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Domestic Scorecard
More people, eating more potatoes, in more ways.

14/15 15/16

TotalPotato Volume Sales 36.14Blbs. 36.09Blbs.

Potato Share of Dinnersat Home 
- Food Enthusiasts
- All U.S.

30%
30%

32%
30%

Potato Share of at Home Meals* 
- Food Enthusiasts
- All U.S.                      *No snacks/chips

N/A 25%
23%

Retail
- Volumeof FreshPotatoesSold
- Dollar Sales of FreshPotatoes Sold

3,054B
$1,961B

2,999B
$1,972B

Retail
- Volume of all Potatoes Sold N/A TBD



Domestic Scorecard
More people, eating more potatoes, in more ways.

14/15 15/16

Recipe Views N/A 109K

Foodservice
- Volume of Potatoes Sold
- Dollar Sales of Potatoes Sold

11.9B lbs.
$6,073MM

12.3B lbs.
$6,993MM

Potato Offerings on School Menus
- Side dishes served at lunch
- Side dishes served at breakfast

N/A 6.0%
0.4%

Potato Share of New Product Launches 7% 8%



Strategic Approach
Domestic Marketing
Fiscal Year 17



Our Mission

Strengthen Demand for 
U.S. Potatoes



Domestic Objectives

More people eating more 
potatoes in more ways

Consumers know potatoes 
for one key lifestyle 
benefit and supporting 
health claim

Protect and enhance the 
good reputation of U.S. 
potatoes and the potato 
industry



Start,
Stop,
Continue



Continue

Establishing a relationship with Food Enthusiasts

Highlighting inspired recipes and imagery

Providing quick access to recipes

Promoting potatoes as delicious, versatile canvas

Highlighting fresh and natural characteristics



Continue

Fishing where the fish are, with the right bait

Emphasize relevance and impact over reach

Measure, Optimize, Repeat

Drive consistency



Stop

Telling multiple nutrition messages

Using Potatoes Goodness Unearthed

Focusing on activity as key metrics

Focusing on dated metrics

Boiling the ocean



Start

Define, and establish, a lifestyle benefit

Establish a master editorial calendar across all programs

Position Potatoes USA as the go-to-source for 
educational information about all types and forms of 
potatoes



Domestic Marketing 
Programs



Reputation Management

Protect and enhance the good 
reputation of U.S. potatoes 
and the potato industry



Vulnerabilities Assessment

Objective: Identify a specific set of issues relevant to the 
industry (not just individual members) to monitor, pre-empt 
if possible, and respond to as needed

Working Session at March 2016 Annual Meeting

Brought together cross-section of Industry representation

5ƛǎŎǳǎǎƛƻƴ ŀǊƻǳƴŘ ǇǊƻŘǳŎǘǎΣ ǇǊƻŎŜǎǎŜǎΣ ǇƻƭƛŎƛŜǎΣ ǇŜƻǇƭŜ Χ ŀƴŘ 
more

Plot according to likely occurrence and likely impact



FoodborneIllness
HighCarbContent
GlycemicIndex
GMO* Processing
Pesticides* Fries/Chips
KidsandFries* Obesity

Greatest Industry Vulnerabilities

MORE LIKELYLESS LIKELY

MORE IMPACT

LESS IMPACT



Harvard Hypertension Study

Publication critical of 
consuming potatoes 
accompanied by editorial 
suggesting balanced 
dietary pattern





FY17 Monthly Monitoring Report



FY17 Proactive Planning

Response Strategy New/Unexpected



Marketing Research

Enable the industry to 
identify opportunity and 
make informed decisions to 
strengthen demand 



Strategic Planning Process

Measure



Market Research
KPI Market Research

TotalPotato Volume Sales Sales and Utilization

Potato Share of at Home Meals
Consumer

Attitudesand Usage

Volume  & Dollar Sales of all Potatoes 
Sold at Retail

Nielsen

Recipe Views WebsiteAnalytics

Volume & Dollar Sales of Potatoes Sold 
at Foodservice

Potato Menu Mentions

Technomic
FoodserviceVolume & Menu Tracking

Potato Offerings on School Menus
Technomic

K-12 Menu Tracking

Potato Share of New Product Launches InnovaNewProduct Tracking



Integrated Marketing Program



Consumer Insights





PotatoGoodness.com



PotatoGoodness.com


