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Executive Summary 

 

 

This report is established to determine if Tahuri Whenua Collective should launch its 

new potato products into New Zealand market (decision problem). As potato is one of 

the most popular carbohydrate food in New Zealand, the unique traditional Maori 

potatoes has become a possible perspective for Tahuri Whenua to explore its potato 

market. Therefore, an investigation is conducted to perceive the feasibility of 

marketing the Maori potatoes in New Zealand. The major concerns are: customer 

attitudes towards potatoes in New Zealand, customer perception towards traditional 

Maori potatoes, and potentials for customers to try the unique Maori potatoes. 

 

In order to solve the decision problem, two main kinds of research methodology were 

used: focus group and questionnaire. The focus groups had been conducted to form 

the base upon what the questionnaire was built. Then the questionnaire research was 

established aiming at collect information of the three research objectives so as to solve 

the decision problem. 

 

Five important findings were obtained through the questionnaire. Firstly, potatoes 

were found to be one of the most normal foods appearing in respondents’ weekly diets. 

Secondly, the average potatoes sold in the current market had a positive impression on 

respondents while the price of average potatoes was also regarded as acceptable. 

Thirdly, the Maori potatoes were new products to the majority of people in NZ while 

only a few had tried them before. Fourthly, based on the information provided in the 

questionnaire and/or their experiences with the Maori potatoes, the respondents 

tended to like the Maori potatoes while they liked the “special tastes” and “health 

premium” of the Maori potatoes most. Lastly, the research indicated that the most 

acceptable price range for Maori potatoes was between $2 and $3.99/kg whereas the 

assuming price for the Maori potatoes had been from $4 up to $6.99/kg.  

 

 

Based on the findings, relevant conclusions were drawn and corresponding 

recommendation were offered. First of all, the potato market in NZ was steady and 

large so that there could be room for the Maori potatoes but a detailed survey should 

be conducted to discover the optimal distribution channel. Secondly, it was better for 

the Maori potatoes to distinguish themselves from the average potatoes as the average 

potatoes possessed a strong position in the current market. Thirdly, a “sample test” 

should be held by letting potential customers try some samples of Maori potatoes as 

for the Maori potatoes were still new to most of people in NZ and promotions should 

be used to promote the new products. Fourthly, as the “health premium” was quite 

attractive to people in NZ, the company should apply for an official certificate for this 

unique feature so as to convince people in a formal way. Lastly, some further research 

should be designed to gain more information of the price acceptability as there were 

some price-related limitations caused by the limited range of weekly income.  
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1.1 Introduction 

This chapter mainly focused on giving an introduction of the whole report of 

investigation. This would include the Maori collective’s background, the purpose of 

the investigation, the management decision problem, the marketing research 

objectives, and the scope of investigation. 

 

 

 

1.2  Background 

Tahuri Whenua Incorporated Society is a National Maori Vegetable Growers 

Collective representing Maori in the horticultural industry in New Zealand. As the 

unique Maori corporation in NZ, Tahuri Whenua has been coming into existence for 

more than two year with a clear direction of four key objectives: ensuring Maori have 

access to relevant resources in the horticulture industry, promoting an awareness of 

Treaty of Waitangi, and facilitating Maori participation in R&D in the horticulture 

sector and supporting Maori business development in the horticulture sector (Tahuri’s 

homepage, 2005).  

 

Since the arrival of Europeans, Maori has long been the one of the important players 

in the production and marketing of horticultural crops, primarily vegetables but not 

exclusively (Roskruge, 2004). It was estimated in 2003 by NZ horticulture research 

that Maori hah been contributing an over $520 million annually to the vegetable 

sector in NZ (Roskruge, 2004). Obviously, this figure secures Maori vegetable 

growers a prominent position in New Zealand’s horticulture industry.  

 

As a vegetable growers’ collective, Tahuri Whenua had continuously been dedicating 

to R&D in growing diverse varieties of vegetables so as to create a leading edge in the 

vegetable sector (Roskruge, 2004). Recently, Tahuri Whenua has launched a potato 

project named “Taewa Maori” with an aim to develop a unique variety of Traditional 

Maori Potatoes containing more antioxidants and other nutritious compounds than the 

ordinary potatoes on the current market (Lister 2005). To date, several unique 

varieties of the traditional Maori potatoes have been successfully breeding but haven’t 

yet been available in the current market. As a major concern, Tahuri Whenua showed 

a desire to know if there was a market niche for their unique Maori potato products. 
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In order to obtain some detailed information of the traditional Maori potatoes, an 

interview had been held with the collective’s deputy of chairperson named Puha 

Moana at her office (see Appendix III for the content of the interview). Through the 

interview, it was learned the main colors of the skins of these unique Maori potatoes 

originating from South America had been purple, red and cream while the textures of 

them had ranged from waxy to floury. Besides, the traditional Maori potatoes 

possessed special tastes. For instance, some the varieties tasted sweet and some were 

bland and had a buttery taste. Normally the Maori potatoes had long lasting quality 

and contained plenty of antioxidants while they were seasonal (only available part of 

the years). Through the conversation with the deputy of chair person, it was learned 

that the assuming prices for the traditional Maori potatoes would be around $4 

average and up to $6.99 per kg (including healthy premium). In addition, it was 

learned these Maori potatoes had ever been given out as gifts amongst Maori group.  

 

Under the above circumstance, this report of investigation was established to help 

Tahuri Whenua find out if the collective should launch its traditional Maori potatoes 

into New Zealand market. Briefly, this was a study identifying the commercial value 

of the “Taewa Maori” project. 

 

 

1.3 Purpose 

This investigation is focused on collecting information from the people living in NZ 

to find out their attitudes towards potatoes and their perceptions towards traditional 

Maori potatoes so as to better understand the potential for customer to try the unique 

Maori potatoes so that Tahuri Whenua can decide whether it should launch its 

traditional Maori potatoes into NZ market. 

 

 

1.4 Decision Problem 

Should Tahuri Whenua collective launch its new potato products into NZ market? 
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1.5 Research Objectives 

I. To determine customer attitudes towards potatoes in NZ. 

How do people living in NZ think of potatoes sold on the current market? 

 

II. To determine customer perceptions towards the Traditional Maori Potatoes. 

How do people think of the traditional Maori potatoes? 

 

 III. To determine the potential for customers to try the unique Maori potatoes. 

To what extension will people in New Zealand purchase a unique variety of Maori 

potato instead of those already on the current market? 

 

 

1.6 Scope 

This investigation was conducted for Tahuri Whenua, which is a National Maori 

Vegetable Growers Collective, to meet their request concerning about the feasibility 

of its traditional Maori potatoes in New Zealand market. The aim of this investigation 

was to find out whether there was a market niche for the collective’s unique potato 

products in New Zealand by gathering information of customer attitudes towards 

average potatoes sold in the current market and customer perceptions towards the 

traditional Maori potatoes. In order to collect the information, two consecutive focus 

groups where seven participants had participated were established (the first on 6
th

, 

Aug, 2006 and the second was held one week after) to provide the fundamentals for 

designing the questionnaire, from which the information came. Once the 

questionnaire was designed, a hundred of copies were dispensed to the different 

respondents between September and October in 2006 in order to collect the 

information for the research objectives. However, the survey didn’t take account into 

the whole NZ market because both the participants of the focus groups and the 

respondents of the questionnaire were selected within the range of Hamilton.   

 

Overall, the chapter one has described the company’s background and clarified the 

purpose of the entire investigation, the decision problem, the research objectives, and 

the scope the investigation. The next chapter will focus on explaining the research 

methodology used during the process of investigation. 
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2.1 Introduction 

This chapter includes the elaboration of the research methods used during the whole 

process of investigation. Mainly, there are two kinds of research methodology used: 

qualitative and quantitative research. The qualitative research included two 

consecutive focus groups while the quantitative research was the questionnaire 

designed based on the insights gained from the previous focus groups.   

 

 

2.2 Overall Research Design  

The whole research of investigation could be divided into two steps. Firstly, two 

consecutive focus groups were conducted with an aim to obtain some useful opinions 

by listening to a group of consumers from the current potato market in order to 

provide relevant insights for designing the questionnaire. Secondly, a questionnaire 

was designed based on the information gained from the previous focuses groups and a 

hundred duplicates were made and dispensed to customers inside the current potato 

market so as to acquire enough information to solve the decision problem.  

