $15,000 to more than $105,000.  

The majority of respondents reported they had annual incomes of  $90,000-$105,000 (n = 

13, 17.3%) or more than $105,000 (n = 28, 37.3%).  A negative relationship might exist 

because these variables because the CSA owners set a share price at or below the 

competition of CSAs in their areas.  CSA 3 determined $20 per week as the share price to 

make it affordable for shareholders and to provide a quantity of food that would not be 

wasted.  Therefore, shareholders did not have to earn a large salary to afford a share in 

the CSA. 

The number of years shareholders lived in their communities had a positive, low 

relationship with the motivations to join a CSA construct.  Many of the motivations for 

joining a CSA related back to supporting a community’s local economy, developing a 

stronger sense of community, supporting local community members who grow food, and 

knowing where and how food is grown.  Residents who live in a community for a longer 

time period might be more willing to join a CSA because of their connection to their 
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communities.  These residents might have social networks and shared norms that would 

build social capital in a CSA.   

 The environmental attitude construct had negative relationships with the 

following demographic characteristics: years living in a community, estimated total 

annual household income, and highest level of education obtained.  Age and the 

environmental attitude construct had a low, positive relationship.  Younger individuals 

tend to have less traditional viewpoints and are more willing to support the pro-ecological 

viewpoint of the new ecological paradigm (Dunlap et al., 2000).  More research is needed 

to understand why higher levels of education have a negative relationship with the 

environmental attitude construct.  Previous research measuring environmental attitudes 

and values using the NEP Scale revealed a positive relationship between environmental 

attitude and education (Dunlap et al., 2000).   

 The construct measuring community attachment was positively associated with 

years living in a community and age and negatively associated with highest level of 

education obtained and estimated total annual household income.  Shorter-term residents 

are less attached to a community than longer-term residents.  Those who have lived in the 

community longer have formed stronger social networks and can more easily identify 

social norms shared with other residents.  Also, older residents might have a stronger 

attachment to a community because they have known each other for a long time and have 

participated in the same social networks.  Previous research has indicated that lower 

educated residents viewed their community as a home and felt more attached than their 

higher educated residents in rural Texas (Theodori, 2004).  Typically, Texas residents 

with higher incomes have considered their community a home (Theordori, 2004).  
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However, this study indicated a negative relationship between estimated total annual 

household income and community attachment.  

Qualitative Research Question One 

 Qualitative data from research question one indicated three major themes related 

to the successful strategies CSA owners used to market their CSA: recruitment of 

potential shareholders, messages sent to potential shareholders, and communication with 

current shareholders.  Two of the CSAs received requests to join their CSAs through the 

Local Harvest website. Local newspapers and television stations have also reported 

stories about the CSAs, which resulted in new shareholder memberships.  One CSA 

recruited new shareholders after hosting a master’s gardener event at the CSA farm for 

AgriLife extension services.  These CSA owners primarily used information channels 

that were free or relatively inexpensive since they have limited funds for marketing their 

CSAs. 

Each CSA owner used different messages for recruiting their potential 

shareholders. CSA 1 emphasized the concept of the CSA and the investment shareholders 

make to receive a share of the produce.  CSA 2 stressed the organic farming practices 

used and the traits of the produce.  CSA 3 focused on the farm’s 20-year reputation for 

producing fresh, organic vegetables, the affordability of the share, or the purpose of a 

CSA.  It was interesting that the messages used by two CSA owners mentioned 

respondents’ desire for fresh, organically grown food.  By knowing shareholders’ 

motivations for joining the CSA, owners now have additional messages to use for 

recruiting potential shareholders.   
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All three CSA owners communicate weekly with shareholders by sending an e-

mail message that contains details of the produce included in the share and recipes.  One 

CSA owner also updates shareholders about the production practices on the farm and 

encourages them to provide feedback about produce to grow.  Electronic newsletters, e-

mail, and a website for the CSA farm might be the easiest and more affordable way for 

CSA owners to deliver the same information to all shareholders.  CSA owners in the 

Mid-Atlantic states also used weekly newsletters to communicate about farm happenings, 

how to use their shares, and to increase shareholders’ interest in the CSA (Oberholtzer, 

2004).   

Qualitative Research Question Two 

 CSA owners explained how they build relationships with their shareholders in 

qualitative research question two.  Communication and involvement on the farm were the 

two themes that emerged during data analysis.  CSA 1 and 2 owners connected with their 

shareholders through pick-up times at the farm and locations near shareholders’ 

residences.  CSA 3 provides multiple drop-off locations for shareholders to pick up their 

shares; however, the owner and farm workers do not remain at a location during pick-up 

to interact with their shareholders.  Building trust and a relationship with a CSA owner 

and shareholders is important for the establishment and maintenance of the CSA (Brehm 

& Eisenhauer, 2008).  Since some of the CSA owners mentioned labor as a non-

marketing challenge, they could invite their shareholders to volunteer on the CSA farm to 

help build relationships. CSAs in the Minnesota area engaged shareholders by 

encouraging participation with the harvest of vegetables or the delivery of vegetables to 

distribution locations, by serving on a CSA committee, or offering their home as a 
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distribution site (Cone & Myhre, 2000).  The Chesapeake CSA invited a core group of 

shareholders to serve on an advisory board for the CSA owner (Lang, 2010).   

