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ABSTRACT 

 

The goal of this Master’s thesis is to research the possibility of implementing the integrated 

marketing communications into the restaurant chain of Sticks’n’Sushi. Due to the theory of 

the integrated marketing communications of putting the customer first and transform the 

organization into a customer centric organization, that values communication, both internal as 

well as external, it created a compatibility between a restaurant chain that wants to be service 

oriented and the theory in question in the mind of the researcher. It was for this reason thet 

this Master’s thesis was created. 

The focus was split between the short-term as well as long-term implications the integrated 

marketing communications has on an organization in general, as well as the potential it has 

for the Sticks’n’Sushi. The short-term implications will be focusing on the financial 

implications of the integrated marketing communication, while the long-term implications 

will be focusing on brand building. 

With the recent international expansion of the restaurant chain, and with several future 

international expansions in plan, a further idea was developed to combine the integrated 

marketing communications as well as brand building in order to assist the restaurant chain in 

its international marketing efforts. 

Five potential problems for the restaurant chain were identified and will be attempted to be 

overcome and solutions presented while using the integrated marketing communications in 

associations with other relevant complementary theory. 

Two interviews were conducted as well as an online survey created, in order to provide the 

theory with some primary data as well as relevant practical data, in effort to strengthen the 

theoretical assumptions made in the master’s thesis. 

The conclusion offers the final assessment for the Sticks’n’Sushi restaurant chain from the 

researchers point of view, while recognizing the limitations the thesis has faced and thus 

leaving the possibility of further research open in order to provide a more accurate 

assessment for the organization. 
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3) INTRODUCTION 

The goal of this Master Thesis is to determine what are the advantages and disadvantages of 

implementation of the Integrated Marketing Communications while working with 

international marketing into the Sticks’n’Sushi restaurant chain, and to provide possible 

solutions to the problems that could solve them. In the end, by weighting the pros against 

cons, it will be determined if the implementation itself is even a good fit for the restaurant 

chain in question or not. 

Integrated Marketing Communications or IMC in short, is a two way communication 

between the recipients of the marketing (in this case the customers) and the marketer (in this 

case the Sticks’n’Sushi restaurant chain). Its main idea is to combine the three separate 

branches of marketing, namely the mass marketing, the social media marketing and public 

relations (PR), into a cohesive marketing effort. The purpose is to deliver the same message 

to the same customer or customer group and in this way prevent confusion on the recipients’ 

part with receiving different messages from the same marketer via different channels, thus 

diluting the message it is trying to get across and damaging the brand value in the process. 

The aim is to determine what are the benefits and drawbacks of starting to rely more on the 

social media marketing and the PR in relation to the company and how it can augment the 

company’s efforts to create a strong brand for itself in the mind of the consumers. 

As the transformation of Sticks’n’Sushi, from a restaurant chain into a brand, is of interest to 

the company and its goal, the potential of IMC in aiding that process will be determined, 

especially in its ability to target individual customers and customers that fall into the same 

preference groups. By being able to target a specific target group, the marketing efforts would 

be more precise and the potential for success greater. The ability of two way communications 

provides valuable and up to date feedback to the company of their customers’ thoughts, 

desires and problems. By having the ability to address them it enables the company to have 

its statue grow in the minds of the customers and strengthening the brand in the process. How 

a brand is created and where in the process of achieving it is Sticks’n’Sushi will be 

determined, as well as how that status is to be preserved once attained. 

The fact that the restaurant chain is expending in Denmark and is also expending abroad is 

the first reason for the IMC to be considered as a possible fit for the restaurant. By expending 

outside their comfort zone, namely the Danish market, the need for adapting their marketing 

approach is present as well as necessary, since same marketing techniques need not work on 
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the same level in different countries, creating a distinct difference between international and 

domestic marketing. Furthermore, Sticks’n’Sushi is trying to build a brand out of their 

restaurant, for the name to resonate among their customers and stand for high quality and 

special, individualistic approach to their customers as well as to ensure that the message they 

are trying to send to the customers is understood by their own employees. The IMC can be a 

great help in enabling the company in reaching those goals, by helping the forming and 

strengthening of the brand name and ensuring that everybody in the company is on the same 

page. 

In order to create a stronger brand with the aid of IMC, the long term effects of the IMC will 

be analyzed. The advantages created by establishing the company as a strong brand in the 

eyes of the consumers will be explained as well as several ways of achieving that status. The 

main one is the creation of an online platform for the consumers to follow and participate on, 

with how IMC can help with the process and the advantages it offers as well as problems it 

can create. 

As IMC approach has its own problems, they will be explained in this thesis and how they are 

applicable to Sticks’n’Sushi and possible solutions will be provided in how these problems 

can potentially be overcome. In the end, the advantages and disadvantages of the 

implementation of IMC will be weighed against each other and it will be determined if IMC 

is a good fit for the Sticks’n’Sushi restaurant chain or not.  

A guest survey was created and distributed in order to determine, what is the customers 

perspective on some of the raised topics in this thesis. The findings of the survey will be 

included throughout the thesis, with the full survey and results available in the appendix. 

Furthermore, some of the information was obtained with the help of the company by 

answering some of the questions that were posed to them in order to put a better perspective 

on the workings of the company and how IMC could be compatible with their goals and 

strategies. 
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4) ABOUT THE COMPANY 

Sticks’n’Sushi restaurant chain has its origin in Copenhagen Denmark. It opened the doors of 

the first restaurant on 22
nd

 of March 1994 as one of the first high end sushi restaurants 

available in the region. In 1996 they combined the restaurant experience with the possibility 

for consumers to order take away for the first time and have kept it as part of their offer until 

today.
1
  

In order to achieve a quick overview of the company the ‘’4Ps’’ model will be used. The 4Ps 

model is constructed from four parts, namely Product, Price, Place and Promotion.
2
 

Product) The product that is sold by the restaurant chain are sushi products and food that is 

on a stick, for example chicken or beef. Furthermore, the restaurant chain also provides take 

away option for their customers that want to enjoy the delights of sushi in the comfort of their 

homes. The customer has the option of ordering a prearranged menu, or creating their own 

meal from individual products that are available on the menu. 

Beside the prepared food that can either be consumed in the restaurant or taken home with the 

take-away option the organization offers, the company also sells several ingredients that are 

essential if one wants to cook sushi at home, namely different sauces, dips, rice, edamame 

beans, wasabi and several varieties of tea. All in all, one can buy all the ingredients that might 

be hard to find in a regular shop in order to prepare a home cooked sushi meal. 

Price) Price serves as a way of communication between buyers and sellers. Furthermore, it 

creates a platform for future short term as well as long term bonding and interaction. 

Consumers tend to equate price and quality, especially when it is hard to find other criteria 

and in a competitive market.
3
 Sticks’n’Sushi perceives itself as an upper priced level 

restaurant in Copenhagen.
4
 

Place) Since the early days the restaurant has expended to ten new locations, nine in 

Denmark and one in London. The restaurants in the greater Copenhagen presently employ 

over 600 people. The chain is operating on slow expansion in order to secure each individual 

restaurant is up and running and self-sufficient before making the next step and expand their 

reach.   

                                                           
1
 http://www.sushi.dk/info/om_os.html 

2
 http://www.netmba.com/marketing/mix/ 

3
 Marketing across culture, 5th edition, Jean-Claude Usunier and Julie Anne Lee, 2009, p. 288 

4
 Answers from Sticks’n’Sushi. See appendix 2 
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The restaurant in London was opened in 2010 as the first step of the international expansion 

of Sticks’n’Sushi. The company is considering to open several new restaurants outside 

Denmark providing the one in London is successful, as well as if it is determined that the new 

location has a good chance of succeeding. At the moment, a new restaurant is to be opened in 

London by the end of the year 2013.
5
 

The organization prefers to open several smaller restaurants in the chosen market, rather than 

just one or two big ones. Their goal is their guest convenience and satisfaction. They prefer to 

grow with the location and the market, rather than simply try to make customers come to 

them.
6
 This means that there is no pre-arranged location plan of the expansion. Sticks’n’Sushi 

responds to the demand from the consumers. 

Promotion) The main promotion techniques utilized by the Sticks’n’Sushi at the moment are 

based on internet (Tweeter, Facebook, ect) and on favorable word of mouth. They believe 

that satisfied customers are the best promotion for the organization possible. They also 

restrain from the use of billboards and similar marketing techniques.
7
 This means that 

customer satisfaction is of utmost importance to the company, since the promotion of the 

company has a positive correlation with the customer satisfaction. 

 

5) PROBLEM FORMULATION 

At the moment, Sticks’n’Sushi is a very successful restaurant chain in Copenhagen Denmark. 

However, with the international expansion that started in 2010 and plans to continue with the 

expansion in the near future, the challenges arising will challenge the organization if they 

desire to continue to be a successful and profitable entity.  

Five challenges have been identified for the Sticks’n’Sushi restaurant chain in relation to 

their expansion, both in terms of sheer size of the organization as well as from the perspective 

that the expansion now includes an international factor. The five problems are presented 

below. 