 

 

 

2.3 Focus Group   (Appendix IV & V) 

  

2.3.1 Purpose 

There were two consecutive focus groups during the whole process of investigation. 

The main purpose of the focus groups was to collect relevant insights of the whole 

research so as to form the footstone for the design of questionnaire.  

 

2.3.2 Structure 

Each focus group could be divided into five sequent steps: icebreaker, introduction, 

transitional questions, key questions and ending questions. The aim was to make the 

focus groups run under a natural and clear process so as to receive the maximum 

effects. Firstly, the icebreaker allowed participants to introduce themselves to each 

other. Secondly, the moderator clarified the main objectives of the focus groups 

during the “introduction” step. Then the transition questions were asked by the 
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moderator so as to let participants adapt to the circumstance. Fourthly, the key 

questions were asked by the moderator to achieve the objectives of focus groups. At 

last, the step of ending questions allowed participants to add anything that they felt 

necessary. Spontaneous comments were allowed during the meetings. The 

frameworks of the two focus groups were put in Appendix IV and the transcripts of 

the focus shown as in Appendix V. 

 

2.3.3 Participants 

There were seven participants selected ethnically from the current potato market and 

the ages of the participants ranged from 23 to 48. Among all the participants, three of 

them were Kiwi European, one was from America, and other three came from Asia 

Pacific. The reason for choosing participants on an ethnical base was that people’s 

diets would possibly vary amongst different nations and this consequently could led to 

the diverseness of their opinions towards average potatoes sold in the current market. 

Besides, the range of age fluctuating between 23 and 48 might reflect a self-cooking 

realm where people could cook trial potatoes in their own ways and then offered the 

optimal feedback. 

 

2.3.4 First Focus Group 

The first focus group was held on 6
th

, Aug in 2006 and it was taken place in the 

discussing room in the library of Waikato University. Moreover, as there was a sample 

test which allowed participants to try some samples of traditional Maori potatoes, this 

diverseness could broaden the perceptions towards Maori potatoes. The purposes of 

first focus group targeted mainly at perceiving customer attitudes towards potatoes. 

The whole meeting lasted for around 45 minutes while the entire conversation of the 

focus group had been tape-recorded as shown in the transcript in Appendix V in order 

to help the future analysis. At the end of the meeting some samples of Maori potatoes 

were allotted to each participant so as to let them try these potatoes.  

 

2.3.5 Second Focus Group 

The second focus group was held in the same place one week after the previous one 

with the same participants attending the meeting. As some sample potatoes had been 

dispensed to the participants last week, the second focus group aimed at gaining 

participants’ perceptions towards the Maori potatoes and the potential for them to try 
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these potatoes. The second focus group took about 40 minutes. Also, the conversation 

of the second focus group had been tape-recorded as shown in the transcript in 

Appendix V.  

 

 

 

2.4 Questionnaire    (Appendix VI) 

 

2.4.1 Formation of the Questionnaire 

An introduction was designed to lead the entire questionnaire by clarifying the 

purpose of this questionnaire. Then, in order to achieve three research objectives, the 

whole questionnaire was divided into three main parts: customer attitudes towards 

potatoes, customer perceptions towards traditional Maori potatoes, and customers’ 

potentials to try Maori potatoes. The results gained from the focus groups had had a 

significant influence on the design of these main parts. 

 

Part One: customer attitudes towards potatoes  

When analyzing the results of the focus groups, it was found that some participants 

had considered steak as one of the main food being taken normally while there is no 

comparability between steak and potatoes. Therefore, the first question of part one 

was designed as “What do you normally eat as carbohydrate food?” with an aim to 

fairly perceive whether potatoes were one of the carbohydrate food people in NZ 

normally ate. Also, illustrations were provided in the adjacent parentheses to let the 

respondents understand what the carbohydrate food was. The second question 

concerning about the frequency of eating potatoes was scaled weekly as the results for 

this question from the focus groups were consistently on a weekly basis. Besides, 

when analyzing the results of focus groups, it was found that the question inquiring 

the usual ways of cooking potatoes had been hardly useful for the whole research of 

investigation. Thus, this question was not in the questionnaire. Besides, when 

designing the questions taking account into the characters of potatoes, the element of 

“cleanness” was also regarded as one of the characters apart from those general 

characters such as taste and price. This was because “cleanness” had been taking into 

consideration by most of the participants in the focus groups when they were being 
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asked about their benchmarks of choosing potatoes. 

 

Part Two: customer perceptions towards traditional Maori potatoes 

Since the results of focus groups indicated that none of the participants had tried 

Maori potatoes before and had had no ideas with traditional Maori potatoes, a 

“concept statement” was given at the beginning of part two in order to provide 

respondents with a brief background of the unique Maori potatoes. Meanwhile, the 

respondents would have a chance to see the samples of Maori potatoes so as to help 

them better understand what the Maori potatoes were. Following the “concept 

statement”, a question was designed to know if respondents had ever tried the Maori 

potatoes before because it was learned from the interview with the deputy of 

chairperson that these Maori potatoes had ever been given out as gifts amongst Maori 

people, which could have consequently caused the possibility that some of the 

respondents might have tried the Maori potatoes before. Also, when analyzing the 

results of the focuses groups, it was found that some participants had complained the 

Maori potatoes had been unwashed. Thus, the feature of “unwashed” was put into the 

question concerning the preference towards features possessed by Maori potatoes.  

  

Part Three: Potential to try traditional Maori potatoes  

The first question of part three aimed to comprehend the customer acceptability 

towards different price ranges. As participants from the focus groups regarded $2 per 

kg as the optimal price for potatoes, the price ranges were set from $2 up to $6.99 per 

kg. Apart from the question concerning about the price ranges, one question was 

designed to let respondents compare the features of Maori potatoes with those of 

average potatoes since the results obtained from the focus groups indicated that these 

two kinds of potatoes had been comparable. The last question of the third part focused 

on gaining possible frequencies of purchasing Maori potatoes. 

 

Part Four: Demographics 

At last, an extra part named “demographics” was designed to be the last part to collect 

the demographic details of the future respondents so as to enhance the quality of the 

quantitative research.  
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2.4.2 Scaling Method 

The questionnaire had adopted a pre-coded method which required the respondents to 

choose from a set of predetermined answers for each question, all questions were 

scaled numerically so as to make them measurable and facilitate the statistical 

analysis of the results of questionnaire. For example, the sequent figures from “-2” to 

“2” can represent the levels of importance from “strongly unimportant” to “strongly 

important”. The numerical results were finally processed via Excel. 

 

2.4.3 Sampling Frame  

After that, the sampling frame was established as customers inside the NZ potato 

market. This would include people who had experiences of purchasing and eating 

potatoes and those who hadn’t eaten average potatoes before but who did have the 

capability of purchasing the Maori potatoes. The reason for framing this range was 

because people inside this range could be mostly possible to become potential 

customers for the Maori potatoes.  

 

2.4.4 Sampling Method 

A sampling method called “central location survey” was adopted. The central location 

survey focused on intercepting potential respondents and asking them to participate in 

the interview (Malhotra et al, 2002). The main reason for adopting this method was to 

let the respondents see the samples of the unique Maori potatoes before they made 

perceptions towards Maori potatoes.  

 

2.4.5 Sampling Size 

The sample size for the questionnaire was attempted to be a hundred respondents 

living in New Zealand.   

 

2.4.6 Pre-testing  

In order to identify and eliminate potential problems from the questionnaire, a method 

called “pre-testing” was used by testing the questionnaire on a small sample of 

respondents. During the pre-testing process, ten respondents were invited to fill in the 

questionnaire and express their opinions on it. As a result, some respondents 

mentioned that the “long duration of quality” should have been amended as “long 

lasting quality” so as to make the statements be easily understood. As a result, the 
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amendment was made to improve the quality of the questionnaire.  

