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Executive Summary 

Potatoes are a popular food regularly purchased by Australians.  Potatoes are seen as a staple food 
and are purchased predominantly in supermarkets.  Potatoes have a range of different uses and end 
products. The major uses are processed potatoes, fresh potatoes and seed potatoes respectively.   

The major processed potatoes products are mainly French fries and crisps. It has the largest sector 
and this market is growing.  French fries are mainly supplied to the restaurants and food services 
sectors and consumption levels are rising (Hort- Innovation, 2017).  The crisps market is growing 
strongly in terms of volume and value.  

Potato processing in Western Australia (WA) is very small, so this limits opportunities for potato 
growers of the state. Furthermore, processor have a closed loop system where farmers grow potatoes 
under contract. 

The major consumer market in WA is fresh potatoes.  Most consumers are unaware of the different 
potato varieties and buy based on the colour of the skin or if they wash or brush. The physical 
appearance of the potato is critical in the consumer's purchasing decision; it should be generally 
smooth, uniform, firm, without sprouting, without imperfections and without deep eyes. Potatoes are 
also considered a cost-effective accompaniment to dinner. The most recognized varieties in a study 
were Desiree, Dutch Cream, and Kipfler. 

Survey results indicate that the main influences for consumers to purchase potatoes are:  

 Ease to prepare and cook 
 Versatility 
 Flavour 
 Quality 
 Shelf life 

 
Consumers prefer a variety for all uses, instead of cooking specific potato varieties.  The factors that 
influence the purchase decision of fresh potatoes vary according to the segments of consumers: 
opportunity to make purchases in several ways. Poor quality of potatoes doubles their purchase 
barrier.  Consumers prefer potatoes in pre-packs (2-3 kilograms) rather than loose.   

The market is experiencing a consistent decrease in fresh potato consumption, coupled with a lack of 
knowledge of potato varieties by consumers.  This case study indicates that future development on 
potatoes varieties should be on an all-round potato that agronomically, can tolerate pests and 
diseases.  Consumer awareness and innovative packaging are the future opportunities for the potato 
industry in WA. 
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1 Introduction 

This case study was requested by the West Midlands Group Potato Committee and is part of the 
Northern Valley Agribusiness project which is funded by Royalty for Regions. The committee wanted 
market research on future needs of potatoes varieties and consumer trends.   

To achieve this, the study investigated the entire supply chain; from producers, wholesalers, 
supermarkets and other retail and consumers. This has been based on interviews with potato growers 
in the Dandaragan region, as well as industry leaders in WA, specialists, and consumers.  In addition, 
desktop research has also been conducted. 

The outcome of the case study is to improve potato sales, not only in WA but nationally.   

 

2 The evolution of modern potato varieties 

Potatoes are the most popular vegetable in the world. They originate from the Andes, South America; 
in southern Peru, near Bolivia. The other origin is located on the island of Chiloé, in the south of Chile. 
Diverse varieties have been developed over hundreds of years through the crossing of wild species 
through natural or directed crosses. Hawkes (1979) proposed a hypothesis of the domestication 
process that has resulted in the development of varieties based on three original wild species. After 
almost 500 years, it is believed that there are more than 5,000 species of potatoes, and more than 
100 countries in the world that produce certain varieties according to their soil types, climate and 
population demand. The large genetic diversity and varieties available in the world today, make it 
feasible to further develop varieties that better match the eating and processing requirements of the 
market. 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 1: Relationship of evolutionary kinship of cultivated potatoes (Hawkes, 1979)  
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3 World production and consumption of potatoes 

Although potatoes have many uses and are considered a fresh food, less than 50 percent of the 
potatoes produced in the world are consumed fresh. Most are processed into products and food 
ingredients, for animal consumption (cattle, pigs and poultry), or processed into starch for industrial 
use.  Some potato varieties are also grown to replenish stocks of seed tubers for the next planting.  

World production of potatoes (fresh and processed) was estimated in 2014 at 382.682 million tonnes 
(FAOSTAT, 2017).  The five largest potatoes producers are China (95,987,500 tonnes), India 
(45,343,600 tonnes), Russia (30,199,100), Ukraine (22,258,600) and United States (19,843,900) 
(FAOSTAT, 2015). 

In contrast, the total production of potatoes in Australia was 1,332,769 tonnes for the same period. 
This highlights that Australia is not a large player in the world potato market. Australian production is 
worth AU$660 million from an estimated 880 producers in 2014.  There are 848,126 tonnes (64%) of 
processed potatoes and 461,622 tonnes (35%) sold as fresh potatoes to consumers. There were 
123,000 tonnes of seed tubers retained or traded between growers in 2014. 