                                                           
5
 http://www.sushi.dk/info/om_os.html 

6
 Answers from Sticks’n’Sushi. See appendix 2 

7
 Answers from Sticks’n’Sushi. See appendix 2 
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The first problem is how to approach the new market in terms of marketing and 

communication. By entering a new market the organization is entering new waters in terms of 

customers, customer expectations and behavior and a new culture. It will be paramount for 

the success of the expansion for the organization to get to understand the new customers as 

soon as possible in order for the foreign restaurants to become profitable as soon as possible 

and thus be able to contribute to the overall value of the firm, rather than be a financial drain 

of the organizations resources. The 3 Cs model will attempt to provide a solution to this 

particular problem. 

The second problem is that while the Sticks’n’Sushi was one of the first high end sushi 

restaurants in Copenhagen and have been present in the market in question for almost two 

decades, they are a new entrant into the English market, where sushi is becoming extremely 

popular and the competition is increasing. In order to become as prominent of a player in the 

new market as they are in the Danish market, they need to start on working and augmenting 

their brand name and awareness in the new market. Failing to do this will lead to 

deterioration of the brand in the long term which will have negative impacts for the 

organization as a whole, affecting also the Danish market. The approach to strengthening the 

brand will be discussed in the long-term effects of the IMC part of the thesis. 

The third problem is that with the expansion, there is a strong possibility that a new 

organizational structure will evolve. It is important for the organization to strive for an 

organizational structure that will enable the organization as whole, as well as individual 

entities within the structure, to be able to perform to the best of their abilities, rather than 

hinder them in their efforts. The organization will have to consider this in order to prevent an 

unfavorable organizational structure from evolving. 

The fourth challenge is how to continue at being closely connected organization where 

communication is easy and is relatively easy to align the marketing communications. The 

expansion to England will put a strain on the communication as well as on aligning the 

overall efforts, with the possibility of prioritizing an individual market over what is best for 

the organization as a whole. The managers will have to adapt to the new system and the 

organization will need to provide proper incentives to ensure the success and speed up the 

transition period. The communication problem will be approached by a proposition of an 

organizational structure. 
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The fifth problem will be how to convince the current management team to accept the 

changes that will occur to the organization in the following years. The managers will be the 

ones that will ultimately determine how successful will be the organization and how well the 

changes will be accepted. A possibility of changing the bonus system will be presented as a 

possibility of ensuring the cooperation of the management team of the organization. 

It will be the goal of this master thesis to provide solutions to these five problems that are 

perceived as the most important ones by the author of the thesis, as well as provide guidelines 

how to overcome any obstacles that could be preventing the solution to be as successful as 

they can possibly be. 

 

6) LIMITATIONS 

There are some areas this thesis will not cover but could have been looked more closely into. 

The reasons for not including those topics vary from the inability to obtain the relevant 

information, to page limit constraints of the thesis, and had to be therefore left out of the 

scope of the master thesis. At the moment it was not possible to get into direct contact with 

the marketing department of the Sticks’n’Sushi, however, some of the questions were 

answered by one of the general managers. Never the less in order to get a deeper 

understanding of the organization with more concrete information, a meeting with the 

marketing department would be needed. 

One of the subjects was the exact cultural differences between the Danish and English 

markets. Here cultural differences in going out to eat, the perception of high end sushi 

restaurants in the mind of the consumers, the purchasing power of the consumers in the two 

markets, as well as current perception and brand awareness of the organization in the two 

markets were all left out.  

Furthermore, the current bonus system of Sticks’n’Sushi was not revealed by the organization 

so the exact comparison between the current bonus system and the proposed bonus system 

from the author of the thesis was not possible. Furthermore, the difference in bonus system as 

well as wage levels between England and Denmark on a general level was not determined.  
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The exact role of the marketing department in Sticks’n’Sushi when it came to the budget 

allocations was not made completely clear in the interview, beyond the statement that the 

board of directors determines the budget for the marketing department. 

It was also not possible to obtain the financial performance of the organization as a whole as 

well as profitability of the individual restaurants. It would have been interesting to know how 

long on average it took a new restaurant before it became profitable, especially the one in 

London. Another interesting data that was not available was the timeframe before the 

Sticks’n’Sushi moves to the third market and beyond. While it was established that the 

organization intends to be present in several European markets, the exact time frame is not 

known. This would be important for the determination of how big the strain on marketing 

department will become and in what time frame. The smaller the time frame, the stronger 

becomes the reason for the implementation of the IMC. 

Furthermore, the exact marketing techniques used by Sticks’n’Sushi as well as the exact 

differences in the techniques between the two markets were not explained in the interview. 

Furthermore, the information whether or not Sticks’n’Sushi intends to have subdivision 

marketing and management departments in the new markets, or if they intend to have a 

centralized organizational structure operation from one big center covering all the markets 

was not determined. 

The guest survey sent out was not limited to only people living in London area and 

Copenhagen area. In order to get a completely correct numbers a census would have had to 

be conducted in those two markets, however that is beyond the scope of the thesis as well as 

financial capabilities of the researcher. The next best thing would be a random survey in the 

two markets, but that was also beyond the capabilities of the researcher.  

 

7) METHODOLOGY 

This master’s thesis will be mostly approached form the theoretical perspective obtained in 

relevant books, articles and data obtained on the internet sites in order to provide answers and 

solutions to the problems determined in the problem formulation. Different theory will be 

obtained from the pre-mentioned sources in order to create a theoretical background to the 

answers. This means that most of the data used in this thesis will be secondary data. 
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Furthermore, deductive approach
8
 will be used, due to the fact that the researcher developed a 

theory and developed the research questions in order to test that theory. In total, two 

interviews as well as a survey were conducted as part of the deductive approach. The 

information obtained from these sources will be used in order to back up the theoretical 

approach and deductions made in this master’s thesis. This will be the primary data obtained 

for the purpose of the master’s thesis. 

It is important to remember that the dining industry is an extremely dynamic industry that can 

be influenced by several different factors, which results in the fact that the assumptions as 

well as findings made in this thesis are only viable for a short period of time. The tools and 

models used will still be applicable, but the findings as well as data must be updated on 

regular basis in order to sustain the relevance of the findings and assumptions. 

Quantitative as well as quantitative data
9
 was obtained for this master’s thesis in forms of 

interview and a survey. Qualitative data is any data collection technique or data analysis 

procedure that generates or uses non-numeric data (interview). Qualitative data on the other 

hand is all the data that produces graphical or statistical values (survey).  

The qualitative data was obtained via two interviews. Both interviews were semi-structured.
10

 

This means that while there were some predetermined questions were present, new questions 

were posed when future clarification was needed, and some pre-arranged questions were not 

asked at all.  

One of the interviews was with Dan Kristensen, assistant general manager at Hard Rock Café 

Copenhagen, in order to obtain some information to compare the level of information Hard 

Rock Café as a big international player has at its disposal in comparison with the data 

gathered by the Sticks’n’Sushi. The Interview was conducted on Thursday 31
st
 of October 

2013. 

The other interview was with Arash Mirzaei in order to obtain some of the information about 

the progress of the international expansion of Sticks’n’Sushi. Furthermore, several open 

typed questions were sent to the manager in question in order to get a better understanding of 

the organization. 

                                                           
8
 http://www.socialresearchmethods.net/kb/dedind.php 

9
 http://www.regentsprep.org/regents/math/algebra/ad1/qualquant.htm 

10
 http://www.sociology.org.uk/methfi.pdf 
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The Quantitative research was done via a survey, with the intent to obtain first hand data to 

back up or contradict the theory obtained from the books, articles and the internet. The survey 

was a closed-type survey, with multiple option answers. The sample for the survey was 

obtained through the use of social network, and is in majority part of the researchers’ 

network, which means that the sample is not random, but biased towards business students in 

Denmark, United States of America and people working in the service industry in Denmark. 

In order for a more relevant survey, it should have focused only on the Danish and English 

market, and not being part of the researchers network. However this was not possible due to 

inability to reach the entire population of the both markets and then picking a random sample 

to send the guest survey to.  

The data obtained from the quantitative research is primary data, while the information 

obtained from the qualitative data is mostly secondary data, that was primarily obtained by 

the two organizations. 

 

8) INTEGRATED MARKETING COMMMUNICATIONS 

(IMC) 

The theory behind Integrated Marketing Communications first came to be in the late 1980s 

and early 1990s.
11

  In the recent years it has been gaining on both popularity as well as 

recognition in the marketing community. Integrated Marketing Communications or IMC in 

short, is a process through which the companies accelerate returns by aligning 

communication objectives with corporate goals.
12

 The fact is that marketing communications 

strives to not only attract new customers, but to affect the behavior and purchasing patterns of 

the existing customers. The goal with the existing customers is to be able to decrease the time 

between purchasing of the customers which results in the increase of the organizational cash 

flow. By having the money now, rather than later, it increases the organizational flexibility as 

well as leverage.
13

 This would also help the new restaurants become profitable sooner, which 

                                                           
11

 IMC, The next generation, Five steps for delivering Value and measuring returns  using marketing 
communication, Don Schultz and Heidi Schultz, The McGraw-Hill companies inc., 2004  
12

 IMC, The next generation, Five steps for delivering Value and measuring returns  using marketing 
communication, Don Schultz and Heidi Schultz, The McGraw-Hill companies inc., 2004, location 360 
13

 IMC, The next generation, Five steps for delivering Value and measuring returns  using marketing 
communication, Don Schultz and Heidi Schultz, The McGraw-Hill companies inc., 2004, location 3044 
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is one of the problems with opening the new restaurant. The time frame from the opening to 

profitability is in some case too long and thus prevents the opening from happening. 