 

2.4.7 Response Rate 

The amended questionnaire was then printed into 100 pieces of copies so as to 

dispense to potential respondents. The response rate was listed as the table below: 

Date (all in the 

yr of 2006) 

Place Attempted 

Numbers of 

Respondents 

Actual 

Numbers of 

Respondents 

Response Rate 

15
th

, Sep Food Town  30 14 47% 

16
th

, Sep Pakn’ Save 20 17 85% 

18
th

, Sep Shopping 

Centre 

30 21 70% 

20
th

, Sep University 20 20 100% 

23
rd

, Sep New world 20  18 90% 

26
th

’ Sep New Save 10 10 100% 

 

The above table indicated the response rates for date collected in different places on 

different dates. As a whole, the response rate came up to 78% by dividing the total 

actual numbers of respondents with total attempted numbers of respondents. There 

were a hundred respondents amongst whom 53 were male and 47 were female. 

Besides, the major ethnical groups of the respondents were New Zealander (Kiwi) 

(59%), Maori (13%), and Asian (15%). The ages of the respondents mainly ranged 

from 20 to 59. Besides, the weekly income of the respondents had been mainly ranged 

from $100 to $399.  

 

 

2.5 limitations 

Limitations did exist during the entire process of research. Firstly, the respondents of 

the questionnaire only hadn’t got a chance to try Maori potatoes and this would 

probably restrict their perceptions towards Maori potatoes. Secondly, as some 

questionnaires were done outside the supermarkets and inside the shopping centre, 

frequent customers could have a greater probability of being included whereas some 

less frequent customers could have been skipped. Besides, some potential respondents 
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could have intentionally avoided or initiated contact with the interviewer. Fourthly, 

some price-related limitations could have been incurred due to the limited range of 

weekly income. Lastly, the volume of 100 pieces of questionnaire could have not been 

large enough to reflect the ideas of the whole population in NZ. 

 

 

Wholly, this chapter has included the research methodology used during the research 

of investigation. The next chapter would analyze the findings gained from the 

questionnaire and relevant discussion based on the analyses of findings would be 

made around three research objectives. 
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3.1 Introduction 

This chapter included the analyses of findings obtained from the questionnaire and 

relevant discussion would be held based on the analyses. Noticeably, the findings and 

discussion would be presented based upon the three research objectives. The 

discussion carried out could be the base for drawing the conclusions and 

recommendations.  

 

 

3.2 Findings & Discussion with Regard to Research Objective 1 

Customer Attitudes towards Potatoes 

 

3.2.1. Findings 

 (Note: N= Numbers of Respondents) 

 

Table 1.  What do you normally eat as carbohydrate food? (N=100) 

Potato Rice Pasta Bread Kumara Cereal 

43 42 41 26 5 2 

 (Source: Question 1, Appendix VI) 

 

Shown as above, potatoes had been taken into most consideration (43 times) while 

respondents were being asked what they normally ate as carbohydrate food. 

Nevertheless, the data above indicated that “potato”, “rice” and “pasta” had been 

almost at the same position.  

 

 

Table 2.  Do you like the average potatoes sold in the current market? (N=100) 

Strongly 

Dislike (-2) 

Dislike (-

1) 

Neither 

(0) 
Like (1) 

Strongly 

Like (2)  
Mean 

0  2 20 62 16  0.92 

 (Source: Question 2, Appendix VI) 

 

According to table 2, a majority of the respondents (78%) tended to possess positive 

views towards average potatoes.  
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Table 3. How often do you eat potatoes? (N=100) 

Never 

(0) 

Less than 

one time a 

week (1) 

Once a 

week (2) 

Twice a 

week (3) 

Three times 

a week (4) 

4 times or 

above weekly 

(5) 

1 15 12  25 34 13 

 (Source: Question 3, Appendix VI) 

 

Table 3 exposed that potatoes had been eaten weekly by almost all of the respondents. 

Noticeably, the most possible frequency of eating potatoes were between twice and 

three times a week. 

 

 

Table 4. Based upon your knowledge of the “average potatoes” sold in the 

current market, please indicate your level of agreement with the following 

statements. (N=100) 

 (Source: Question 4, Appendix VI) 

 

It could be concluded from table 4 that most of the respondents had made a positive 

impression on average potatoes. 92% of the respondents agreed the average potatoes 

had been tasty and around 85% thought the average potatoes had been possessing 

good availability and easy to cook. Besides, no body thought the price of average 

potatoes was unacceptable. 

 

  
Strongly 

Disagree 

(-2) 

Disagree 

(-1) 

Neutral 

(0) 

Agree 

(1)  

Strongly 

Agree (2) 
Mean 

They've nice 

appearances. 
0 18 47 32 3 0.2 

They're tasty. 0 2 6 76 16 1.06 

They are clean. 2 8 38 40 12 0.52 

They're healthy. 2 3 17 55 23 0.94 

The price is 

acceptable. 
0 0   35 38 26 0.9  

They're easy to 

cook. 
1 2 10 40 47 1.3 

They're available 

throughout the 

year. 

0 1 15 39 45 1.28  

The quality is long 

lasting. 
2 8 33 39 18 

 

0.63 



 16 

Table 5. How important are the following features to you when choosing potatoes? 

(N=100) 

  
Very 

unimportant 

(-2) 

Unimportant 

(-1) 

Neither 

(0) 

Important 

(1)  

Very 

important 

(2) 

Mean 

Appearance 14 30 26 25 5 -0.23  

cleanness 12 23 15 40 10 0.13 

Taste 0 6 9 42 43 1.22 

Nutrition  5 5 25 43 22 0.72  

Price 2 0 16 38 44 1.22 

Availability 2 13 18 47 20  0.7 

Long lasting 

quality 
5 6 22 45 22 0.73  

Ease of cook 2 7 26 38 27 0.81 

   (Source: Question 5, Appendix VI)  

 

By evaluating the means in table 5, “Taste” and “Price” were regarded as two most 

important features by a decisive majority of respondents amongst all the features 

listed in the above table. Besides, there were around 65 percent of the respondents 

who had been regarded “nutrition”, “availability”, “long lasting quality” and “ease of 

cook” as important features when choosing potatoes. 

 

 

3.2.2 Discussion 

1. Potatoes as one of the most popular carbohydrate foods 

The findings obtained from table 1 seemed to indicate that potatoes had been one of 

the three most popular carbohydrate foods (other two were pasta and rice) in NZ. 

Besides, the consumption of potatoes could have been at a constant pace as most 

customers tended to eat potatoes two to three times a week (table 3). All these 

evidences seemed to indicate that the customers had regarded potatoes as one of most 

normal foods appearing in their weekly diets.  

 

2. Customer attitudes towards average potatoes 

The findings from table 2 indicated that most customers in New Zealand liked the 

average potatoes sold on the current market. By analyzing the findings from table 4, it 

was found that almost all the customers in NZ liked the taste of average potatoes 

while most of them thought the average potatoes had been easy to cook and 

possessing good availability. Therefore, “tasty”, “easy to cook”, and “good 
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availability” could have been the three main features of average potatoes that 

customers liked most. Also, customers thought the average potatoes had been sold at a 

reasonable price as no respondents from the questionnaire thought the price of 

average potatoes was unacceptable (table 4). By observing the prices of average 

potatoes in different locations such as supermarkets and booths, it was found that the 

average price of potatoes sold on the current market had been around $2.49 per kg.  

 

3. Customer attitudes towards choosing potatoes 

Customer seemed to possess a high-level benchmark of choosing potatoes. Through 

analyzing the findings from table 5, six factors were found to be most important for 

customers to take into account when they were making purchase decision on potatoes. 

Among the six factors, “Taste” and “Price” were proven to be two most decisive 

factors for customers to take into equal account when purchasing potatoes. Other four 

factors were “nutrition”, “availability”, “long lasting quality” and “ease of cook”. 

However, according to table 15, these opinions might have only belonged to people 

whose weekly income had been between $100 and $399 whereas the average weekly 

income in 2006 in NZ was $610 (Statistics NZ, 2006). Hence, these opinions might 

not represent the ideas of the majority of customers in New Zealand.  

 

 

3.3 Findings & Discussion with Regard to Research Objective 2 

Perceptions towards Traditional Maori Potatoes 

 

3.3.1 Findings 

(N= Numbers of Respondents) 

 

Table 6. Have you ever tried traditional Maori potatoes before? 