The national production of potatoes is centred around two main States; South Australia and Tasmania. 
These two States contribute 62 percent of national production. Western Australia (WA) represents 
only 5 percent of Australia’s production (Hort-Innovation, 2017).  This small market share makes it 
hard for WA to compete both domestically and globally. 

Total potato consumption is decreasing marginally by 1.6 percent per year. Consumption of fresh 
potatoes is decreasing at a faster rate of 6.1 percent per year. However, consumers are consuming 
more processed potatoes; whether domestic or imported. The processed potatoes segment includes 
all fast food potatoes such as potato chips, from Quick Service Restaurant (QSR) outlets, as well as 
imported products such as potato wedges. It also includes frozen retail products. 

 

 

 

 

 

 

 

 

 

 

 

 

Potato Suply Chain and Value 2014/15

Processing 848,126 tonnes Fresh supply 461,622 tonnes

Fresh export 23,021 tonnes

<2%

35%

64%

Production

1,332,769 tonnes
$660.3 million

Figure 2: Potato supply chain and value 2014/15 (Australian Horticulture Statistics Handbook) 
2014/15) 
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The Australian potato production is trending downwards. Processing and production of potato seed 
remains constant in terms of volume, as do exports.  Many producers have either opted for alternative 
crops or left the industry and retired.  From 2013/14 to 2015/16, 38 producers decided not to continue 
producing potatoes (Hort-Innovation, 2017). 

 

 

 

 

 

 

 

 

 

 

 

Figure 4: The graph shows that the average yields have been in a constant upward trend while the 
corresponding production area is trending downward. Source: ABS via FAOSTAT 
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Figure 3: Production percentage by state and key growing areas (Australian 
Horticulture Statistics Handbook 2014/15). Sources: ABS, AUSVEG 
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Potato yields have been increasing over the past five years due to a combination of improved genetics 
and agronomy. This is a national trend however there are significant differences between regions, as 
well as seasons (climate for example) and different producer management (Hot-Innovation, 2017). 

Supermarkets are a large consumer 
of potato products in Australia. To 
ensure the year-round supply, 
production needs to be throughout 
the year.  To ensure this is achieved, 
long-term contractual agreements 
are used to allow producers to 
create a weekly supply schedule. 
Most supermarkets contracts have 
"rise and fall" price clauses linked to 
wholesale market prices. This means 
that the excess supply in the 
wholesale speculative markets can 
influence the prices of the 
production of contracted supermarkets. 

Based on information given by the industry, prices on the farm have remained stable over the past 10 
years. In the global context, Australian production costs are substantially higher than other major 
countries. The average cost of potato production in Australia is up to 50% higher than the United 
States and Europe. Therefore, given the substantial increase in the cost of production, prices have 
declined significantly in real terms. 

According to the strategic plan developed by Hort Innovation, some of the factors that contribute to 
this high cost are: 

Fact Issue 

Expensive Labour  

 

Australian employment costs are more than double those 
of competing countries. In addition, the smaller scale 
potato production in Australia results in lower labour 
productivity rates. 

Performance 

 

The average performance is considerably lower and varies 
seasonally, depending on the region and soil types. 

Cost of inputs 

 

Australia has considerably higher input costs, due to the 
lack of scale and competition in the supply of key inputs. 

Seed The cost of seed is higher than in other countries. The 
availability of seeds is often a problem due to seasonal 
conditions. Seed is 20 percent of the production cost and 
has a great influence on the yield. 80 percent of processing 
producers use certified seeds 

The key factors that affect the variability of performance 
include: 

 Health and soil type 
 Improvement 
 Quality of the seed (health and vigour) 
 Presence of pests and diseases 
 Fertilizer management 
 Water management 
 Access to agronomic experience 
 Grower skill 
 Weather / climate change 
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Production scale Australia’s average planted area is smaller than New 
Zealand and Canada. Economies of scale in potato 
production are substantial, particularly with the use of 
equipment and the ability to justify the larger and better 
technology. 

Models of agriculture  

 

Australian producers are reluctant to adopt other 
commercial models, such as those used in Europe. Europe 
compensates for small scale by using contractors, and 
collective agriculture models. Water is also more 
accessible. 

Geography 

 

Substantial proportion of potato planting area grown is on 
undulating hills that have high rainfall (Tasmania and 
Ballarat). This limits the use of large-scale equipment, 
which reduces the speed of operation and increases costs. 

 

Currently, potato exports are flat and have a slight downward trend. Most of the exports are either 
fresh and seed potatoes. The export target markets are to a small number of nearby countries such as 
New Zealand, Indonesia and South Korea.   