Traditionally there are two aspects to communication, referred to as above-the-line and 

below-the-line communications. The above-the-line communication is represented by 

conventional media and mass media (TV, newspaper, radio) and the below-the-line refers to 

non-conventional media, such as social media (Facebook, Twitter). Even though nowadays 

the line between the two has become blurred, their original distinction resulted in different 

and separated approaches and tools applied in dealing with them and thus created a barrier 

between the two in case of majority of companies that can result in uncoordinated 

implementation of the two aspects.
14

 The goal is to integrate all these different aspect into one 

entity with one goal and focus in mind: the wants and needs of the customer.  

The true emergence of IMC occurred in the mid-1980s as the result of three distinctive shifts. 

First of all, there was the development and the diffusion of technology across the entire 

spectrum of business operation. The second shift occurred when the businesses and 

companies started to focus more and more on branding as a tool of differentiation from their 

competition. The third shift was the increase in globalization and multi-nationalization of the 

companies.
15

  

Nowadays, the IMC strives to involve the entire organization, to combine the brand, its 

products, the customers and all the service contacts the firm has with its shareholders on all 

levels. It requires ongoing measurements and evaluations and therefore there is need for the 

evidences of return on IMC investments to be built into all communication plans. It is also 

important to recognize from the beginning that IMC is a process that achieves results 

overtime and this separates it from other traditional communication programs. IMC strives to 

achieve both short term as well as long term boost in performance.
16

  

It is important to recognize that in order for the IMC to reach the full potential it needs to be 

first integrated inside the company itself.  

There have been several examples of how a successful integration of IMC into the company 

results as a great success for the company, and what is more, these companies that have been 

                                                           
14

http://www.unav.es/fcom/comunicacionysociedad/es/articulo.php?art_id=415  
15

 IMC, The next generation, Five steps for delivering Value and measuring returns  using marketing 
communication, Don Schultz and Heidi Schultz, The McGraw-Hill companies inc., 2004, location 453 
16

 IMC, The next generation, Five steps for delivering Value and measuring returns  using marketing 
communication, Don Schultz and Heidi Schultz, The McGraw-Hill companies inc., 2004, location 884 
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successful in their implementation if the IMC come from different sectors, from insurance to 

food, showing the applicability of the IMC in different situations.  For example, Pepsi Cola 

used the IMC when it decided to change the outlook of its bottle.
17

 Furthermore Dow 

Chemical, USAA, Ben & Jerry’s, Nordstrom, FedEx, Starbucks, CIGNA Insurance, Hyatt 

International, and others are some of the examples of companies that have successfully 

implemented the IMC in the past.
18

 While this does not mean that the integration itself will be 

easy, or that it would work once implemented, there are strong precedence to suggest that if 

implemented correctly, it can be a huge asset to the organization.  

 

8.1) Early problems for IMC 

The IMC was not hailed as the new preferred strategy in marketing when it was first 

introduced. The main reason for that is that when it was introduced, marketing 

communication was still mostly done via advertisement, predominantly on television and 

mass media such as newspapers and magazines. For example, in 1980, the total amount spent 

on advertising was 53 billion dollars, compared to 49 billion dollars spent on sales promotion. 

By the year 2000, sales promotion became more important, taking the lead with 250 billion 

dollars compared to 233 billion dollars spent on advertisement.
19

  

The internet and the mobile industry were still evolving and trying to become used by the 

masses, being used mostly by people who were considered ‘’geeks’’ and far from wide 

spread among the general population.  The emergence of dot.com companies and with it the 

true breakthrough of the internet, was still half a decade away and there was little need to 

think of marketing communications in new way in the minds of most managers. In other 

words, all the tools needed to successfully implement the IMC and thus be able to see the full 

potential and the possible advantages offered were not yet available on a global scale. 

The hierarchy of companies was still predominantly pyramid, with the exception of Japan, in 

shape and different departments were independent form each other and there was little need 

for cross-department cooperation or indeed cooperation. This organizational structure was a 

                                                           
17

 International Marketing, 4th edition, P.K. Vasudeva, 2010, location 17331 
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legacy of the industrial age and how things were done in the past. However in order for a 

successful implementation of the IMC, this needed to change. The fact is that a vast majority 

of today’s organizations suffer from a common problem. This is the structure of the 

organization itself. The organizational structure is often the same as it was in the industrial 

age when organizations as such emerged. It is this structure that hinders the integration. The 

organizational design needs to be changed from the traditional one to a more flexible one on 

order for the integration to be successful.
20

 

Furthermore, most of the marketing communications for the firms was still outsourced to 

advertisement agencies that ware in majority specialized in one field of marketing 

communications and thus were either unable to use IMC, or reluctant to use it and having to 

reorganize themselves into being able to offer a full package needed for the implementation 

of IMC to their clients. The reason for this was often the fear of losing their customers by 

giving away the specialization that got them the customers originally.   

Even today the IMC is still faced with several problems that make it hard to implement, 

despite the advancements in communication technology that provide a completely new 

platform for integration. However, these problems will be addressed in the later part of this 

master thesis. 

Never the less, the value of IMC has been established in the recent years and the question no 

longer stands at- is IMC beneficial for a company, but if it can be successfully established 

and if the costs of the implementation will be lower than the benefits that come with the 

successful implementation., both in the short term, as well as in the long term. 

By embracing the philosophy that marketing brings value to the firm rather than simply drain 

the firm of its resources, the company distances itself from the established old way of 

viewing advertisement and marketing. That view is represented by the St. Simon doctrine, 

where service industry that includes advertisement is perceived as a parasitic activity and 

with the mislead idea that the advertisement is included in the cost the consumer pays for the 

product.
21

 

The two most important and difficult obstacles for the implementation of the IMC and its 

successful integration into the organization that would also enable the system to have a long 
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term impact and success are the structure of the organization itself and the way to persuade 

the employees to embrace it fully. In order for the employees to embrace the new system the 

compensation system in place needs to be able to encourage them to do so. The present 

compensation models in most of the organization and indeed in Sticks’n’Sushi are based on 

the models set up in the Industrial age. In other words, they are not fit to keep up with the 

changes in the modern world, especially in the service industry.  

Same holds true for the organizational structure. The model has not been changed in decades, 

hindering the evolvement of the organization and its desire to be modern. The compensation 

systems are still based on rewarding people for the financial aspects, the money they make, 

the product they sell. As long as this is the case, as long as this is the focus of the 

compensation system and the initiatives are based on that aspect, the employees will fail to 

focus on customers, but rather focus on the measurable tasks that are included in the current 

incentive and compensation systems. But this does not benefit the IMC. IMC needs the 

employees and the organization to focus first and foremost on the customers, and the 

compensation systems should reflect that. In order for the employees to start focusing on 

customers and customer groups, as it is the goal of the IMC, the compensation system needs 

to be changed in order to reflect the new priority of the organization, the customer. It will be 

up to the senior managers to create and implement a compensation system that will force the 

employees to focus on the customers from the beginning. This will enable the organization to 

start focusing on external problems, rather than spending its time and resources on the 

internal ones. The solutions to the employees’ problem, as well as organizational structure 

problem, will be presented later in the thesis 

 

8.2) Eight guiding principles of the IMC  

IMC has eight guiding principles that need to be followed in order to ensure a successful 

integration. These are: become a customer centric organization, use outside-in planning, 

focus on total customer experience, align consumer goals with corporate objectives, set 

customer behavioral objectives, treat customers as assets, streamline functional activities and 
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converge marcom (marketing and communications) activities.
22

 The eight guiding principles 

are explained on the following pages.  

8.2.1) Become a customer centric organization. In the center of every integration needs 

to be the end user, in this case the end user is the customer. In order to be truly 

customer centric organization, one needs to consider the end customer/consumer 

first and foremost. The reason for this is that the consumer is the one that brings 

the income flow into the company, the income that enables the resources and 

rewards for everybody involved in terms of shareholders as well as employees. It 

is the consumer that determines the long term success and survival of the 

organization. This is especially important for restaurants, where the competition is 

high and entry barriers are not that hard to overcome. By focusing on customer 

first and recognizing that the customer is the organizations most important asset, 

the organization truly becomes customer centric. This would be very easy to apply 

by the Sticks’n’Sushi due to the fact that they are already very customer focused. 

As was explained in the overview of the organization, Sticks’n’Sushi relies on the 

customers to do part of the marketing for the organization. In order for the word of 

mouth to be favorable and have a positive impact for the organization, the guest 

satisfaction needs to be achieved, and in order to be able to satisfy the customers, 

the organization needs to understand its customers. This is made much easier if a 

strong focus is put on understanding the customers. By becoming a truly customer 

focused organization, in theory as well as in practice, this can be achieved. 

 

The guest survey created for the purposes of this thesis showed that over 80% of people who 

took the survey agreed that the customer focus is very important, especially if the 

organization wants to have those customers coming back to the restaurant. Around 15% of 

the people thought that customer focus is somewhat important and less than 3% thought that 

customer focus is not important at all. It can be deducted from the survey results that the 

customers expect the organization to be customer focused and find it highly relevant when 

deciding on whether or not to come back.
23
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In todays world, being customer focused is becoming more and more paramount in order to 

have a successful organization, especially in order to succeed in the long-term, and nowhere 

is that more important than in the service industry. With the technological innovations such 

as data analysis, customer database and modeling, the tools for succeeding in providing that 

service and being customer focused are more developed than ever. While these tools were 

still beginning to emerge when the IMC was first introduced, they are now at the complete 

disposal of the organizations and ready to support the IMC. As soon as the organizations 

begin to realize that the customers are their most important assets, they are able to plan and 

distribute their resources accordingly. It is important to remember to be outward looking in 

order to succeed.
24

 

 

8.2.2) Use outside-in planning. The goal here is to succeed in structuring its business 

system around the customers. It is not enough just to serve the customers, but you 

need to strive to understand them and serve them through that understanding. 

