Question 23. How much certified organic product did you sell as "organic" versus "conventional" in 2006?  _ A. Less than 25% as organic _ B. 25-50% as organic _ C. 51-75% as organic _ D. 76-90% as organic _ E. 91-100% as organic
Ah!  Another set of unequal categories!  We’ll tackle this the same way as question 22 –  compare actual frequencies to randomness of filling in answers and also to randomness of selling product as organic.
A, 1 – 25% = width of 25

B, 26 – 50% = width of 25

C, 51 – 75% = width of 25

D, 76 – 90% = width of 15

E, 91 – 100% = width of 10

There were 16 surveys with missing data, leaving 193 surveys to analyze.

Actual numbers and frequency distribution:
	Category
	# of surveys
	Frequency (%)
	SD = 28

	A
	22
	11
	

	B
	9
	5
	

	C
	9
	5
	

	D
	17
	9
	

	E
	136
	70
	> +1 SD


Again, vastly skewed data.

Looking at randomness of filling in answers, the mean frequency percentage = 20% and the random chance number = 20%.  

The standard deviation for the frequency data = 28.  This is quite a bit more than the mean, another indication that the data are skewed.

Choice E is more than one standard deviation away from the mean.  No other category is outside of one standard deviation from the mean.

Now, looking at randomness of percentage organic sales:

Again, each percentage point of organic sales from 1 to 100% should represent 1% of respondents in a totally random situation.  Then the random chance number for each category is the same as the width of that category.  Then we need to correct the frequency for the varying category widths (divide each frequency by (width/10), and calculate means and SDs on the corrected data:
	
	Frequencies (%)
	

	Category
	Random
	Actual
	Corrected
	

	A
	25
	11
	4.4
	Mean = 17

	B
	25
	5
	2
	SD = 32

	C
	25
	5
	2
	

	D
	15
	9
	6
	

	E
	10
	70
	70
	


Calculations on the uncorrected frequencies:  mean = 20, SD = 28
Category E is more than two standard deviations away from the random-chance number of 10%,  so I think it’s safe to say that this group of organic farmers clearly tended to market all of their products as organic.
