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POTATOES. 
AN IMPORTANT PART OF THE AUSTRALIAN 

DIET. 
BUT. FOR HOW LONG? 

Fresh potatoes hold an enviable position of strength in the hearts and minds of 

most consumers. They are considered a staple and an essential part of many 

traditional meals. 

People see potatoes as linked to old-fashioned positive family values. They are 

purchased by just about every household and people are familiar with them. 

However this position is simply not enough to sustain, let alone increase 

consumption. As will be seen there are negatives about potatoes and strengths 

inherent in other products, which threaten the current level of potato 

consumption and also consumer/meal preparer loyalty. In addition there are a 

number of fundamental trends in the way people eat these days which appear 

to be leaving potatoes behind. It is starkly evident that whereas older people 

have potatoes at home 5-6 times a week, this is not the case with younger 

adults and their children. 

But the versatility, familiarity, convenience and price of potatoes are real 

marketing strengths. These form a solid foundation upon which marketing 

strategies can be built to ensure the popularity and consumption of potatoes in 

the future. 



CONTENTS 

SECTION 1: 

SECTION 2: 

INTRODUCTION 

1.1 The Project Objectives 
1.2 The Research Program 

EXECUTIVE SUMMARY 

Page 

6 

7 
10 

13 

SECTION 3: OVERVIEW OF RESEARCH FINDINGS 

3.1 Consumers - The Key Findings 

3.2 Retailers and The Industry 

17 

18 

22 

SECTION 4: THE COMPETITIVE ENVIRONMENT 

4.1 Rice 

4.2 Pasta 

4.3 Changes in Dietary Patterns 

4.4 Changes in Eating Patterns 

29 

30 

33 

34 

35 

SECTION 5: CREATING THE VISION 

5.1 The Potato Today 

5.2 The Potato in 1998 

36 

38 

41 

APPENDICES 43 

APPENDIX A: 

APPENDIX B: 

APPENDK C: 

Key Findings from Qualitative Research in Sydney, 
Melbourne and Adelaide 

Key Findings from Quantitative Telephone Survey 
in Sydney, Melbourne and Adelaide 

Overview of the situation in Britain and the United 
States in relation to Potato Market Development 

44 

59 

98 



SECTION 1 

INTRODUCTION 

FRESH POTATO MARKETING RESEARCH - JANUARY 1994 



7 

1. INTRODUCTION 

1.1 THE PROJECT OBJECTIVES 

The Horticultural Research and Development Corporation in consultation with the 

Australian Potato Industry Council has given priority to a national marketing research 

project as part of a basis for preparing a market development strategy for fresh potatoes 

for the Australian Potato Industry. 

The South Australian Department of Primary Industries was given the responsibility for 

undertaking this project and they commissioned Harrison Market Research (with associate 

consultants Richard Marketing) to conduct comprehensive market and industry research, 

and then prepare the Strategic Marketing Recommendations. 

The specific objectives of the project were to : 

1. Identify and quantify the critical factors affecting consumer purchase 

decisions and use of fresh potatoes in Australia (to be confined to a 

focus on Sydney, Melbourne and Adelaide). A number of factors 

need to be covered during the study including, consumer perceptions 

and attitudes towards potatoes, marketing of potatoes by variety 

(and culinary use), how to use and prepare potatoes, potato quality, 

new product development including potato varieties and new value 

added products, competing products, brushed versus washed, pack 

sizes, packaging and branded versus generic product approaches. 

2. Determine retailers' and wholesalers' requirements in relation to 

their handling and sale of potatoes and identify any major issues 

and opportunities. 
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3. Review recent efforts concerning the market development of fresh 

potatoes and draw on experiences with the market development of 

other produce and other countries where relevant. 

4. Prepare a strategic marketing development plan aimed at increasing 

fresh potato sales in Australia. 

This report particularly focuses on the findings of research undertaken to address 

Objectives 1 and 2 as well as addressing Objective 3. A separate report on strategic 

marketing directions has been prepared for consideration by the Australian Potato Industry 

Council and Potato Growers of Australia. This will be communicated to the Australian 

Potato Industry as a separate activity in 1994. 

From the outset it was recognised that potatoes are consumed not just in-home, but in 

many other situations (i.e. away-from-home food consumption - restaurants, take-aways, 

canteens, institutions etc). This study concentrates on the major market of fresh potatoes 

prepared and consumed at home. That is not to say that the other areas are not 

important. They are, increasingly so, and must be addressed by the industry. 

The manager for this project was Mr. Ian Lewis, Senior Horticultural Marketing Officer 

with the South Australian Department of Primary Industries. Mr. Lewis undertook this 

project with a Consultative Committee comprising : 

• Mr. Wayne Cornish, Australian Potato Industry Council 

• Mr. Tony Biggs, Australian Potato Industry Council 

• Mr. John Baker (and Mr. Derek Bone), Australian Horticultural 

Corporation 

• Mr. Jonathan Eccles, Horticultural Research and Development 

Corporation, and 

• Mr. Malcolm Kentish, Kentish and Sons Pty Ltd. 
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The Consultative Committee was involved in the consultant selection process and ongoing 

liaison with the selected consultants at all stages in the study. The ready assistance, 

enthusiastic involvement and support of the Consultative Committee assisted greatly in the 

successful conduct of this project. 

Further, the excellent work of the principal consultant Ross Harrison of Harrison Market 

Research Pty Ltd, Adelaide along with associate consultants Richard De Vos and Karen 

Richard of Richard Marketing, Sydney in successfully undertaking this project is 

particularly acknowledged. 
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1.2 THE RESEARCH PROGRAM 

The market for fresh potatoes is, by any measure, very large and diverse. To gain a full 

understanding of the market, and then develop comprehensive strategic recommendations, 

it was necessary to conduct a considerable amount of research, both of the market and 

within the industry. As little other market research was available the studies conducted 

here will serve as a valuable benchmark against which future trends and marketing 

activity can be measured. 

The research studies undertaken included : 

Qualitative Focus Groups 

Twelve focus groups of consumers - four each in Sydney, Melbourne and Adelaide - were 

conducted in May 1993. 

In each city the four groups were arranged on the basis of household structure as 

follows : 

1. Young single people/young couples (males and females) with no 

children in the household. 

2. The female head of household where the youngest child is still of 

pre-school age. 

3. The female head of household where the youngest child is still of 

school age. 

4. Women aged 50-70 years with 'grown-up' children still living at 

home or no children in the household. 

In each case the participant was the main grocery buyer and food preparer for the 

household. 
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All groups were moderated by the principal consultant, Ross Harrison and the discussions 

taped. A summary report of the findings of this stage was prepared ("Key Findings From 

Qualitative Research in Sydney, Melbourne and Adelaide") and a copy is provided as part 

of this document - Appendix A. 

Telephone Interviews 

A survey of 1000 households was conducted in June 1993 in three capitals - proportional 

to the size of the population in that City - Sydney (467), Melbourne (397) and Adelaide 

(136). Households were randomly selected and in each case the interview was with the 

primary grocery buyer and food preparer in that household. 

Data collected was inputted to computer and analysed. A comprehensive report ("Key 

Findings From Quantitative Telephone Survey in Sydney, Melbourne and Adelaide") was 

prepared. A copy of that report is provided as Appendix B of this document. 

Individual Depth Interviews - Industry 

Twenty six depth personal interviews and one group interview were conducted in May 

1993 in Sydney, Melbourne, Brisbane and Adelaide : 

NSW VIC SA OLD 

Produce Merchants 2 3 2 Group (10) 

Supermarket Management 2 2 - 2 

Smaller retailers/Fruiterers 5 6 1 
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In the case of the Produce Merchants and Supermarket Management the interviewees 

were selected after consultation with the Project Manager and the Consultative 

Committee. Smaller retailers were selected to represent a demographic cross-section of 

customers in each State. 

In addition, one lengthy interview was conducted by phone with the General Manager of 

the West Australian Potato Marketing Authority. 

Interviews were of varying lengths (20-90 minutes) and each (with the exception of three, 

where the interviewee preferred not to) was taped. -

Individual Depth Interviews - Other 

Seven depth interviews were also conducted with people whose profession or occupation 

had specific relevance to the project. These were : 

• Catherine Saxelby Consultant Nutritionist and Dietitian 

• Belinda Jeffrey Food Editor - "Better Homes and Gardens" 

• Margaret Fulton Food Editor - "New Idea" Magazine, Author 

• Maureen Simpson Cook/Food Consultant/Author/Journalist 

These interviews were also recorded. 

For the Food Service area telephone discussions took place with : 

• Dick Bull NSW Supply Manager - Spotless Catering 

• Graeme Pratt Purchasing Manager - Kentucky Fried Chicken 

FRESH POTATO MARKETING RESEARCH - JANUARY 1994 



13 

SECTTON 2 

EXECUTIVE 

SUMMARY 

FRESH POTATO MARKETING RESEARCH - JANUARY 1994 



14 

2. EXECUTIVE SUMMARY 

This study has revealed a number of startling statistics about the future for the fresh 

potato industry. As the following chart graphically illustrates, younger people (less than 

40 years) are eating fresh potatoes on a dramatically reduced basis (only 25 per cent are 

having 5 or more meals with fresh potatoes on a weekly basis) compared with older 

people (about 70 per cent have 5 or more fresh potato meals each week). 

Number of meals prepared with fresh potatoes a week -
by age of respondent 

nno/. 

H 5+ times 

B 3-4 times 

H 1-2 times 

I <weekly/never 

<25 25-39 40-54 55-65 >65 

Whereas older people have been brought up on potatoes this is now no longer the .case. 

Young people are seeking more variety in their diet than they perceive potatoes capable of 

delivering. Rice and pasta have made significant inroads into what has been traditionally 

the preserve of fresh potatoes. 

As well as these direct competitors, a number of other external influences such as changes 

m eating and dietary patterns are playing a considerable part in eroding the consumption 

of fresh potatoes. The decline in fresh potato consumption, though, is not a factor just of 

take-away meals or meals not prepared in the home. 
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Fresh potato consumption per person has been declining in recent years, whilst the 

consumption of processed potatoes, rice and pasta has been increasing. 

If it is assumed that the current consumption of fresh potatoes in Australia is 

approximately 35kg per person our best estimate is that, in the absence of 

marketing/promotional activity, by the year 2003, just 10 years hence, this will have 

reduced to about 31.5kg per person. And in another generation's time i.e. 2023 - it will 

have fallen yet further to 28kg per person. 

There are very few households in Australia which never buy or consume potatoes at all. 

That is a wonderful strength. The challenge, though, is to increase the frequency of 

consumption. 

In marketing terms what needs to be done is significant. The entire personality of the 

potato requires "major surgery". At the present time it is perceived as fairly boring, "old 

hat" .... perhaps even unfashionable. It needs to be regarded as exciting .... a modern 

interesting vegetable. 

But the challenge is greater than just changing the potato's personality ... the behaviour of 

consumers needs to be altered as well, 

We can see only two options ... do nothing and accept the consequences, which we are 

absolutely certain will eventuate, or embrace a number of market development strategies. 

The answer to the challenge facing the potato industry does not rest just in promotion and 

all that that entails. There is much that needs to be done ... product quality is often 

patchy, the pre-packed plastic packs are disliked intensely by a significant proportion of 

consumers. 
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The market development strategies that need to be developed will cover many different 

aspects apart from promotion and the product. They will need to include research and 

development; information, education and training; public affairs and the evaluation and 

measurement of both the market and marketing activity. 