Yes No 

15  85  

 (Source: Question 6, Appendix VI) 

 

Table 6 indicated that there had been exactly a small amount of respondents having 

tried traditional Maori potatoes before. Graph one in appendix VII indicated the 

nationalities of the respondents having tried Maori potatoes before. Among the 15 
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respondents, seven of them were Maori people, six were Kiwi, and other two came 

from North America. This might indicated that a small part of people in NZ might 

have received some Maori potatoes from their Maori friends. Though, traditional 

Maori potatoes seemed to be new products to most of the respondents.  

 

Table 7. Please indicate your level of agreement with the following statements as 

they apply to Maori Potatoes. (N=15) 

  
Strongly 

Disagree 

(-2) 

Disagree 

(-1) 

Neutral 

(0) 

Agree 

(1) 

Strongly 

agree 

(2) 

Mean 

They've nice 

appearances. 
1  2 7 5 0  0.07 

They're clean. 0 1 10 4 0  0.2 

They're delicious. 1 1 1 6 6  1.00 

They're easy to cook. 0 0 6 5 4  0.87 

They're healthy. 0 0 3 6 6 1.2  

The quality is long 

lasting.  
0 0 5 6 4  0.93 

  (Source: Question 7, Appendix VI) 

 

By evaluating the means in table 7, the statements clarifying Maori potatoes had been 

delicious and healthy were agreed by most of the respondents having tried Maori 

potatoes before. Also, many respondents thought that the Maori potatoes had been 

long lasting and easy to cook while nobody denied these two statements.  

 

 

Table 8. Based upon your experience with Maori potatoes or the concept 

statement given earlier, please indicate your preference to the following features 

possessed by Maori potatoes. (N=99) 

  
Strongly 

Dislike 

(-2) 

Dislike 

(-1) 

Neither 

(0) 

Like 

(1) 

Strongly 

Like (2) 
Mean 

Colorful Appearance 

(purple, red, etc) 
2 5 27 57 8  0.65 

Diverse ways to cook 

(Boil, bake, chip, etc) 
0 3 20 54 22  0.96 

Special tastes (sweet, 

floury, buttery, etc) 
2 0 15 49 34  1.14 

Health Premium (e.g., 

antioxidants) 
0 2 13 44 40  1.23 
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Unwashed 10 22 47 20 0  -0.22 

Long lasting quality 0 5 20 40 34  1.04 

Seasonal (only available 

part of the year) 
5 40 29 17 8  -0.17 

 (Source: Question 8, Appendix VI) 

 

By evaluating the figures in table 8, most of the respondents (around 84%) liked the 

feature of health premium most while they also liked the special tastes possessed by 

Maori potatoes. Besides, around 75% of respondents liked the features of “diverse 

ways to cook” and “long lasting quality”. Nevertheless, almost half of the respondents 

(45) disliked that the Maori potatoes had been seasonal.  

 

 

3.3.2 Discussions 

1. Customers’ familiarity with traditional Maori potatoes 

By analyzing the findings from table 6, it could be concluded that traditional Maori 

potatoes had been new products to most of the customers in New Zealand while there 

were a few people who had tried the Maori potatoes before. As Maori potatoes had 

ever been given out as gift amongst Maori group, it could be regarded as a normal 

phenomenon for people both inside and outside the Maori group to have tried Maori 

potatoes.   

 

2. Customer perceptions towards traditional Maori potatoes 

On the one hand, Maori potatoes possessed a positive impression on people who’d 

ever tried Maori potatoes (table 7). Specifically, people who’d ever tried Maori 

potatoes thought the Maori potatoes were delicious, healthy, easy to cook, and 

possessing long lasting quality. Noticeably, these four features were also the factors 

that people would take into account when choosing potatoes. 

 

On the other hand, people who’d not tried Maori potatoes before tended to show 

strong preference on the healthy premium (antioxidants) and special tastes of 

traditional Maori potatoes (table 8). Besides, the findings of table 8 also indicated that 

people also liked the features of “long lasting quality” and “diverse way to cook”. 
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Therefore, these four factors could become the potential motives for people to 

purchase Maori potatoes. However, table 8 also indicated the weakness of Maori 

potatoes as being seasonal.  

 

 

3.4 Findings & Discussion with Regard to Research Objective 3 

Potentials to try traditional Maori potatoes 

 

3.4.1 Findings 

(N= Numbers of Respondents) 

 

Table 9. Given the main characteristics of the Maori potatoes, how acceptable do 

you think the different price ranges listed below are ($=NZ dollar)?  (N=100) 

  
Very 

unacceptable 

(-2) 

Unacceptable 

(-1) 

Neither 

(0) 

Acceptable 

(1) 

Very 

acceptable 

(2) 

Mean 

$2-2.99 per kg 0 3 2 43 52 1.44 

$3-3.99 per kg 0 8 20 58 14 0.78 

$4-4.99 per kg 8 37 33 20 2 -0.29 

$5-5.99 per kg 32 43 15 10 0 -0.97 

$6-6.99 per kg 65 18 15 2 0 -1.46  

 (Source: Question 9, Appendix VI) 

 

According to table 9, it seemed to indicate that the price range from $2 to $3.99 per kg 

had been regarded as the most acceptable by most of the respondents. In contrast, the 

price range from $5 to $6.99 per kg was regarded as unacceptable by most of the 

respondents.  

 

Table 10. Based upon the concept statement given earlier, how would you rate the 

main characteristics of Maori potatoes compared with those of average potatoes 

existing in the current market? (N=100) 

  
Much 

Worse 

(-2) 

Worse 

(-1) 

Same 

(0) 

Better 

(1) 

Much 

Better 

(2) 

Mean 

Appearance 2 6 47 43 2 0.37  

Ease of cook 0 7 60 30 3 0.29 

Taste 2 3 30 47 18 0.76 

Nutrition 0 1 37 40 22 0.61  
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Cleanness 2 17 58 16 7 0.09 

Quality  2 6 42 43 7 0.47 

Availability 7 38 35 15 5 -0.27 

 (Source: Question 10, Appendix VI) 

 

It could be concluded from the above table that Maori potatoes had possessed absolute 

advantages over average potatoes in the aspects of taste and nutrition. Also, the 

quality of the Maori potatoes could be regarded as more than the same as that of the 

average potatoes. However, it should be realized that the availability of Maori 

potatoes seemed to be worse than that of the average potatoes.  

 

 

Table 11. Assume the average price of Maori potatoes is at $4/kg, how often 

would you possibly eat Maori potatoes if they are available on the current 

market? (N=100) 

Never 

(0) 

Less than 

one time a 

week (1) 

Once a 

week (2) 

Twice a 

week (3) 

Three times a 

week (4) 

4 times or 

above 

weekly (5) 

8  27  40 20 5 0 

 (Source: Question 11, Appendix VI) 

 

According to the table, it seemed that the most possible frequency of purchasing 

Maori potatoes had been between less than once and once a week under the assuming 

price of $4 per kg. 

 

3.4.2 Discussion 

1. Motives for trying traditional Maori potatoes 

Customers would buy the unique Maori potatoes mainly for their special tastes and 

the health premium because it was mentioned above (Chapter 3.3.2, 2) that they had 

strongly preference towards these two features possessed by Maori potatoes. Also, the 

findings from table 10 indicated that “special tastes” and “health premium” could 

have been the comparative advantages of Maori potatoes as compared with the 

average potatoes sold in the current market. Besides, the long lasting quality was 

another advantage possessed by traditional Maori potatoes as compared with average 

potatoes (table 10). This character could be attractive to organizational customers such 

as food service providers who would often need to purchase food in large volumes 
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and store the food with relatively longer term as compared with individual customers.  

 

2. Price Concern 

However, the factor of “price” should still be taken into account as one of the two 

most decisive factors effecting customers’ purchasing decisions. The findings from 

table 9 seemed to indicate that the most of customers could only accept the price 

range from $2 to $3.99 per kg. Besides, the most possible frequency of purchasing 

Maori potatoes would be from less than one time weekly to once a week under an 

assuming price of $4/kg and this could be a relatively lower frequency as compared 

with that of the average potatoes (two to three times weekly at an average price 

around $2.49.kg). Though, as it was stated in chapter 3.2.2.3 that the weekly income 

of the respondents had been below the average income in 2006, these price 

acceptability and purchasing frequency might not represent the opinions of the 

majority of customers in New Zealand. 

 

 

3.5 Demographics  

(N= Numbers of Respondents) 

 

Table 12. What is your gender? (N=100) 

Male  Female 

53 47  

 (Source: Question 12, Appendix VI) 

 

Shown as above, there were 53 male respondents and 47 female respondents. 