Imports of processed potatoes and value-added products such as fresh frozen potatoes, starch and 
chips have increased in recent years. The origins of these products are from developed countries such 
as New Zealand, the United States and the Netherlands (Coriolis, 2016). 

 

4 WA potato industry  

The potato industry in WA had continual growth up to the 1950s. Since then, there has been a 
downward trend in terms of area planted and production (Coriolis. 2016). 

Currently, in WA there are approximately 70 small and medium-sized potato growers. There are only 
a small group of farms over 100 hectares. In the state, 100,000 tonnes of potatoes are produced per 
year. 50,000 tonnes are grown for the fresh market, and the remainder are divided between seed, 
processing and export sectors (PGAWA, 2018). 

The regions where potatoes are mostly grown are the Northern Agricultural region (Dandaragan, 
Lancelin, Gingin, and Baldivis), and Southern regions of Myalup (Yarloop), Busselton/Marybrook 
(Donnybrook, Margaret River) and Manjimup/Pemberton. The seed potato producers are 
concentrated in a separate region; Bornholm, Elleker and Young Siding which are in the Great 
Southern region.  Production is geographically widespread and allows the WA market to be supplied 
with potatoes all year round (PGAWA, 2018). 

Historically, WA does not receive potatoes from other States; mainly due to transportation costs and 
logistics to move potatoes. From 2010 to 2014, an average of 2,370 tonnes were brought in from 
interstate annually, representing 5 percent of the local market consumption (AAC, 2014). 
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WA produces 32 varieties of potatoes (AAC, 2014).  The five most popular varieties are Nadine, Royal 
Blue, Ruby Lou, White Star and Rodeo (Table 1)  

Table 1: Ten most popular potato varieties (2013 -2014) Source: Acil Allen Consulting, 2014 

 

5 Constraints to potato production in WA 

It has been more than a year since the first discovery 
of Tomato Potato Psyllid (TPP) in WA. TPP is 
considered one of the most serious biosecurity 
incidents in the horticultural history in the State, 
costing WA farmers millions of dollars (Pendergast & 
Mochan et al.2018).  It has led many producers to 
reduce their operations and restructure their 
businesses (DPIRD, 2018). 

When the pest was first discovered in WA in February 
2017, the movement of the host fruits and vegetables 
to the TPP were restricted from being traded within 
WA and to interstate markets.  

The National Management Group (NMG) has now 
decided to treat TPP as a plague that cannot be 
eradicated. Based on this, DPIRD is focused on 
management and containment; developing technical 
activities, market access, communication and support 
on this policy. 

The NMG has approved a comprehensive plan for the 
transition to continuous management and this is 
underway to limit and manage the risks and ongoing 
impacts of TPP.  

Tomato potato pysllid (TPP) is a tiny sap-
sucking insect that on feeds on tomato, 
potato, capsicum, chilli, tamarillo, eggplant 
and sweet potato. 
 
TPP can affect plant growth, reduce crop 
yield and spread a serious plant disease 
known as 'zebra chip' in potato, caused by 
the Candidatus Liberibacter solanacearum 
(CLso) bacterium. 
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They are working on confirming the absence of the 
bacterium; Candidatus Liberibacter solanacearum (CLso).  
To date, CLso has not been detected in Australia. 
Surveillance will continue to monitor this disease. 

Currently, many horticultural products have regained 
access to the market.  However, potatoes and sweet 
potatoes will take longer before having access to the 
markets again. 

Unfortunately, in 
mid-2017 there was 
also another a new 
disease that affected 

WA potatoes. This was Dickeya dianthicola and has been 
detected in commercial crops in the north and south of Perth 
(DIPRD.2017).  

In Australia, there are pathogens that cause similar effects, 
however Dickeya dianthicola is much more aggressive and 
causes large losses to the sector. In WA, it has had an enormous 
impact on seed potatoes. 

The bacteria cause soft rot and 
blackleg in potatoes. It can also affect other crops such as artichoke, 
chicory and some flower species (e.g. Dianthus and Kalanchoe species) 
(DIPRD.2017). 

DPIRD is currently working with potato growers to contain the disease 
and prevent it from spreading, as well as evaluating the possibilities of 
eradication. 

Based on the interviews with producers about potatoes and seed potato, 
TPP is the major issue facing the industry now.  Quarantine restrictions 
constrain the movement and sales of potatoes.  Lower potato prices and 
a decrease in potato consumption locally also contribute to low potato 
producer confidence.   

  

TPP Quarantine Area 

A quarantine area is in effect for the 
Perth metropolitan area and its 
surroundings to help minimize the 
spread of TPP in WA. 

The producers of commercial 
vegetables, the nursery industry 
and the domestic gardeners 
remember the movement 
conditions of the host plants. 

