Relate Q25 to Q21
Livestock
N = 46 surveys for the Livestock category of question 21.

N = 36 of those surveys that also answered question 25.

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

Contracts –    7
Brokers –    3.5
Direct –     16.5
Retail –       3.5
Fm. Mkt –   1.5

CSA –         1.5
Other --       2.5
And the frequency (percentage) data = those numbers divided by 36:
Contracts –  19
Brokers –     10

Direct –        46
Retail –        10
Fm. Mkt –     4
CSA –           4
Other --         7
The random chance number on the frequency data = the mean = 100/7 = 14%

The standard deviation = 15%

So for the Livestock category, direct sales was +2 standard deviations more than the mean, so this was the highly preferred method.  
Correlations:

contracts21 – contracts25  r = 0.25; P=0.09.  This means that r-squared = 0.06; so 6% of the variation in contracts for question 25 can be explained by the contracts variable for question 21. Since P>0.05, this is not a significant relationship.
brokers21 – brokers25  r = -0.09; P=0.55.  So r-squared = 0.008, and less than 1% of the variation in brokers for question 25 can be explained by the brokers variable for question 21.  With a P=0.55, this is not significant at all.
direct21 – direct 25  r = 0.46; P <0.01.  R-squared = 0.21, so 21% of the variation in direct for question 25 can be explained by the direct variable for question 21, and this is highly significant.
retail21 – retail25  r = -0.06; practically zero and not significant.
farm-mkt21 --  farmmkt25 r = -0.04; practically zero and not significant.
CSA21 – CSA25  r = 0.43; P<0.01. R-squared = 0.19, so 19% 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 = 0.33; P=0.02.  R-squared = 0.09, so about 9% of the variation on Other for question 25 can be explained by Other in question 21, and this is moderately significant.
This looks a little different from the Crops category.  There is a positive association between the farmers’ most-preferred method of direct sales and their actual use of direct sales, but other methods show little relationship between their current choices and their preferences.
Again, no significant correlations whatsoever between marketing choices or marketing preferences; and farm income or percent of farm income from organic sales.