 

 

Table 13. What is your age? (N=100) 
Under 
20 20-29 30-39 40-49 50-59 

Above 
60 

7 26 33 20 12 2 

 (Source: Question 13, Appendix VI) 

 

According to table 13, most of the respondents were aged from 20 to 59 while people 

inside these ranges of age could have strong possibility of purchasing potatoes 

themselves. 
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Table 14. What is your ethnicity? (N=100) 
New 
Zealander 
(Kiwi) Maori 

Pacific 
Islander European Asian  

North 
American 

Latin 
American African Other 

59(59%) 13(13%) 3(3%) 5(5%) 15(15%) 3(3%) 0(0%) 2(2%) 0(0%) 

 (Source: Question 14, Appendix VI) 

 

62 percent of the respondents were New Zealanders (Kiwi and Maori) while some of 

them (15) were Asian people. 

 

Table 15. Please tick the range of your weekly income (after tax). (N=100) 

$0 $1-$99 
$100-
$199 

$200-
$299 

$300-
$399 

$400-
$499 

$500-
$599 $600+ 

7(7%) 6(6%) 37(37%) 25(25%) 12(12%) 5(5%) 3(3%) 5(5%) 

(Source: Question 15, Appendix VI) 

 

According to table 15, only seven respondents didn’t have weekly income and this 

could indicate that most of the respondents possess the capability of purchasing 

potatoes themselves. Most of respondents’ weekly income had been between $100 

and $399.  

 

Table 16. Where do you currently live? (N=100) 

City/Town Suburb Rural 

55(55%) 38(38%) 7(7%) 

Table 16                                                           (Source: Question 16, Appendix VI) 

 

Shown as in table 16, Most of the respondents lived in city/town and suburb. Also, all 

of the respondents lived in Hamilton. 

 

 

 

3.6 Overview 

Through discussion the finding obtained from the quantitative research, it was found 

that although the average potatoes had been possessing strong position in the current 

market in New Zealand, there could still be possibility for traditional Maori potatoes 

to launch NZ market because the Maori potatoes did have their unique features being 

appreciated by the potential customers. However, price setting should still be the 

major concern. As potatoes were mainly commodity products, it was necessary for 



 24 

Tahuri Whenua Collective to set a suitable price for its Maori potatoes whereas the 

assuming price of $4/kg seemed to be too high to incur enough purchasing activities.  

 

 

 

Briefly, this chapter has carefully elaborated on the findings gained from the 

quantitative research (questionnaire) and discussed these findings around three main 

research objectives. The next chapter would draw the conclusions and 

recommendations based on the discussion of the findings. 
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4.1 Introduction 

Based on the discussion carried out in the Chapter 3, some relevant conclusions were 

drawn to provide readers with a clear perspective of what had been discovered 

through the whole research of investigation.  Also, for each conclusion there would be 

corresponding recommendation/s.  

 

 

 

4.2 Conclusions & Recommendations for Research Objective 1                                                                                                                                                 

To determine customer attitudes towards potatoes in NZ 

 

Conclusion 1  

As customers in New Zealand treated potatoes as one of the most normal foods 

appearing in their weekly diets with an eating frequency of two to three times a week, 

it could be reckoned that the potato market was steady and large in New Zealand so 

that there could be room for the Maori potatoes. 

 

Recommendation 

 A detailed survey would be needed to perceive the purchasing behavior. This 

would include where customers normally purchase potatoes, why they chose 

these places, and the frequency of purchasing potatoes. The aim was to 

understand what the optimal distribution channels for selling potatoes were. 

 

Conclusion 2  

The average potatoes possessed a strong position in the current market since most of 

the customers liked them. Specifically, almost all customers thought the average 

potatoes had been tasty while most of them thought the average potatoes had been 

easy to cook, and possessing good availability. Also, the prices of average potatoes 

were regarded as acceptable to customers in New Zealand. Therefore, it would be 

quite hard to shake the position of average potatoes in the current market.  

 

Recommendation 

 It could be better for the traditional Maori potatoes to find their own market 

niche in the whole market than to compete with average potatoes directly.  



 27 

Hence, Maori potatoes could be titled as a kind of “healthy potatoes” so as to 

distinguish themselves from the average potatoes.  

 

Conclusion 3 

“Taste” and “Price” were most influential in customers’ decisions of purchasing 

potatoes. Besides, nutrition, availability, quality and ease of cook were also important 

factors for customers to take into consideration while purchasing potatoes.  

 

Recommendation 

 As the respondents of the questionnaire had mainly been with a range of 

weekly income between $100 and $399, it was suggested that some further 

research should be conducted aiming at obtaining more opinions of the 

benchmarks of choosing potatoes from a wider range of customers. 

  

 

4.3 Conclusions & Recommendations for Research Objective 2                                                                                                                                                 

To determine customer perceptions towards the Traditional Maori Potatoes 

 

Conclusion 1  

The traditional Maori potatoes were still new products to most of people in NZ. The 

customer familiarity with the Maori potatoes was low.  

 

Recommendation 

 Flyers and circulars could containing the introductory information of the 

traditional Maori potatoes could be used so as to provide customers with a 

basic conception of the traditional Maori potatoes.  

 

Conclusion 2 

According to the discussion held in chapter three, both people who had tried Maori 

potatoes before and those who’d no experience with Maori potatoes tended to possess 

high evaluation of traditional Maori potatoes. Though, people who hadn’t tried Maori 

potatoes before could have only learned the knowledge of Maori potatoes from the 

“concept statement” in the questionnaire and the demonstration of the samples of 
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Maori potatoes.  

 

Recommendation 

 It was suggested that a “sampling test” should be conducted by letting 

customers try some cooked Maori potatoes (could be in diverse ways such as 

boiling, frying, chipping) and then requesting them to accomplish a concise 

questionnaire focusing on testing customer attitudes towards traditional Maori 

potatoes.  

 

 

4.4 Conclusions & Recommendations for Research Objective 3                                                                                                                                                

To determine the potential for customers to try the unique Maori potatoes 

 

Conclusion  

“Special taste” and “health premium” could be the major motives for customers to 

buy Maori potatoes while the character of “long lasting quality” could be attractive to 

organizational buyers such as food service providers. However, it could be the 

disadvantage for Maori potatoes to be seasonal (poor availability) as compared with 

average potatoes. Also, it seemed customers with a range of weekly income between 

$100 and $399 could only accept the price range between $2 and $3.99 per kg 

whereas the assuming price range was from $4 to $6.99/kg.  

 

Recommendations 

 A promotional strategy could be designed mainly focusing on promoting the 

“special taste” and “health premium” possessed by Maori potatoes while also 

telling the weakness of being seasonal.  

 

 It was suggested that Tahuri Whenua Collective should apply for an official 

certificate testifying the traditional Maori potatoes were full of antioxidants so 

as to convince customers of the “health premium” character.  

 

 Try to get in touch with some food service providers (e.g. restaurants) to see if 

they were interested in these long lasting Maori potatoes.  
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 There should be a tip implying what made the pricing difference (e.g. health 

premium) should be attached with the price tag if the Maori potatoes were sold 

in the current market. Nevertheless, before pricing the Maori potatoes, some 

further research focusing on gaining more information of the price 

acceptability should be carried out by reaching a wider range of potential 

customers since the weekly income of the respondents in this research could 

not be persuasive enough to represent the majority of customers in New 

Zealand. 
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Appendix I – Flow Chart of Methodology 
 

 

 

 

 

Conduct secondary research 

and interview with deputy of 

chairperson to acquire 

information of Tahuri Whenua 

and its Maori potato project.  

Based on the info 

gathered from the 

interview, establish 

questions for focus 

group and seek 

suitable participants. 

Conduct first focus 

group meeting and let 

participants try some 

sample potatoes.  

Second 

consecutive focus 

group held one 

week later with an 

aim to gain some 

feedback from 

participants.  

Dispense the 

questionnaire 

respondents at 

different locations in 

Hamilton. 100 pieces 

of questionnaire 

were finally done.  

Analyze the results  

obtained from the 

quantitative 

research. 

Discuss the main 

findings gained 

through quantitative 

research around three 

research objectives. 