Most marketing budgeting techniques have an inside-out approach. This basically 

means that the organization decides what it wants to achieve and then tries to 

persuade the customers to follow their plan through the use of various techniques 

that are designed to try to make that initial plan a reality. However, the firm has no 

real say over the result, it can only hope for the best. This approach fails to 

connect marketing spending and sales revenue. If anything, the sales revenue 

drives the marketing spending, not the other way around. IMC strives to turn this 

around and proposes the outside-in approach. In this approach, the customers are 

seen as income flows to the firm and marketing as a mean to attract, retain and 

grow that income flow. With this approach, the managers manage the demand, 

rather than manage the costs and products as it is in the inside-out approach. 

Sticks’n’Sushi is already using this approach to a point when deciding where to 

open new restaurants. They base their locations in response to the customers’ 

needs and strive to grow with the location and its customers.
25
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8.2.3) Focus on total customer experience. The goal is to focus on the overall 

experience of the customer while he is in the restaurant; on his experience with the 

product (food), service and the overall ambient while the customer is patronizing 

the establishment and his overall experience with the brand. Sticks’n’Sushi is 

trying to achieve this through excellent service, high quality food and a touch of 

originality when the waiters and bartenders greet the customers in Japanese 

language.
26

 This means the whole organization has to work together in order to 

achieve this. As the saying goes, the company is the brand and the brand is the 

company.
27

  

 

 

The guest survey showed that a total experience in a restaurant, namely food, ambient and 

service combined, is extremely important for the customers when they are deciding whether 

or not to come back. Almost 70% of responses claimed that all three aspects need to be 

balanced in order for them to become regular customers. Almost 30% agreed that the 

presence of all three is important, however the food is the dominant factor for their decision 

of repeated visits, and less than 3% answered that the food is the only criteria for them when 

deciding if they will become regular customers.
28

 

 

8.2.4) Align consumer goals with corporate objectives. The challenge that arises for 

most of the companies and in this case restaurants is to find the balance between 

what the consumers want, expects and what the company is able to offer and 

provide. It is imperative to find the equilibrium between aligning the 

communication and marketing goals and those goals of the organization as a 

whole. By understanding your customers the firm is better equipped to market 

itself and communicate with the customers which leads to the firm being more 

able to retain as well as attract more profitable customers in the future. This is 

achieved by investing into customer relationship, which is done via 

communication, customer relationship management (CRM) and other brand-
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building initiatives.  The rise of the ability to obtain better data on customer 

satisfaction, on customers themselves has had a great impact on the customer 

focused approach. New technologies provide the company the ability to store as 

well as analysis large quantity of data, enabling them to have a better picture of 

the market as a whole as well as over their own customers. For example, 

Sticks’n’Sushi managers receive weekly information on the average spend per 

customer, as well as average sales per ticket.
29

 This is not an uncommon 

occurrence. In addition to that information, Hard Rock Café manager is also able 

to see the average table time, how many times is a membership card holder more 

likely to come to the restaurant per year compared to a non-member, which are the 

most popular items in the bar as well as in the restaurant, ect.
30

 The better your 

knowledge of your customers is, the better you are able to meet their needs and 

expectations, ensuring higher customer satisfaction. 

 

8.2.5) Set customer behavior objectives. The four things that the firms want from their 

marketing and communication plans are to acquire new customers, to retain and 

maintain present customers, to retain and grow sales volume or profit from 

existing customers and to migrate existing customers through firms’ product or 

service portfolio.
31

 All these four agendas have in common is that the marcom 

efforts must result in them influencing the behavior of the customer or a potential 

customer. There are two options on how the behavior needs to be influenced. 

Either to reinforce the behavior the customer is already showing if it is favorable 

and aligned with the organizational desires and expectations, or to shift the current 

behavior towards what the organization wants it to be. Later in the thesis the 3 Cs 

model will be explained, which enables the managers to achieve this objective 

more easily.  

 

8.2.6) Treat customers as assets. The customer is in essence firms’ foremost asset that 

generates the cash flow. Once the philosophy is installed, it results in management 

not looking at investments in advertising, direct marketing and PR simply as 

                                                           
29

 Answers from Sticks’n’Sushi. See Appendix 2 
30

 Dan Kristensen, AGM Hard Rock Copenhagen, interview 
31

 IMC, The next generation, Five steps for delivering Value and measuring returns  using marketing 
communication, Don Schultz and Heidi Schultz, The McGraw-Hill companies inc., 2004, location 961 



Luka Heberle                                                 Master’s Thesis                                          

22 
 

outflow of money, or a simple promotional purchase but rather as an investment, 

an investment into its main asset, the customer. This philosophy also allows the 

senior managers to put more faith into marketing managers and to listen to their 

propositions more carefully, due to the fact that they are the ones that are dealing 

with the main asset outside the organization, when the customer is not in direct 

contact with the organization (physically present in the restaurant). Due to the fact 

that in Sticks’n’Sushi they count on the customer to do part of their marketing for 

them through word of mouth, this principle makes even more importance and can 

me much easier to identify with.
32

 

 

8.2.7) Streamline functional activities. IMC strives to bridge the gap between marketing 

managers and communication managers, a gap whose origins can be traced to the 

emergence of the 4 Ps concept, where the promotion part was divided into three 

separate areas of sales, publicity and advertisement.
33

 This gap has only increased 

over the years with the goal of differentiating themselves from each other and 

enchanting their overall status. By implementing IMC the management has to start 

working together and becoming interrelated, which leads to better communication 

between the managers and thus less discrepancies between the management 

departments. It also sulfides the marketing department as a whole, preventing 

unnecessary internal competition, budget wars and turf wars. The internal ability 

of communication not just vertically but also horizontally is one of the needs for 

the IMC to be successfully implemented and can work long-term. From the 

customers point of view, a firms marketing department does two things when 

trying to communicate with the customers. These two things are messages and 

incentives.
34

 The messages are the part that the firm wants the customer to 

remember and the incentives are the offers, usually short-term, that will benefit 

both parties, namely the organization and the customer. 
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At the moment all of the marcom managers at Sticks’n’Sushi are situated in one building and 

working from one shared big room,
35

 so the communication can easily be established, 

however with the international expansion and potential opening new sub-division 

headquarters, the need for cross-department communication will become strained, and even 

more important. 

 

8.2.8) Converge marcom activities. The emergence of e-commerce and e-

communication many times resulted in them being treated separately from the 

traditional marketing elements. However while the separation might still make 

sense from the organization point of view, or it made sense in the past, it makes 

absolutely no sense from the customer point of view. To the customer the 

organization is a whole entity, not separate entities depending on where that 

communication occurs. For the most part the customers that see TV 

advertisement, newspaper advertisement or radio advertisement are the same 

customers that also surf the net and are exposed that type of advertisement. This is 

why it is important to present one picture on different communication channels to 

the customers. It avoids confusion and prevents the dilution of the brand and 

raises brand awareness among the customers. It is for this reason that the IMC 

strives to combine the mass media marketing, the social media marketing and the 

PR into one entity. Sticks’n’Sushi marcom department is currently divided into a 

Brand and Marketing director, Marketing Project manager, Communication 

manager and CSR manager.
36

  

 

In the survey, less than 30% of people answered that they it makes no difference to them at 

all if there are different messages coming from different marcom channels in regards to an 

organization or a product, with almost 45% agreeing that it makes some difference and 25% 

stating that it makes a big difference to them in terms of their perspective of the organization 

and their marcom efforts.
37
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All eight guiding principles of IMC have one thing in common. That is the need for 

compensation. How will the managers, staff and other involved parties be compensated for 

their efforts, what incentives will be put in place to ensure the eight principles are used and 

followed. This will determine the success of the implementation of the IMC into the firm. 

People tend to do what they are paid to do and are rewarded for. How well will the managers 

respond to IMC depends on their incentives- bonuses. The managers will be the ones that will 

have to adapt the most and will be the ones that will ensure the working of the new system 

and oversee its implementation. More about what problems the company might face when 

dealing with the managers, new compensation system and how to overcome these problems 

will be explained later on in the thesis. 

 

8.3) The five step IMC planning process 

The five step IMC planning process consists of identifying customers and prospects, 

valuation of customers/prospects, creating and delivering messages and incentives, estimating 

return on customer investment and finally budgeting, allocation and evaluation.
38

 All the 

steps are shown in the graph below. It is important to stress here that IMC planning process is 

not a closed circle, but rather a never ending loop, with the last step being the platform from 

where the first step is to be launched and thus starting another cycle. 
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8.3.1) Identify customers and prospects 

The first step of the IMC planning process is to identify the customers and prospects. As was 

explained in the guiding principle number 5, IMC strives to determine what have the 

customers and prospect done and what they might do in the future, based on the behavior 

data. In this first step, the goal is not only to determine these facts, but to understand the 

reasons behind them. In order to achieve this, several different kinds of data needs to be 

obtained and analyzed, data that are physiographic, demographic, geographic or otherwise 

relevant. The 3 Cs model that will be explained later on can be a great tool to be used by the 

organizations in order to obtain and evaluate this data.  