Owners for CSA 1 and CSA 2 used online surveys to receive feedback from their 

shareholders to improve management of the CSA, communicate with shareholders, learn 

shareholders’ satisfaction with the weekly share and pick-up locations and gather 

suggestions for produce to grow for future seasons.  Since these CSA owners primarily 

communicate with shareholders through e-mail, an online survey should be an effective 

way to gather feedback.  Other CSA owners have used survey methods to judge 

shareholders’ overall satisfaction with their CSA (Farnsworth et al., 1996).   

Proximity to shareholders for building relationships was a difference among the 

CSAs.  CSA 1 and CSA 2 are located in closer proximity to their shareholders than CSA 

3.  These two owners built relationships with their shareholders by involving them with 

the CSA farm’s social activities and work.  The owners for CSA 1 and CSA 2 have 

established an environment for agri-tourism, allowing shareholders to fish in the pond, 

eat meals at the picnic area, and camp overnight.  The owner of CSA 2 invites 

shareholders to bring their yard waste and newspapers to the CSA farm for composting 

and covering crops.  CSA owners might need to add value to the shareholder membership 

by offering agri-tourism activities.  If recreation areas or activities are offered at the CSA 

farm, shareholders might spend more time at the farm and build relationships and trust 

with the farmer and other shareholders, creating social capital for the CSA.  

Qualitative Research Question Three 

 Qualitative research question three provided details about the marketing and non-

marketing challenges CSA owners face.  CSA 3 was the only one to face marketing 
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difficulties.  Local businesses and organizations have not expressed a lot of interest in the 

organic farm or CSA operation.  The CSA owner might need to deliver presentations at 

local organizations in which shareholders participate as a means to generate more 

support.  In-depth interviews with 13 CSA farmers from the Mid-Atlantic region 

discovered that several farmers gained shareholders by giving presentations to local 

organizations (Oberholtzer, 2004).  Print publications, such as a brochure or flier, could 

be posted in community buildings, such as churches, libraries, or government offices.  

Previous research has revealed that CSAs have distributed print publications at local, 

public buildings to recruit potential shareholders.  All 13 farmers interviewed from CSAs 

in the Mid-Atlantic region indicated that mass mailings were ineffective (Oberholtzer, 

2004).  Targeted mailings to university offices, local food stores, and alternative health 

care professionals were a more effective approach for recruiting potential shareholders.  

 Non-marketing challenges for the CSA owners included weather, production, 

labor, and administrative issues.  CSA 1 owner experienced difficulties in production in 

the first year of operation.  The owner tried to grow a variety of produce, handle concerns 

about the soil, and increase the yield.  While some of the shareholders were supportive of 

the owner’s efforts, other shareholders complained that the CSA did not meet 

expectations.  Other CSA owners from the Mid-Atlantic states explained that their 

shareholders and the public did not understand the concept of a CSA (Oberholtzer, 2004).  

The CSA owners in this study would like to have more workers to assist on the farm.  

Two of the 13 CSA owners in the Mid-Atlantic states expressed similar labor concerns 

during the harvest season and with the production, marketing, and recruitment activities 

throughout the year (Oberholtzer, 2004).   
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Qualitative Research Question Four 

 The final qualitative research question explained the resources the three owners 

needed to market their CSAs.  Two of the CSAs would like to increase the number of 

shareholders in the next season.  One CSA did not express interest in expanding 

shareholder membership at this time due to the acreage available for production and the 

need for more laborers.  Owner of CSA 2 would like to identify residents in Dallas 

County who would join the CSA.  CSA 3 owner would like to identify 120 new 

shareholders in the communities near the CSA.  Neither of these CSA owners indicated 

that they developed a marketing plan or a business plan. It is possible these CSA owners 

do not have experience in developing a marketing plan.  The Appropriate Technology 

Transfer for Rural Areas [ATTRA] (1999), a national sustainable agriculture information 

center, explained that many growers operate a direct marketing business without 

developing a marketing plan to guide their businesses.  The ATTRA recommended that 

farmers contact a Small Business Administration office in their states to receive business 

publications and help with developing a marketing plan.   

Limitations 

Although the results of this collective case study have provided insight into the 

factors that influence consumers to join a CSA and the marketing strategies CSA owners 

use for recruiting them, several limitations do exist.  The first limitation is that the results 

are limited to the shareholders and owners of the three CSAs in Texas.  These owners and 

shareholders represent three different areas of Texas, which might differ from other 

CSAs in Texas due to their motivations for joining a CSA, their environmental attitudes, 
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their community attachment, their demographic characteristics, or other reasons that 

encouraged them to join.   