Compare and 

contrast the two 

focus groups 

result, analyse the 

synthesized 

findings.  

Design the 

questionnaire based 

on the results of 

focus group and do 

some pre-tests to 

improve the quality 

of questionnaire. 

Conclude the 

discussion and 

make relevant 

recommendations.   
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Appendix II– Decision Tree 
 

 

Purpose 

 
Decision Problem 

ggggggg  vff 

 

 

Research Objectives 

 
 

 

To determine whether there’s a 

market niche for Tahuri Whenua’s 

unique Maori potato products. 

9). Given the main 

characteristics of the Maori 

potatoes, how acceptable do 

you think the different price 

ranges listed below are ($=NZ 

dollar)? 

10). Based upon the concept 

statement given earlier, how 

would you rate the main 

characteristics of Maori 

potatoes compared with those 

of average potatoes existing in 

the current market? 

11). Assume the average price 

of Maori potatoes is at $4/kg, 

how often would you possibly 

eat Maori potatoes if they are 

available on the current market? 

Should Tahuri Whenua launch its new potato products into NZ market? 

market? 

 

A). To determine 

customer attitudes 

towards potatoes sold 

in the current market. 

B). To determine 

customer perceptions 

towards Traditional 

Maori potatoes.  

C). To determine 

potentials for 

customers to try the 

Maori potatoes. 

1). What do you normally 

take as main food? 

2). Do you like the average 

potatoes sold in the current 

market? 

3). How often do you eat 

potatoes? 

4). Based upon your 

knowledge of the “average 

potatoes” sold in the current 

market, please indicate your 

level of agreement with the 

following statements. 

 

5). How important are the 

following features to you 

when choosing potatoes? 

 

 

6). Have you ever tried Maori 

potatoes before? 

7). How do you think of 

Traditional Maori potatoes? 

8). Based upon your 

experience with Maori 

potatoes or the concept 

statement given earlier, please 

indicate your preference for 

the following features 

possessed by Maori potatoes. 
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Appendix III – Interview with the deputy of chairperson 

Place: Puha Moana’s office 

Time: Thursday, 3
rd

 Aug, 2006 

Interviewer: Jun (Saviola) Yu 

Interviewee: Moana Puha  

 

 

Introduction 

Tena koe, Moana. I’m a student of Waikato university and have just undertaken the 

potato project of your company. Given the main purpose of finding if there’s any 

market niche for those unique potato products, the project is now on its rail. Before I 

could go any further to explore the potential customers, I think it’s better for me to 

have a hui with the company stuff to obtain some more information about your 

products and company itself besides those already gained through web. Hereby I’m 

very glad that I could interview you at your office today. Have some questions for you 

and please answer them at the standpoint of the whole corporation. Now, let’s begin. 

 

 

Q1. How long have you been working for the corporation as a deputy 

Chairperson? 

Answer: About one year.  

 

 

Q2. What are the main characteristic of your new Traditional Maori potatoes? 

Answer: It’s now new or you may call it unique as many of the Maori people have 

been trying them. Besides, it comes from an origin of South America. Main 

characteristics…..En……., well, taste, nutrition, diverse color (purple, red, cream), 

texture (waxy, floury, etc). Oh, the potatoes are unwashed. 

 

(More specifically?) 

 

Answer: Well, some of varieties taste sweeter than those currently on the market. 

Some are blend and buttery taste. They contain plenty of antioxidants…. Ha, they 

have different color like purple, red, etc. Oh, the texture… there are some waxy and 

floury sorts. 

 

 

 

Q3. Compared with the potatoes currently on the market, where do you think 

the advantages of your new products come from? And any possible disadvantage? 

Answer: the appearance is better (bright colors), it tastes better. More antioxidants 

contained. There are different ways to cook such as boil, bake, and chip. Oh, most of 

these varieties are good keepers.   
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(In which way it tastes better?) 

 

Answer: If you want to boil them, I will suggest you use waxy ones. If you bake them, 

then the floury ones will be suitable.  

 

(Any possible disadvantages?) 

 

Answer: I think it’ll probably be the shortage of supply once they are put onto the 

market because we don’t have enough machinery and labor to grow these Maori 

potatoes. Also, majority of the growers don’t have big gardens to grow up potatoes. 

These consequently would lead it a higher price than the potatoes on the current 

market. The prices for Taewa is around $4 average and up to $6.99 for the 1kg boxes 

Markus supplies - but then that is including an organic premium (plenty of 

antioxidants). Also, they are not available all years.  
. 

Q4. Are you growing these new varieties of potatoes only for profits? I.e. what 

does your company want to achieve with these unique potatoes? 

Answer: Well, I’d like to say that most of the growers want to sell them. Also, some 

of them are growing potatoes just for themselves.  

 

Q5. I’ve learned from Alex that most Maori people have tried these new potatoes 

being given out as small gifts and it seems Maori people all like these new potato 

varieties. Do you agree with this viewpoint or you would like to add up 

something? Also, if it’s true, does it mean that Maori people will definitely 

purchase these new Maori potatoes instead of other kinds of potatoes? 
Answer: Yes, I agree. Personally I think Maori people will definitely buy those 

potatoes if they were on the market. We (Maori people) grow the products.   

 

(So what’s your main target market?) 

 

Answer: Our target market will be for example Kiwi, European, Asian, etc. 

 

 

(Well, that’s all for my interview. Thank you for cooperation.) 

 

Answer: My pleasure. Very glad to see you! 
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Appendix IV – Focus Group  

 

Focus Group 1 

Ice Breaker 

Render greetings to the participants and send out a name list to let them put their 

names on it so as to ease the moderator’s recognition. Also let the participants 

introduce themselves to each other.  

 

 

Introduction 

Good morning every one, thank you all for attending my focus group. My name is 

Saviola Yu and I’ve been studying in the Waikato management school for more than 

two years while taking marketing as my major. This is the last year of graduation 

 

 

Hereby I am taking a project of a traditional Maori potato company as my graduation 

report. The aim of this project is to help the company to decide whether there is a 

market niche for their new traditional Maori potatoes.  

 

Therefore I establish this focus group as a starting point of my investigation. There’ll 

be two congregations for my focus group. Today’s the first one and next meeting will 

ideally be held in four days. 

 

 

Transitional Questions 

1. Where are you from? 

2. How long have you been living in NZ? 

3. Do you cook yourself? 

4. What do you normally take as main food? 

5. What’s your favorite food? 

 

 

Key Questions 

1. Do you like potatoes?  

2. How often do you have potatoes? 

3. What’s the usual way you cook potatoes?  

4. What is the benchmark of choosing potatoes? 

5. How do you think of potatoes currently on the market? (Healthy? Nutritional? 

Rubbish Food?) 

6. Have you ever tried traditional Maori potatoes? 

7. If there’s a unique category of Maori potatoes containing more antioxidants 

available in the market, will you give it a try? Why?  

 

Ending Question 

Is there anything else that you would like to add up? 

 

That’s all for my interview. Thank you for your patience and cooperation. 

Here’re some trial samples of new Maori potatoes which are not available on the 
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current market yet. Bring them home and try them your ways. Make sure you’ve 

tried them before coming to the next congregation. 

 

 

 

 

 

 

 

Focus Group 2 

 

Ice Breaker 

As all the participants have known each other since last meeting, it is enough to greet 

them again for all being available at this stage. 

Introduction 

Good afternoon everyone, thank you for all being here again to attend the second 

focus group. The main objective of this focus group is to figure out the different 

customer attitudes towards those new kinds of Maori potatoes which have been given 

out as samples at the end of the first focus group.  

 

 

Transitional Questions 

1. Have you all tried those potato samples yet? 

2. How did you cook them? 

3. Have you shared them with your family members or friends? 

4. If yes, how did they think of them? 

 

 

Key Questions 

1. Have you ever tried those new potato products before? 

2. How did you think of those new potato products? 

3. Did you find any difference of these new products as compared with those on the 

current market? 

4. Do you prefer these new products to those you’ve tried before? 

5. If there’re such new potatoes on the market, will you purchase them instead of old 

ones? Also, is there any factor that you would take into account when choosing 

these Maori potatoes? 

6. How often will you eat these new potatoes if they were available on the current 

market? 

 

 

Ending Questions 

Is there anything else that you would like to add up? 