Potato affected by 
soft rot 

Potato plant affected by blackleg 
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6 Australian processed potato market 

There are two main market segments in processed potatoes: French fries and crisps.  

French Fries: Even though total potato consumption is decreasing in Australia, the market share of 
French fries is increasing.  This is mainly due to the restaurants and food services sectors consumption 
levels rising (Hort- Innovation, 2017). 

Value adding fries is also increasing such as different coatings and wedges.   

Private labels have a retail share of 19%. These products are gaining market share at the expense of 
branded products. 

The major QSR that sell French fries are McDonalds and Yum! Brands Inc. These companies, like other 
international companies, have access to various global suppliers so it pushes the Australian potato 
market to be much more competitive in terms of price and quality.  

In Australia, Simplot and McCain Foods Australia are the largest suppliers of French fries to QSRs.  

Conversely, several small European producers of French fries are gaining popularity in the fast food 
market such as fish and chips, small hamburger chains and restaurants. This is reflected in figures 
where imports are increasing, and exports of processed potatoes remain unchanged.  

The biggest competitors for Australia in this segment are New Zealand, the United States and Europe. 

Crisping Category: The snacks market is growing strongly in terms of volume and value. Usually snacks 
are sold in supermarkets, convenience stores, cafes and petrol stations. An important portion of the 
market is led by Pringles de Kellogg (10%), however, they do not process in Australia. 

Although the crispy category has little exposure to import substitution, it is highly competitive. Being 
light and very bulky, they are expensive to transport, which is why most snack products, apart from 
special snacks, are produced near where they are consumed. 

Processors: The Potato Processing Association of Australia (PPAA) has 49 registered companies that 
process potatoes for a wide range of end uses.  These products include crisp and fried potato chips; 
potato appetizers, and ready to serve dry potato-based products. The largest companies operating in 
Australia are Simplot Australia, McCain Food Australia, Smiths (PepsiCo), and Snack Brands Australia. 
Simplot Australia has a closed loop production system where its producers grows and processes 
potatoes near Ulverstone, Tasmania. McCain Food has its facilities centred at two locations; Smithon, 
Tasmania, and Ballarat, Victoria. They source potatoes from these regions, and from other regions 
such as Penola, South Australia, and the Riverina, New South Wales. These two processors are 
estimated to export 30,000 to 40,000 tonnes of crispy potatoes per annum. 

In Australia, there are also five major crisping factories located mainly on the east coast; Sydney, 
Brisbane, Adelaide and a smaller facility located in the Yarra Valley, Melbourne. The factories are 
supplied from a wide geographical spread as they need freshly harvested potatoes. In general, potato 
producers and processors have annual contracts and price negotiations. 

While there is a significant processing sector in the potato industry in Australia, processing only occurs 
within the major production regions. This represents a significant challenge for WA to access these 
markets due to the barrier of distance and freight of potatoes.  



 

13 
 

There are small scale businesses emerging in different regions with very specific targets or audiences, 
such as small restaurant chains and quick service restaurants (QSR) as well as through independent 
outlets. An example of this vertical model of operations is Gembrook, Victoria and Manjimup, WA.   

One of the few producers of processed potatoes in WA is Bendotti Exporters, Manjimup.  They 
produce seeds, raw potato products, cooked frozen packaged products and frozen French fries. They 
grow their own potatoes plus source potatoes from other local producers from Myalup to Pemberton 
through a contract production system.  The varieties of potatoes used to develop their products are: 
Nadine, Ruby Lou, Royal Blue, Delaware and Bliss Atlantic.  For their potato chips, they use Ranger 
Russet, Mac Russet, Bliss, Atlantic and Maris Piper (Bendotti Exporters.2018). 

7 WA potato packers 

Currently, the WA potato market is worth AU$2 million and it is expected to grow to AU$200 million 
by 2025 (Coriolis.2016).  The WA industry will need to grow by 50 to 100 times to reach this target and 
be equivalent to its competitors New Zealand and Israel.  

The major issue with this target is that the WA potato industry is 45 years behind in terms of yield 
compared to other producers such as Washington, United States. Furthermore, the target will be 
difficult because of the small-scale producers and the lack of packers in WA. 

The largest fresh potato packers in WA are (Coriolis.2016): 

Beta Spuds has 180 hectares and produces 4,500 tonnes of potatoes; 60 percent is supplied by 
independent producers (in addition to 4,000 tonnes of carrots). 

Patane Potatoes produces and packs potatoes from 440 hectares in Myalup. It has a state-of-the-
art classification, cleaning, cooling, packing and storage facility.  

Ryan Potatoes are a producer and packer owning land in Pemberton and Dandaragan which allows 
them to supply the local market during summer and winter. 