In a very real sense the industry is at the cross-roads. Act now or be prepared to accept 

the inevitable consequences. 
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SECTION 3 

OVERVIEW OF 

RESEARCH 

FINDINGS 
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3. OVERVIEW OF RESEARCH FINDINGS 

3.1 CONSUMERS - THE KEY FINDINGS 

All marketing planning must start with a comprehensive understanding of the behaviour 

and attitudes of current and potential consumers. Successful marketing will then depend 

on the extent to which the perceptions, attitudes and behaviour of people can be modified 

or changed. 

This section summarises the key findings from both the qualitative and quantitative 

research studies. However, it is recommended that the more comprehensive reports 

(provided as Appendices A and B to this document) be read. 

Consumption Frequency 

Of all the vegetables available for consumers to select from, potatoes are number one in 

terms of usage and in terms of their familiarity (they are known and used more than any 

other vegetable). 

Almost all households surveyed (99.7%) consume potatoes. However, the frequency of 

consumption varies markedly when comparing the ages of respondents. In short, the 

older the respondent the greater the consumption of fresh potatoes. 

This is most strikingly depicted in the graph on the next page. 
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Number of meals prepared with fresh potatoes a week 
by age of respondent 

ffl 5+ times 

M 3-4 times 

H 1-2 times 

B <weekly/never 

<25 25-39 40-54 55-65 >65 

Where, how and frequency of purchase 

Purchase is split fairly evenly between supermarkets (45%) and greengrocers (47%) with 

the small remaining balance taken up by wholesale markets, roadside stalls and home 

grown. 

Across the three-State sample people purchase approximately equal amounts of potatoes 

loose as they do pre-packed plastic bags. However, in Melbourne and Adelaide there was 

a clear preference for purchase in loose form. Older consumers also tended to favour 

loose purchase. 

More than half of the people interviewed purchase potatoes weekly or more often, with 

this figure rising to 84% who purchase fortnightly or more often. 
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Price 

About half the people surveyed had 'no idea' of the per kilo price for their most recent 

purchase of potatoes. 

During the interview people were asked what effect, if any, a seasonal price increase of 

50% would have on the volume of potatoes they purchase. The findings showed: 

% of respondents 

It makes no difference 67.1 

I buy a little less 25.4 -

I buy significantly less 6.3 

Other 1.2 

100.0 

Among the older groups this attitude was even stronger. 

96% of people agreed with the statement "potatoes are good value for money". 

Potato types - purchase and awareness 

In Sydney and Melbourne fairly equal proportions of "washed" and "brushed/dirty" 

potatoes are purchased, while in Adelaide washed potatoes predominate (76%). 

Washed potatoes are considered "easier to prepare" and more convenient, while "'dirty" 

ones are cheaper and sometimes perceived as lasting longer. 

Apart from Pontiacs (described by some people as "pink" or "red" potatoes) there is 

virtually no knowledge or recognition of different potato varieties. Moreover, with the 

exception of a small and select market, people do not want to know about different 

varieties. The majority want to be able to buy a potato that is 'general purpose'. One 

that will perform well in a variety of cooking situations. 
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Quality and Packaging 

One person in five (20%) is dissatisfied with the quality of potatoes and in response to 

another question almost 50% "occasionally get annoyed about the quality of potatoes". 

The plastic bag is not a popular pack with consumers and most would prefer not to have 

to buy potatoes that way. There is a strong feeling that the plastic bag contributes to 

early spoiling and sprouting and shortens potato life. Some consumers were of the 

opinion that the use of pink plastic is a deliberate strategy by the Potato Industry to 

camouflage potatoes which may be green. 

Preparation/Cooking 

The vast majority of potatoes are still prepared/cooked in what could be described as 

'traditional' ways; that is, mashed, roasted, boiled or baked. The frequency of cooking 

in other forms is relatively low. There is some irritation with having to peel potatoes and 

the mess they make of the sink. 

Notwithstanding this, 99% of people agreed with the statement "potatoes are versatile 

and can be prepared in lots of different ways" and 96% with "potatoes are convenient to 

prepare". 

Nutrition 

A minority of people (23%) still believe potatoes are fattening, though their thinking in 

this regard may, in part, be linked to the way they are cooked/served. Conversely, most 

people (92%) believe potatoes "are an important part of the human diet". 
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3.2 RETAILERS AND THE INDUSTRY 

From the depth interviews conducted with industry and the retail sector a number of key 

findings have emerged. These also have a bearing upon the overall marketing strategies. 

SUPERMARKETS 

The Produce Section and Potatoes 

The produce section of supermarkets is very important to their business. It 

continues to grow at least as fast as any other category in the chain. 

In the case of Woolworths/Safeway, the produce section is central and vital to their 

positioning of the chain as "The Fresh Food People". For Franklins (Sydney) on 

the other hand the only fruit and vegetables sold are bulk bags of potatoes and 

onions. For this chain the potatoes are seen as an essential, low-priced commodity 

which helps to draw customers in. 

Within the produce section, potatoes are considered very important. They would 

be among the top, if not the top selling vegetable (by volume). They are often put 

on special, to get people into the store, and are considered a draw-card to pull 

customers into the produce section. 

Quality 

Management say they constantly need to ensure that the quality of the potatoes they 

are selling is high. They feel they must constantly monitor this and to some "extent 

put pressure on their suppliers. In their view the Industry's own quality controls 

and the statutory grading system in each State is "too wide" and does not meet the 

higher standards they (the supermarkets) demand. 
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Promotion 

All chains interviewed were very positive about the prospect of promotion for 

potatoes and consider it is long overdue. They are willing to consider participation 

through the placement of point-of-sale materials, recipe sheets and in-store 

sampling etc. 

Every executive interviewed stressed the importance of planning, co-ordination and 

excellent communication. These are vital if the industry wishes to have the chains' 

support of and involvement in promotional activity. 

Hours of Business 

Supermarkets' longer hours of opening are recognised as a potential problem in 

that potatoes are exposed to light for longer than they were beforehand. 

It is appreciated that there is need for staff training and close supervision in this 

area. Chains are well aware of the detrimental impact of consumer dissatisfaction 

regarding purchases from the produce section. 

Pre-packed or Loose and the Plastic Bag 

To meet customer demand it is considered essential to make potatoes available both 

in pre-packed bags and loose. Chain sales, and store-by-store comparisons, 

indicate a higher incidence of pre-packed bag purchase in lower socio-economic 

areas. 

Pre-packed bags are actively used as specials (often with much reduced margins) to 

entice people to the chain, and to the produce section. In many cases when 

specials are offered chains expect their contracted supplier to "wear" some of the 

discount. 

Supermarkets are well aware of consumer dissatisfaction with the plastic bag (pre­

packed) as a package but say that there is no viable alternative at present. They 

would welcome one though. 
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Potato Varieties 

Most supermarkets see little need to develop sales of lesser known potato varieties 

and would rather simply make available say two or three varieties of good all-

purpose potatoes in both washed and brushed form. The speciality varieties (for 

example, Toolangi Delight and Patrones) are considered a niche market too small 

for the chains to properly service. 

One chain is trialing sales of bags of 'chip' potatoes (a particular variety good for 

chipping) however it is too early yet to determine the results. 

Competition 

Management clearly recognises and can point to competition within their stores 

between fresh potatoes, processed potato products, pasta and rice. They see this as 

healthy, and as mentioned before, would welcome some competitive marketing 

activity on the part of fresh potatoes. 

SMALLER RETAILERS/GREENGROCERS 

The Importance of Potatoes 

All retailers interviewed were in no doubt that potatoes are a very important part of 

their business. Estimates ranged from 10% to 20% of trade in either volume or 

value. They see potatoes as the reason customers often come into their store, and 

so commonly position them at the rear to draw customers past all other produce. 

Store Location Influences Style of Sale 

The location of a particular store, in terms of customer demographics, is an 

important factor. For example, in lower socio-economic areas sales are mostly in 

pre-packed bags, more likely to be brushed than washed, and with little interest in 

the more distinct potato varieties. 
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In higher socio-economic areas on the other hand, customers are much more likely 

to be interested in new and different varieties of any kind of fruit or vegetable, 

including potatoes. While some pre-packed bags are sold, purchase of potatoes 

from loose bins or boxes predominates, and it is felt that some purchases are made 

on a meal-by-meal basis. Retailers in these types of areas also know, and feel they 

need to know more about the range of products they are selling. There seems to 

be a more positive service orientation between the retailer and the customer. 

Supply, Varieties and Quality 

There is little complaint on the part of smaller retailers about the quality of 

potatoes they buy. Most say that if they have quality problems they simply change 

supplier. They are aware of the frustration some consumers experience about the 

variability in size of potatoes in pre-packaged bags but feel there is nothing they 

can do about it. They see it as the packers'/wholesalers' responsibility and 

anyway, loose potatoes are available for those customers with a concern. 

Sale of the more exotic and lesser known varieties of potato seems to be more 

prevalent in Melbourne, less so in Sydney, and even less in the other mainland 

capitals. Where they are sold, retailers have gone out of their way to produce 

their own signs identifying the varieties and their attributes, although some growers 

(who appear to supply these potatoes direct to the retailers) have also provided 

small amounts of point-of-sale material. 

Competition 

In the lower socio-economic areas, in particular, retailers see themselves in direct 

and intense competition with the chains, particularly if there is one nearby. Many 

are experiencing declining sales as the chains increase their business. 

In the up-market areas on the other hand the threat does not seem so strong, 

probably because the store is more personal, individual and customer orientated. 
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Promotion 

Every retailer interviewed was positive about the need for promotion of potatoes. 

They all said they would be quite prepared to utilise point-of-sale material, recipe 

cards etc, and most were interested in the idea of in-store promotions, tastings and 

the like. 

Again, there was a strong call for information. They want to be told what is 

happening and feel part of it. 

PACKERS/PRODUCE MERCHANTS/WHOLESALERS 

It was interesting that the discussions with these groups revealed a wide diversity 

of views. It was clear that the function and importance of marketing needs to be 

really 'sold' to this group if they are to embrace and support programs. 

Quality 

When asked about quality controls, attitudes ranged from "it's the growers 

problem" to "we've all got to do something about it." There was, however, a 

fairly general feeling that the issue of quality control needs to be addressed at the 

grower end. 

It is their view that many consumer complaints about quality have their origin in 

how the potatoes are handled by retailers and the consumer. There is almost an 

"it's someone else's problem" attitude. 

Price 

It was stated repeatedly that the profit margins for them are too low. By the same 

token they engage in intense competition with their fellow merchants/wholesalers -

which usually manifests itself in very tight pricing policies. This problem of 

pricing and profits seems to depress their enthusiasm for any positive initiatives. 
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Packaging and Sizes 

There was scepticism, although perhaps reluctant acceptance of consumers' 

concerns/dissatisfaction about the plastic bag packaging. However, they do not 

consider a change is necessary. Not yet at least. The plastic bag suits them, they 

are set up for it, and that's that. 

The issue of variation of sizes is recognised as a possible consumer negative too. 

But the response was generally that the sizes packed are those which the 

regulations allow. If they were to narrow the range themselves, the result would 

be an increase in price and they would be left with more potatoes at the large and 

small ends of the range that they could not sell. 