By having this picture of your customers and prospects, the organization is better equipped to 

be able to communicate with them. The firm needs to distinguish between three types of 

customers, namely present customers, competitive customers and emerging customers. The 

different customers and where thy fall in with the organization will be explained later on. 

This is also very important when entering a new market or are relatively new in the market 

and have not managed to truly capture a loyal customer base, or are not sure which customers 

1) Identify customers 

and prospects 

3) Creating and delivering 

messages and incentives 

4) Estimating return on 

customer investment 

IMC 

5) Budgeting, allocation and 

evaluation 
2) Valuation of 

customers/prospects 
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to pursue, as is the case with the Sticks’n’Sushi expansion to London. The better the 

organization manages to identify its customers and prospects, the faster it can become 

successful. 

 

8.3.2) Estimating the value of customers and prospects 

The second step of the IMC planning process is estimating the value of the customers and 

prospects. The value orientated IMC strives to identify the financial impacts the customer or 

prospect will have on the firm, in other words, what are the likely income flows that will be 

generated by the firm from the customers and prospects. This is of the utmost importance 

since by identifying the income flows that will be generated from different target groups the 

organization will be able to determine which target group is the most profitable and thus most 

worth focusing on as well as which customer groups are non-profitable, either due to lack of 

desire to spend the money, or because the cost of obtaining and retaining those customers are 

too high in comparison with the cash flow that is coming from them. By knowing this, the 

firm will be able to choose which customers to retain, which to acquire, which it can migrate 

and which should be cut loose or not approached at all. Here is where the knowledge of your 

current customers, emerging customers and competitive customers comes into play. When 

the firm successfully estimates which customer or prospect group it wants to target it is better 

able to implement successful communication messages and incentives, in order to attract the 

chosen target group, retain the groups that it wants to retain, as well as migrate the current 

customers’ through the product portfolio. This is also aligned with the guiding principle 

number six; treat customers as assets. 

 

8.3.3) Planning communication messages and incentives 

 The third step of the IMC planning process is planning communication messages and 

incentives. Step three focuses on successfully communicating desired messages and 

incentives to the chosen target group(s). The goal is to compose messages and/or provide 

incentives that will be most alluring to the target group(s) and will yield the highest 

possibility of successfully bringing the target group(s) to the firm at the lowest cost for the 

organization, increasing the overall profit margin. It is necessary to understand how and 

where the target group(s) comes into the contact with the firm and its brand. The success of 
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step three is based on guiding principle number seven, streamlining functional elements into 

messages and incentives. Once this is established, the firm needs to decide how to reach the 

target group- which delivery system to use and what is the presentation of the messages, 

incentives in terms of words, graphics and other tools. This is referred as the execution of the 

communication program.
39

  

With the international expansion, this step will continue to become more and more difficult 

for the Sticks’n’Sushi, since it will have to take into consideration two different markets, as 

well as how the differences or similarities will affect the brand as a whole and what kind of 

impact it will have on the organization as a whole. The problem will only augment when the 

organization decides to add a new market to the existing two. More on this problem will be 

explained in the International marketing part later on in the thesis. 

 

8.3.4) Estimating return on customer investments 

Step four of the IMC planning process is estimating return on customer investments. By 

treating customers as assets as was explained in guiding principle number six, the financial 

effects of those assets can be calculated and determined by the managers. This enables the 

managers to show the cost benefit of the IMC, a feat that has so far been extremely hard for 

the marketing managers to do using other marcom approaches. By knowing the financial 

income generated by the assets on one hand, and knowing the cost of the marketing needed to 

have these assets the financial picture of costs versus income is easy to show. This is also 

achievable through guiding principle number two: use outside-in planning. Rather than 

simply set a budget, and then try to accomplish the preset goals with that budget and with no 

real idea if the marketing communication is working or not. 

The results on the returns are furthermore separated into two categories, short term and long 

term category. Short term results can often be affected by the use of incentives which aim to 

generate quick income, which is essential for business building. This is usually achieved by 

trying to convince the customers to buy more, more expensive products (migration of the 

customers on the portfolio), or to by in shorter intervals. How this can be achieved will be 

presented later on in the thesis using the 3 Cs model. 
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On the other hand the long term results usually reflect in brand building, which is essential 

for the long terms survival and success of the firm. The brand building will be covered 

further in the long-term effects of the IMC part, later on. 

Furthermore, IMC enables the marcom managers to meet three of the four very important 

requirements that need to be met in order for the long term investment to get a green light 

from the senior management. The marcom managers are able to determine how and how 

much will the marketing communication increase the cash flow over time, the marketing 

communication should move forward the cash flow by getting the customers to buy more 

often or more expensive products (moving them up in the portfolio) and that the marketing 

communication should decrease the variation cash flow in different time period, making the 

organization more financially solid as a whole and in the long run. The last requirement is 

that the marketing communication should increase the shareholder value in the long run. This 

is achieved by increasing the brand equity as well as firms equity. This is harder to predict 

since it depends on several different factors that are not necessarily in the marcom managers 

ability to influence. However, by increasing the cash flow and strengthening the brand, it 

should result in higher stock prices and in higher dividends being paid out, both of these two 

factors resulting in higher shareholder value.
40

 Since Sticks’n’Sushi is partially owned by 

Maj Investments,
41

 an increase in shareholders’ value will be of definite interest to them.  

By knowing which customers to invest into in order to gain the highest returns, or which 

customers to invest to with a limited budget on marketing communications, the 

Sticks’n’Sushi will be better equipped for surviving in the new market as well as have a 

better understanding of its customers and their motives and behaviors, thus being able to be 

as profitable as possible and not spend the time on customers that bring no or little value to 

the organization both in the long run as well as in the short run. 

 

8.3.5) Post-program analysis and future planning 

The fifth and final step of the IMC planning process is the post-program analysis and future 

planning. Marketing communication, while part of the IMC, is an ever evolving process that 

is never considered finished or complete and is therefore independent of firms’ fiscal cycles. 
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This is why the final fifth step does both analysis the results and plans for the future, when 

the new five step cycle will begin, continuing the never-ending IMC loop, establishing the 

final fifth step of the planning process as a launching pad for the new cycle. The organization 

evaluates the results of the cycle, determines what was done right and what was done wrong, 

strives to fix the problems and then based on that launches the new cycle. This also enables 

the marcom managers to be able to better predict what their budget needs are and what will 

be returns on those investments for the organization, both in the short-term as well as in the 

long-term. This is why the final step consists of three stages: Implement the IMC into the 

marketplace during the relevant period of time, evaluate the program once it has been 

implemented and develop a reinvestment strategy.
42

  

Another advantage of having an open loop system is that it shows where the individual 

problem is and enables the organization to fix it by the next cycle. This could be overlooked 

if the system was a one-time cycle. This also prevents the organization in becoming obsolete 

or out of date with their marcom techniques due to constant monitoring and evaluation.  

 

Once the five steps are completed, the IMC gives answer to the three very important 

questions:
43

 

1) How much should we as a firm invest into marketing communication programs? 

2) What type of financial returns will we receive? 

3) Over what time period will our returns occur? 

 

By the end of step five, the marcom managers will be in the possession of both the short-term 

as well as the long-term returns on their marketing communication investments. And by 

being able to give answer to the three previously asked questions, the marcom managers are 

able to take a more direct, influential and connected role in the overall running of the firm as 

well as in the allocation of the resources for the marcom department. This also results in the 

entire management structure working more closely together, creating cross-department 
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cooperation, and a better understanding of the organization as a whole for all the included 

parties. This is especially important for the Sticks’n’Sushi in order to be able to continue with 

the close inter-marketing department cooperation as well as the cooperation between the 

managers as a whole. It furthermore prevents the creation of a hierarchical, pyramid shaped 

organizational structure that results in further decrease of cross-department cooperation and 

communication. In the survey created, over 70% of the responses claimed the ability to be 

able to communicate with other departments freely is the most important thing, compared to 

almost 30% who thought that it is more important to be able to talk directly to your 

supervisor.
44

   

The importance of this fifth and final step of the planning process is that it is not only the end 

of one planning cycle, but it is also the basis for the beginning of the next planning cycle. By 

completing the five steps, the marcom manager is able to evaluate the results and determine 

which steps, or parts of the step, were not executed properly and which parts were successful, 

if the intended goals of the communication program were achieved in terms of reaching the 

right customers and if the messaging and incentives provided were received as they were 

intended. By having the answers for these questions, the marcom manager is then able to fix 

the problems or failures that occurred during the first five step process, adapt and launch a 

new five step cycle. In the past the marketers had problems with being able to determine what 

kind of financial impact the communication program actually had. With the IMC, the 

marcom managers are better able to answer this important question. 