 

 

That’s all for my focus group. Thank you again for participating in the 

congregation. Cheers! 
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Appendix V – Transcription from Focus Group 
 

Focus Group 1  

M: Moderator 

P: Participants 

Conducted on 6
th

, Aug, 2006 

(The name of participants has not been shown in the transcript due to confidentiality 

and certain amendment has been made so as to avoid redundancy.) 

 

 

M:    Good morning every one, thank you all for attending my focus group. My 

name is Saviola Yu and I’ve been studying in the Waikato management school 

for more than two years while taking marketing as my major. This is the last 

year of graduation 

 

Hereby I am taking a project of a traditional Maori potato company as my 

graduation report. The aim of this project is to help the company to decide 

whether there is a market niche for their new traditional Maori potatoes.  

 

Therefore I establish this focus group as a starting point of my investigation. 

There’ll be two congregations for my focus group. Today’s the first one and next 

meeting will ideally be held in four days. Before I start, would you like to 

introduce yourselves to each other, please? 

 

(Introducing to each other) 

 

 

M: O.K. Now let’s begin. First question, where are you from? 

Ps: U.S., China, NZ, India, NZ, China,  

M: So how long have you been living in NZ? 

P: Ah……, about a month. 

P: I’ve been living here for almost four years. 

M: Four years? That’s quite a long time. 

P: 27 yrs.  

P: Three years 

P: Three weeks. 

 

M: Do you cook yourself? 

Ps: Yes. 

 

M: What do you normally take main food? 

P: Yup, like some rice and pasta. 

P: Pasta. 

P: Pasta, Rice, noodles, steaks and poataoes. 

P: Rice with meat. 

P: Steak on rice. 

P: Noodle. 

 

M: What’s your favorite food? 

P: Roast lamb.  
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P: Chicken, Roast chicken. 

M: Roast chicken? 

P: Yup, roast chicken. 

P: Spagatoa 

M: What was that? 

P: That’s a kind of Italian pasta. 

P: Yup, I don’t like much western food, I like Indian food. 

M: Indian food. Like what? 

P: Butter Chicken. 

M: I also like butter chicken, there’s an Indian restaurant in city centre. You can 

go and try it. 

P: O.K. 

 

M: Do you all like potatoes? 

P: Definitely. 

P: Very much. Like chips. 

P: Yup, potato and chips. 

P: yup, Chinese traditional way. Boiled with water and served with soy sauce. 

P: Potato and chips. I cook potatoes in an Indian way with some curry and spicy on 

potatoes. 

 

M: How often do you have potatoes? 

P: Three times a week. 

P: Three time a week. 

P: Everyday. 

P: Every two weeks. It’s not much. 

P: Once a week.  

P: Yup, once a week. 

P: Three times a week.  

 

M: What’s the usual way you cook potatoes? 

P: Oh…, either fry or boil potatoes. 

P: Boil and mess with some butter. 

P: Roast. 

P: Deep fried. 

P: Curry form. 

P: I often boil them and sometimes baking. 

M: What’s the benchmark of choosing potatoes? 

P: I just choose the washed ones as if they’ve already washed. (Laughing) 

M: So how about if they are all washed? 

P: I don’t know. There’s only one, the washed one in the supermarket.  

M: Anything else you care? Nutrition? Color?  

P: Oh, it’s sort of clear and white skin. And just medium size, not too big and not too 

small. 

P: Reasonable Price. 

P: I like the golden washed potatoes. It tastes good. 

P: Washed and healthy potatoes. 

P: I’ll look at the price.  

 

M: How do you think of the potatoes currently on the market? (Health? 
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Nutritional? Rubbish Food?) 

P: Depend on the location. For example, in Hamilton, in Food Town, I think it’s quite 

expensive. But in Pakn’ Save, I think it’s pretty cheap. 

M: And you think it’s nutritional? 

P: En…… it depends. The skin is kind better for you as natural potatoes. I don’t peel 

the skins and a lot of people they do. 

P: Me…en…..pretty healthy. 

P: Naughty Fried and no nutrition with it.  

P: I like its taste. 

P: I like boiled ones from Pakn’s Save. I think it tastes good. Though I think it’s not as 

good as Indian potatoes. 

P: I think it tastes the same as the potatoes in China. I like the taste anyway. 

 

M: Have you ever tried traditional Maori potatoes before? 

Ps: No. 

P: I’ve tried kumara.  

P: Only tried red skin. But that’s not Maori potatoes. 

 

M: How do think Maori potatoes would be? 

Ps: No idea.  

P: I don’t know. Never taste that. 

P: Have a different color. 

P: Have a huge size. 

P: I’ve no idea. 

 

M: If there’s a unique category of Maori potatoes containing more antioxidants 

available in the market, will you give it a try? Why? 

P: I’ll give it a try if it had more antioxidants because it’s better for health. I guess 

what have to be like the same price as other potatoes. 

P: If the price is not expensive, I think I will give it a try. 

P: Yup, if they are washed, that’s ok. It looks clean. 

P: Yup, if it tastes good. 

P: If some of my friends have tried it and tell me it’s good, I’ll make a decision and 

buy it.  

M: So that’s word of mouth. 

P: Yup, I guess so.  

 

M: Is there anything you else that you’d like to add up? 

P: I think the shape. You know if it looks ugly, no one will try it. Also the price… 

M: What’s the optimal price you think for the potatoes? 

Ps: Probably two dollars a kilo.  

 

M: That’s all for my interview. Thank you for your patience and cooperation. 

Here’re some trial samples of new Maori potatoes which are not available on the 

current market yet. Bring them home and try them your ways. Make sure you’ve 

tried them before coming to the next congregation. 
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Focus Group 2 

M: Moderator 

P: Participants 

Conducted on 13
th

, Aug, 2006 

(The name of participants has not been shown in the transcript due to confidentiality 

and certain amendment has been made so as to avoid redundancy.) 

 

 

M: Good afternoon everyone, thank you for all being here again to attend the 

second focus group. The main objective of this focus group is to figure out the 

different customer attitudes towards those new kinds of Maori potatoes which 

have been given out as samples at the end of the first focus group.  

 

 

M: O.K. Now let’s begin. First question, have you all tried those potato samples 

yet? 

Ps: Yes. 

 

M: How did you cook them? 

P: En…I boiled them. 

P: Boil. 

P: Boil 

P: Yep, I boiled them and made some curry. 

P: I toasted the purple ones and boiled the round ones. 

M: Have you shared them with your family members or friends? 

P: Yep, I shared them with my flat-mates. 

P: No.  

P: Yep, I shared with my parents. 

P: No. 

P: Yep, with my friends. 

M: If yes, how did they think of them? 

P: They though they were floury. 

P: Tasted good. 

P: No obvious difference with the average ones. 

 

M: Have you ever tried these new potatoes before?  

Ps: No. 

M: Not any? 

P: Oh, the red-skin potatoes are similar to the red- skin ones on the supermarket. 

P: No. 

 

M: How did you think of those new potatoes? 

P: En…., I love the round ones and I like the color and the look of the purple one but I 

didn’t like the taste of skinny purple one. 

P: I think it’s very good although it’s a bit unwashed. 

P: Yep, it tastes good. 

P: I boiled them and put it on mince with some spicy stuff. I found it very soft. 

P: It’s delicious. I like them. 
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M: Did you find any difference of these new products as compared with those on 

the current market? 

P: Yep, I think they are saying purple potatoes. I cut it open and saw deep purple. You 

know you never think it like a part of purple-matched potatoes. 

P: I think they were totally new genetic products. 

P: I like the look of the purple ones. I think they are healthy. The round red potatoes 

tasted better than the average potatoes I’ve tried before. But the skinny ones are little 

worse than the average I’ve tried before? 

M: So the purple one doesn’t taste any different? 

P: Ah…. It was more floury and I love the texture very much and it’s not waxy 

enough. 

P: I thought the appearance. I mean the potatoes look like ginger. I don’t think people 

will buy it for its appearance and its color but for more nutrition contained than the 

average potatoes.  

P: I think the taste is similar. 

 

M: So do you prefer these new products to those you’ve tried before? 

P: Yep, actually a kind of I did despite it’s unwashed. I boiled the round one and the 

purple one at the same time. I ate them and I like the purple one better. 

P: Yep, I like the purple one better. 

