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Focus 

The purpose of this paper is to present a marketing strategy to promote ‘Sushi’ in the 

Australian market.  

 

Marketing Strategy 

Our concept aims at promoting sushi as a healthy and convenient alternative, to most of 

common fast food offerings. Our communication will build on the Japanese flair, to add some 

sort of flair and style to our products, that hamburgers or ‘fish and chips’, etc. simply can not 

deliver. We suggest branding little ‘Sushi-Boxes’ at appropriate branded locations, which are 

‘Sushi-Corners’. That is, similar to the distribution of fresh salad packages we suggest to 

deliver fresh sushi packages to selected channels. There they will be exclusively displayed in 

fridges, that are branded as ‘Sushi Corners’. Distribution will be across several channels in 

major cities, especially city centred supermarkets and new channels, such as mini-shops, gas-

stations and transportation hubs. In addition we offer the ‘Sushi Corner’ to cafes and bars, that 

would like to increase the diversity of their offerings with our locally advertised products. We 

expect urban business people and a young health conscious clientele to be the early adopters. 

But the concept in generally aims at everybody attracted by healthy and convenient fast food 

with a special flair. 

 

Sushi – Japans national dish - is closely tied to it’s tradition and traces back to the 1700s. 

Since, several sushi styles evoked, however sushi basically consists of vinegared rice and/or 

vegetables and fish (originally raw fish). It is wrapped in crisp sheets of seaweed and is often 

served in combination with a soy sauce. In Japan, sushi bars are among the most popular 

restaurants. After the customer ordered, the sushi is prepared by master chefs. The very 

delicate and aesthetic flair was early carried to unique sushi bars in city centres throughout the 

United States.1 Also in other countries, such as the UK sushi has been considered established 

in the major cities since  the 1990s.2 Meanwhile restaurants often adopted sushi to the western 

culture, responding to the early aversion to raw fish and later demand for new and creative 

offerings.3 
 
 
The Australian fast food market seems to offer interesting opportunities for sushi products. 

The overall food market does slightly grow. Supermarkets do play an important role (65 per 

                                                 
1 The Sushi Bar (2004) 
2 Market Research (2004) 
3 Platkin (2004)   
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cent of all food sales). Besides takeaway food outlets increase their role in every days life 

with 9 per cent of total food sales growing by 5 per cent per year.4 Statistically, Australia’s 

fast food sector reached its peak in the mid-1990s. These days health issues won ground and 

seriously threat the fast food sector, resulting in an intensified competition. Significantly 

investments in marketing campaigns, new outlets, price discounts and menu diversifications 

are the hallmark of this development. Market research also supports the potential of mini-

stores at transport hubs and shopping centres drawing on the opportunities of healthy and 

convenient  options and the recent observation of a growing number of noodle and sushi 

stores or juice bars, etc.5 Just recently a new franchise chain opened ‘Sushi-Go’ restaurants in 

Queensland.6 Some authors already consider sushi to be the ‘typical fast food of the 

twentyfirst century’.7 That’s why we aim at providing the Sushi Corner to appropriate 

locations. 

Parallel, studies of fish consumption in capital cities such as Sydney and Perth indicate an 

increasing interest in this food category over the past decade and particularly in the out of 

home sector. Further growth is not at least expected due to the expansion of sushi stores and 

mid-market eateries. This development is related to rushing city residents seeking for ‘quick 

and easy’ ways to satisfy their needs, which were in this case related to convenience, quality 

and value in fish and seafood. Challenges are especially pointed out in creating rather ‘meal-

solutions businesses’ than  the ‘food businesses’ which replaced the whole fish offering by 

fish fillet products in the 1990s.8  

 

In conclusion, ‘Sushi Corners’ across a variety of channels, address the health and 

convenience needs of a rushing metropolitan target group combined with demand for adding 

sort of style and flair to the fast food consumption. Sushi can be consumed at home – in stores 

or on the go. Our offerings provide supermarkets and mini-stores as well as bars and cafes 

and opportunity to easily upgrade their offering with branded and advertised sushi products. 

These light meals suit the needs of business people but includes anybody else attracted by the 

healthy Japanese culinary culture. On purpose we do not define our target group to narrow, as 

‘urban’ does already describe a way of lifestyle. The focus on urban areas seems 

economically as we can expect a faster life and higher need and adoption of our products. 

Furthermore urban areas have the higher population and higher salaries. 