The second limitation was the process used to access CSA owners.  No 

organization or government agency tracks the number of CSAs in the United States, so 

the researcher relied on the Local Harvest searchable database that allows CSA owners to 

voluntarily submit their information.  Sixty-four of the CSA entries in the Local Harvest 

database entries did not have a working telephone number or e-mail address for 

contacting them about the study. 

The third limitation of the study concerns the quantitative data collection process.  

Dillman (2007) recommended using the Tailored Design Method to accomplish a high 

response rate for surveys.  The survey method depends on multiple contacts with 

participants, known as waves.  The five elements required for accomplishing a high 

response rate included a respondent-friendly questionnaire, contacts with the 

questionnaire participants, personalized correspondence, and a financial incentive 

(Dillman, 2007).  The CSA owners insisted that they send the e-mail messages to their 

members on behalf of the researcher.  They only permitted the sending of a prenotice e-

mail, e-mail with the survey link, and a thank you/reminder e-mail.  More contacts with 

the CSA shareholders could have increased response rate to the survey.  

Another issue with the data collection process concerned the CSA shareholders.  

The CSA owners were asked to send the questionnaire to shareholders during the 2010 

CSA seasons.  The owners sent the e-mails to shareholders who joined the CSA in either 

2010 or 2011.  The questionnaire was designed to collect data from shareholders who 

participated in the 2010 seasons.  The second item on the questionnaire asked whether the 
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shareholder was a member during the 2010 season.  If the shareholder responded yes, the 

questionnaire advanced to the motivations to join a CSA construct.  If the shareholder 

responded no to the question, the questionnaire directed the shareholder to the section on 

demographic characteristics.  Including this skip logic meant several respondents who 

could have completed the questionnaire were restricted.  Future questionnaires should not 

use the question logic that skips items based on the respondent’s answers. 

Recommendations for Practice 

Findings from this study have potential implications for developing marketing 

practices for CSAs located in or near Texas communities.  The information presented in 

this section is organized by the components McKenzie-Mohr and Smith (1999) included 

in a community-based social marketing campaign, specifically identifying barriers and 

benefits, seeking commitment, providing prompts, writing effective messages, and 

knowing the audience. 

Identifying Barriers and Benefits 

To create a community-based social marketing campaign, it is important to 

identify barriers that would inhibit the promotion and adoption of a sustainable behavior, 

such as membership in a CSA.  Before CSA owners can consider increasing CSA 

membership, they need to plan for weather issues and the lack of labor available to plant, 

harvest, and package the produce for shares.  One way to overcome the labor issue is to 

advertise internship opportunities to college students interested in direct marketing or 

sustainable agriculture.  As another solution to the labor issue, other CSAs in the United 

States have offered work share opportunities for shareholders who cannot afford the price 
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of a share.  In return for working on the farm, shareholders either receive a share for free 

or for a reduced price.   

Owner of CSA 1 expressed need for financial advice to streamline the bookwork 

and administrative tasks of the CSA.  LocalHarvest.org and Farmigo.com offer CSA 

management systems for a cost of 2% of a CSA’s sales (Farmigo, 2011; 

LocalHarvest.org, 2011b).  The three CSA owners have not used CSA management 

system software.  With software like Farmigo and CSAware, shareholders can sign up 

with a CSA, contact the owner when shareholders are out of town, pay for a share, or 

purchase additional items offered by the CSA.  CSA owners can manage all of the 

information, determine what produce is included in each share weekly, manage the drop 

site locations and information, and e-mail shareholders.  An investment in CSA 

management system software might less the administrative tasks the CSA owners must 

complete.    

The facilities at a farm can limit what educational workshops and programs are 

held.  Two of the owners provide picnic areas, fishing in a pond, and social activities for 

shareholders.  Owner of CSA 1 has offered a cheese making class, lectures, and cooking 

demonstrations on the farm.  However, the lack of a commercial kitchen at this time has 

limited what programs are offered to CSA shareholders and community members.  

 Two CSA owners have requested assistance with developing marketing strategies.  

One barrier toward finding new shareholders might be the lack of local support from 

residents.  CSA 3 is a small operation that has not gained the interest of businesses or 

organizations in the community, particularly the HEB grocery store and Texas AgriLife 

Extension.  CSA owners can contact local organizations to schedule a presentation about 
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CSAs and local food.  The presentations to local groups in which shareholders belong 

might identify new shareholders.  CSA owners might contact extension state specialists 

or county agents to offer workshops to master gardeners and consumers about sustainable 

gardening and cooking local produce.  These CSA owners might gain more support from 

residents if they were familiar with the concept of CSAs.  Free publicity from articles in 

local newspapers and television coverage from local stations is one way to educate a 

community and gain support.  Another barrier for CSA owners 1 and 3 is that most of the 

shareholders come from towns that are an hour drive from the farm.  These shareholders 

said it is challenging to know where to invest money in marketing strategies to find 

potential shareholders.  The findings from this study indicate that shareholders should 

continue using interpersonal communication and their CSA websites to advertise their 

businesses.  CSA owners should contact the media in the communities where they are 

targeting potential shareholders to generate free publicity about their CSAs and the local 

food movement.  CSA owners could use their shareholders’ motivations for joining as 

their marketing messages.  Since the respondents in this study have used presentations at 

local organizations and events as sources of information, CSA owners could contact 

organizations located in their targeted communities to schedule presentations.  CSA 

owners might contact the local chambers of commerce or county extension offices to 

schedule presentations.   

