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The European Potato Sector

Europe :

The European Union (27)

EU candidate countries

(Turkey, Croatia, FYROM + 

Iceland)

EFTA (Iceland, Norway, 

Liechtenstein & 

Switzerland)

Former Yugoslavia & 

former CIS 
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The European Potato Sector

Potato sector in Europe v. the world :
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The European Potato Sector

Potato sector in Europe :
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The European Potato Sector
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The European Potato Sector

Potato sector in Europe : not uniform !

Å No common European policy
Å Farm structure 
Å Seed usage
Å Plant health
Å Commercialisation (fresh, processing, 

animal feed, other applications)
Å Consumption
Å Exports
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The European Potato Sector

Potato sector in Europe :

Å EU 5 (Belgium, France, Germany, 

Netherlands & United Kingdom)

Å Mediterranean area

Å New member states (Central Europe minus 

Poland)

Å Poland
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The European Potato Sector : 
main production areas

+/-

stable

down
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The European Potato Sector : 
potato area
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The European Potato Sector : 
main producing countries

Poland
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The European Potato Sector : 
farm scale
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The European Potato Sector : 
consumption
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The European Potato Sector : 
animal feed
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The European Potato Sector : 
export

Seed 

potatoes

Potato 

products
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The European Potato Sector : 
seed trade
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The European Potato Sector : 
seed exports : destinations

Algeria

Egypt
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The European Potato Sector : 
ware potatoes trade (extra EU27)
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The European Potato Sector : 
potato products : export evolution

Recent increase 

of export share of 

EU despite the $/ú

currency



20

The European Potato Sector : 
potato products trade EU27

Bad 

crop
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The European Potato Sector : 
potato products : export evolution



22

The European Potato Sector : 
export potato products

161.000 

ha

68.000 

ha

145.000 ha

276.000 

ha
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The European Potato Sector : 
prices (free market) 
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The European Potato Sector : 
prices (free market) 
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The European Potato Sector : 
main conclusions

Potato prices : some remarks
Å Free market : 
Å Reducing due to a chain approach and a órisk 

coveringô of trade/packers/processors (because of 

long term sales contracts)

Å Large differences in definition of the product

Å Eurex : futures in Frankfurt / cash settlement price

Å Contract market :
Å Increasing due to risk covering, variety linked 

contracts (chain approach), professionalism.
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The European Potato Sector : 
main conclusions

Seed potato sector :
Å Producing /exporting countries : Netherlands, 

Scotland, France, Ireland, Germany, Denmark, 
Belgium. 

Å Increasing prices (higher production costs, # growers 
going down, risk harmful organisms).

Å Impact of EU policy on preventing harmful 
organisms.

Å Farm saved seed.
Å Focus on creating new varieties (rotation goes faster 
ïdiseases, consumption) (= also cost factor).

Å Focus on collecting royalties (30 year).
Å Only óimportsô allowed from Switzerland & partially 

Canada (PEI) in some MS (= closed market).
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The European Potato Sector : 
main conclusions

Ware potato sector :
Å Producing countries : Germany, UK, France, 

Netherlands, Belgium. (Poland)
Å Clear distinction between potatoes for the fresh

market & processing market (quality, varieties, 
yieldsé)

Å Early potato (imports) market shrinking because of 
quality demands (fixed skin) & investments in storage 
(cool + free of chemicals (e.g. ethylene))

Å Quality standards farming (Globalgap, IKKB 
(Belgium), Q&S (Germany) and trade/processing 
(BRC, IFS, é) have become basic !

Å Organic potato (products) : niche product (except in 
some MS e.g. Austria, ..) ïproblem : phythophthora
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The European Potato Sector : 
main conclusions

Potato products sector :
Å Processing centralised in the largest potato production MS 

(Netherlands, Germany, UK, Belgium, France) (high yields, cost 

price reduction) (Poland).

Å Increasing consumption (e.g. UK >50 % of total potato 

consumption) + increasing exports (worldwide) ïconvenience. 

Fast growth of the cooled (not frozen) products (higher prices / 

impact of crisis)

Å Staple food + snacks.

Å Opportunities : world market, new products, convenience, 

ñrevival of the potatoò.

Å Threads : process contaminants, health & diet, carbon foot print, 

crisis.
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Potato consumption

Å High diversity from one member state to 

another (even from one region to 

another)
Å Cooking type / variety

Å Traditions 

Å Packaging

Å Distribution

Å Demographic evolution

Å Fresh / processed

Europe is composed out of tens of (local) 

potato markets !
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Potato consumption

Å Influences : 
Å Weather (summerė winter)

Å Convenience (time = money)

Å Price (competitors cereals, rice (2007))

Å Social developments

Å Multicultural society

Å Image (old fashioned) 

Å Local products (buy local) é.

Å Communication (promotion ïgeneric/brand)
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Potato consumption
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Potato consumption
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Trends : 

1. Product : quality, packaging, labelling, 

varieties

2. Social : budget, cooking, eating out,(internet) 

communities, é 

3. Political : environment, fair trade, food safety, 

sustainability é

How to distinguish long & short term 

trends?

Trends influencing the marketing of 
European table potatoes
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1. Quality : visible (washed ė brushed), sizes, taste, 

cooking type, colour (skin/flesh), specialities

2. Packaging : smaller packages (family sizes, lack of 

storage facilities), protection (shelf life), information 

(website (common/ company), point of sale, presentation

3. Labelling : variety, cooking type, recipes, brand, 

(common) quality / origin label 

4. Varieties : brand (e.g. rooster UK), tool for exclusive 

relationship prepacker / retailer, how about new 

(environmental) trends ïe.g. ógifpieperô story in the 

Netherlands) ïintegrated approach

Trends : Product



Trends : quality
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Trends : packaging
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BELGIUM



Trends : Packaging
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SWEDEN
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Trends : Product
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Trends : Product presentation
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BELGIUM

Ribbon development in urban / rural areas 

Ĕ sales at the farm



Trends : Product
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BELGIUM

Potato vending machine