Galati Group. They are a large potato producer plus other produce such as vegetables, fruit, poultry, 
livestock, and wholesaling and retailing business. They have a big penetration in the Perth market 
through their supermarket “Spudshed”, which has 7 stores in Perth and they have plans for several 
more stores in WA.  

Bendotti Exporters produces 10,000 tonnes of potatoes per year. It also processes 20,000 tonnes of 
frozen potatoes, which it sells as different products throughout Australia. It also packs and stores its 
products and then distributes and exports them under its own brand. 
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8 Value adding opportunities for potatoes 

Globally, China is the largest producer of potatoes in the world with a production of 99.1 million 
tonnes of potatoes in 2016, representing 26.3 percent of the world's potato supply. China's domestic 
demand for potatoes has increased slowly in recent decades. About 10-15 percent of potatoes 
produced in China are used for processed potato products, such as French fries and frozen potato 
chips.   

There is a growing middle-class population in China due to rapid urbanization.  This market segment 
is attracted to more Western cuisine and is increasing the demand for potato products.  In addition, 
the Chinese government seeks to increase potato production as it is more profitable per hectare than 
any other basic crop. 

As previously noted, in Australia in 2014/15, 1.332 million tonnes of potatoes were produced and 
848,126 tonnes (64%) were processed potatoes. These potatoes were used for potato chips and fried 
products; and dry potatoes and potato-based products ready to serve. It is estimated that another 
30,000 to 40,000 tonnes of crispy potatoes are exported. 

Processing potatoes in Australia are more expensive compared to other countries.  United States, on 
average, are 50 percent cheaper. Therefore, it is more cost effectiveness for countries such as China 
to import finished potato products from the United States (Hort-Innovation, 2017). 

Since 2016, Australia has imported frozen products, and this is increasing.  New Zealand is the largest 
supplier, followed by the United States and Europe. 

 

9 Better understanding of consumer preferences 

This section highlights that consumers do not know or understand the different potatoes varieties 
they buy and consume.   

9.1 Consumer survey  

In August 2013, Woolworths Group unveiled "Woolworths Trolley Trends", a study on the choices of 
its clients. The supermarket chain commissioned the investigation of the purchasing habits of 
Australians with the context provided by the analysis of the Household Expenditure Surveys of the 
Australian Bureau of Statistics, the Census and the Reserve Bank of Australia by the outstanding 
researcher social, Bernard Salt of KPMG (PotatoPro.com.2018). 

The report highlighted that the Australia today is very different to 25 years ago. The modern Australian 
household is less likely to have an exclusive Anglo-Australian heritage, less likely to identify with 
religion, more likely to have a higher education and more likely to have both partners working.  Today's 
family could be a single, a couple or have adult children who live in their homes well into their twenties 
and still depend on their parents to get support. These changes are reflected in your shopping carts. 

The survey said that 75 percent of the respondents preferred the Australian potatoes over the 
imported ones. This is in line with the global trend of buying local. 

The survey also revealed the most consumers purchased Australians vegetables i.e. tomatoes, carrots, 
potatoes, onions and broccoli. 
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9.2 Shopping habits 

On average, Australians spend only 34 percent of their weekly food budget on their main shopping 
day. The big weekly purchase gave way to several during the week. Today the supermarket is seen as 
a pantry. 18 percent of respondents said they prefer Sunday to do the shopping, moving on from 
Saturday, the previously preferred day. 

Australian families prefer promotions: 

Households with a 48-49-year-old person spends $3,548 more on food and non-alcoholic beverages 
each year than the average Australian. There was a 31.5 percent increase in the number of children 
still living with their parents between 2006 and 2011 - reflected in higher costs for longer time for 
many families. Other purchasing attitudes that attracted attention in this study were that more than 
a third of the items in the Woolworths supermarket trolleys are purchased on promotion (10% per 
year). 

More pasta and less potatoes 

Potato was Australia's favourite dish in 1984 and accounted for 72 percent of purchases of side 
dishes. This has been reduced to 39 percent, and the popularity of pasta, noodles and rice has 
increased, and now accounts for 61 percent of accompaniments. 

The changing palate of Australia: 

In the 70's and 80's, the standard food was meat and three vegetables. Then, in the 90's 
Mediterranean products such as zucchini, garlic, eggplants and red pepper were favourites and a 
must in the supermarket offer. Then, since 2010, dates, figs, almonds, pomegranates and the Arab 
trend reached the shelves of Woolworths because of its high demand. Today superfoods like kale, 
blueberries and sweet potatoes are standard foods in Woolworth's fresh produce section. 