Varieties 

There is little or no interest in the smaller volume, lesser known varieties. The 

produce merchants seem to want to just continue packing/selling what they do at 

present, with the possible exception that one or two varieties (such as Desiree) 

seem to be growing in consumer demand and interest. 

Supermarkets 

Those who supply supermarkets are happy with the arrangements and are looking 

to work more closely with the chains to improve the business relationship. For 

those who do not, their attitude is that the chains are damaging the 'traditional' 

marketing arrangements through their aggressive large volume buying practices. 

Marketing and Promotion 

All were positive about the need for marketing/promotion activity, but some were 

much more enthusiastic than others. 

Some responded to the idea of promotion activity with the strong view that 

'someone else would have to pay'. Many see it as a grower responsibility. 
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It was recognised that in view of the market size and task needed, the budget 

necessary will be substantial and a concern was expressed that this must be 

administered carefully and professionally. They asked what structure and 

guarantees there would be to ensure this. 
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SECTION 4 

THE 

COMPETITIVE 

ENVIRONMENT 
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4. THE COMPETITIVE ENVIRONMENT 

The competitive environment for fresh potatoes is intense. To develop strategies which 

will separate potatoes from their competition and build strong positive points of difference 

it is important to analyse the competition - and their strengths and weaknesses. 

The competition for fresh potatoes is not just alternative products. Potato purchase and 

consumption is also influenced by many different factors such as dietary patterns and 

other external influences over which the industry has virtually no control at all. 

This study has identified the competition for fresh potatoes as : 

• Rice 

• Pasta 

• Changes in dietary patterns 

• Changes in eating patterns 

4.1 RICE 

Like potatoes, almost all households (95%) eat rice. However, unlike potatoes, and in 

fact conversely, the frequency of rice consumption is higher in younger households and 

less with older people as the chart on the next page shows. 
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The key competitive strengths of rice are : 

It is white like potatoes, so it satisfies the need for a 'white' to go with the 

'green' and 'red/orange' vegetables on the plate. 

Rice has been consistently and heavily promoted in various media as 

modern, versatile, easy and nutritious. 

It comes in different varieties for different uses. 

Has existing appeal to many of the strongly growing ethnic groups in 

Australia. 

Is readily available everywhere. 

Keeps well. Does not go off. 

Rice is often involved in cross-promotion with other products such as fish, 

mushrooms etc. 

Is considered quick and easy to cook. 

It is often part of ethnic dishes and some ethnic trends which have 

experienced rapid growth among Australians, both long time 

residents and new-comers. 
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Rice is of consistent high quality. 

It usually turns out how expected when cooked according to directions. 

Suits 'modern' cooking and recipes. 

Has no nutritional negatives. 

Offers a 'change' from potatoes. 
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Pasta consumption too shows a pattern which is the inverse of potatoes, with younger 

households having more and older less. And like potatoes and rice, there is widespread 

consumption (90% of households). The graph below shows the pasta consumption pattern 

by age group. 

Number of meals prepared with pasta a week - by 
age of respondent 

<25 25 - 39 40 - 54 55 - 65 >65 

3+ times 

1-2 times 

•< weekly 

Never 

Key points relating to consumers' perceptions, attitudes and behaviour regarding pasta are 

much the same as for rice and are listed on the following page. Special note should be 

taken of the 'convenience' product development and branded promotion area. 
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Pasta's competitive strengths are : 

Strong branded competition in product development and aggressive 

promotion in the area of convenient, quick and microwaveable pasta meals 

and side dishes. 

Development and strong promotion of single serve and individual pasta 

based meals. 

White like potatoes and rice, so it satisfies the need for a 'white' to go with 

the 'green' and 'red/orange' vegetables on the plate. 

It comes in different varieties for different uses, visual appeal, tastes and 

novelty. 

Has appeal to the existing and growing ethnic groups as well as other 

Australians. 

Is readily available everywhere. 

Keeps well. Does not go off. 

Is considered quick and easy to cook. 

Consistent high quality. 

It usually turns out how expected when cooked according to 

directions. 

Suits 'modern' cooking and recipes. 

Has no nutritional negatives. 

Offers a 'change' from potatoes. Even promoted by one successful brand 

as "much better than boring old potatoes". 

4.3 CHANGES IN DIETARY PATTERNS 

There is much evidence that Australians' dietary patterns are changing at an increasing 

rate. Ethnic influences and the quest for healthier eating are two factors responsible for 

the most significant shifts. The more traditional meals such as baked dinners (which are 

virtually guaranteed to include potatoes) are just disappearing from the menu of many 

families. 
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4.4 CHANGES IN EATING PATTERNS 

There are a number of factors here also which impact, to a greater or lesser degree, on 

fresh potato consumption. These are : 

• Loss of the family meal occasion with much more individual meal 

preparation leading to an emphasis on convenience foods and 

quickly prepared meals (many of which do not contain potato). 

• Strong increase in out-of-home meal consumption at all manner of 

restaurants and fast food outlets such as McDonalds, KFC, Sizzler and 

Pizza Hut etc. In this case, fries or the occasional potato salad may be 

present but fresh potato products are not always guaranteed to be on the 

menu. 

• A similarly strong increase in take-home or home delivered meals, again 

many of which have no fresh potato content. 
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SECTION 5 

CREATING THE 
VISION 
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5. CREATING THE VISION 

To move forward we must know where we want to go. 

A 'Vision' is essential. It provides the focus for all marketing activity. In this case the 

vision will describe how the industry wants potatoes to be, and be seen, by consumers, at 

some point in the future. 

Before detailing the vision, described under "The Fresh Potato in 1998", it is appropriate 

to draw together the key points from the various background studies already covered. In 

effect this is a description of "The Potato Today". 

Attention is also drawn to Appendix C which outlines the situation in Britain and the 

United States in relation to potato consumption trends and factors influencing this. As 

well, Appendix C outlines Potato Market Development strategies being undertaken in 

each of these countries. 
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5.1 THE POTATO TODAY 

Potatoes are a very popular vegetable - the biggest in Australia both in terms of volume 

and value. But fresh potato consumption shows a marked decline among younger age 

groups. 

This is an absolutely vital issue. For it highlights not only the critical state of affairs 

at the moment, but also demands that the industry note the likely impact on 

consumption over the next 10-20 years and beyond, if nothing is done to redress the 

trend. 

There are many factors that are influencing the reduction in consumption among 

younger families and individuals. And in our judgment there is no reason to hope 

that people will increase consumption as they grow older. Without significant and 

sustained marketing effort, they will simply carry their current potato consumption 

behaviour through their life cycle. 

Important also is the impact this reduction on consumption will have on children's 

attitudes. If they grow up in a household where potatoes are consumed less 

frequently, then these consumption patterns are accepted as normal behaviour and 

carried on through their lifetime and to their children too. 

In short, the industry stands at a cross roads. Act now, and try to redress the 

declining pattern of consumption, or do nothing and see the market decline at an 

increasing rate. A paper1 presented by the Australian Bureau of Agricultural and 

Resource Economics to the National Potato Industry Conference held at Warragul 

(Vic) in 1990 indicated that fresh potato use had fallen from 39kg per person in 

1979/80 to 35kg per person in 1988/89. (Other data shows slight variance from these 

figures.) 

The Australian Potato Industry: An Overview. Peter J. Connell, Australian Bureau of Agriculture and Resource Economics. Paper 
presented to National Potato Industry Conference, Warragul, 18 June 1990 
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From what we know about age-related consumption patterns our best estimate is 

that, without industry intervention in the form of marketing activity, consumption 

patterns will fall to : 

31.43kg per person in 2003 

28.88kg per person in 2013 

27.95kg per person in 2023 

Consumers generally feel potatoes are 'traditional' - perhaps even old fashioned - and 

not in touch with modern eating and cooking styles. Despite this, they are considered 

good value for money (even cheap), versatile and important in the diet. A small 

proportion of people still cling to the view that potatoes are fattening, although the vast 

majority say they thought this was the case in the past. 

Potatoes are readily available everywhere, but they're not attractive or tempting to the 

consumer. They are just there. Virtually no point-of-sale promotional material exists. 

There is some interest in different, more specialised varieties but it seems to be limited. 

Few 'brands' are on the market. 

There are marked consumer concerns about quality and to a lesser extent size grading. 

The plastic bag used for pre-packs is a distinct negative. 

Supermarkets and smaller retailers see potatoes as a very important part of their business. 

Both are positive about and support the need for promotion/marketing activity. There is 

little or no information or education at the retail level. 

Potatoes' competitors, pasta and rice, are aggressive and successful marketers. They are 

stealing consumption from potatoes both because they are tuned-in to consumers' 

lifestyles and because potatoes remain silent. 
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The industry as a whole is not committed to the need for marketing effort. Little or no 

information has been available to provide industry with details about consumers' 

purchasing patterns, consumption behaviour and attitudes. 

Currently, there is little co-ordinated marketing or promotional effort (with the exception 

of the activity of the Western Australian Potato Marketing Authority). 
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Fresh potatoes today are fun and contemporary. They have an important part in today's 

modern, easy and convenient cooking styles as well as still being familiar and popular in 

more traditional meals. 

Though meal types and lifestyle continue to change there is always a place for fresh 

potatoes. Their popularity has come about through consistent impactful advertising, the 

development of new products and the promotion of new cooking ideas and recipes. 

Special education programs have also been directed at children. 

The potato, prepared in a simple and quick way is a great filling snack or light meal. 

Any concern about potatoes being fattening has all but disappeared as a result of 

consumer education. More and more people are preparing potatoes in new healthier 

ways. 

Potatoes are 'visible' in the media through stories, recipes, features, etc and are regularly 

involved in cross-promotion with other foods. 

The price of potatoes now reflects their importance and value. No longer are they a 

commodity. A strong and growing market for speciality varieties exists, being well 

catered for by individual growers, smaller retailers, and, to a lesser extent, supermarkets. 

Some brands are on the market, developed by both growers and packers and these are 

actively promoted. 

The plastic bag pre-pack has been replaced by a package with properties which help to 

prolong the life of potatoes. 
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Complaints about quality are virtually non existent. This is because of the industry's own 

commitment to higher quality and a concerted education campaign directed to consumers, 

retailers and the industry. 

A strategic marketing plan has been developed and implemented by industry to 

realise this vision. 
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APPENDICES 
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APPENDIX A 

KEY FINDINGS FROM QUALITATIVE 
RESEARCH IN SYDNEY, MELBOURNE 

AND ADELAIDE 
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1. INTRODUCTION 

This report details the key findings to emerge from the focus groups conducted in 

Sydney, Melbourne and Adelaide. 

In each city four groups were arranged on the basis of household structure as follows: 

Young single people/young couples (males and females) with no children in the 

household. 

The female head of household where the youngest child is still of pre-school age. 

The female head of household where the youngest child is still of school age. 

Women aged 50-70 with "grown up" children still living at home or no children in 

the household. 

The participants were the main grocery buyer for their households. 

The groups were conducted over the period 3rd May to 12th May and were moderated by 

the principal consultant, Ross Harrison. 

The purpose of the qualitative research was to explore potato purchase, preparation and 

consumption and to identify key areas requiring further analysis and qualification. 

Care should be taken in interpreting the findings. Although some 100 people took 

part in the groups it is still a relatively small sample and no broader assumptions 

should be made. 
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2. WHAT PEOPLE THINK ABOUT POTATOES 

2.1 "Potatoes - a part of life" - But for how long? 

