Relate Q25 to Q21
Produce
N = 28 surveys for the Produce category of question 21.

N = 26 of those surveys that also answered question 25.

Among those who sold produce in 2006, here are their preferred marketing methods:

Contracts –    1
Brokers –     1.5

Direct –          9
Retail –         10
Fm. Mkt –     0
CSA –           3

Other --        1.5
And the frequency (percentage) data = those numbers divided by 26:
Contracts –   4
Brokers –     6
Direct –       35 
Retail –        39
Fm. Mkt –     0
CSA –          12 
Other --         6
The random chance number on the frequency data = the mean = 100/7 = 14%

The standard deviation = 16%

So for the Produce category, direct sales and retail were both +1 standard deviation more than the mean, so these were clearly the preferred methods.  
I think there could be some confusion with variables for produce.  How is “direct” different from “farmers’ market” or “csa” in the context of vegetable sales?  I’m surprised that farmers’ market is so hated as a marketing method – but maybe some people filled in “direct” and figured that was the same thing as farmers’ market.

Correlations:

contracts21 – contracts25  r = -0.05; practically zero and not significant.
brokers21 – brokers25   Insufficient data to analyze.
direct21 – direct 25  r = 0.30; P = 0.12.  R-squared = 0.09, so 9% of the variation in direct for question 25 could be explained by the direct variable for question 21, but this is not significant because P > 0.05.
retail21 – retail25  r = 0.51; P < 0.01. R-squared = 0.26, so 26% of the variation in retail for question 25 can be explained by the retail variable for question 21. This is highly significant.
farm-mkt21 --  farmmkt25  Insufficient data to analyze.
CSA21 – CSA25  r = 0.73; P<0.01. R-squared = 0.53, so 53% of the variation in CSA for question 25 can be explained by the CSA variable in question 21, and this is highly significant.
Other21 – other 25 r = 0.16; P=0.41.  R-squared = 0.02, so about 2% of the variation on Other for question 25 could be explained by Other in question 21, but this is not significant at all with a P much greater than 0.05.
So, this is interesting.  Produce farmers who already sell at retail also prefer to sell at retail, and those who already sell at CSA pretty strongly prefer to sell at CSA.  Those selling via contracts appear to be pretty indifferent to that method of sale.  Those selling direct are also indifferent – but that, I think, is at least partly because of direct, farmers’ market, and CSA being hard to separate when we are talking about produce.
There were some correlations between income variables and marketing variables in the Produce category:
Farm income – contract21:  r = 0.66; P<0.01. R-square = 0.44, so 44% of the variation in contract sales of produce can be explained by farm income level, with a high probability.  The “r” is positive, so as gross farm income increases, contract sales increase.
Percent Organic – fm-mkt21:  r = -0.38;  P=0.04.  R-square = 0.15, so 15% of the variation in farmers-market sales of produce can be explained by percentage organic sales, with a moderate probability. The “r” is negative, which means that as percentage of organic sales increases, farmers’ market sales decrease.