Debts 

Housing costs (rent or mortgage payments) now account for most of the portfolios (18%) that 
recorded the largest single increase in family spending since 1984 showing an increase of 380 precent. 
Today, food and non-alcoholic beverage accounts for the second largest spending (17%). Generation 
X (early 1960's - early 1980's) has emerged as generation debt: more than half of all households 
headed by a generation X have a mortgage loan and a third have credit card debt. 
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9.3 Consumption habits in WA 

Research conducted in 2012 by Western Potatoes Ltd found that 85 percent of consumers in WA eat 
potatoes more than once a month, and 63 percent consume potatoes more than once a week. 
Consumers also buy potatoes 3.3 times a month (or every 10 days) and prefer potatoes in pre-packs 
(2-3 kilograms) rather than loose ones.  Potatoes are seen as a staple food and are purchased 
predominantly in supermarkets. Most consumers are also unaware of potato varieties and buy based 
on the colour of the skin or if they wash or brush. The physical appearance of the potato is critical in 
the consumer's purchasing decision; it should be generally smooth, uniform, firm, without sprouting, 
without imperfections and without deep eyes. Potatoes are also considered a cost-effective 
accompaniment to dinner. 

Older groups consume potatoes much more regularly than younger age groups, which means that in 
the future per capita demand could be substantially lower. 

In January 2015, Hort-Innovation Australia commissioned Colman Brunton, a market research agency, 
to conduct a study on the preferences of Australians in relation to the consumption of fresh potatoes, 
sales trends and the size of the market throughout time. This included a one-year follow-up and 305 
people were interviewed. To be part of that study, the person surveyed had be over 18 years old, buy 
fresh vegetables in the last fortnight of the interview and have bought potatoes in the last month, and 
be the main buyer. 

The Hort Innovation study provided valuable information and the recommendations are similar to 
Western Potatoes Ltd data. 

Insight Recommendations 

Consumers prefer a variety for 
all uses, instead of cooking 
specific potato varieties. 

Investigate a versatile and multipurpose potato variety. Promote 
the product as "Perfect for all your cooking needs". The potato 
will have to bake, boil, mash, salad and fry well in the main 
cooking styles. 

The factors that influence the 
purchase decision of fresh 
potatoes vary according to the 
segments of consumers: 
opportunity to make purchases 
in several ways. 

Use different approaches to encourage purchase e.g. 1. Time 
poor see potatoes as a convenient vegetable, 2. young and 
established families have potatoes as the family's favourite, and, 
3. for the budget, potatoes are a staple food in the pantry. 
Strategy: Capture attention in the store and in the package using 
multiple messages. 

Poor quality of potatoes doubles 
their purchase barrier. 

Explore quality problems throughout the supply chain. Make 
sure there are adequate quality controls so as not to alienate 
consumers. 

 

Another factor that this study highlighted is that potatoes are still an important food item in the 
shopping basket. The study shows that Australians consume potatoes on average 14 times a month 
and buy them in supermarkets, preferably Coles and Woolworths. On average, they buy 2.8 kg of 
potatoes per month. In addition, the market analysis indicates that consumers perceive washed and 
brushed potatoes as value for money and generally buy these individually (Results obtained during 
October 2014). 
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One of the survey questions was specifically about potato varieties: Which of the following 
types/varieties of potatoes do you typically purchase? 

The responses were: 

 Between 10 to 30 percent were not able to name a variety.  
 the most recognized varieties in this study were Desiree, Dutch Cream, and Kipfler (Table 2). 

 

Table 2: Colman Brunton study on the evolution of the preferences, September 2014 – August 2015  

Regarding potatoes’ attributes, the most popular characteristics were: 

 Easy to cook and had great versatility 
 Flavour  
 Ease to complement with other foods.  

They also are part of the traditional Australian cuisine. 

Potatoes are expected to stay fresh for 18 days and the current varieties generally achieve this target. 

The most common ways of cooking potatoes, according to the study, are:  mashed potatoes, roasting 
and boiling. 
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9.4 Defining the issue: consumer awareness of potato varieties in WA 

A commonly held belief among potato producers is that the development of new varieties is the 
solution to increase consumer demand for potatoes. New varieties are anticipated to improve eating, 
handling and storage qualities which appeal to the consumer. However, an informal survey of 25 
people in different supermarkets in five different areas of Perth, WA, found the following:  

 78 percent of the people surveyed do not know the name of the variety they buy 
 95 percent were interested in knowing more about the qualities of the different varieties 
 85 percent prefer a potato that can serve all purposes 
 95 percent said they do not know any potato disease 
 90 percent are happy with current varieties available 

In contrast, when potato growers were surveyed for their opinion on the preferred potato variety, the 
Royal Blue variety stood out for its versatility and quality. Potatoes WA - the industry representative 
body in WA, carried out a marketing campaign during 2017 to promote potatoes varieties and their 
uses. When respondents were asked if they remembered the ads, 85 percent said no, and 15 percent 
said they had a vague memory. 