In order to promote the desired behavior of joining a CSA, owners need 

knowledge of why individuals would perform the behavior.  A benefit for CSA owners is 

the knowing shareholders’ motivations for joining a CSA.  CSA owners can refer to this 

information to more effectively target the type of consumer who would be likely to join.  
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Shareholders who responded to the questionnaire desired locally grown, fresh food 

products that are free of pesticides.  They also wanted to support local community 

members who grow food, sustainable agricultural practices, and their community’s local 

economy.  These key messages should be incorporated on communication materials from 

CSAs. 

Seeking Commitment 

Trust is an important characteristic that can impact commitment to adopting 

sustainable behavior, such as joining a CSA (McKenzie-Mohr & Smith, 1999).  

McKenzie-Mohr and Smith (1999) explained that shared environmental attitudes and 

concern promote commitment to a sustainable behavior because the shareholders have 

common values and norms.  The third and fourth highest rated responses that 

shareholders provided about their community attachment related to trust.  Shareholders 

had a neutral response to trusting other residents of their community and to agreeing 

residents of their community trust one another.   

A way for potential shareholders to build trust and commitment to a CSA is by 

having the CSA owner help potential shareholders view themselves as environmentally 

concerned.  Respondents had the highest level of agreement with the environmental 

statement that “despite our special abilities humans are still subjects to the laws of 

nature.”  Respondents also agreed “humans are severely abusing the environment.”  The 

third highest ranked environmental attitude statement indicated agreement that the 

balance of nature is very delicate and easily upset.  Lastly, respondents agreed “plants 

and animals have as much right as humans to exist.”  A CSA owner could use these 

environmental attitude statements to build trust and social capital because respondents 
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share similar norms (Institute of Social Science Research, 2003).  This trust can help 

potential shareholders trust each other and the CSA owner, allowing them to work 

together and support a local food movement in their community. 

 Another way to build commitment to a CSA and establish trust is by 

communicating with potential and current shareholders.  Through regular 

communication, whether it is through a weekly e-mail newsletter, questionnaire, or face-

to-face communication, a CSA owner can build trust and commitment with shareholders.  

The CSA owner can help build this trust by talking with shareholders weekly during the 

pick-up times for shares.  The owner can explain what the farm is doing and what the 

farm has for future plans.  Furthermore, the owner could host more shareholder events at 

the picnic area, pond, garden plots, and greenhouses to have the shareholder feel more 

attached to the CSA. 

Developing Prompts 

Prompts are friendly reminders to individuals to engage in a specific sustainable 

behavior (McKenzie-Mohr & Smith, 1999).  A CSA owner should continue to e-mail a 

weekly newsletter to shareholders telling them what produce they should expect to 

receive in the week’s share.  It is recommended that CSA owners send, recipes through e-

mail or in an electronic newsletter as a reminder for shareholders to pick up their shares 

and to pre-plan their meals according to produce in the share. 

Prompts can continuously remind shareholders about their role in a CSA as a way 

to build more social norms and attachment to the CSA.  Respondents indicated that their 

contacts made with other CSA shareholders would not be useful when an important issue 

faces the community.  This finding was not surprising since some of the shareholders do 
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not come to the farm to pick-up shares.  A CSA owner could send e-mail messages 

requesting shareholders’ assistance with bringing newspaper, yard waste, and compost to 

the farm.  These e-mail messages keep shareholders involved with the CSA’s activities. 

Writing Effective Messages 

 Persuasively written messages have the intent of influencing an individual’s 

attitudes and/or behaviors (McKenzie-Mohr & Smith, 1999).  When recruiting potential 

shareholders, a community-based social marketing campaign might need to persuade 

potential shareholders to adopt a different lifestyle.  Much of the information a CSA 

owner explains to potential shareholders focuses on the purpose for having the CSA.  An 

owner delivers a variety of messages to potential shareholders considering membership in 

the CSA.  For example, in an informational letter sent to potential shareholders, the 

owner of CSA 1 explains what the CSA entails, the importance of supporting small, local 

farms, and the concept that a CSA is not pre-paying for groceries.  The informational 

letter further explained that the produce from the CSA does not replace a trip to the 

grocery store because there are products the farm does not grow.  A good way to capture 

potential shareholders’ attention is through recruitment messages that focus on 

shareholders’ motivations for joining, knowing that potential shareholders may share 

these same motivations.  CSA shareholders desire fresh food products, desire to support 

local community members who grow food, desire food free of pesticides, desire to 

support sustainable agricultural practices, and desire for locally grown food products.  