It is for this reason that the type of planning proposed by the IMC is called the back-to-front 

planning.
45

 It is first needed to do the entire five step process before the budget can be 

allocated. The marcom manager needs to know who the customers are and needs to 

understand them, understand what will make them buy the product. And once he knows that, 

he is able to determine the costs of implementing the desired marcom program in order to 

achieve those results. This also reveals to him the profit margin the firm is expected to get 

from the marcom program. And when he has these facts and numbers he is able to answer the 

three questions that were presented on the previous page: how much should the firm invest 

into marketing communication programs, what types of financial returns do we receive as an 

organization, over what period will our return occur. By knowing what needs to be done and 
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the cost for it, it is also easier for the marcom managers to be able to explain to the senior 

managers what the new budget will be able to produce, if the original budget proposed by the 

marcom manager at the end of the planning cycle is rejected. And by doing the process 

beforehand, the answers will be readily available to them straight away. What is more is that 

by knowing how the customers will react to the marcom efforts, the marcom managers are 

able to predict the behavior of the customers, and sharing the knowledge with the other 

mangers and preparing them in what to expect from their customers, as well as what the 

customers expect from them and the organization as a whole. 

By planning ahead, the marcom managers also need to have the data available in order to be 

able to make those forecasts. By knowing what will happen with the money invested and how 

and when it will be returned to the company in terms of income, the marcom managers will 

be better equipped to explain this to the senior management form a financial perspective that 

will be understandable to the senior management. In order to be able to do that however, it is 

important for the marcom managers to not look at the past numbers only, but rather also 

focus on what is likely to happen in the future. This can be achieved with the use of 

probability models, which will indicate the future behavior of the consumers based on their 

past behavior. 

Furthermore, the managers were not part of the budgeting process of the organization, but 

rather only had to work with what they had, or were allocated by the senior management. In 

Sticks’n’Sushi the budget for marketing is allocated by the board of directors.
46

 But with 

IMC, the marcom managers are finally able to estimate the returns that the communication 

programs created in terms of the short-term returns as well as the long-term returns, and thus 

also able to present the results to the senior management from the easier-for-them-to-

understand financial perspective, including themselves into the planning process and take a 

more important role in the organization.
47
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9) PUBLIC RELATIONS 

The third part of Integrated Marketing Communications consists of Public Relations or PR in 

short. Just as it is important for the message sent by marketing via different channels to be the 

same, it is equally important for that message to be uphold by the spokesmen of the company 

when communicating with the public. The goal of PR should be to create goodwill among the 

consumers and to further educate them about the company, however this is not targeted only 

at the consumers outside the company but also at the employees. 

Public relations (PR) consists of a set of coordinated communication programs between the 

organization and its public, designed to improve, maintain and protect a company product 

and/or image. PR consists of two parts. The first part is to create and enhance a favorable 

corporate image with the various publics concerned. The second part is to respond in crisis 

situations. The crisis situation can be accidents, product failures and recalls, to respond to 

criticisms and to anticipate and counter messages that would be harmful to the organization 

as a whole.
48

 The role of the PR is to respond in a timely fashion and to get the companies 

side of the story out to the public. In a lot of scenarios when responding to what other media 

had to say about them, PR is in that instance nonpaid form of communication. 

PR varies from advertising in the sense that its primary focus is to create communications 

that build on trust and communications with key publics. PR is not trying to sell anything to 

the customers, they however use publicity as a tool to communicate with the public and 

organize events, sponsorship, meetings and conferences.
49

 

Despite this, PR has the potential to be extremely valuable to the organization but it can also 

be extremely hurtful. The problem is that it is hardtop pre-plan everything when dealing with 

the PR. And a wrong expression or comment can ruin the brands public image. For example, 

when the CEOs of the big American automakers decided to ask the government for a bailout 

worth roughly 25 billion dollars, they decided to fly to the meeting in their private planes, 

turning the public against them straight away.
50

 Another big mistake in a public appearance 

occurred when the CEO of BP Tony Hayward stated on a national television that he ‘’wants 
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his life back’’ after the oil spill in the Gulf of Mexico, forgetting about the people whose life 

were destroyed by the disaster.
51

  

Sticks’n’Sushi at the moment do not have a separate department that would be focusing on 

the public relationships solely.
52

 However, according to the survey, people do pay attention to 

problems of the organization especially when the organizations main product is food. They 

also pay attention to what is happening in other markets. 80% responded that it might affect 

their buying decision, depending on the problem, with only less than 10% claiming that 

occurrences in other markets by the brand do not affect them.
53

  

It is the job of the PR to be able to tell the organizations part of the story and try to minimize 

the overall damage that can have implications for the firm not only in the market where the 

problem occurred, but also in all the other markets it is present. 

 

10) SHORT-TERM ABBILITIES OF THE INTEGRATED 

MARKETING COMMUNICATIONS 

As mentioned before, the short term goals of the IMC are to change the behavioral patterns of 

the customers. The desired results are to increase the spending of the existing customers by 

migrating them through the portfolio to buy more expensive products, to decrease the time 

between buying the products of the organization, to retain current customers and attract new 

customers,
54

 all in desire to move the future spending and future cash flow closer to the 

present. A very useful model to help the marcom managers achieve these goals is the 3 Cs 

model, presented below. 
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10.1) The 3 Cs model 

A model has been developed that helps the organization measure both the short-term as well 

as long-term impacts that the marketing communications has. The model is called the 3 Cs 

and it consists of customer contribution, customer commitment and customer champions.
55

 

1) Customer contribution: It tells us what the income flow from the customer is. It is 

measured at the contribution margin line. 

 

2) Customer commitment: It tells us how committed to the brand are the customers. This 

is reflected in their purchasing patterns. Customer commitment is also measured for 

each individual segment. In the case of Sticks’n’Sushi this could be the takeaways, 

the restaurants and the ingredients sold for home coming of sushi meals.   

 

3) Customer champions: This shows the organization how committed to spreading the 

word about the organization and the brand the customer is and how involved with the 

brand itself the customer is.  
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The model of the 3 Cs is presented below.
56

 

 

The 3 Cs Cube) 

 

 

This model helps the marcom manager to be able to visualize where in the cube the customer 

or customer segment is. Based on that knowledge the marcom manager is able to determine 

what would be need or what is the best way to move the customer or customer group inside 

the cube if necessary, or how to keep the customer or customer group at the present location 

in the cube. Based on that knowledge the marcom manager can accordingly plan its 

communication programs. Rewards and incentives can be offered in order to make a 

customer a better customer champion, or efforts can be made to change the customers 

behavior, increasing his purchasing in the organization, increasing the customers commitment 

and contribution. Or it can tell the marcom managers into which customer groups it is not 

worth investing since the costs would outweigh the benefits, or that there is no need to invest 
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on a higher scale since the customer group is already position exactly or close enough to 

where the organization and the marcom manager wants it. This can be especially important to 

Sticks’n’Sushi since they are new in the London market and still expending, and in that 

perspective not completely sure about their current customer base in London. 

 

There are three objectives behind the 3 Cs model: 
57

 

1) The first objective is to help the marcom managers in their understanding of the 

discrepancies, variations and fluctuations in behavioral among the customers and 

customer groups. The 3 Cs model enables the managers to be able to determine which 

changes occurred due to the marcom activates and which customers made changes 

due to a change in their life that had no connection with the marcom activates (a new 

job, a new family member, retirement, unemployment, promotion, ect). In other 

words, it enables the managers do differentiate between the changes that occurred due 

to an external factor and those that occurred due to the marcom activities.  

 

2) The second objective is to enable the marcom managers to be able to understand and 

identify the reasons for the change of position in the 3 Cs model. Once the managers 

are able to understand the underlying reasons for the migration, it enables them to 

predict the future pattern changes. This also enables them to be better able to predict 

the movement of other groups in the model, giving them a better overall 

understanding of their customers. 

 

3) The third and last objective is to provide the managers with an insight into how 

challenging it would be to change the behavior of a customer or customer group and 

thus create the repositioning of the customer or customer group inside the cube. By 

knowing the costs of the repositioning, the managers are better able to determine 

which customer groups to target with their communication programs and which are 

not financially viable to be approached. 
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Several advantages of the 3 Cs model can be acknowledged at this time. Not only do they 

provide a view of the returns on marketing efforts, they do it while differentiating between 

the long-term as well as short-term returns. Furthermore, they also give the insight into how 

different segments react individually to those marketing efforts. By being able to understand 

the behavior and the underlying reasons for that behavior, the organization is better equipped 

to be able to predict the behavioral patterns of the customers, both that of the present 

customers as well as that of the future customers. This provides the organization with the 

unique ability to be able to measure the value of the marketing programs in regard to the 

customers and customer groups, rather than dealing with a theoretical ‘’average’’ customer, 

something that could never give a good and reliable picture of their customer base.
58

 

Another advantage the 3 Cs model offers to the organization, is the fact that it strengthens the 

position of the brand as an asset for the firm. This is due to the fact that the 3 Cs model shows 

what the relationship between the organization and the customer is. The stronger the 

relationship between the customer and the organization, the stronger the brand equity 

becomes, which results in increase in the worth of the brand and the organization. By 

understanding the value of the brand, the long-term customer relationship building becomes 

more of a priority for the organization, since only with the long-term relationship with the 

customers and long term customer loyalty can the brand, and through it the firm, survive in 

the long run. More on the brand will be explained later on in the Long-term goals of the 

Integrated Marketing Communications part of the thesis. 