P: I think the purple one is ugly.  

P: Yep, I mean if it’s washed….. (laughing) 

P: I thought the purple ones are very much better than the average one.  

 

M: If there’re such new potatoes on the market, will you purchase them instead 

of old ones? Also, is there any factor that you would take into account when 

choosing these Maori potatoes? 

P: Yep, it probably would have to be the same price. If it was too much higher than 

normal potatoes, I don’t think I will buy it. 

P: I think that price is most important factor.  

P: I want it to be clean. If it was ugly, I won’t buy it. 

M: You thought the potatoes I gave you were clean? 

Ps: No. The embryos are not good ever. 

M: So suppose the average price are around $4-6.99 per/kg. Will you buy them? 

P: I’ll buy the red round ones but not the purple one. 

P: No. 

P: No, I don’t think I can afford that price. 

P: Probably. Maybe buy it casually. 

P: Sometimes perhaps. I think the price is a little bit too high. 

P: No. I don’t think so. 

 

M: How often will you eat these new potatoes if they were available on the 

current market? 

P: Once in two weeks. Because I don’t like these potatoes very much. 

P: Once a week. 

P: I think the potatoes are too hard to peel. So probably once a month. 

P: Probably once or twice a week. 

P: Me too. 

P: Twice a week.  
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M: Well. Is there anything you want to add up? 

P: It supposes to be interesting that these potatoes contain more nutrition. 

P: I think they are good for export. 

M: O.k. anything else? 

Ps: No. 

 

M: That’s all for my focus group. Thank you again for participating in the 

congregation. Cheers! 
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Appendix VI – Questionnaire 

 

Introduction 

Tahuri Whenua, which is a national Maori vegetable growers’ collective, is 

currently launching its unique Maori potato project. The aim of the project is to 

decide whether there is a market niche for the unique varieties of traditional 

Maori potatoes. These potatoes are not readily available on the market yet. 

Hereby this questionnaire is designed as an aid to gather some information from 

potential customers to help make the final decision. 

 

 

Part One: Attitude towards Potatoes 

1. What do you normally eat as carbohydrate food? (e.g. potatoes, rice, pasta, 

etc. can be more than one) 

Please notify here_______________________________________________ 

 

2. Do you like the average potatoes sold in the current market? 

Strongly 

Dislike 
Dislike Neither Like 

Strongly 

Like 

-2 -1 0 1 2 
 

 

3. How often do you eat potatoes? 

Never 

Less than 

one time a 

week  

Once a 

week 

Twice a 

week 

Three 

times a 

week 

4 times or 

above 

weekly 

0 1 2 3 4 5 
 

 

4. Based upon your knowledge of the “average potatoes” sold in the current 

market, please indicate your level of agreement with the following statements. 

  
Strongly 

Disagree 
Disagree Neutral Agree  

Strongly 

Agree 

They've nice 

appearances. 
-2 -1 0 1 2 

They're tasty. -2 -1 0 1 2 

They are clean. -2 -1 0 1 2 

They're healthy. -2 -1 0 1 2 

The price is -2 -1 0 1 2 
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5. How important are the following features to you when choosing potatoes? 

  
Very 

unimportant 
Unimportant Neither Important  

Very 

important 

Appearance -2 -1 0 1 2 

cleanness -2 -1 0 1 2 

Taste -2 -1 0 1 2 

Nutrition  -2 -1 0 1 2 

Price -2 -1 0 1 2 

Availability -2 -1 0 1 2 

Long lasting 

quality 
-2 -1 0 1 2 

Ease of cook -2 -1 0 1 2 
 

 

 

 

 

Concept Statement 

The Maori potatoes originate from South America. There are three main colors 

of Maori potatoes: red, purple and cream. The textures of Maori potatoes range 

from waxy to floury. The Maori potatoes in general are full of antioxidants and 

possess long-lasting quality. Besides, there are diverse ways to cook Maori 

potatoes such as boiling, bake, chip, etc. Nonetheless, Maori potatoes are usually 

unwashed. Below are some photographs of Maori potatoes: 

          

 

 

 

 

 

 

 

 

 

 

 

 

 

acceptable. 

They're easy to 

cook. 
-2 -1 0 1 2 

They're available 

throughout the 

year. 

-2 -1 0 1 2 

The quality is long 

lasting. 
-2 -1 0 1 2 
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Part Two: Perceptions towards Traditional Maori Potatoes 

6. Have you ever tried traditional Maori potatoes before? 

□1 Yes                   Q7               □2 No                      Q8 

 

 

 

7. Please indicate your level of agreement with the following statements as they 

apply to Maori Potatoes:  

  
Strongly 

Disagree 
Disagree Neutral  Agree 

Strongly 

agree 

They've nice 

appearances. 
-2 -1 0 1 2 

They're clean. -2 -1 0 1 2 

They're delicious. -2 -1 0 1 2 

They're easy to cook. -2 -1 0 1 2 

They're healthy. -2 -1 0 1 2 
The quality is long 

lasting.  
-2 -1 0 1 2 

 

 

 

8. Based upon your experience with Maori potatoes or the concept statement 

given earlier, please indicate your preference to the following features 

possessed by Maori potatoes: 

  
Strongly 

Dislike 
Dislike Neither Like 

Strongly 

Like 

Colorful Appearance 

(purple, red, etc) 
-2 -1 0 1 2 

Diverse ways to cook 

(Boil, bake, chip, etc) 
-2 -1 0 1 2 

Special tastes (sweet, 

floury, buttery, etc) 
-2 -1 0 1 2 

Health Premium (e.g., 

antioxidants) 
-2 -1 0 1 2 

Unwashed -2 -1 0 1 2 

Long lasting quality -2 -1 0 1 2 

Seasonal (only available 

part of the year) 
-2 -1 0 1 2 

 

 

Part Three: Potentials to Try Traditional Maori Potatoes 

9. Given the main characteristics of the Maori potatoes, how acceptable do you 

think the different price ranges listed below are ($=NZ dollar)? 

  
Very 

unacceptable 
Unacceptable Neither Acceptable 

Very 

acceptable 
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$2-2.99 per kg -2 -1 0 1 2 

$3-3.99 per kg -2 -1 0 1 2 

$4-4.99 per kg -2 -1 0 1 2 

$5-5.99 per kg -2 -1 0 1 2 

$6-6.99 per kg -2 -1 0 1 2 
 

 

10. Based upon the concept statement given earlier, how would you rate the main 

characteristics of Maori potatoes compared with those of average potatoes 

existing in the current market? 

  
Much 

Worse 
Worse Same Better 

Much 

Better 

Appearance -2 -1 0 1 2 

Ease of cook -2 -1 0 1 2 

Taste -2 -1 0 1 2 

Nutrition -2 -1 0 1 2 

Cleanness -2 -1 0 1 2 

Quality  -2 -1 0 1 2 

Availability -2 -1 0 1 2 

 

 

 

11. Assume the average price of Maori potatoes is at $4/kg, how often would you 

possibly eat Maori potatoes if they are available on the current market? 

 Never 

Less than 

one time a 

week 

Once a 

week  

Twice a 

week  

Three 

times a 

week 

4 times or 

above 

weekly 

0 1 2 3 4 5 
 

 

 

 

 

 

Part Four: Demographics 

In the following section, please tick the appropriate box: 

 

12. What is your gender? 

 Male □1                Female □2           

 

 

13. What is your age? 

Under 20      □1 20-29      □2 30-39      □3 

40-49         □4 50-59      □5 Above 60   □6 
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14. What is your ethnicity? 

New Zealander   □1  Maori     □2 Pacific Islander   □3 

European        □4  Asian     □5 North American   □6 

Latin American   □7 African    □8 Other        □9 

 

 

15. Please tick the range of your weekly income (after tax):  

$0 □1 $1-$99 □2 $100-$199 □3 $200-$299 □4 

$300-$399 □5 $400-$499 □6 $500-$599 □7 $600+ □8 

 

 

16. Where do you currently live? 

City/Town  □1              Suburb  □2             Rural   □3 

Other: _________________________ 

Please notify the city you live in __________________________ (all in Hamilton) 

 

 

 

 

 

Thank you very much for your help  
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Appendix VII – Graphs 
 

 

1. Respondents Trying Traditional Mari Potatoes. 
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