CSA owners should continue to emphasize the attributes of the farm, such as locally 

grown, organic, and fresh since those are motivations for joining a CSA. 
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After writing effective marketing messages, CSA owners need to disseminate 

these messages through the information sources used by potential shareholders.  

Shareholders reported that they most often sought information about food choices on a 

daily or weekly basis.  Shareholders use websites most frequently to search for 

information, followed by interpersonal communication with CSA members, family, 

friends, and neighbors.  Only one owner mentioned using a website to advertise the CSA.  

It is recommended that CSA owners design a website with information about the CSA, its 

purpose, produce grown, cost of shares, and distribution locations.  A CSA website could 

also be an important way to reach potential shareholders who do not live near the CSA.  

These three CSA owners already use e-mail to communicate with potential and current 

shareholders.  CSA owners mentioned e-mail content about the produce harvested and 

the available items for the weekly share; however, potential shareholders may not use this 

information when making decisions about their food choices.  CSA owners should use 

the messages about shareholders’ motivations for joining, the cost of the share, the length 

of the CSA season, pick-up details, etc.  These motivations have already encouraged 

membership from their shareholders, so messages about the motivations for joining a 

CSA could entice similar individuals to join.  

Community-based social marketing emphasizes that face-to-face communication 

is more effective than mass media channels for influencing individuals to change their 

behaviors (McKenzie-Mohr & Smith, 1999).  Some of the most effective face-to-face 

communication activities are meet-and-greet events and social activities.  Potential 

shareholders have been responsive to tour the CSA farm, met the CSA owner, fish in the 

pond, picnic at the farm, and see the sustainable behavior. 
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Knowing the Audience 

A CSA owner can more efficiently invest resources and time to marketing the 

CSA by knowing the demographic characteristics of individuals interested in joining a 

CSA in Texas.  The majority of the respondents were white, female, and with a college 

education.  These shareholders were employed, married, and with two or less children.  

Most shareholders owned their homes and have lived in their communities for an average 

of 12.10 years.  Their estimated total annual household income of respondents ranged 

from less than $15,000 annually to more than $105,000 annually.  

Recommendations for Future Research  

 Results from this study provide opportunities for future research.  In regards to 

theory, additional research is needed to measure shareholders’ level of community 

attachment through their involvement in their CSA.  The community attachment 

construct on the pilot test’s questionnaire included four items measuring shareholders’ 

perceptions and measures of social capital as they relate to their attachment to or 

membership in the CSA.  Three of those items were eliminated to increase the 

Cronbach’s alpha coefficient of the construct.  Additional research is needed to develop a 

construct specific to measuring shareholders’ attachment to their community and their 

CSA.   

 Additionally, more research is needed to further understand the role social capital 

can have on influencing shareholders to join a CSA.  More measures of social capital 

may imply that building social capital and improving the community and its economy are 

important factors influencing consumers to join the CSA.  More information is needed to 

understand whether shareholders view their support of a CSA as a means to improve their 
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community and maintain their community satisfaction.  Additional research could reveal 

other norms of reciprocity that shareholders have in common, helping the researcher 

discover new indicators of social capital within CSAs.     

 In this study, 17 motivations for joining a CSA were reported.  The motivations to 

join construct used in the quantitative questionnaire was adopted from a previous survey 

of CSA members in Illinois and New Hampshire.  The 17 items had a Cronbach’s alpha 

of .90 on the pilot test, which is considered an acceptable value.  However, further 

research should explore if shareholders have additional motivations for joining.  

Furthermore, more research is needed to further test and refine the motivations to join 

construct.  Factor analysis with a larger sample size would indicate if the motivations to 

join construct has subscales.  An exploratory factor analysis would determine which of 

the 17 items form a construct for further use in questionnaires.  Exploratory factor 

analysis would also reduce the number of items in the construct to a more manageable 

size.  Additional data collection would permit the use structural equation modeling to 

explain the relationships between the different constructs. 

 Much of the previous research has surveyed or interviewed current shareholders 

to discover their motivations, community attachment, and environmental attitudes.  A 

useful next step would be to conduct a broader study that collects data from a general 

population in one community, multiple communities, or a region of the United States.   

 Shareholders used very few of the information sources frequently when making 

food choices.  Qualitative interviews or survey questions might shed light on the 

information channels preferred by shareholders when searching for food choice 

information.  These new findings would help CSA owners make decisions on how to 
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invest their marketing funds effectively, so they reach their audiences using the most 

appropriate communication channels.  Additional research in needed to know what 

influence these information channels have on shareholders when making food choices.  

With this additional information, CSA owners would know what information channels to 

use for delivering their marketing messages. 

 As a way to assist CSA owners in marketing their CSAs, additional research is 

needed about their marketing challenges, successful marketing strategies, and needed 

resources.  Little research exists on what strategies CSAs use to retain shareholders year 

to year.  This information would help CSA owners better serve their current shareholders 

and reduce the effort needed to constantly recruit new shareholders. 

