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POTATO

Leveraging potatoes to build  Brand Name Recall
a better image for the —
produce aisle
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lists when they hit the produce aisle, But the sppeal of spuds can
do mare than just boost potam sales: Carrying tubers supported

by strong hrnn-ding can also improve customers  perceptions of
your produce department and increase the likelihood that they'll
shop the store again.

Mo matter what the variety of potatw, the ldaho mame is by far
the most-named top of mind "brand” ufp::um, acoordingr to

exc isive new data from Carbonview Research. In fact, abour
half of all ‘il‘H]-'FI'FIL"I‘: say they specifically seek out the Idaho name
when they're ﬂ]'u}]'r]'rm;_. for Fnrnhm*- In addition, the association
between *Idaho” and |1nr:l:1|-|:'l- is the strongest of any of the most

commuon bood and state associations, such as Wisomnsin and
cheese or Washington state and ;1|;|;|n,
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Consumers Who Look for idaho® Potatoes
When Shopping for Fresh Potatoes

s ook o ANNNNRNERERREENED
dano:
for lgaho: %

BEHIND THE RESEARCH

&) datz are from Carbomnview Research, based on an onlne survey conductad n
Saplember 2014 among 1500 consumers who wara all age 1B or oider, partialy or
wholy responsibda for purchasing fresh produce for el houssehold, and who had
baught frash potaloes within the past three months




POTATO

Potato consumers judge stores by produce aisle

The Most Important Area Potato Consumption Segments
in the Supermarket and Potato Packaging
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Consumers Buy Fresh Potatoes an Average of 16.9 Times Per Year
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POTATO

RETAILIN TODAY

The prodhice department is by fr the most important section of the grocery store for drawing
in potato consumers, with meat/scalood a distant second. And these spud shoppers are stock-
ing up: On average, they buy enough potatoes for more than three meals each time they pur-
chase potatoes. From heavy to light potam users, however, the most popular packaging 1s the
5-pound bag. For those consumers who go o the supermarket looking specifically for Id aho®
potatoes, spuds with superior quality and taste are the expectation, in addition o desirable size
and appearance.

Consumers Look for Idaho” Potatoes for:

High quality
“As with nationally distributed brands, |daho
potatoes are often of better quality”
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POTATO

Idaho appeal:
More positive produce department perceptions

Impact of Features on Making Produce Department Desirable
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Freshness B among the greate st influencers of positive produce department perceptions, and
idaho® potatoes have a more favo rable i mage of freshness than non-idaho.

Impact of Idaho on Produce Department

Impact of image on opinion of Impact of image on likelihood to
produce department shop store again
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POTATO

RETAILIN TODAY

Carrying Idaho® potames, with their strong branded image among consumers, is likely to positively
impact perceptions of produce department desirability, according to new data from Carbonview
Research, Secing a bag of Idaho® potatoes is more likely to elicie positive thoughts about freshness,
taste and quality than seeing a bag of generic pottoes, And shoppers even rate spuds from Idaho

at least one point higher than non-ldsho potatoes for quality, mste and freshness. Irall addsup to a
rosier view of the entire produce aisle among shoppers and makes it more likely that they will shop
the store again.

Top-of-Mind Associations to a Bag of Potatoes
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How Consumers Rate idaho vs. Non-ldaho Potatoes*
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“I'm so popular with my customers
that the other cotegory managers

are getting jealous.™
Ted
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