As it was explained before, the four goals of marcom managers are to acquire new customers, 

to retain current customers at present income levels, to increase the present and future value 

of present and future customers, by upselling or cross-selling, and to change the value of 

existing customers by migrating them to various products or services in their product 

portfolio.
59

 The 3 Cs accomplish exactly this for the marcom managers. By knowing how the 

customers will behave and where in the 3 Cs cube the customer or customer segment is, the 

organization is better able to change that location, enabling the marcom managers to achieve 

their four goals. And of course once this is achieved and the cash flow from the customers 

and customer groups is achieved, the guiding principle number four of the IMC is 

                                                           
58

 IMC, The next generation, Five steps for delivering Value and measuring returns  using marketing 
communication, Don Schultz and Heidi Schultz, The McGraw-Hill companies inc., 2004, location 4002 
59

 IMC, The next generation, Five steps for delivering Value and measuring returns  using marketing 
communication, Don Schultz and Heidi Schultz, The McGraw-Hill companies inc., 2004, location 4098 



Luka Heberle                                                 Master’s Thesis                                          

38 
 

accomplished: increase the cash flow from the customers, accelerate the cash flow from the 

customers, stabilize cash flow from customers and impact shareholder value. 

What is more, the 3 Cs model could help the Sticks’n’Sushi not only in a new market of 

London or any other market they intend to expand in the future, but also in the original 

market of Copenhagen, enabling them to get a more in depth understanding of their customer 

base and provide them with the possibility of increasing their financial incomes as well as 

strengthen the loyalty and brand awareness by targeting the appropriate customer groups. 

 

11) LONG-TERM ABBILITIES OF THE INTEGRATED 

MARKETING COMMUNICATIONS 

The long term objective of the IMC is to create a loyal customer base and to create a brand 

that will help the organization to survive and prosper in the long term. 

Brand has been explained as follows:,, A brand is a product or a service represented by a 

name, symbol, graphic or other visible and recognizable identifying elements that a) can be 

legally protected, b) can be exchanged or sold for consideration, c) contributes conceptual 

value to the relationship between buyer and seller, d) has some form of financial value, and e) 

is managed for the ongoing value creation by the brand owner.’’
60

 

 

11.1) Brand Formulation 

Brand is not something that can be build overnight, or that can be done easily. It takes time 

and effort on the organizational part. In order to be able to succeed in creating a strong brand, 

customer relationship has to be established with the use of marketing communication 

programs. These programs strive to create this relationship that will not only serve as a way 

to differentiate the products offered by the organization from those of the competition. This 

can be achieved by either functional or emotional attributes that the customer starts to 

associate with the organization. For example a sign, writing, a symbol, color of the logo can 

all help in brand recognition and increasing brand awareness. Furthermore, the standards set 
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must continue to be upheld and the organization should strive to increase them. The quality of 

the product and the level of service will help in the long term or the customers to start 

associating those attributes with the brand in question and in turn to start preferring them over 

those offered by the competition. 

The importance of a good strong brand in today world is paramount in any field, but even 

more so in the service industry. Restaurants can be trendy and then disappear fast from the 

map and the competition is ever renovating itself. In order to survive and be successful is an 

extremely hard thing to do, especially if you are an expending restaurant chain in a new 

market and having an unfavorable economic conditions all over the world, makes things that 

much harder. In the case of Sticks’n’Sushi, their plan of international expansion would be 

made a lot easier with a strong and recognized brand. The organization is currently opening 

its second restaurant in London, where the competition among restaurants is extremely high, 

as well as the competition among the sushi restaurants. In the recent years, the Japanese 

cuisine has become one of the most popular cuisines in London, making the cuisine 

extremely sought after, resulting in fast increase in the number of restaurants offering 

Japanese food.
61

 The reasons for the importance of a strong brand will be explained later on. 

What is more, the IMC encourages customer interaction, and in long term focuses on building 

a strong and solid brand. 

The importance and the use of strong brands was first focused upon in mid 1980s by 

investment firms that discovered that if one has a strong, loyal customer base, it enables them 

to create income flows that stretch into the future despite relatively modest investments.
62

 

What is more, the brand is becoming more and more important in today’s world also form the 

financial perspective. It has been discovered that the tangible assets of the firm keep 

declining in comparison with the intangible assets. The value of the tangible assets in the 

early 1990s already declined to 30% of the total value, with the prediction that it will be as 

low as 10% by 2010. On the other hand, the value of the brand is on the rise. The brand 

represented only 5% of the firms’ value in the year 1960; however it is expected to reach 
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60% of the firms’ value by 2010.
63

 To put it simply, it is becoming more and more important 

to have a good strong brand backing up your organization. 

In other words, a loyal customer base not only ensures a continuous stream of revenue 

without the need to spend too much money on trying to secure their loyalty, but it also works 

as a marketing tool with the word of mouth marketing. Since Sticks’n’Sushi relies on the 

marketing done by the customers, this would be a strong advantage for the organization. The 

stronger a company can tie their loyal customers and customers in general to itself, the 

stronger the brand will be. And the strong customer base is an essential part of a restaurant 

business.  

 

Depending on what the relationship between the consumer and the brand is, the consumers 

can be classified into one of the four different groups, namely the Loyalists, the Switchers, 

New or Emerging customers and lastly the Problem group. Each group and its relationship 

with the brand will be explained bellow.
64

 

1) The Loyalists: This type of the customers is the backbone of the company at the 

present. This are the customers that generate the most purchases for the company, 

they are loyal and will stay with the company long term. While their purchases will 

not change much and thus not be able to increase the overall income for the company, 

they are still the core of the income the company gets and as such in need of retention 

from the managers. The best thing the management can do is to encourage these 

customers to fluctuate in their buying behavior. Either to spend more often or to spend 

more on the times they do visit. IMC focuses especially on this and it is one of its 

short-term goals. 

 

2) The Switchers: These are the customers that do spend some money, however their 

loyalty is fickle. They switch between the brand and the competing brands and their 

products. They will most often purchase the products when there will be special 

incentives in place for them such as special promotions, offers and discounts. The 

goal for these customers from the management is to try to obtain as big part of their 
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spending money and to decrease the fluctuation between different brands by these 

customers. In other words, bring them as close to the loyalists as possible. This is 

achieved by different marcom activities. It also helps in this situation to know the 

costs of switching from switchers to loyalists. It might me that the cost is to high 

compared to the gain and thus should not be attempted at all. The previously 

mentioned 3 Cs model accomplishes that for the company. 

 

3) New or emerging customer: These are the customer segment that is just entering the 

market. This is the group that is expected to create the increase in the income for the 

company due to the rapid expansion forecast. At the present this group does not 

represent a substantial amount in the customer income flow, however this is expected 

to change in short term but especially long term, providing that the management is 

successful in capturing the customer segment in question. 

 

4) The Problem: This is the customer group that is least profitable to the organization 

and in some cases even creates negative income, meaning that the costs of retention of 

this customer group are higher than the income they provide. The customer group is 

not expected to increase the income flow into the organization in the foreseeable 

future, if anything it is more likely they will decrease the current one. This is the 

group that the managers should strive to avid in their marcom efforts and focus the 

saved time on the other three above mentioned groups. 

The previously explained 3 Cs model can classify these customers and lets the marcom 

managers know on which target groups to focus on which should be let go or not engaged in 

the first place in order to secure maximum income, both short-term as well as long-term. 

Another important fact when dealing with your customer is determining the lifetime customer 

value or LCV in short.
65

 The LCV strives to determine what the future spending and cash 

flow from the current customer will be, based on his history, his past purchases and behavior. 

In order for this be possible for the organization, an appropriate probability forecasting model 

needs to be used and for that to be successful, the organization needs good information about 

its customers. Since IMC strives to increase the customer focus of the firm and ensure that 

the organization gets to know and understand its customers as well as possible in order to be 
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able to provide the correct service and product portfolio, it would enable the organization to 

be able to use that information and thus make it possible to create a more accurate LCV 

estimation. In turn, this would tell the organization in more detail which customers to focus 

on in their marcom efforts and which are not financially viable to be pursued based on the 

profit margin.
66

   

Brand is the intangible asset of the firm and it provides value to the firm as well as to the 

customer. The American Marketing Association defines brand as: ,,a name, term, design, 

symbol, or any other feature that defines one seller’s good or service as distinct of those of 

other sellers.’’
67

 The advantage of a brand to the consumer is that it represents consistency 

and it assures the consumer of the expected quality, either from their past experiences or from 

the reputation of the producer. When used in this way, brands are having the informational 

role and they give the product an added value. The survey shows that over 80% of people that 

filled out the survey are willing to pay a bit more for a brand, with extra just over 4% of 

people claiming that they only buy brands. It was less than 15% of participants that claimed 

that they do not pay any attention to the brand what so ever, that they only care about the 

price of the product.
68

 

In order for your brand to succeed the firm needs to follow the following four guidelines, 

namely: know your brand, brand management is actually meaning management, manage your 

brand authors and find the right balance between maintaining a consistent brand image and 

updating brand association to keep the brand relevant, that are explained in the following 

paragraphs.
69

  

1) Know your brand. By knowing your brand it is paramount to understand not what 

you are trying to tell your consumer, but how they perceive your message. By 

understanding what is thought of your brand by the consumers the company is better 

equipped to decide upon its future strategies. For this you need to understand your 

customers. IMC can help the organization achieve this through becoming a customer 

centric organization (guiding principle 1), focus on total customer experience (guiding 

principle 3), aligning customer goals with corporate objectives (guiding principle 

                                                           
66

 http://www.inc.com/encyclopedia/profit-margin.html 
67

 Understanding Brands, Anat Keinan & Jill Avery, Harvard Business School, November 26
th

 2008 
68

 Guest survey. See appendix 1 
69

 Understanding Brands, Anat Keinan & Jill Avery, Harvard Business School, November 26th 2008 



Luka Heberle                                                 Master’s Thesis                                          

43 
 

number 4), set customer behavioral objectives (guiding principle 5) and treat 

customers as assets (guiding principle number 6). 