Summary  

Farmers can apply the findings from this collective case study to develop a 

community-based social marketing campaign promoting membership in a CSA, focusing 

on similar demographic characteristics of CSA shareholders, their motivations for joining 

a CSA, their environmental attitudes, their level of community attachments, and their 

frequency of using information sources. First, CSA owners have knowledge of the 

common motivations that can be emphasized in written or oral messages when 

communicating with potential shareholders.  By showing how the owner’s production 

practices are environmentally sustainable, the owner can attract potential shareholders 

who have similar environmental attitudes, creating shared norms and possibly trust.  The 

majority of respondents from the three CSAs held neutral opinions about the importance 

of community attachment and social capital as motivators for joining.  However, many 

indicated that they desired to develop a sense of community and desired to support the 
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local economy.  These findings can apply to community development efforts that aim to 

improve the quality of life of residents through fresh, local produce and provide money to 

local food enterprises, such as CSAs.   
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1. Attitude

2. 

 - a favorable or unfavorable opinion toward concrete objects, abstract 

ideas, behaviors, or particular entities (Eagly & Chaiken, 1993). 

Community Attachment

3. 

 - the emotional and sentimental attachments residents 

possess for a particular community, especially in regards to rural communities 

(Beggs, Hurlbert, & Haines, 1996; Goudy, 1990; Kasarda & Janowitz, 1974; 

Theodori & Luloff, 2000). 

Community-Based Social Marketing - 

4. 

a variation of social marketing that focuses 

on the adoption of sustainable behaviors in a variety of areas, such as agriculture, 

conservation, energy use, water use, and transportation (Kennedy, 2010; McKenzie-

Mohr & Smith, 1999).  This variation involves (1) identifying barriers and benefits 

to performing the sustainable behavior, (2) designing a strategy that uses behavior 

change tools, (3) piloting the strategy with a small segment of a community, and (4) 

evaluating the behavior change once it has been adopted in the community. 

Community Supported Agriculture (CSA)

5. 

 - a type of direct-to-consumer local food 

market where consumers buy “shares” in the farm before planting begins and 

receive a portion of whatever is available during each week of the growing season 

(Brown & Miller, 2008). 

Formal Social Networks

6. 

 - the ties individuals develop through voluntary 

organizations and associations (Baum & Ziersch, 2003). 

Informal Social Networks

 

 - the ties individuals have formed through friendship and 

relationships with family, neighbors, and co-workers (Baum & Ziersch, 2003).  
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7. Information Channels

8. 

 - news sources that allow individuals and organizations to 

obtain and validate information.  This dimension does not concern how individuals 

and organizations relate to each other; individuals acquire information through 

building trust and their involvement in informal and formal social networks 

(Dudley, 2004; Institute of Social Science Research, 2003) 

Local Food

9. 

 - local food is a term referring to food produced near its point of 

consumption in regards to the mainstream food system.  

Reciprocity and Mutuality

10. 

 - refers to the lending of resources by individuals or 

groups to other individuals or groups and the returning of those resources (Stone, 

2001). 

Shared Commitment and Belonging

11. 

 – individuals and organizations have the same 

sense of belonging to the community and feel committed to it.  Individuals aspire to 

create a common purpose that leads to a similar way of thinking about the 

community and shared values (Institute of Social Science Research, 2003). 

Shared Norms of Behaviors

12. 

 - the similar values that individuals or groups hold 

(Institute of Social Science Research, 2003). 

Social Capital

 

 - the connections among individuals or social networks that can 

facilitate a common action (Putnam, 1995; Woolcock, 2001).  The six dimensions 

measuring social capital include (1) trust, (2) reciprocity and mutuality, (3) shared 

norms of behaviors, (4) shared commitment and belonging, (5) informal and formal 

social networks, and (6) information channels (Institute of Social Science Research, 

2003). 
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13. Social Marketing

14. 

 - involves the use of traditional marketing principles and 

techniques to influence the voluntary behaviors of target audiences that benefit 

society.  Can be applied to public health, safety, the environment, and communities 

(Andreasen, 1995; French & Blair-Stevens, 2005; Kotler, Lee, & Rothschild, 2006).   

Trust

  

 - “a standing decision to give most people—even those whom one does not 

know from direct experience—the benefit of the doubt" (Rahn & Transue, 1998, pg. 

545).   
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APPENDIX B 
 

QUESTIONNAIRE
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APPENDIX C 
 

IRB APPROVAL FOR CSA SHAREHOLDERS
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APPENDIX D 
 

E-MAIL CONTACTS TO CSA SHAREHOLDERS
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Pre-Notice E-mail  
Subject Line: Community Supported Agriculture Survey 
 
To help gather valuable information about the local food movement in the United States, 
your CSA program owner is sending you this e-mail on my behalf to request your 
participation in a brief online survey conducted by the Department of Agricultural 
Education and Communications at Texas Tech University. The purpose of this study is to 
identify the factors that motivate Texas consumers to join community supported 
agriculture programs. 
 