                                                 
4 Sheales (2003) 
5 Hill (2003) 
6 http://www.gosushi.com.au 
7 Toyoo (2000) 
8 Fisheries Research and Development Corporation (2002) 
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Marketing Mix 

Product Price Distribution Promotion 

‘Sushi-Boxes’ in several sizes and with 
different variations 
 
Composition will be adopted to 
western culture, e.g. no use of raw fish 
(also to ensure safety) 
 
Transparent plastic boxes, with ‘Sushi 
Corner’ logo  
 
Label with detailed product 
information (shelf life, ingredients, 
nutrition facts) 
 
Temporary series of health related tips 
in the packages, e.g. a series of 10 
different yoga practices especially 
tailored to people working in office 
settings. (sitting in front of desk) 

Recommendation 
 
Premium Price Segment 
(The Price-Quality Heuristic)9 
 
Final price is made by store owner, 
merchant 
 
 
Tendency  
 
Higher price in bars, cafes than 
supermarkets 

Locations 
 
Major Cities 

 
City Centred Supermarkets 
Mini-Shops 
Transportation Hubs 
Cafes, Bars 

 
Selection criteria:  
No ‘french-fries’ or ‘burger’ image 
 
Self-Service 
 
Branded Fridges (‘Sushi-Corners’) 
display different packages 
 
Logistic 
 
Filled in the morning 
Logistics similar to fresh salad offering 
Delivery based on sales experience, 
and the thumb of rule to better have to 
little than too much as can be sold in 
one day (freshness + scarcity)10 

Consistent Message 
 
Healthy 
Convenience 
Style 
 
In Store 
 
Low-involvement buyers 

Spontaneous purchases 
Vividness – Awareness (Design of 
‘Sushi-Corners’) 

 
High-involvement buyers 

Detailed product information 
 
Print - three ads appropriate to the 
message for magazines, posters and 
POS. 
 
Product Trial 

                                                 
9 Kardes (1999:239)  
10 Kardes (1999:253) 
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Principles of Consumer Behaviour 

The following consumer behaviour principles support our communications strategy: 

• Brand Equity 

• Product Trial 

• Reciprocity Principle 

• Limits of attention 

• Repetition  

• Concreteness  

 

The brand equity refers to the value added to a product by a brand name. A strong name is a 

symbol and a promise of quality and consistency. The quality conjures to images and 

associations that differentiate the product from competitors’ brands in ways important to 

consumers. The consistency refers to the fact that the brand name tells the consumer exactly 

what to expect.11 In our case we aim at building a strong brand name which tells the nature 

(sushi) and origin (using Japanese fonts) of our product. Additionally ‘Corner’ emphasises 

the concept, that mediators can easily upgrade their offering with our fridges. 

 

Through product trial consumers learn about the products and acquire product knowledge. It 

involves actually trying or using the product. Direct firsthand experience with a product 

provides a great deal of rich and useful information about the features of a product.12 Words 

alone can not describe the taste of sushi, therefore a product trial promotion will be organised. 

During a period of time (1 month) at peak times a promotion person will be placed in front of 

the Sushi Corner offering every customer a piece of sushi to try out.  

Following this concept the reciprocity principle can be integrated additionally. The 

reciprocity principle involves the obligation to return a favour.13 This is a social etiquette as 

well as a quite powerful influence principle. So after tasting one of the sushi samples the 

customer may feel obligated to purchase a sushi pack. 

 

The belief is increased with repetition especially when comprehensibility has to be judged. 

This means that repetition increases familiarity which then increases believability. It also 

seems more practical to try to learn and remember only what seems to be true. So if we are 

                                                 
11 Kardes, F. R., 1999, p. 340 
12 Kardes, F. R., 1999, p. 26  
13 Kardes, F. R., 1999, p. 245 
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not certain whether a claim is true, we often assume that familiar claims are true. Therefore 

repetition makes everything more memorable and believable.14  

In this case the logo and the message that sushi is healthy, convenient and adds sort of style to 

fast food consumption is visible in every sushi corner and repeated in all advertising 

measures.  

 

Advertising 

We think of three different advertising ads for both, print (posters, magazines) and point of 

sale. Each of the three motives should cover on aspect of our core message: healthy, 

convenient, sort of style. For instance, to communicate the health issue, we decided on the 

following approach. The concept of concreteness is used to make information or a product 

easier to picture, imagine and think about. Consequently concrete information is often very 

influential. Furthermore pictures are vivid, interesting and influential describing a product 

more precisely then words. This way the product attribute can be made more concrete in an 

ad, which again increases the amount of attention paid to the attribute and this again increases 

the perceived importance of the attribute. Repetition supports this concept further increasing 

attention and perceived importance of the product attribute.15 This concept will be applied 

through an educational advertising campaign. Poster or displays showing the ingredients of 

sushi (raw fish, cucumber, carrot, ginger, rice, and seaweed) emphasise healthiness.  

 

The Design of this advertising Campaign considers also the limits of attention. Consumers 

have limits of attention as they only attend to a very small fraction of the marketing 

communications to which they are exposed and that is available in the marketplace. Theory 

advises therefore to use just 7 (+/- 2) units or pieces of information at one time.16 This concept 

will be applied to the advertising campaigns by not showing more than 9 units of information 

or images, so that the customer does not get overwhelmed with information. This ad can be 

placed at the point of sale or in print media. 

 

 

 

                                                 
14 Kardes, F. R., 1999, p. 43 
15 Kardes, F. R., 1999, p. 39 
16 Kardes, F. R., 1999, p. 29 
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