


Consumers Aren’t Buying Diets.
They're Buying Wellness — and They
Want It Local.

Every January, people set ambitious goals — eat cleaner, plan meals,
shop local, spend less.

By February 1, most of them are exhausted.
Farmers understand why. The land itself has seasons of effort and rest.
You can't sprint through winter. That’s why the most effective January

marketing isn't about discipline — it's about balance.

Across the country, consumers are still

searching for wellness, but they crave
something sustainable They're looking
for food that restores energy, simplifies
healthy living, and aligns with

their values.
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What the Numbers Show

Trend

“2 Wellness is everywhere

® Health shapes food choices

Function beats restriction

Local wins trust

Resolution fatigue is real

2026 Insight

The global wellness economy
now exceeds $6.8 trillion.
(Global Wellness Institute,
2024)

62% of consumers plan to eat
more fruits and vegetables
this year. (The Packer, 2025)

43% say healthy food should
boost energy; 39% say it
should sharpen focus.
(Tastewise, 2025)

Shoppers are 2x more likely
to buy local when given the
option. (PwC Voice of the
Consumer 2025)

60% of meal-planners give up
by mid-February. (Mintel,
2025)

Why This Moment Matters

What It Means for Your CSA

Your CSA isn’t a side option —
it's part of the biggest
lifestyle shift in decades.

They already want what you
grow — they just need you to
show how it supports daily life.

Talk about benefits people
can feel, not rules they should
follow.

“Local” isn't ideology — it's
your measurable sales
advantage.

This is your opening: offer a
flexible, nourishing alternative
that’s built to last.

The world is chasing wellness — and discovering it's hard to sustain.

Farmers have the better model: steady, seasonal, and flexible.

Your farm already delivers what people are trying to buy elsewhere —

nourishment that fits real life. The next step is making your messaging

show it.

Turn the page to see how four farms are leading that shift. Then use

their examples to shape your own messaging.
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The Proof Is in the Field

Across the Farmhand community, farmers are already reshaping how

they talk about food in January — grounding wellness in nourishment,
rhythm, and flexibility.

Here's what it looks like in practice:
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01 Anchor to Health — Not Diet Culture
Something Good Organics (Santa Barbara, CA) REG

Something Good Organics doesn’t sell “clean eating” or quick fixes.
They anchor their messaging in nourishment, resilience, and long-term
health — and they do it through education.

Instead of saying “eat healthier,” they show why food matters,
connecting it to daily wellness, care for the body, care for the land, and
care for the local economy.

“Those little parsley leaves are loaded with vitamin C, vitamin K, and
antioxidants that support digestion, calm inflammation, and refresh the
body from the inside out. A true ‘farmaceutical’ in your hands.”

This framing works especially well for
both CSAs and herdshares — milk,
meat, and vegetables positioned as

somethinggoodorganics As the season cools, our food naturally
shifts to support us. The red onions and carrots in your box are
rich in antioxidants that help strengthen immunity when needed
most. Potatoes ground us with steady, slow-burning energy, and
avocados keep us nourished with healthy fats that sustain
warmth and balance. Nature really does know what we need and
when we need it.

nourishment, not trends. &

Takeaway: Talk about what

your food does, not what

people should avoid.
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http://somethinggoodorganics.com/

02 Sell Flexibility as the Real Benefit g

Plow to Porch (Santa Barbara, CA)

ORGANICS

FRESH, LOCAL, AND
HASSLE-FREE

V- J

Plow to Porch frames flexibility not as a feature, but as relief.

Their messaging makes one thing clear: you don’t have to overhaul your
life to eat better.

“We bring the farmers’ market to you — no hassle, no crowds.”

Members can try one box at a time, skip when needed, and choose what
actually works for their household.