According to Simon Moltoni, Executive Officer of the Potato Growers Association of WA, developing a 
new variety takes between 15 and 20 years.  

Craig Ryan, member of the West Midlands Group Potato Committee and one of the owners of Ryan 
Potatoes (Dandaragan and Pemberton) conducted a trial on potato varieties in 2017.  Trial had three 
new varieties (Casablanca, Merlot and Cabaret) on this farm in Dandaragan with Elders. The trial also 
included the commercially available potatoes varieties normally grown on the Dandaragan farm. The 
nutrition and irrigation were the same for all varieties. According to Craig Ryan, the industry takes 
years to introduce a new variety, however, as a producer it is dependent on commercial strategies. 
Ryan Potatoes supplies potatoes to a range of large retail and independent supermarket customers 
and some of the fresh produce stores and restaurants in WA. 

During the development of this case study, the TPP problem became very serious and discouraged 
some producers in the industry. Some decided to stop producing potatoes completely.  

When interviewing Dr. Steve Milroy, Research Manager, Potato Research at Murdoch University, he 
pointed out that it is also necessary to find a variety that is more resistant not only to pests, such as 
the TPP but to climate change. 

Supermarkets have responded by allocating smaller display space for potatoes which further lowers 
consumer awareness and demand. 
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10 Future directions 

10.1 Future development of the potato processing industry  

A study developed by Fact.MR to analyse future trends in the global frozen potato market, shows a 
large Compound Annual Growth (CAGR) of 4 percent between 2017 – 2022.  This translates to 
US$60,109.5 million by the end of 2022. 

This study points out that saving preparation and cooking time are the greatest benefits that 
consumers see in frozen potatoes. The most consumed products are potato chips, mashed potatoes, 
sweet potatoes, buttered, baked, stuffed and topped.  

The study also states that these products are consumed on a large scale in developed countries and 
are gaining popularity in developing countries. 

Europe will be the market that dominates the frozen potato market. The increase in investment in the 
development of new products, the growing attraction of consumers towards fast food and the 
presence of the main players in the market are the major factors for this growth. 

United States is also projected to emerge as the second most lucrative market in the global frozen 
potato market. Products such as French fries, sweet potatoes and cooked potatoes are some of the 
bestselling products in North America. 

It is expected that potato chips are the largest frozen product of potato consumed. It is projected that 
French fries will surpass US$18.9 billion in revenues by the end of 2022. Meanwhile, wedges are 
expected, as a frozen potato product, to also show growth during the forecast period. 

The QSR sector would be the largest end user of the frozen potato. This industry was expected to 
account for more than half of the distribution of revenues by the end of 2017. Meanwhile, the 
residential sector is expected to generate an incremental opportunity of more than US$3,500 million 
between 2017 and 2022. 

Supermarkets and hypermarkets are expected to emerge as the largest frozen potato distribution 
channel. By the end of 2022, trade is expected to exceed US$25.1 billion. 

However, the high price of frozen potatoes and the increase in health awareness among consumers 
are some of the factors that are detrimental to the growth of the frozen potato market worldwide. 

In summary, the market is experiencing a consistent decrease in potato consumption, coupled with a 
lack of knowledge of potato varieties by consumers, who demand high quality and products with lower 
carbohydrates. In addition, the “busy life” is changing consumption habits. People are acquiring 
products that simplify their day which means a great opportunity for potato growers of the Northern 
Valley in terms of packing facilities which provides diverse solutions “ready to cook”. 
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10.2 Marketing strategy in WA 

The national and local potato bodies are working with growers to develop new potato varieties that 
are attractive to consumers (local and export markets).  The aim is to increase demand and support 
the export strategy proposed by the government.  

However, if the industry requires results in the short term, we suggest developing a marketing strategy 
that improves the understanding of what the potato consumer requires, increases potato 
consumption and producers’ profit. 

The following marketing strategy was tailor designed to meet the needs of potato producers of the 
Northern Valleys Region and complements the one developed by Hort-Innovation for 2017-21 for 
Australian producers. 