Potatoes hold an enviable position of strength in the hearts and minds of most consumers. 

They are considered a staple - and an essential part of many 'traditional' meals. 

People see potatoes as linked to old fashioned, positive family values. They are familiar 

and reliable. For example, some respondents talked about "going to mum's for a roast 

dinner" and knowing that they would get mum's roast potatoes - and liking it very much. 

Most people, especially older consumers, feel "it is important to always have potatoes on 

hand" and are somewhat uneasy if they run out. 

However, this position is simply not enough to sustain, let alone increase consumption. 

As will be seen there are negatives about potatoes, and strengths inherent in other 

products, which threaten the current level of potato consumption and also consumer/meal-

preparer loyalty. In addition there are a number of fundamental trends in the way people 

eat these days which appear to be leaving potatoes behind. It was evident that whereas 

older people have potatoes on the menu several times a week, this is not always the case 

with younger folk. 

But, the versatility, familiarity, convenience and price of potatoes are real marketing 

strengths. These provide a solid platform for the future. 
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2.2 Are potatoes vegetables? 

Yes and no. 

When asked to name their five most important or regularly consumed vegetables virtually 

all group members included potatoes on their list. This was consistent cross all age and 

family-structure groups. 

Interestingly though, when talking about specific meals people often spoke of "the meat, 

the potato and the vegetables". For many, potatoes are seen as a separate, special 

vegetable. 

2.3 How important are potatoes? 

Potatoes are generally, very important in the more traditional meal types (steaks, chops, 

roasts). Most would even go as far as to say that some of these meal types are "not a 

proper meal without potatoes" (particularly a roast). Another strong guide to the 'proper 

meal' concept is the idea that a meal should have a green, red (or orange) and white 

vegetable. This view is held across all groups, but stronger in the older ages. By far the 

most commonly preferred white vegetable is potatoes. 

It is, however, recognised that the frequency of these traditional meals is declining and 

with that decline goes a corresponding reduction in the number of occasions. when 

potatoes are consumed. It appears that this shift in dietary pattern is more pronounced in 

younger people .... singles, couples and families. 
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2.4 Potatoes and nutrition 

There was a reasonable degree of recognition of potatoes as a good source of 

carbohydrate or starch. The other nutrients in potatoes were virtually unknown. 

The perception that 'potatoes are fattening' seems to be a thing of the past - though most 

said they believed for a long time that potatoes were fattening. 

The method of preparation, and what is put on/in potatoes is clearly understood as a 

potential nutrition negative. However, most respondents were able to talk about the 

'better' ways potatoes can be prepared. 

When asked about the comparative nutritional qualities of potato alternatives such as pasta 

and rice most in the groups felt there was little difference, with both delivering the same 

sort of nutritional benefits as potatoes. 

Overall, the importance of diet and nutrition appeared to be of more concern among the 

older groups perhaps as we would expect. 
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3. PURCHASE. PRICE. STORAGE. HANDLING AND 

PREPARATION 

3.1 Where and how potatoes are purchased? 

Within these groups it seemed that potato purchasing is split fairly evenly between 

supermarkets and other fruit and vegetable retailers. Singles, young couples and older 

couples tended to (but did not exclusively) buy loose potatoes, while families were more 

likely to be bag purchasers. The size of bags purchased depended very much on 

frequency of consumption, cost and family size. 

Those buying bags do so because they are cheaper. They hope to get a potato which will 

perform adequately in different cooking situations - but are sometimes disappointed. It 

was evident that 'bag' buyers also buy loose potatoes for particular occasions and meal 

types. 

Those who buy potatoes loose do so because: 

• They don't need a whole bag. 

• They want better control over quality. 

• They want to select a particular size. 

• They don't like the plastic bag packaging. 

• And to some extent there is a feeling that loose potatoes may be fresher. 

Appearance is very important. This is one reason for the popularity of washed varieties. 

People can see what they are buying. 
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3.2 Impressions of price 

The group members buying for families, or older couples were more likely to be able to 

talk specifically about how much they pay for potatoes. Young singles and young couples 

were less aware, and did not seem to care so much. This probably reflects both their 

overall grocery shopping patterns and the fact that their potato purchases are more often 

loose and specific need/meal related. 

Overall however, the vast majority of participants perceived potatoes as a cheap and 

inexpensive vegetable. There was a degree of-recognition that loose ones cost more 

(because they have the privilege of selecting them themselves), and washed varieties will 

be more expensive (because they have been through a preparation-for-sale process). 

It was mentioned by some people that bags of potatoes are sometimes 'specialled' in 

stores and supermarkets to "get the customer in". This, together with the view of 

potatoes cheapness, strengthens their overall commodity or generic image. 

Questions were asked about demand sensitivity in relation to price changes. Most in the 

groups felt that normal increases in price have little or no impact on their purchasing 

patterns "You still have to have potatoes". 
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3.3 How are potatoes handled and stored? 

With regard to storage, virtually all participants knew that potatoes need to be stored in a 

dark place. Some people said they stored their potatoes in the fridge, but mainly they are 

kept in cupboards of one type or another including the cupboard under the kitchen sink. 

While all who purchase potatoes pre-packed in plastic bags mentioned the need to take 

them out of the plastic for storage, there was widespread dissatisfaction about the bags 

poor storage qualities (sweating, going off). 

There did not appear to be any major differences in understanding of handling and storage 

issues between the groups. 
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3.4 How do people prepare their potatoes? 

From the groups it seemed the vast majority of consumption is in the traditional, or usual 

forms - baked, roasted, boiled and mashed. In each group at least one person talked 

about a potato preparation involving sliced potatoes, milk or cream and cheese. 

One of the often-mentioned strengths of potatoes is their versatility. However, for most 

people there are hard and fast rules. For example, only roast potatoes would be served 

with a roast. Or one family might have only mashed potatoes if they were having 

sausages. Or one would be very unlikely to have mashed potatoes with fish. The thought 

process seems to go:- "I'm going to have XYZ meat for this meal, so I will do the 

potatoes ABC way". 

In each group there seemed to be at least a couple of people who had recognised the ease 

and convenience of microwaving potatoes whole in their jackets. Interestingly, within 

these groups, the use of the microwave for potato preparation seemed to be somewhat 

more prevalent among the older respondents. 

Only a minority of people appeared to be preparing potatoes as baked and then filled. 

Mention of it generated interested, but it is just something not many had tried. Some 

people mentioned being able to buy potatoes done this way at the shops or some take­

away situations, but again only a few had tried them. 

When entertaining, potato preparation is different again {"You wouldn't serve mashed 

potatoes to guests"). For a special dinner, people feel the need to do something special 

with the potatoes. They head for their recipe books, or simply repeat their own tried and 

tested 'different' recipe. The exception is where a roast is served. Again, only roast 

potatoes. 

Many in the groups reported that they, and their family members each had a personal 

favourite way they like potatoes. It varied for each person, but was a strong feeling 

which seemed to be based both in taste and emotional satisfaction. 
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4. QUALITY AND PACKAGING 

Across all groups there were some important concerns expressed about quality and 

packaging. 

Consumers by and large are buying potatoes on eye appeal. This, together with aspects 

of preparation has led to the popularity of the washed varieties. Clean, bright, fewer eyes 

("You can see what you are getting"). There is a feeling that potatoes purchased in pre­

packed bags are not of consistently good enough quality. Bruises, cuts and other 

blemishes are mentioned. It matters not to consumers that these things can be cut or 

peeled out. Many were able to articulate specific examples of frustration/dissatisfaction 

in this area. With some it even borders on anger, with the feeling that the industry is 

just mixing the poorer quality potatoes in with others in the bags. This concern about the 

quality of pre-packed potatoes is only reinforced by the chains and stores specialling 

("They must be the cheaper ones"), and the significant premium charged for the loose 

varieties ("They must be the better quality ones"). 

The second, and just as disturbing 'quality' complaint relates to the plastic bag 

packaging. It must be understood that while the 'problem' is with the packaging, the 

complaint is about what consumers perceive it does to the potatoes. Almost universally 

people in the groups strongly dislike the plastic bag as a package. They believe it makes 

the potatoes "sweat and go off sooner". They see it as a principal reason potatoes sprout, 

go green and rot "more these days than they used to" and the colour of the plastic was 

seen by many as a deliberate strategy to deceive consumers because the green is not 

evident. The bags are a reason some people feel forced to buy their potatoes loose. 

Another quality issue relates also to varieties. Feelings of frustration were expressed by 

people were having purchased potatoes and found that they did not perform as expected 

when cooked. For example they might have been fine when baked but fell apart or went 

grey when boiled or steamed. When this happens consumers feel duped. 
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5. VARIETIES AND GRADING 

When asked about varieties the groups talked mostly of "washed" and "dirty". The 

differentiation for what the industry called 'brushed' seems to be in the consumers 

description of "dirty" and "very dirty". Most were also able to call to mind "Pontiacs" 

or the red-skinned ones. But further knowledge of the names of other varieties, or their 

qualities, were extremely limited. Participants were aware that the washed and dirty ones 

probably came in a few different varieties, but it appears they did not know which, nor 

how each variety might be best cooked. It seems there is a serious lack of understanding 

here on the part of the consumer, and a dearth of information on the topic at retail level. 

When one or two group members reported favourably on buying and cooking a particular 

and different variety there was quite some interest expressed by the other group members. 

Similarly, one or two people reported reading somewhere about the range of potato 

varieties, but were not able to be more specific than that. 

As mentioned earlier, people seem to be heavily influenced by how the potato looks when 

they are purchasing. In addition, there was a strong dislike expressed particularly by the 

younger respondents, to the mess made when preparing the unwashed or "dirty" variety. 

Hence the popularity of the washed varieties, both loose and pre-packed. Many also said 

they dislike having to peel potatoes. 

On the other hand, there is a group of budget shoppers who will go for the unwashed 

potato each time because of cost saving. And some members of the groups, again more 

the older respondents were of the opinion that the unwashed potato lasts longer and may 

even be fresher. There also seemed to be a perception that they don't go green as 

quickly. 

The issue of grading arises only in relation to those people purchasing pre-packed bags. 

Some recalled that the bags are marked Grade 1, but when this was discussed it was 

agreed that this means nothing really because they have never seen Grade 2. 
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In talking about the size of potatoes in pre-packed bags there were clearly two schools of 

thought. Everyone realises there is marked variation in the size of potatoes in pre-packed 

bags. For some this is a frustration, as they would prefer to be able to buy uniform 

sizes. For others it is no problem as they use the different sizes for different cooking 

methods. Those wanting consistent sizes are frustrated and feel it is unfair that they are 

forced sometimes to pay more and buy loose. 
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6. PASTA. RICE AND EATING TRENDS 

Participants were asked to talk about pasta and rice and how these might have had an 

impact on the consumption of potatoes in their households. The majority of households 

are eating pasta and rice more these days than they used to, though this seems to be more 

the case for the younger families and young singles and couples. Reasons given are 

mostly: 

• For a change from potatoes - tasty and different 

• Quick and easy - more convenient 

• More variety in the household meals - we eat differently these days 

In fact the inroads into potato consumption are twofold. First, pasta or rice are being 

substituted directly for potatoes in specific 'normal meals' (say with a steak or 

chicken). Second, the meal itself has changed with different and ethnic-influenced 

dishes being prepared. Dishes which traditionally have no potato content. 