In a few days, your CSA program owner will send an e-mail with a link to an online 
survey at this same e-mail address. If you would like to access this survey now, you can 
enter the following Web address: LINK 
 
Your time and consideration in completing the survey is greatly appreciative. By doing 
so, you will help your CSA program learn your attitudes toward local foods, 
environmental values, community involvement, and communication preferences. The 
results will be kept confidential and reported in summary form only. If you have any 
questions or comments, please contact myself (kelsey.hall@ttu.edu) or Dr. Courtney 
Meyers (courtney.meyers@ttu.edu) at (806) 742-2816.  
 
Thank you in advance for your participation and contribution to this study. 
 
Sincerely, 
 
Kelsey Hall 
Doctoral Candidate 
Texas Tech University 
Department of Agricultural Education and Communications 
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Survey Contact E-mail  
Subject Line: Community Supported Agriculture Survey 
 
Hello, my name is Kelsey Hall, and I am a doctoral candidate in agricultural 
communications at Texas Tech University researching Texas consumers’ motivations for 
joining a CSA. Hopefully, you received an e-mail from your CSA owner informing you 
of this study. 
 
You have been selected to participate in a brief online survey. I am working with your 
CSA owner to collect this information and create a marketing plan that can be used to 
better understand the existing members and identify potential new members for the CSA.  
 
This online survey is part of a longitudinal study that will seek your thoughts and 
opinions about your CSA membership. To match your future responses to the responses 
you will provide in this questionnaire, we are asking that you enter the last four digits of 
your Social Security Number on the online survey and on the future survey as your code 
number. This code number is a number that you will remember on your own and will not 
need a reminder from the researchers. As such, the number cannot be linked to your name 
in any way during the course of this study. The number will only be used for matching 
purposes.  
 
I realize your time is incredibly valuable, so this survey was designed to take no more 
than 20 minutes to complete. Your responses will remain confidential, and all results will 
be reported as a summary to protect the identity of each individual respondent. Your 
participation in this study is completely voluntary. You have the right to discontinue 
participation in the research at any time without penalty or skip questions you do not feel 
comfortable answering. If you have any questions about this study, please contact myself 
(kelsey.hall@ttu.edu) or Dr. Courtney Meyers (courtney.meyers@ttu.edu) at (806) 742-
2816.  
 
To fill out the survey, please click on the link below: 
LINK 
 
Thank you very much for your feedback. It is much appreciated and will contribute 
significantly to this study and the future promotion of community supported agriculture. 
 
Sincerely, 
 
Kelsey Hall 
Doctoral Candidate 
Texas Tech University 
Department of Agricultural Education and Communications 
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Follow-Up E-mail 
Subject Line: Reminder: Community Supported Agriculture Survey 
 
Two weeks ago your CSA owner sent you an e-mail with a link to an online survey 
seeking to learn your motivations for joining a community supported agriculture 
program.  
 
If you have already completed the survey, please accept my sincere thanks. If you have 
not, please do so at your earliest convenience. I am especially grateful for your help 
because it is only by asking people like you that we can understand consumers’ support 
of community supported agriculture programs. 
 
In case you have misplaced the original e-mail, a link to the survey is provided below. 
 
LINK 
 
If you have questions or comments, please contact myself (kelsey.hall@ttu.edu) or Dr. 
Courtney Meyers (courtney.meyers@ttu.edu) at (806) 742-2816. Thank you again for 
your participation. 
 
Sincerely, 
 
 
Kelsey Hall 
Doctoral Candidate 
Texas Tech University 
Department of Agricultural Education and Communications 
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APPENDIX E 
 

IRB APPROVAL FOR CSA OWNERS
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APPENDIX F 
 

E-MAIL CONTACTS TO CSA OWNERS



 Texas Tech University, Kelsey Hall, August 2011 

265 

Recruitment E-mail 
Subject Line: Request CSA Owner Interview 
 
Dear __________________: 
 
In April and May, you allowed us to survey your CSA members to learn the factors 
influencing them to join your CSA. Because of your involvement with that project, I am 
interested in learning more about the marketing strategies you use for your CSA.  
 
In order to gain a better understanding of how you market your CSA, I would like to ask 
for your participation in a 15-20-minute phone interview. Your feedback will be used to 
develop a marketing plan that can better retain your existing members and recruit 
potential new members. 
 
I will begin conducting interviews in late May and early June. The interview would be 
arranged for a time convenient to your schedule. The interview will be conducted by 
phone for convenience, and with your permission, the interview will be tape-recorded to 
facilitate collection of information, and later transcribed for analysis. All information will 
be considered confidential.  
 
If you are willing to participate in this interview, please reply to myself 
(kelsey.hall@ttu.edu) or Dr. Courtney Meyers (courtney.meyers@ttu.edu) at (806) 742-
2816. Your perspective will provide valuable insight into the marketing information 
needed for the growth of CSAs in Texas. Thank you in advance for your cooperation. 
 