' Takeaway: In January, flexibility is the benefit.
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http://plowtoporch.com/

03 Tie Local Food to Values

J.R. Organics Farm (San Diego, CA)

J.R. Organics connects local food
to values in a way that feels
grounded and approachable.
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Choosing fresh, local food
is a simple way to begin.”

Their messaging gently reinforces why the choice matters: eating
seasonally, supporting a family farm, and keeping food dollars local.
They pair that values-based message with an easy, appreciative offer —
buy 12 boxes, get one free.

' Takeaway: January buyers want alignment. Help them feel

good about their choice.
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04 Let Your Members Do the Talking

HEAVY HOLLOW FARM

LANCASTER, KY

Heavy Hollow Farm (Lancaster, KY)

5 Stars for Fresh Flavor

1. 8. 0. 6.8 ¢ ' & & 6 & ¢ 1 8.8 .8 6 1
"My five-year-old now turns up her nose at grocery “The animals well cared for-| would highly “The [Heavy Hollow Farm] family is wonderful! Wish
store milk. This is the best investment 1've ever made recommend this place.” we lived closer together, but it's worth the drive.”
in nourishing my family.”
Michael 5. Lora G.
James K.

Heavy Hollow Farm leans into social proof — and it works especially well
for herdshares, where trust matters more than hype.

Across their marketing and landing pages, they feature real words from

real members:

“My five-year-old now turns up her nose at grocery-store milk. This is
the best investment I've ever made in nourishing my family.”
— James K.

Testimonials like this do the heavy lifting. They speak to quality and
taste, reinforce animal care and trust, and normalize the commitment
(“worth the drive”).

Takeaway: Consumers are looking for proof that this works in

real life. Let your members tell that story for you.
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Now It’s Your Turn

Use these prompts to translate your farm’s story into clear, nourishing, flexible

messaging that speaks to real life — not resolutions.

(01 ANCHOR TO HEALTH — NOT DIET CULTURE)

(02 SELL FLEXIBILITY AS THE REAL BENEFIT)

Prompt:

How does your food help people feel better — in
their body, energy, or daily rhythm?

Describe one product, ingredient, or moment on the
farm through the lens of nourishment.

Example (Something Good Organics):

“Those little parsley leaves are loaded with vitamin C,
vitamin K, and antioxidants that support digestion,
calm inflammation, and refresh the body from the
inside out.”

Your Copy “ .

Takeaway: People already know what to avoid.

Show them what your food adds.

Prompt:

How can your farm make healthy eating feel easier,
lighter, or more doable?

List one or two ways members can adapt, pause, or
simplify without losing value.

Example (Plow to Porch):
“We bring the farmers’ market to you — no hassle, no
crowds.”

Your Copy “ .

Takeaway: Flexibility sells because it feels like
relief. It turns good intentions into lasting habits.

(03 TIE LOCAL FOOD TO VALUES)

(04 LET YOUR MEMBERS DO THE TALKING)

Prompt:

What deeper value does your program represent —
connection, stewardship, family, sustainability?

Write one or two lines that link your farm’s mission to
your members’ values.

Example (J.R. Organics Farm):
“Choosing fresh, local food is a simple way to begin
the year.”

Your Copy “ .

' Takeaway: People don't just want food that’s

good for them — they want food that does good.

Prompt:

Pull a testimonial, message, or quote that captures
what your CSA/herdshare means to someone.

If you don’t have one yet, draft how you want
members to describe you next season.

Example (Heavy Hollow Farm):

“My five-year-old now turns up her nose at grocery-
store milk. This is the best investment I've ever made
in nourishing my family.” — James K., Member

Your Copy “ .

' Takeaway: Real words beat marketing every time.
Let your members validate your message.
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Resolutions fade. Farms adapt.
Farmhand helps you do both.

Resolutions fade because they fight against nature. Farms thrive

because they honor it.

Farmhand helps you do the same — building marketing that’s steady,
flexible, and nourishing for every season.

See How



http://farmhand.partners/demo
http://farmhand.partners/demo