Some participants in the young families and the young singles/couples groups spoke of the 

pressure on their time. Many single parent households, and those with both parents 

working, find it increasingly difficult to juggle their various time demands. Foods which 

offer convenience and ease or speed of preparation are definitely appealing. Both rice 

and pasta are successfully using these benefits in their marketing strategies. 

Two other trends in household eating also emerged. Participants who were young 

couples or those with families, including older children, talked about the demise of the 

family or group meal occasion and the increase of independent or singular meal 

preparation and eating. Rice and pasta dishes seem ideally suited to this trend. 

Secondly, the number of meals eaten out, or purchased out and brought-in (or home-

delivered) continues to increase. With many of these the only opportunity for potato 

consumption will be if a restaurant includes potato in a dish, or if chips/fries are included 

in the take-away/home-delivery purchase. 
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8. A LIKES AND DISLIKES SUMMARY 

The participants in each group were asked to say what it is about potatoes they like and 

dislike. There was remarkable consistency across all groups. Their answers are listed 

here, not in any order of priority, to provide a snapshot of potatoes' strengths and 

weaknesses from the consumers viewpoint. 

It will be noted that many likes and dislikes have already been dealt with in various 

sections of this report. In addition, some aspects are reported as both a like and a dislike. 

This reflects the diversity of views. 

People in the groups liked:-

• The taste. Eating them. 

• They are a good filler - substantial. 

• A neutral flavour, goes well with other things. 

• Versatile and flexible - can be cooked various ways. 

• Clean small ones because they are easy to prepare. 

• Nutritious. A good carbohydrate source. 

• Always available. 

• Easy to cook. 

• Quick to cook. 

• Good value for money. 

• Keep well. 

• Can buy them anywhere. 

People in the groups disliked:-

• The way they go green so quickly - then having to waste by throwing out. 

• Plastic bags make them sweat. 

• Having to carry a heavy bag home (mostly the older respondents). 

• Peeling. 

• Too many eyes. 

• The mess made by dirty ones when washing and peeling. 

FRESH POTATO MARKETING RESEARCH - JANUARY 1994 



58 

They sometimes don't cook as expected. 

Plastic bags - you don't know what's in them. 

You get some with black centres. 

When they go soft or sprout. 

Finding somewhere to keep them. They're dirty. 

Take too long to cook. 

Inconsistent size in bags. 

Washed ones go off more quickly. 
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APPENDIX B 

KEY FINDINGS FROM QUANTITATIVE 
RESEARCH IN SYDNEY, MELBOURNE 

AND MELBOURNE 
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1. INTRODUCTION 

This report covers the findings from the quantitative research - a telephone survey of 

1000 households. These were randomly selected from the relevant White Pages telephone 

directories in each city and the respondent was the person in the household who does 

most of the food shopping and preparation. Up to four call backs were made to 

households in order to contact this person before the household was replaced. Interviews 

were conducted from the Harrison Market Research Centre, Adelaide between 13th and 

21st June 1993. 

The number of interviews conducted in each city was proportional to population size: 

Sydney (467), Melbourne (397) and Adelaide (136). 

In the report which follows, a Profile of Respondents is outlined in Chapter 2 whilst the 

Principal Findings are reported on in Chapter 3. 
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2. PROFILE OF RESPONDENTS 

As mentioned in the Introduction, the respondent in each selected household was the 

person who does most of the food shopping and preparation. Not surprisingly, the vast 

majority were females : 

Gender 

Females 

Males 

% of respondents 

(sample size = 1000) 

84.3 

15.7 

Their age distribution was as follows 

Age of respondents 

Under 25 

25-39 

40-54 

55-65 

Over 65 

% of respondents 

(sample size = 1000) 

6.5 

34.2 

32.7 

13.0 

13.6 

More than half of the respondents are in the workforce - including one third who work 

full-time: 

Are you personally in the workforce? (If so) Do vou work full or part time? 

% of respondents 

(sample size = 1000) 

In workforce : 

- full time 34.7 

- part time 19.9 

Total 54.6 

Not in workforce 45.4 
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The following table summarises the composition of the households where interviews were 

conducted : 

Household composition % of respondents 

(sample size = 1000) 

Middle family - couple or single parent - youngest 

child of school age 24.7 

Couple - no/children/no children at home 23.0 

Single person/group of people 20.4 

Mature family - couple or single parent - children , 

past school age but still living at home 17.5 

Young family - couple or single parent - youngest 

child 

Not yet at school 14.4 

The following tables show the number of people in the households where interviews were 

conducted and the number of people in each household who eat potatoes : 

Number of people in household %of households 

(sample size = 1000) 

One 14.3 

Two 29.6 

Three 18.9 

Four 21.6 

Five 10.6 

Six 3.9 

Seven 0.5 

Eight 0.6 
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Number of people in household who eat potatoes % of households 

None 0.3 

One 14.8 

Two 29.9 

Three 20.3 

Four 19.7 

Five 10.6 

Six 3.3 

Seven 0.5 

Eight 0.6 

More than seven out of every 10 respondents were born in Australia. The United 

Kingdom & Ireland was the most frequently mentioned birthplace amongst those who 

were born overseas : 

Country of birth % of respondents 

(sample size = 1000) 

Australia 71.4 

UK and Ireland 9.0 

Asian Country 2.6 

Germany 1.8 

New Zealand 1.6 

Italy 1.5 

Greece 1.1 

African country 1.1 - ' 

Holland 0.9 

South America 0.5 

North America 0.4 

Yugoslavia 0.3 

Scandinavia 0.2 

Other 7.6 
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The greatest number of respondents fell into the $20,000 - $40,000 category when 

respondents were asked to nominate their gross annual household income : 

Gross annual household income % of households 

(sample size = 1000) 

Up to $12,000 9.9 

>$12,000- $20,000 10.8 

>$20,000- $30,000 13.8 

> $30,000- $40,000 14.6 

> $40,000- $50,000 . 11.1 

> $50,000- $60,000 6.9 

> $60,000- $80,000 6.1 

Over $80,000 6.3 

Not stated 20.5 
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3. PRINCIPAL FINDINGS 

3.1 Vegetables eaten most often 

Initially, respondents were asked to name the five or six vegetables which are most often 

eaten in their household. (If the respondent asked in which season of the year, the 

interviewer indicated that they should named the vegetables most often eaten at the time 

of interview, i.e. June). 

Heading the list were potatoes (mentioned by" 81.2% of respondents), followed by 

carrots (74.8%). These two were somewhat ahead of the next group which included 

broccoli, beans, peas, pumpkin and cauliflower : 

Which are the five or six vegetables most frequently eaten in vour household? 

Vegetable 

(includes multiple responses) (sample size 

Potatoes 

Carrots 

Broccoli 

Beans 

Peas 

Pumpkin 

Cauliflower 

Onions 

Tomatoes 

Cabbage 

Lettuce 

Zucchini 

Spinach 

Sweet corn 

Brussel sprouts 

Celery 

= 1000) 

% of respondents 

81.2 

74.8 

54.3 

44.2 

41.6 

39.1 

38.6 

23.1 

20.1 

19.7 

13.6 

13.6 

10.4 

9.8 

9.3 

8.3 (continued overleaf) 
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Which are the five or six vegetables most frequently eaten in your household? 

(continued) % of respondents 

Mushrooms 6.5 

Cucumber 5.0 

Capsicum 4.6 

Parsnips 3.2 

Eggplant 1.9 

Sweet potato 1.7 

Choko 1.4 

Squash/button squash - 1.4 

Swedes 1.2 

Broad beans 1.2 

Turnips 1.0 

Spring onions 0.9 

Snow peas 0.9 

Avocado 0.8 

Leeks 0.8 

Fresh herbs 0.3 

Beetroot 0.3 

Radish 0.1 

Other 3.4 

When segmented by age, potatoes were most popular in each age group, followed by 

carrots with broccoli occupying third position amongst those aged under 55. Amongst 

respondents aged over 65, beans were the third most often named vegetable and in the 55 

- 65 age group, potatoes and carrots were followed by beans, broccoli and pumpkin 

which were mentioned by similar proportions of respondents. 
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3.2 Number of meals per week which include potatoes 

All but three respondents (99.7%) eat potatoes at home - with nearly every respondent 

(98.2%) having at least one meal a week prepared in their household which includes 

potatoes. At the upper end, more than two out of every five respondents (42.6%) have 

five or more meals. The most frequently mentioned number of meals was 3 - 4 meals 

(36.4%) : 

In an average week, how many of the meals prepared in your household would vou 

estimate include potatoes? -

% of respondents 

(sample size = 1000) 

1-2 meals 19.3 

3 - 4 meals 36.3 

5 - 6 meals 28.2 

7 - 8 meals 13.9 

9 -10 meals 0.2 

11 - 12 meals 0.1 

More than 12 meals 0.2 

Total - at least one meal a week 98.2 

Do not eat potatoes weekly 1.5 

None, never eat potatoes 0.3 
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When segmented by age, the proportion who eat potatoes with at least 5 meals a week 

increased with age : 

% who have meals with potatoes/week 

Never/Less 1-2 times 3-4 times 5+ times 

than weekly 

1.5 8.8 21.3 68.3 

0.8 10.0 28.5 60.8 

1.8 17.1 38.2 42.8 

2.3 . 25.1 43.9 28.7 

1.5 40.0 33.8 24.6 

When the three respondents who said that they never eat potatoes were asked the reason 

for never eating them, two indicated that they mainly eat out and when they have meals 

at home these never include potatoes. The remaining respondent was Chinese and 

prepares Chinese food which excludes potatoes. 

By age (sample size) 

Over 65 (136) 

55-65 (130) 

40-54 (327) 

25-39 (342) 

Under 25 (65) 
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3.3 Number of meals a week which include rice 

Almost all respondents (95.5%) eat rice - with approximately 70% of respondents who 

have one or more meals a week using rice. Whilst just over 50% of households prepare 

1 or 2 meals (the most frequently nominated number), approximately 20% have three or 

more meals: 

In an average week how many meals prepared in vour household would vou estimate 

contain rice? 

*• % of respondents 

(sample size = 997) 

1-2 meals 51.2 

3 - 4 meals 14.4 

5 - 6 meals 2.7 

7 - 8 meals 2.2 

9 -10 meals 0.3 

11 - 12 meals 0.3 

More than 12 meals 02 
Total - have at least one meal with rice a week 71.3 

None, do not eat rice weekly 24.2 

Total - ever eat rice 95.5 

Never eat rice 4.5 
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The number of rice meals decreased with age, as can be seen from the table below: 

% who have meals with rice/week 

By age (sample size) Never Less than 

weeklv 

1-2 times 3+ times 

Under 25 (64) 4.75 25.0 39.1 31.3 

25-39 (341) 2.9 19.1 51.9 26.1 

40-54 (326) 3.4 22.1 55.2 19.2 

55-65 (130) 6.9 27.7 56.2 9.2 

Over 65 (136) 8.8 - 38.2 40.4 12.4 

Number of meals a week which include Dasta 

Approximately 90% of households ever prepare meals which include pasta - with about 

70% which have at least one meal a week. 1 or 2 meals (56.4%) was the most popular 

number of meals, although one household in eight (12.6%) has pasta in three or more 

meals per week : 

In an average week how many meals prepare in vour household would you estimate 

contain pasta? 

