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Changing attitudes & behaviours, and
giving people the permission to enjoy potatoes

• Consumer marketing campaigns

• Web and social management

• Reputational support

• What’s next?



£90k multi-media campaign to drive extra 
demand in retail in response to Covid-19

• Objectives: Increase relevance of potatoes & grow volume by encouraging 

people to add an additional potato-based meal to their weekly repertoire

• Strategy: Be relevant, provide variety and inspire 

• Key messages : Versatility, Taste, Ease, Nutrition

• Audience: 25-54yrs, and adults with children at home

• Catch-up TV, Posters & Social Media



Catch up TV grabbed attention, amused and 
inspired

• 3 weeks on           seen 716,000 times

• Adverts shown in popular food and cookery 

shows, and top entertainment shows for 

credibility and scale



Retailer digital posters prompted purchase

• Digital posters outside 284 Tesco, 

Asda & Sainsbury’s stores

• 2 x 1 week bursts reached 570,000

people 

• 3 different designs demonstrated 

versatility, convenience and health

• Good locations helped inspire, 

remind and prompt purchase



• Delivered 5.2m impressions

• Over 1.3m video views leading to over 50k clicks to 

the lovepotatoes.co.uk website

• 13 social media influencers reached 442k followers 

with 12k engagements

• Posts on lovepotatoes social channels performed 

better than industry averages and drove over 148k 

users to the website viewed over 231k pages

Social media provided inspiration, 
engagement and visits to the website



Web and social management



Inspiring with always-on social posts & recipes

27,300

www.lovepotatoes.co.uk

31,800217,000



Popular content across recipes and tips

12.31% ER

5,138 clicks

11.84% ER

9,634 clicks

9.49% ER

5,623 clicks

6.05% ER

33,691 Reach
3.96% ER

42,954 Reach

3.78% ER

42,295 Reach



Reputational support



Providing a permission to enjoy



Promoting the health benefits of potatoes

506,000 

Video views

46 pieces 

of coverage



New campaign for 2021



• £150k tactical Covid-19 response campaign

• Working from home ‘Hot Filling Lunch’ opportunity

• Appeals to all consumer groups – small HH, families, young, old….

• Social campaign for better targeting

• Relevant for fresh, chilled & frozen 

• Key messages : 

taste, versatility, convenience, 

healthy, value, environment

Jacket potatoes : a versatile hot lunch 



www.ahdb.org.uk
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