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Background. 
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0 The Australian fresh potato industry needs 

to better understand consumer attitudes to 

fresh produce, sales trends and market 

sizes over time. 

0 In order to most effectively deliver to 

consumersô needs as well as overall market 

trends, a comprehensive and dedicated 

research program that guides commercial 

activation was required. 

0 This project has been funded by HIA using 

the fresh potato levy and matched funds 

from the Australian Government.  

0 The monthly online tracking project for 

potatoes is across a 12 month period to 

assist in better understanding consumer 

behaviour.   



Total 
Wave 11 

n=304 

Waves 1-9 

n=2,833 

Gender 
Male 27% 33% 

Female 73% 67% 

Age 

18-24 years 8% 6% 

25-34 years 21% 18% 

35-44 years 18% 16% 

45-54 years 18% 18% 

55-64 years 21% 21% 

65 + years 14% 20% 

Household 

Single Income no Kids 16% 22% 

Double Income no Kids 19% 17% 

Young Families 21% 17% 

Established Families 25% 19% 

Empty Nesters 20% 25% 

State 

New South Wales 21% 16% 

Victoria  18% 16% 

South Australia 18% 16% 

Queensland 11% 16% 

Western Australia 20% 16% 

Tasmania 11% 16% 

Australian Capital Territory 1% 3% 

Northern Territory 1% 1% 

Sample Structure. 

This month a total of 301 Australians completed 

our online questionnaire. Respondents 

represented all States and Territories, as well as 

both metro and rural areas.  

 

Demographic profiling information about age and 

household structure was collected to examine 

differences between life stages. 

 

Sample specifications: 

8 Aged 18 + years 

8 Purchased fresh vegetables in the last 

fortnight 

8 Purchased potatoes in the last month 

8 Main grocery OR Joint grocery buyers 
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Online Tracker 
Methodology. 
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Triggers 

and 

Barriers to 

Purchase 

5  
Category 

Health 5  5  5  Demographics 
Vegetable  

Consumption 

Purchase  

and 

Consumption 

Habits 

5  
Cooking 

Preferences 

General Respondent 
Questions 

Potato 
Specific Questions 

2 Ad-hoc 

Questions 

ü All respondents complete general demographic and consumption questions. If respondents purchase any of the specific 

commodities within the last month they complete those questions.  

 

ü An additional 2 ad-hoc questions are asked at the end of the questionnaire. The subjects of these questions are 

supplied by Horticulture Innovation Australia and AUSVEG. 

 

ü Questions asked appear on the bottom of each page of this report. Unless stated otherwise, all scales were 0 -10 

scales, with higher scores indicating greater agreement/liking/importance etc. 
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Trends Research: 
Our Approach 

9 Colmar Brunton has used a combination of both desk research and in the field market 

research to explore trends. 

 

9 Our main source of secondary data for this report was collected from Mintel Global New 

Products Database (GNPD).  

 

9 This data source is used to analyse products launched around the globe in the last 3 

months (L3M) that contained potato as a core ingredient. Trends data will be reported 

quarterly, and is available in this report. 

 

9 Trends are determined at a global and regional level. 

 

9 Claims and pack types used for the launched products are explored and the relevant 

product categories are determined. Specific examples of products being launched 

around the globe that are particularly innovative are displayed for reference. 
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7 Spontaneous and prompted awareness of potato 

types is slightly higher this month. Desiree, Dutch 

Cream and Kennebecs are the most recalled and 

purchased varieties. 

 

7 The key influences on potato purchase are that they 

are easy to prepare and cook with as well as taste. ñI 

already consume enough for my needsò consistently 

remains the key barrier to future purchase. 

 

7 This month sees an increase in potatoes being used 

in stews and soups. Mashing and roasting remain 

popular cooking styles. Australian, British and Indian 

cuisines are most commonly cooked using potatoes.  

 

7 Potatoes are expected to remain fresh for nearly 17 

days and expectations are generally met. Importance 

of potato provenance increased this month, and is 

somewhat important to consumers. 

7 Consumer sentiment, including satisfaction and 

importance is strong this month. There is a high level 

of future purchase intent amongst consumers. 

 

7 Potatoes are purchased  more than 3 times and 

consumed on 12 occasions per month. Both 

purchasing and consumption are slightly higher than 

past months. 

 

7 On average, 2.8kg of potatoes are purchased. 

Recalled last spend is higher this month at $4.40. 

Overall, consumers perceive both brushed and 

washed potatoes equal value for money. 

 

7 Nearly half of all consumers are purchasing both 

washed and brushed styles, generally in loose 

formats and medium bags. 

 

7 Price tracking reveals stable prices across states and 

retailers, with the national average price in July $3.98 

per kilo.  

 

Wave 11: Potato Fast Facts 
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Insight: 
Change in season to the colder 

winter months has seen 

increased potato purchase 

frequency and consumption.   

Recommendation: 
Maintain increased purchase and 

consumption momentum by 

highlighting and communicating 

the comfort of warm óheartyô 

potatoes as a regular 

accompanying vegetable with the 

family meal, and introduce 

consumers to its versatility with 

alternative winter cooking styles 

such as soups or stews. 

Insight: 
Consumersô willingness to pay 

more for potatoes is greatest for 

loose washed potatoes and 

organic loose potatoes. 

Recommendation: 
Support increased spend for loose 

washed potatoes by highlighting the 

convenience and reduced 

preparation times, encouraging 

consumers to spend less time 

preparing the family meal and more 

time enjoying it; and the perceived 

health and sustainability benefits of 

organic loose potatoes. 

Insight: 
Potatoes are considered easy 

to cook, versatile in their 

cooking style and good value 

for money. 

Recommendation: 
Position potatoes as the ideal 

and essential accompanying 

vegetable for the family meal, 

through highlighting its ease of 

use, versatility with cooking 

styles, good value for money 

and price consistency.   

Potato Grower Action Plan 

2. 3. 

Continue to drive increased potato purchase frequency 

and consumption through positioning potatoes as an 

essential accompanying vegetable for the family meal  

1. 

  