% of respondents 

(sample size = 997) 

I - 2 meals 56.4 

3 - 4 meals 10.9 

5- 6 meals 1.2 

7 - 8 meals 0.4 

II - 12 meals 0.1 
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The percentage of respondents who indicated that their household ever prepares meals 

with pasta and the frequency with which it is eaten also decreased with age : 

By age 

Under 25 

25-39 

40-54 

55-65 

Over 65 

(sample size) 

(64) 

(341) 

(326) 

(130) 

(136) 

Never 

3.1 

1.2 

4.9 

18.5 

33.8 

% who have meals with pasta/week 

Less than 1-2 times 3+ times 

weekly 

17.2 

15.2 

20.6 

30.8 

34.6 

53.1 

67.7 

61.3 

44.6 

28.7 

26.6 

15.9 

13.1 

6.2 

2.9 

3.5 Where potatoes are purchased 

When asked where they usually buy the potatoes for their household, similar proportions 

name a greengrocer (47.3%) and supermarket (44.8%). These two responses accounted 

for the vast majority of all respondents as can be seen from the table below 

Where do you usually purchase the potatoes for vour household? 

(includes multiple responses) % of respondents 

(sample size = 997) 

Mostly from the greengrocer/specialist fruit and 

vegetable dealer 47.3 

Mostly from the supermarket 44.8 

Wholesale market 5.7 

Home grown 1.0 

Roadside stall 0.9 

Other 1.3 

When further segmented by location, age and family structure, there was nothing much to 

separate the various sub-groups with the exception of the under 25's where more (56.3%) 

buy their potatoes at the supermarket than at the greengrocer (37.5%). 
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3.6 Frequency of buying potatoes for the household 

Respondents are most likely to buy their potatoes weekly (44.9%) or fortnightly 

(30.8%). 

To summarise : 

just over half (51.8%) buy potatoes weekly or more often, 

almost one third (32.0%) make a purchase every 10 days/fortnightly and 

the remainder (16.1 %) purchase them less often than once a fortnight: 

How often would you usually buy potatoes for vour household? 

% of respondents 

(sample size = 997) 

5 or more days a week 0.1 

3 - 4 times a week 1.3 

Twice a week 5.5 

Once a week 44.9 

Total - weekly or more often 51.8 

Every 10 days 1.2 

Once a fortnight 30.8 

Total - every 10 days/fortnight 32.0 

Every 3 - 4 weeks 13.5 

Less than monthly 2J 

Total - less often than fortnightly 16.1 

FRESH POTATO MARKETING RESEARCH - JANUARY 1994 



73 

The frequency of purchase was highest amongst respondents aged 40+ than those aged 

under 40 : 

% of respondents who buy 
potatoes weekly or 
more often 

By age : (Sample 
size) 

55-65 (130) 63.1 

40-54 (326) 57.0 

Over 65 (136) 54.4 

Under 25 (64) 45.4 

25-39 (341) 42.9 
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3.7 Potatoes purchased prepackaged or loose 

Similar proportions of respondents buy potatoes loose (47.3%) and prepackaged in a bag 

(42.4%); however, in this case, a difference was apparent when segmented by city - with 

Sydney respondents more likely to buy potatoes in a bag whilst those from Melbourne 

and Adelaide were more likely to opt for loose potatoes : 

Do you usually buy potatoes in a prepackaged bag or loose? 

% of respondents 

Total Svdnev Melbourne Adelaide 

(Sample size) (997) (464) (397) (136) 

Loose 47.3 35.3 58.7 55.1 

Bag 42.4 53.7 31.7 35.3 

Half bag/half loose 9.8 10.3 9.3 9.6 

Other 0.4 0.6 0.3 0.0 

Whilst respondents under the age of 55 were fairly evenly divided between bag and loose 

purchases, those in the older age groups (55+) favoured buying loose potatoes. When 

analysed by family structure, respondents with young and middle families were more 

likely to purchase potatoes in bags whilst couples and single people preferred loose 

potatoes : 

FRESH POTATO MARKETING RESEARCH - JANUARY 1994 



75 

% of respondents who usually buy potatoes; 

By age: 

40-54 

25-39 

Under 25 

55-65 

Over 65 

e size) In a Bag Loose 

(326) 47.5 41.1 

(341) 46.3 44.9 

(64) 45.3 45.3 

(130) 31.5 60.0 

(136) 29.4 57.4 

% of respondents who usually buy potatos 

(Sampl< ; Size) In a bag Loose 

By family structure: 

Young family (144) 57.6 35.4 

Middle family (247) 51.4 36.4 

Mature family (175) 46.9 40.0 

Couple (230) 33.5 58.3 

Single person (201) 26.9 63.2 

The 423 respondents who buy potatoes prepackaged in a bag were then asked the size of 

the bag when they made their last purchase. The most popular size was 5 kilogram bag 

(40.9%). 2.5kg, 2 kg and 10kg bags were also popular, with each being mentioned by 

about one respondent in five : 
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size was the bag? 

% of respondents who buv prepackaged potatoes 

(includes multiple responses) (sample size = 423) 

5kg 40.9 

2.5kg 21.3 

2kg 19.6 

10kg 17.0 

1kg 5.4 

20/25kg 3.1 

1.5kg 2.1 

Other 11.1 

Don't know 2.6 

The 5kg bag dominated in Melbourne (64.3% had bought one of this size on their most 

recent purchase) and Adelaide (70.8%) whilst, in Sydney, several sizes were popular (2kg 

: 25.7%; 5kg : 23.3%; 2.5kg : 22.9%; 10kg : 16.1%). 
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3.8 Purchase of different types of potatoes 

When asked whether they ever buy potatoes for special occasions or a particular purpose 

which is different from the type they usually purchase, just over half (51.6%) answered in 

the affirmative - with the most likely frequency being monthly (12.3%) or every couple 

of months (15.9%) : 

Sometimes people buy potatoes for a special occasion or a particular purpose and 

thev buy a different sort of potato to the ones thev usually buy. About how often 

would you do that? 

% of respondents 
(sample size = 997) 

Weekly or more often 4.4 

Every 2 -3 weeks 8.0 

Monthly 12.3 

Every couple of months 15.9 

Every six months 6.9 

Less than every six months 3̂ 9 

Total - ever buy potatoes for 

special occasion/particular 

purpose 51.6 

Never 48.4 

Respondents aged 25 - 65 were more likely to buy a particular type of potato for a special 

purpose than those older or younger whilst, when analysed by family structure, those with 

middle families were most likely to buy them and single people were least likely to do so 
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% ever buv potatoes for 
special occasion 

(Sample size) /particular purpose 

By age: 

40-54 (325) 58.6 

55-65 (130) 54.6 

25-39 (341) 50.4 

Over 65 (136) 40.4 

Under 25 (64) 39.1 

By family structure: 

Middle Family 

Mature family (247) 62.3 

Couple (175) 53.7 

Young family (230) 50.9 

Single person (144) 47.2 

(201) 40.3 

A dinner party was the most frequent response (from 34.8%) when those who ever buy 

a particular type of potato for a special occasion were asked for what occasion or purpose 

they make this purchase. For boiling potatoes in their jackets was also a popular 

reason (mentioned by 21.6% of these respondents) : 

What is the occasion or purpose for which vou buy a different sort of potato? 

(includes multiple responses) % of respondents who ever buy a particular type 
of potato for a special occasion/purpose 

(sample size = 514) 

34.8 

21.6 

2.3 

48.8* 

other responses included : for variety, for a special dish or recipe, baked whole or 

for a barbeque/to cook on the weber. 

Dinner party 

Boiling in their jackets 

Making chips 

Other 
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These respondents are most likely to buy small new potatoes (45.5%) for those occasions. 

Pontiacs (24.1%) were also popular : 

What sort of potatoes would you normally buy on those occasions? 

(includes multiple responses) 

Small new ones 

Pontiac, red ones 

Washed ones 

Chats, cocktails 

Uniform size ones 

With few blemishes 

Other 

% of respondents who ever buy a particular type 

of potato for a special occasion/purpose 

(sample size = 514) 

45.5 

24.1 

9.9 

9.5 

6.2 

0.6 

17.1 

In Sydney, small new ones (54.8%) dominated, followed by chats, cocktails (15.4%); 

the latter being of little consequence in either Melbourne or Adelaide where small new 

ones (Melbourne : 35.0%; Adelaide : 39.7%) and pontiacs/red ones (Melbourne : 

31.0%; Adelaide : 32.8%) were most popular. 
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3.9 Type of potatoes normally bought 

Washed potatoes are the most popular type of potatoes bought by respondents. Almost 

half (47.8%) indicated that they usually purchase this type, with similar proportions 

buying brushed (25.7%) and those with dirt (24.4%). 

When analysed by location, whilst washed potatoes were ahead of the other two types in 

both Sydney and Melbourne, they really dominated in Adelaide (being purchased by three 

quarters of all respondents) : 

What type do vou normally buy? % of respondents 

(includes multiple responses) Total Sydney Melbourne Adelaide 

(sample size) (997) (464) (397) (136) 

Washed 47.8 40.9 46.3 75.7 

Brushed 25.7 31.0 24.7 10.3 

With dirt 24.4 26.9 25.4 12.5 

Washed potatoes were most popular in all sub-segments when responses are analysed by 

age and family structure. 

Amongst those who buy washed potatoes, the main reasons for purchase are : 

they are easier to prepare/less inconvenient 

dislike dirt on them/too messy 

These were also often cited as reasons for buying brushed potatoes, along with : 

cheaper and 

last longer/keeps them from going green/don't go soft as quickly. 

With potatoes with dirt, the last two factors mentioned above, i.e. cheaper and last 

longer were the main reasons for buying them : 
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Why do you usually buy them like that? 

% of respondents who buy potatoes : 

(includes multiple responses) Washed Brushed With dirt 

(sample size) (477) (256) (243) 

Easier to prepare/less inconvenient 

Dislike dirt on them/too messy 

Can see what I'm getting/can see quality 

It's just what I've always done - traditional 

- never thought to do different 

Cheaper 1.9 

Last longer/keeps them from going green/ 

don't go soft as quick 

They are the only kind sold where I shop 

More natural 

You get them fresher than if they have to go 

through the time for a cleaning process 

Other 

46.7 19.1 1.2 

40.5 20.7 0.0 

13.2 7.4 2.5 

4.4 10.1 8.2 

23.8 36.6 

1.0 17.6 27.6 

0.8 2.7 2.1 

0.6 3.5 9.1 

0.2 3.1 7.0 

11.9 15.6 25.9 
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3.10 Cost per kilogram for most recent purchase of potatoes 

Almost half of the respondents (45.5%) had no idea how much their most recent purchase 

of potatoes cost per kilogram. 

Most of those who named a price (41.1% of total respondents) nominated a price between 

25 cents and $1.00 a kilogram. The overall findings and those when segmented by city 

of residence are tabled below : 

The last time you bought potatoes (the way thev usually buy them), how much did 

the potatoes cost per kilogram? 