 
 
Sincerely, 
 
Kelsey Hall, Doctoral Candidate 
 
Courtney Meyers, Assistant Professor  
Texas Tech University 
Department of Agricultural Education and Communications 
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Follow-Up Recruitment E-mail 
Subject Line: Request: CSA Owner Interview 
 
Dear _____________________: 
 
A few days ago, you should have received an e-mail requesting your participation in an 
interview about your marketing strategies for your CSA. 
 
I will be undertaking interviews in late May and early June. The interview would last 
about 15-20 minutes, and would be arranged for a time convenient to your schedule. The 
interview will be conducted by phone for convenience, and with your permission, the 
interview will be tape-recorded to facilitate collection of information, and later 
transcribed for analysis. All information will be considered confidential.  
 
Your feedback will be used to develop a marketing plan that applies successful strategies, 
discusses ways to overcome challenges, and provides needed resources. If you are 
interested in participating in this interview or have any questions, please reply to myself 
(kelsey.hall@ttu.edu) or Dr. Courtney Meyers (courtney.meyers@ttu.edu) at (806) 742-
2816. Your perspective will provide valuable insight into the marketing information 
needed for the growth of CSAs in Texas. Thank you in advance for your cooperation. 
 
Sincerely, 
 
Kelsey Hall, Doctoral Candidate 
 
Courtney Meyers, Assistant Professor  
Texas Tech University 
Department of Agricultural Education and Communications 
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Telephone Recruitment Script 
 
Good (morning/afternoon). May I please speak with (name of potential participant)? 
 
My name is Kelsey Hall, and I am a doctoral candidate in agricultural communications at 
Texas Tech University. A few days ago, you should have received an e-mail requesting 
your participation in an interview about the marketing strategies used for your CSA. Is 
this a convenient time to give you additional information about the interview? 
 
The interview would last about 15-20 minutes, and would be arranged at a time 
convenient for you. The interview will be conducted over the telephone. With your 
permission, the interview will be tape-recorded to facilitate collection of information, and 
later transcribed for analysis. All information you provide will be considered 
confidential. Your name will not be connected to any of your comments. Before the 
interview, I will read you informed consent information and will ask you to agree to 
participate in the study.   
 
Are you interested in being interviewed? 
 
(If yes) When would it be a convenient time to conduct the telephone interview? 
 
Thank you very much for your time. Once again, if you have any questions or concerns, 
please do not hesitate to contact myself at kelsey.hall@ttu.edu or Dr. Courtney Meyers at 
courtney.meyers@ttu.edu or call (806) 742-2816. 
 
(If no) Thank you very much for your time today. I appreciate you giving me a chance to 
explain the study, and I hope you have a nice day. 
 
Goodbye. 
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Protocol Title: Determine Marketing Strategies Used By Owners of Community 
Supported Agriculture in Texas 
 
The purpose of this study is to determine the marketing strategies you use for your CSA. 
For this study, you will be asked to participate in a 15-20 minute interview in which you 
will provide information about your marketing strategies. 
 
Your participation in this interview is completely voluntary. There is no penalty for not 
participating. You can stop any time without penalty and you do not have to answer any 
question you do not wish to answer. 
 
Because we want to capture your complete statements, the discussion will be audio-
recorded. All answers are confidential to the extent provided by law; your name will not 
be connected to any comments. There are no known risks associated with this study and 
there is no compensation or other direct benefit to you for participation.  
 
If you have any questions about this research please contact the study supervisor, Dr. 
Courtney Meyers at (806) 742-2816. For questions regarding your rights as a research 
participant or about possible risks or injuries caused by the study, please contact Texas 
Tech University Institutional Review Board for the Protection of Human Subjects, Office 
of Research Services, Texas Tech University, Lubbock, Texas 79409. Or you may call 
(806) 742-3884. 
 
Do you agree to voluntarily participate in this study? 
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Introduction 
 
As you already know, you were asked to participate in this study because you are a CSA 
owner in Texas. I am interested in learning more about your marketing strategies. First, I 
am going to ask a few demographic questions; however, your identity will not be 
associated with any of the information you provide. 
 
Demographic Questions 

1. Where is your CSA located? 
2. When was the CSA started? 
3. How many shares do you sell? (half shares and full shares) 
4. What qualifies as a share? 
5. In what cities do you distribute your shares?  

 
Marketing Questions 

6. How do you recruit members to join your CSA?  
7. What information about your CSA do you tell potential members? 
8. What communication efforts do you use with your members? 

a. How often do you communicate with your members? 
9. How well do you know your members? 

a. How do you build relationships with your CSA members?   
10. What marketing strategies have been successful to promote your CSA and recruit 

members? 
11. What difficulties have you experienced when marketing your CSA? 

a. What have you done to change your marketing plans? 
12. How do you get feedback from your members? 
13. What additional information or resources would help you market your CSA? 
14. Is there anything else you would like to add? 

 
Thank you again for your time. 
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