
6 Steps to Build a Community 
Around your Farm 

Business



Major brands have figured out something about marketing that you can apply to your farm 
business to increase your customers’ satisfaction and success. Online communities organized 
around a cause or brand are booming. Companies like Mattel, Bacardi, Harley Davidson, 
Apple, and Lego have all built strong engaged communities for their brands. And in doing 
so have made incredible improvements in their businesses. With a little effort and very little 
cost, you can do the same for your farm.

BUSINESS GROWTH:
For farmers who want to grow their business, 
enthusiastic members help acquire new 
members, resulting in lower customer acquisition 
costs.

CUSTOMER RETENTION: 
Members of a community are less likely to abandon 
the community, resulting in increased retention 
which will impact your bottom line. It costs 5x more 
to get a new customer than to keep an existing one.

CUSTOMER SUPPORT: 
Members support one another, resulting in a lower 
cost and time needed to provide support  
and service.

Building a community causes very real network 
effects: as engagement grows, the community gets 
smarter, faster to respond, more available,  
and generates more value.

An engaged and active community creates 
tangible value for a business because it creates 
significant value for your members. Human beings 
are fundamentally social animals who crave a 
sense of connectedness, belonging, mission, and 
meaning. Communities built around a brand and  
a purpose deliver these benefits.

Why Build Community?
No matter how you define success for your farm, there are plenty of reasons to transition from simply delivering 
a product to building a community.

COMMUNITIES ARE PERFECT FOR FARMS  

There are several characteristics of the farmer 
customer base that make it perfect for a 
community to flourish. 

- First, there is a common cause. 
Consumers who buy direct from farmers do so 
for their health, to make an 
environmental impact, and to support local 
businesses. 

- Second, consumers need support. 
Buying direct from a farm means eating more 
variety of ingredients than they’ve been used to 
preparing and they need 
support and content (recipe/cooking 
instructions) to learn how. 

- Third, cooking is very personal and 
inherently social. People love talking about food 
with others.

Once you create a place to provide valuable 
content and a way for members to gather and 
communicate with your farm and each other, 
you’ll be well on your way to building an amazing 
community that helps grow your farm.
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How to Get Started
 

1. Set your objective for the community. For most farmers, it will be to educate customers about   
 what you’re raising or growing, provide recipes and cooking tips, share updates about things   
 happening on the farm, and for customers to forge relationships. 

2. Select the platform. There are several options available. 

 Free/Public Platforms
  a.   Pro - Public community platforms like Facebook Groups have an audience  

already. You just need to find the right people and invite them.
  b. Con – You don’t truly own your community and are subject to the priorities set   
   by the social platform. Right when you’ve mastered the platform, the algorithm   
   changes and you need to adjust how and what to post to reach your audience.
 Private Platforms
  a. Pro – You own the platform and have much more control and flexibility around   
   the content and experience.
  b. Con – You have to build the platform and the audience from scratch and 
   maintain the technology. 
 Interest-Specific Platforms
  a. Pro – Niche platforms have a built-in audience of consumers who share a 
   common interest. The platform has features built that are specifically geared to  
   that interest.
  b. Con – Some promotional work is needed to bring your customer base onto the  
   platform. 

3.  Identify an administrator and moderator to regularly post content and keep the community   
 engaged. If you have a marketing manager, they’d be a good one to assign. If you don’t, 
 hiring a part time community manager may make sense.

4.  Establish some rules and guidelines for the community. You can borrow ideas from Facebook,   
 Clubhouse, and others. The Culineer team is happy to help with this.

 
5.  Develop a content plan to keep your community engaged. The promise of interesting 
 educational content will drive participants to join and planning content in advance makes   
 keeping the community active easier for you and your team.

 

6.  Invite your customers to join and let them discover the value of community interactions on 
 their own, over time. When you invite your customers to join your community, emphasize the   
 content they’ll receive. People join for the information and stay because of the forum of 
 people helping each other. To encourage those deeper relationships, consider hosting events   
 online or in person as part of your content. 
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Pro hack: Compile great content during the off season 
to reduce the effort needed during peak season.
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A NOTE ABOUT COMMUNITY MANAGEMENT:

In the beginning, you’ll want to seed the discussions and encourage participation to set the tone for 
community. A little upfront work goes a long way to get the wheels turning, and being very active early 
on is important because: 

- The community members have a connection with you – but not one another. So, you’ll need   
   to spark the conversation in the beginning. 
- You’ll want to set the tone and tenor of the community to make sure the discussions fit the                                   
   goals of your farm and that they remain useful for your customers.

If you’re like most farmers (actually most small business owners) you already know how important 
marketing is. But you may find it gets put on the back burner as you focus on all of the work needed 
to operate your farm.  Let’s face it – you have a lot to think about and a lot to do each day. Wouldn’t it 
be nice to level up your customers’ experience while offloading some of the effort required to service 
them? Community can do this for you. It will take some effort up front but before you know it, you’ll 
see the results.



About Culineer

Culineer is on a mission to build a more sustainable world by making it easy for consumers to 
eat locally-produced foods. The Culineer platform is designed to build community around cooking. 
Consumers love our platform for its beneficial features that help them find more success and joy in 
the kitchen. We’re currently building powerful new features and professional accounts specifically for 
local farmers to enable your farm to a build community on Culineer.

PLEASE JOIN OUR WAIT LIST. WE’LL KEEP YOU UP TO DATE ON OUR 
PROGRESS AND GIVE YOU AN OPPORTUNITY TO GIVE FEEDBACK.

To learn more and join our wait list, visit culineerapp.com/farmer.
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