(sample size) 

% of respondents 

Total Sydney Melbourne Adelaide 

(997) (464) (397) (136) 

Less than 25 cents 1.1 0.9 1.0 2.2 

25-50 cents 13.0 8.6 16.1 19.1 

51-75 cents 12.7 9.9 15.1 15.4 

76 cents - $1 15,4 16^2 15A 13.2 

Total - 25 cents - $1 41.1 34.7 46.6 47.7 

$1.01 - $1.25 4.2 4.3 3.0 

$1.26-$1.49 4.7 5.0 4.5 

$1.50-$2.00 2.8 4.7 1.0 

More than $2.00 0.4 0.9 0.0 

Total - more than $1 12.1 14.9 8.5 

7.4 

4.4 

1.5 

O0 

13.3 

Don't know 45.5 49.6 43.8 36.8 

FRESH POTATO MARKETING RESEARCH - JANUARY 1994 



83 

3.11 Unprompted recall of types of potatoes 

Respondents were then asked to name any different types or varieties of potatoes of which 

they were aware. 

To summarise the findings : 

almost half (46.6%) recalled pontiac as a variety 

one respondent in eight (12.8%) knew of red/pink potatoes 

any other variety of potato was named by 2 % of respondents at the most. 

more than one third of respondents (37.4%) were unable to recall any types (with 

the figure being 51.6% amongst those aged under 25) : 

names of? % of respondents 

(includes multiple responses) (sample size = 997) 

Pontiac 46.6 

Red/pink 12.8 

Sebago 2.5 

Desiree 2.2 

Tasmanian pink eye 1.7 

Bintje 0.8 

Kennebec 0.6 

Bison 0.5 

Sequoia 0.3 

Toolangi delight 0.2 

Exton 0.2 

Patrones 0.2 

Russet Burbank 0.2 

Coliban 0.1 

Delaware 0.1 

Other 11.9 

Total - able to name at least one variety 62.6 

None 37.4 
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3.12 Negatives associated with the purchase, preparation, serving or 

consumption of potatoes 

Almost two thirds (63.7%) of respondents were unable to think of any negatives of 

potatoes. 

Amongst those who cited one or more negatives, top of the list was the quality of 

potatoes (mentioned by 20.7%). This aspect was most often mentioned by respondents 

across the board. Overall findings follow : 

Are there any negatives that vou associate with any aspects of the purchase. 

preparation, serving or consumption or potatoes? Anything at all to do with 

potatoes? 

% of respondents 

(sample size = 997) 

Nothing that I can think of 63.7 

Quality of potatoes/rotten/green 20.7 

Peeling potatoes 4.3 

Cutting eyes out 2.3 

Take too long to cook 0.8 

Too heavy to carry 0.5 

Other 12.8* 

* most often mentioned here were : fattening, not enough named varieties and 

sometimes seem watery when cooked. 
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3.13 Attitude towards potatoes purchased 

Respondents were then read three statements which were possible descriptions of 

respondents' attitudes towards the quality of the potatoes which they buy. [They were 

given an explanation of what was meant by the word 'quality' : "By quality we mean the 

extent to which you are unable to use any of the potatoes you buy because of things such 

as bruising, cuts, blemishes, greenness etc" and the statements were rotated in the order 

of their presentation to respondents to avoid possible bias]. 

Respondents were fairly evenly divided between those who have no complaints about the 

quality of the potatoes they buy (46.7%) and those who occasionally get annoyed by 

their quality. Very few respondents (5.1 %) are frequently annoyed abou{ the quality : 

Which of these statements describes the way you feel? 

% of respondents 

(sample size = 997) 

I have no complaints about the quality of potatoes I buy 46.7 

Occasionally I get annoyed about the quality of potatoes I buy 47.8 

Frequently I get annoyed about the quality of potatoes I buy 5.1 

Other 0.3 

When analysed by age, a higher proportion of those aged over 65 (no - complaints : 

61.0%) than younger respondents had no complaints about the quality. 

Single people (no complaints : 63.7%) were most likely to be happy with the quality of 

potatoes they purchase (when looking at the household structure results) whilst those with 

young families (no complaints : 34.7%; occasionally annoyed : 61.1%) were least 

satisfied. 
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3.14 Effect of seasonal 50% increase in price on quantity purchased 

This question was prefaced in the following way : "The price of potatoes varies in 

different parts of Australia according to weather conditions and the supply which is 

available". They were then asked what happens with the quantity they purchase if the 

price increases by 50% on the price they currently pay. 

To two thirds (67.1%) of respondents, a price increase of this magnitude makes no 

difference to the quantity they buy. One quarter (25.4%) will buy a little less whilst the 

remaining 6.3% will buy significantly less potatoes : 

When the price increases bv say 50% more than vou currently pay, what effect does 

this have on the quantity of the potatoes vou buy? 

% of respondents 

(sample size = 997) 

It makes no difference 67.1 

I buy a little less potatoes 25.4 

I buy significantly less potatoes 6.3 

Other 1.2 

The findings were similar when segmented by city, age and household structure, with the 

exception of respondents aged over 65 (no difference : 77.9%) and single people (no 

difference : 74.6%) whose buying was least likely to be affected by seasonal increases in 

price. 
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3.15 Preference - prepacked vs pick your own 

Respondents were then presented with five options (rotated in their order of presentation 

to avoid possible bias) - 'pick your own' and four 'prepacked' options - and asked for 

their preference. 

Pick your own from a bin display was clearly favoured (by more than half - 52.3%). 

Amongst the prepacked options, mesh bags (17.0%) and plastic bags as they are now 

(16.3%) - the two where the produce can be looked at - were ahead of the others. 

As the following table shows, whilst pick your own was the top response in each city, it 

was selected by a higher proportion of respondents in Melbourne and Adelaide than in 

Sydney : 

available, which one would be vour preference? % of 

Melbourne 

respondents 

Total Svdnev 

% of 

Melbourne Adelaide 

(sample size) (997) (464) (397) (136) 

Pick your own from a 

bin display 52.3 44.0 58.9 61.0 

Prepacked in mesh bags 

like oranges or onions 17.0 20.5 14.1 13.2 

Prepacked in plastic bags 

as they are now 16.3 21.3 11.8 .12.5 

Prepacked in heavy paper 

bags 9.8 9.7 10.3 8.8 

Prepacked in a cardboard 

carton 2.9 3.4 2.5 2.2 

Other 1.7 1.1 2.3 2.2 

When analysed by age and household structure, pick your own was clearly favoured by 

respondents in each sub-segment. 
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3.16 Frequency of cooking potatoes in different wavs 

The following table shows the frequency with which each of 12 ways of preparing or 

serving potatoes is undertaken in respondents' homes. 

Mashed potatoes are clearly most popular (served by almost two thirds of those 

interviewed - 63.6% - at least once a week), followed by roasted potatoes (which 

approximately half - 50.1 % - prepare on one or more occasions each week) 

At the other end of the scale, least often prepared are : 

sliced potato baked in the oven with cream and/or cheese 

stir fried with other vegetables 

potato salad 

cooked and then stuffed or filled. 
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The table below gives a summary of the findings, ranked in order of the proportion who 

prepare or serve each type a week : 

How often at this time of year do you generally prepare or serve potatoes in each of 

the following ways? % of respondents 

(sample size = 997) 

3 + times/ 1-2 times/ Total 2-4 times/ Less than Never 

week week weekly month monthly 

or more 

often 

Mashed 22.3 41.3 63.6 18.2 7.5 10.7 

Roasted 1.2 48.9 50.1 26.9 9.8 13.0 

Boiled 12.9 28.2 41.1 15.8 8.4 34.6 

Baked in jacket loose or 

in a foil in the oven 3.9 30.4 34.3 22.7 15.6 27.3 

Fried chips or slices 

(prepared at home) 4.4 24.7 29.1 19.7 11.1 40.0 

Microwaved 10.8 16.0 26.8 8.6 6.5 58.0 

Included in a casserole 1.3 25.4 26.7 31.6 13.1 28.5 

Steamed 8.0 14.5 22.5 6.4 6.0 65.0 

Sliced potatoes baked in 

an oven with cream 

and/or cheese 0.4 7.0 7.4 23.5 19.0 50.1 

Stir fried with other 

vegetables 0.4 6.0 6.4 11.1 6.3 76.1 

Potato salad 0.3 2.9 3.2 9.6 17.4 69.8 

Cooked and then stuffed 

or filled 0.1 2.7 2.8 10.8 14.3 72.0 
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When results are analysed by age and household structure, several trends were apparent 

and these are summarised below : 

Mashed : those in the oldest age groups had potatoes most often served in this way 

(Under 25 : 10.9% had mashed potatoes 3 or more times as week; the corresponding 

figure for those aged over 65 was 36.1 %). 

Roasted : here, those most likely to have roasted potatoes at least once a week increased 

with the size and age of the family. Whilst 36.9% of people living alone have roasted 

potatoes weekly or more often, amongst mature families (i.e. those with children past 

school age but still living at home) the figure had risen to 63.5%. 

Boiled : the trend here was similar to mashed potatoes - with the frequency increasing 

with age (Under 25 : 3.1% have them 3 or more times a week ranging up to the over 

65's where 30.9% eat boiled potatoes this often). Steamed potatoes also followed the 

same trend but with a smaller increase (3% of the Under 25's up to about 15% of the 

55+ age groups) 

Fried chips or slices : most popular amongst families - particularly young families 

(38.9% have them at least one a week) and middle families (35.3%). 

Cooked and then stuffed or filled : more popular in the younger age groups (under 25's 

: 21.9% at least once a month; corresponding figure for the over 65's was 2.9 %)'t The 

trend was similar for sliced potatoes baked in an oven with cream and/or cream 

cheese : under 25's : 42.2% at least monthly; over 65's : 16.2%. 

Microwaved : more popular amongst respondents in the middle age groups (25 through 

to 65) than those younger or older. 
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3.17 Microwaving of potatoes 

Almost three quarters (73.5%) of respondents have a microwave - with the level being 

higher amongst those in the 25 to 65 age groups than amongst respondents who are 

younger or older than this : 

Do you have a microwave? % of respondents who have a microwave 

73.5 

79.2 

77.9 

77.7 

62.5 

52.2 

The 314 respondents who do not prepare potatoes in a microwave were then asked their 

reasons for not doing so. The main responses were : 

not familiar with cooking method (26.4%) and 

family don't like them that way (24.8%). 

A summary of the main findings follows : 

All respondents 

(sair 

(997) 

By age : 

55-65 (130) 

40 - 54 (326) 

25-39 (341) 

Under 25 (64) 

Over 65 (136) 
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Is there any reason why vou do not prepare potatoes in a microwave? 

(includes multiple responses) % of respondents who own a 

microwave but do not prepare 

microwaved potatoes 

(sample size = 314) 

Not familiar with cooking method 26.4 

Family don't like them that way 24.8 

Never thought of it/no particular 

reason 8.3 

They shrivel up/seem dry 7.2 

Taste different in microwave 6.4 

Don't use microwave for cooking -

only defrosting/reheating 6.1 

Dangerous cooking in microwave/ 

don't like food cooked in microwave 5.7 

Prefer to use traditional/normal 

methods 5.4 

Cook unevenly 2.5 

Discolour 1.9 

Takes them just as long in 

microwave as boiling 1.9 

Other 6.9 
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3.18 Perceptions of potatoes from a nutritional point of view 

3.18.1 Positive aspects 

Approximately 60% of respondents named positives which they associate with potatoes 

from a nutritional point of view. Principally these were : 

source of carbohydrate (21.7%), 

source of fibre (16.1 %) and 

vitamins (in general) (12.0%). 