Target Audience: 

Target Audience No1: Men and women who food shop in WA 

Target Audience No2: Retail and food industry 

Target Audience No3: Potato Industry and media 

 

10.3 Potato Industry SWOT analysis  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

  

Strengths 

 Easy to cook and versatile product 
 The WA supplies industry all year 
 Producers working together with their 

peers 

Weaknesses 

 Tomato Potato Psyllid 
 Dickeya dianthicola 
 Quality 
 Producing in Australia is 

expensive compared to 
competitors such as the United 
States and Europe 

 Lack of processors 
 Promotion  
 Relationship with consumers 
 Depressed producers 

Opportunities 

 Increased demand for processed 
potatoes (frozen, French fries, crispy 

 Demand for local products 
 Low import of fresh potatoes 

Threats 

 The consumption of potatoes is 
decreasing 

 Perceived as a product high in 
carbohydrates and health risk 

 Other vegetables are replacing 
potatoes as an accompaniment 

 Little knowledge of potato varieties 
and their uses 

 Plastic bags ban 
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10.4 Strategy and activities 

The following strategy and activities have been developed to guide the WA potato industry to 
improved profitability and market growth. 

Objectives Strategies Activities 

Increase sales of 
fresh potatoes 

Develop a marketing 
strategy 

 

 

 

 

 

 

- Develop an identity for WA Potatoes. 
- Conduct further market research on consumer 

preferences. 
- Use current best management practices, and research 

and development to increase potato quality. 
- Develop promotional activities at the points of purchase 

(generate a platform for meeting consumers and 
producers). 

- Generate “The Potato Month” with gourmet activities 
in different regions of WA (places where the majority of 
potatoes are consumed).  

- Advertising: Organise an advertising campaign using 
diverse media for 3 month each session: Radio 
(advertisement + cooking tips), social media (recipes 
with the iconic variety and others), and the joy of potato 
consumption, just 2 weeks on TV promoting a massive 
event. 

Generate an icon for 
each season 

- Focus the promotion on an icon (a variety) in each 
season for the next 3 years. Therefore, efforts would be 
made in a summer potato and a winter one. 
Consumption of other varieties will be positively 
influenced by the “icon”. 

Improve farm 
management 

- Work with strategic partners (WA Potato, growers’ 
groups such as WMG, and Perth NRM) to get access to 
experts to help improve on-farm management. 

Increase profit 

 

 

 

Decrease production 
costs, increase 
efficiency in fertilizers, 
water and labour. 

- Work with experts. Collectively hire an expert and 
divide the costs. 

- Work together with universities and expert groups. 

Develop processed 
products 

- Work in collaboration with potato producers of the area 
to develop diverse packing products which brings 
innovative solutions for consumers. Concentrate on a 
location to value added products, for example, frozen 
and / or fried potatoes. 

Finance 
marketing cost 

Generate a promotion 
fund 

- Members fee  
- Grants 
- Sponsorships 

 



 

22 
 

 

Bibliography 

Tapia, M & Fries, A et al. 2007.Guia de Campo de los Cultivos Andinos. FAO, Roma. 

Hawkes, J.G. 1978. Biosystematics of the potato. In: The potato crop. The scientific basis for 
improvement. P.M.Harris, edit. Chapman and Hall, London. 

Horticulture Innovation Australia and Potato Fresh – Fund.2017. Potato Grower, Strategic 
Investment Plan 2017 – 2021. Hort-Innovation. Sydney 

Horticulture Innovation Australia. 2017. Processing Potato Strategic Investment Plan 2017 - 2021. 
Hort-Innovation. Sydney 

Potato Growers Association of Western Australia. 2018. http://pgawa.com.au/ 

FAOSTAT. 2018. Potato Production. http://www.fao.org/faostat/en/#data/QC 

Coriolis. 2016. Pathways to Competitiveness. Western Australia Agricultural Authority 2016. Perth 

Department of Primary Industries and Regional Development. 2018. Tomato Potato Psyllid. 
https://www.agric.wa.gov.au/tomato-potato-psyllid-tpp 

Department of Agriculture and Water Resources. 2017. National Management Group Agrees that 
Tomato Potato Psyllid (Bacteria cockerelli) cannot be Eradicated. http://www.agriculture.gov.au/ 

Department of Primary Industries and Regional Development. 2017. Biosecurity Alert: Dickeya 
dianthicola. https://www.agric.wa.gov.au/plant-biosecurity/biosecurity-alert-dickeya-dianthicola 

Bendotti Exporters. 2018. https://www.bendotti.com.au/ 

PotatoPro.com.2018. Woolworths Trolley Trends report reveals Australia’s evolving tastebuds. 
https://www.potatopro.com/news/2013/woolworths-trolley-trends-report-reveals-
australia%E2%80%99s-evolving-tastebuds 

Colmar Brunton 2015. Potato Tracker. Hort – Innovation. Sydney  

Fact.MR. 2017. 5 Key Insights on Frozen Potato Market through 2022. 
https://www.factmr.com/media-release/296/frozen-potato-market 

 

 