Most of the remaining 40% were unable to name any positives. 8.4% thought there were 

none : 

(includes multiple responses) 

* ' — • ' — ; M 

% of respondents 

(sample size = 997) 

Source of carbohydrate 21.7 

Source of fibre 16.1 

Vitamins (not sure which ones) 12.0 

Starch 9.3 

Source of vitamin C 5.1 

Source of energy 3.7 

Minerals (not sure which ones) 3.7 

Potassium 2.3 

Other 15.2 

Don't know 31.6 

None 8.4 

Knowledge of potatoes as a source of carbohydrate was particularly strong amongst the 

youngest respondents. 
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To the majority (55.2%) of respondents, there are no negative aspects of potatoes. 

Another 12.9% were unable to think of any down side of this vegetable. 

Amongst the remainder, their responses most often mentioned centred around a perception 

that they are fattening as can be seen from the following table : 

From a nutritional point of view, what negatives do vou associate with potatoes? 

(includes multiple responses) % of respondents 

(sample size = 997) 

Unhealthy/fattening depending on how 

you cook them 13.0 

Fattening 11.9 

Starch 5.4 

They're poisonous when they go green 1.3 

Other 2.5 

Don't know 12.9 

None 55.2 
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3.19 Perceptions of potatoes 

Respondents were then read a list of 12 statements and asked whether they agreed or 

disagreed with each. 

Those with which the greatest proportion agreed (with most agreeing a lot) were : 

potatoes are versatile and can be prepared in lots of different ways 

potatoes are good value for money 

potatoes are convenient to prepare 

potatoes are an important part of the human diet 

a baked potato, stuffed or filled, can be a meal in itself. 

The four statements with which respondents were most likely to disagree were : 

potatoes take a long time to prepare 

potatoes are boring 

I'd probably use potatoes more if I didn't have to peel them 

potatoes are fattening. 

Respondents were somewhat divided in their attitude towards the remaining three 

statements : 

I dislike the plastic bags that potatoes are sold in (with more respondents in 

agreement than disagreeing) 

I throw potatoes out as soon as they go the slightest bit green -sometimes the 

potatoes I buy break up when I cook them (here, a greater percentage 

disagreed with the statement than agreed). 

The following table gives a summary of the findings : 
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I would now like to read out some statements other people have made about 

potatoes. Could vou tell me please whether vou aeree or disagree with each one? 

% Of respondents (sample size = 997) 

Agree Total Don't know/ Disagree Total 

a lot agree not applicable a lot disagree 

Potatoes are versatile and 

can be prepared in lots of 

different ways 90.9 98.9 0.4 0.2 0.7 

Potatoes are good value for 

money 81.2 96.0 1.4 0.8 2.5 

Potatoes are convenient to 

prepare 79.2 95.8 0.0 1.3 4.1 

Potatoes are an important part 

of the human diet 71.6 92.3 2.2 1.4 5.5 

A baked potato, stuffed or filled, 

can be a meal in itself 66.8 84.7 5.8 5.5 9.4 

I dislike the plastic bags that 

potatoes are sold in 45.8 59.4 6.2 16.2 34.3 

I throw potatoes out as soon as 

they go the slightest bit green 39.1 50.4 8.8 19.1 40.8 

Sometimes the potatoes I buy 

break up when I cook them 12.8 43.3 1.3 36.0 55.4. 

Potatoes are fattening 7.3 23.1 4.6 49.0 72.2 

I'd probably use potatoes more 

if I didn't have to peel them 11.9 19.2 2.1 62.0 78.6 

Potatoes are boring 2.7 10.4 0.4 70.2 89.2 

Potatoes take a long time to 

prepare 2.7 7.3 0.8 71.5 91.9 
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When responses are further analysed, several trends were evident amongst the various age 

groups : 

the proportion who agree a lot that potatoes are an important part of the 

human diet was highest amongst those aged 55 and over. 

the younger the respondent, the less likely they were to disagree a lot with the 

statement that potatoes take a long time to prepare. 

the percentage who agreed a lot with the statement 'I throw potatoes out as 

soon as they go the slightest bit green' increased with age. 
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APPENDIX C 

OVERVIEW OF THE SITUATION IN BRITAIN 

AND THE UNITED STATES IN RELATION TO 

POTATO MARKET DEVELOPMENT 
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In undertaking this project it was important to be aware of relevant efforts in potato 

market development in other countries. Britain and the United States were focused on 

because of some similarities in consumer trends to Australia, because potato marketing 

promotion boards exist and their activities are reasonably well documented. 

2. BRITAIN 

Independent consumer market research1 on potatoes in Britain in 1991 highlighted: 

• The diminishing influence of economic factors (prices and incomes) on food 

purchasing behaviour and the growing importance of convenience, diet and health 

and variety on determining the composition of households' shopping baskets. The 

growth in the demand for convenience foods is largely attributable to the increased 

proportion of married women at work. 

• UK fresh potato consumption to 1988 has declined steadily over the past 30 years. 

Household consumption of fresh potatoes has declined over the past 30 years from 

almost 40 ounces (1.1 kg) per person per week to less than 30 ounces (0.85 kg) per 

person per week. Factors other than prices and incomes account for the trend. 

• Focus groups highlighted concern about and awareness of diet and health related 

issues as the key determinants of food choice in general and potato consumption in 

particular. 

• Increased travel abroad has resulted in changes in food tastes and habits -increased 

use of rice and pasta. 

The Great British Potato: A study of Consumer Demand, Attitudes and Perceptions, British Food Journal Vol. 94 No. 6 1992 pp 22-28 
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Overall conclusions from the survey were : 

• Household demand for fresh potatoes is declining although the trend towards 

healthier eating has had no positive influence on the demand 

for baking potatoes. 

• In contrast to the fresh product, demand for frozen and processed potato products is 

rising. 

• Middle class consumers are making more health conscious choices, with more baked 

potatoes being eaten and frozen oven chips being substituted for home made chips. 

The Sunday roast is in decline. 

• Confirmation of the traditional image of the potato as an accompaniment to a meal. 

But baked potatoes are also closely associated with "lighter" foods such as cold 

meats, quiches and pizzas. 

Promotional activity would profit from concentrating less on outmoded traditional 

meals and more on adventurous cooking or new, convenient potato "snack" dishes. 

Since this market research was undertaken, the British Potato Marketing Board has 

developed and implemented a new marketing strategy1 in October 1991. 

The major new emphasis was the setting of quantified growth objectives over five years 

for the industry and an action program specifically designed to achieve these objectives. 

Overall market objectives were as follows : 

1. To raise the per capita consumption of potatoes/potato products from 

102kg/head/year to 108kg/head/year by 1995/96. 

R.W. Davis, Head of Marketing, Potato Marketing Board - Personal Communication, 1993 
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2. To increase Great Britain's producers share of the total potato market from 85% in 

1989/90 to 86% by 1995/96. 

3. To raise average prices paid to producers for potatoes by 2% in real terms (adjusted 

for inflation) by 1995/96 by enhancing the overall quality of potatoes sold 

(measurement from consumer prices paid). 

4. Increase the tonnage of main crop/new potatoes exported from 67,000 tonnes to 

100,000 tonnes by 1995/96. 

Detailed consumer, producer and trade marketing objectives were set. Consumer 

marketing objectives placed particular emphasis on improving consumer opinion on all 

aspects of potato preparation and consumption in comparison with rice and pasta. 

Producer and trade marketing objectives focused on : 

• Achieving greater co-operation from retailers and caterers in using and promoting 

British potatoes. 

• Increasing the proportion of British potatoes used by processors and increase their 

usage of potatoes in new products, especially snacks. 

• Achieving a significant increase in the ability and willingness of producers to supply 

potatoes of the variety, size and quality demanded by the market. 

The results of implemented programs are very encouraging : 

• Attitudes of consumers towards potatoes are more positive, 

• Awareness of nutritional benefits is increasing, and 

• Consumption per head is increasing. 
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The marketing budget of the Potato Marketing Board for 1993/94 is 1.8 million pounds 

(A$4.285 million based on an exchange rate of 42p as at 9/9/93.) The levy that the 

Potato Marketing Board raises to pay for all the functions (including marketing) it carries 

out is based on the planted area, not tonnage sold. In 1992/93 the levy was 85.60 pounds 

per hectare (A$203.80/ha). 

The FAO indicates there was 162,000 ha of potatoes in the UK in 1990 and production of 

6,504,000 tonnes (yield 40t/ha). 

3. UNITED STATES 

Between 1970 and 1987 the quantity of potatoes used per person has remained at about 

120 pounds (54.4kg) per year, varying up or down depending on the size of the crop. 

How these potatoes are used, however, has changed in a fairly consistent fashion. Fresh 

use has declined from an average of 58 pounds (26.3 kg) in 1970/72 to 48 pounds (21.8 

kg) in 1985/87. Most of the decline took place in the early seventies. Use now 

fluctuates from year to year without showing much upward or downward trend. The 

quantity used for frozen products, mainly french fries, has increased fairly steadily from 

28 to 45 pounds (12.7 to 20.4 kg). Use for chips and shoestrings has increased from 17 

to 18 pounds (7.7 kg to 8.2 kg) over this period. Dehydration and canning use took 

about 14 pounds (6.3 kg) in 1970/72, declining to 12 (5.4 kg) in 1985/871. 

The National Potato Promotion Board2,3 has as its mission "to increase consumer demand 

for potatoes and potato products through an integrated promotion program, thereby 

providing the nation's potato producers with expanding markets for their production". 

R. Brian How, 1990. Marketing Fresh Fruits and Vegetables, Van Nostrand Reinhold, New York. 357 p 
National Potato Promotion Board. 1992 Annual Report 
'Passing the Torch. Years One and Two of the Five Year Plan. National Potato Board - March 19-20, 1993 - Annual Meeting 
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The long range goals of the National Potato Board are to : 

• Develop an integrated marketing plan. 

• Improve the image of the potato. 

• Expand the Board's export market. 

• Create an evaluation program to measure the effectiveness efficiency of all Board 
programs. 

In relation to the domestic US market, a recent analysis of the marketing situation for 
potatoes revealed : 

• A slow decline in potato dinners. 

• Intense pressure on the family cook. 

• Gains in rice and pasta consumption. 

• A decrease in beef consumption accompanied by an increase in chicken consumption. 

Based on this analysis, the following new strategy was developed : 

"Encourage consumers to serve potatoes more often (especially with chicken) because 

potato is the only starch which is also afresh vegetable". 

The target audience is defined as people who enjoy potatoes, and also enjoy rice and 

pasta. It is further defined as : 

• Moderate users of potatoes. 

• Middle American; middle income. 

• Traditional in values, and frustrated about planning/preparing weeknight meals. 

The group represents 42% of households and 40% of potato sales. 

More promotions will be directed at women, as they prepare 85% of weeknight family 
dinners. 
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Progress towards the Potato Board's goal will be measured against National Eating 

Trends Research which records food items consumed by American families. 

In 1993, levy revenues from growers for promotion by the Potato Board were US $6.2 

million (A$9.688 million based on an exchange rate of US$0.64 as at 9/9/93) of which 

US$4,597 million (A$7.183 million) was spent on domestic marketing. 

The FAO indicates there was 550,000 ha of potatoes in the USA in 1990 and production 

of 17,866,000 tonnes (yield 32t/ha). 
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