 

2) Brand management is actually meaning-management.  Because a change in 

marketing can change a meaning that the brand stands for it can potentially have a 

negative consequence. When consumers are used to certain meaning of the brand a 

radical change can alienate the current customers. This is why it is also important to 

have a unified message being sent out through different marketing channels, as it is 

the goal of the IMC. This is also achieved by streamlining functional activities 

(guiding principle number 7). 

  

3) Manage your brand authors. The people that formulize the strategy for the brand are 

not the only ones that broadcast it to the world. Other authors can be celebrity 

personas, people or institutions that have a huge impact on consumers, media, ect. 

The firm needs to determine who are these potential authors and ensure that the 

message they will be broadcasting is a favorable one to the brand and the company. 

PR can have a huge impact on this point, as well as other forms of marketing 

communications when done with the aid of those external factors. 

 

 

4) Find the right balance between maintaining a consistent brand image and updating 

brand association to keep the brand relevant. Brand needs to evolve with the 

emerging customers in order not to become obsolete. However there needs to be a 

balance found between evolving the brand for the future and sticking to the messages 

that resonate and are looked favorably upon by the current customers. This step can 

be accomplished with the five step process of the IMC. Since it is designed to be a 

loop, rather than a close circle, a constant evaluation of your marketing 

communication programs is being conducted, resulting in the organization being able 

to respond to changes in customers behavior and expectations in a timely fashion, 

preventing the brand from becoming obsolete or having to do radical changes that 

could alienate a part of your current or potential customers. 
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We can see from this example that IMC can greatly help the brand program of the 

organization as a whole, both in short-term as well as in the-long term. This would benefit 

Sticks’n’Sushi immensely, since the sooner the new restaurant becomes profitable and secure 

(short-term) and the stronger the brand and the organization is (long-term), the faster they 

could proceed with the international expansion, expending their reach and continue to 

increase their restaurant portfolio and market share. This is important for Sticks’n’Sushi due 

to their expansion and constant need to make the new restaurants profitable. The faster a new 

restaurant can become profitable the faster the organization can continue with the expansion, 

the faster it can finish the current expansion (London) and proceeded with the next expansion 

(Germany).
70

 

Brand equity is the measure of the value the brand itself brings to the firm. It is the combined 

value of all intangible assets that can either add or decrease the value of the firm.
71

 In simple 

terms, the brand equity is the difference a consumer is willing to pay when offered two 

identical products, but one is branded and the other is not. The fact is that products that are 

represented by a strong brand are easier to be sold in larger quantities than the non-branded or 

less-branded competition products at the same price, or are able to be bought for a higher 

price than the products of the competition. It is an established fact that the more popular your 

product is, the higher the demand for it, the higher price are people willing to pay for it. And 

the stronger the brand, the more trustworthy and reliable your brand is in the mind of the 

consumer. According to the survey, over 80% of the people are willing to pay a bit more 

money for a distinguished brand,
72

and that number can vary significantly between the 

consumers. Almost 60% of the people are willing to pay up to 10% more for a brand 

compared to a non-branded product, with over 35% people willing to pay between 10% and 

30% extra, and almost 5% willing to pay more than 30% extra for a brand name.
73

 

Several brands use their brand name in great success when dealing with their customers and 

charging premium prices, for example Apple, Sony, LG, Phillips and others.
74

 Brand equity is 

also the driving force when the company wishes to expand into a new market with the 

extension of the brand itself. The stronger the brand the stronger is also the ability of the 

company to be able to gain an upper hand towards the distributors, which in return leads to 
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cost savings.
75

 This is important for the organizations that want to expand outside their 

current market, as is the case with Sticks’n’Sushi and their plans for the future. 

The importance of a strong brand is becoming more and more obvious in today’s highly 

competitive world. The more competitive the market in which one is operating, the harder it 

is to differentiate ones product, especially in today’s world where technology enables 

different organizations to benchmark and reverse engineer the superior products or services 

of the competition.
76

 

With today’s breakthroughs in technology, it is becoming harder and harder for organizations 

to be able to create a competitive advantage towards its competitors based on the product 

itself or based on service, it is becoming more and more apparent, that the best way to create 

competitive advantage over your competition and one that is the hardest to duplicate, is 

through brand and brand communication. A strong brand gives you a better chance of 

succeeding in today’s competitive market. According to the survey, only 10% of the people 

that participated in the survey claimed that brand name makes no difference to marketing in 

their opinion. Almost 40% gave some importance to it and almost 50% claimed it was very 

important when it came to their perspective of marketing.
77

 

The increased importance of communications between marketers and the customers is 

increasing constantly and it is argued that it might be the single most important of the 21
st
 

century marketplace.
78

 However in order for this to happen, the organization need to focus 

heavily on the brand building and on marketing communications and marketing as the 

primary tools of building that brand. It is the commitment that the firm will show to create 

that bond with the customer via brands that will enable the organizations success in the long 

term. 

When looking at the advantages that a strong brand offers to the organization, several 

immediate values of a strong brand come to fore. A strong brand is a safeguard for the 

organization in the existing market. A brand generates sales in quantity that is most often 

greater than the quantity of sales of products from the competition without a brand. By being 

able to sell more of their product, the organizations benefit also form the economies of 
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scale.
79

 According to the survey, over 80% of people pay at least some attention to the brand 

name when they are deciding what they are going to purchase, with additional almost 5% 

claiming that they buy only brand products. That leaves less than 15% of people that do not 

care about the brand name and only cares about the price.
80

 

However it is not only quantity that is driven up by a brand, it also enables the organization to 

be able to charge higher prices than the competition for the same type of product, the so 

called premium price.
81

 The consumers are prepared to pay those premium prices as a result 

of their confidence in the brand and the quality it stands for. According to the survey, almost 

60% was willing to pay up to 10% extra, over additional 35% between 10% and 30% extra, 

and less than 5%  of the participants that are willing to pay over 30% extra for a brand name 

compared to a non-brand name.
82

 

By generating higher sales volume and charge premium prices, a strong brand is capable of 

generating income flows, not only in the present, but also secures those income flows for the 

future, giving it a stronger market position as well as a better chance of long-term success.  

Higher prices and/or increase in quantity of products sold results in the change of the demand 

curve for the organization. The demand curve shifts up, as the result of the previously 

mentioned two facts, increasing the total overall income of the firm.
83

 

The change in the demand curve is shown in the graph below. 
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 Demand shift Graph)
84

 

 

 

Furthermore, a strong brand eases the expansion of the organization into new markets. Due to 

the brand awareness and recognition, the initial marketing costs associated with customer 

acquisition are decreased, as well as costs of customer retention. It also decreases the cost the 

organization would have to pay when deciding to introduce a new product or service under 

the brand name. On the other hand, a strong brand also serves as a higher barrier to entry for 

the competition when they are evaluating the attractiveness of the marketplace as well as the 

loyalty of the existing consumers. This means that a strong brand makes it cheaper for the 

organization to achieve the same reach or recognition of its marcom programs than it is for 

non-brand, or that for the same amount of input, more customers can be reach compared to 

the non-brand. With the raise in popularity of Japanese food, this would work well for 

Sticks’n’Sushi in both of their markets. It would act as an entry barrier in Denmark towards 

new competition, and set them apart in the London market, both results of increase in brands 

overall strength. 

Another positive effect of a strong brand is that it increases loyalty of the customers. In 1990, 

Frederic Reichheld and others determined that there is a positive correlation between the 

increase in customer loyalty and the bottom line future profits of the firm. The results of the 

research stated that a 5 % in customer loyalty results in staggering bottom line returns up to 
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75%, in some cases even up to 100%.
85

 Several other positive side effects of the increase in 

customer loyalty besides the bottom line results were also stated, such as the decrease in the 

season variation of the business. This is very important for restaurants since seasonal highs 

and lows put a lot of stress on the organizations in service business. The less variation the 

restaurant has in terms of customer occupancy, the less variation in its operations. This results 

in hiring less seasonal workers, which in turn decreases turnover of the employees, which 

results in less hiring and training costs as well as in sustaining a more seasoned and 

experienced workforce, which in turn has a positive effect on the brand as a whole. Less 

variation also results in more stable income flow from the customers, and the more secure the 

income flow is and the less volatile it is, the better for the organizational financial situation as 

a whole. 

Further positive effect of the increase in customer loyalty is the decrease in costs occurred 

when the organization tries to retain the customers in question. The simple fact is that it is 

easier and cheaper for the organization to retain the customers, than it is to obtain them in the 

first place.
86

 As the goal of the IMC is to focus on the customers and transform the 

organization in a customer centric organization, one of the positive side effects is also 

increase in customer loyalty. And as it was mentioned above, an increase in customer loyalty 

have a positive long term effects (brand recognition, awareness and increase in brand equity) 

as well as immediate short-term effects (positive impact on the bottom line profits) 
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12) FOUR CHALANGES FACING THE ORGANIZATION IN 

ORDER TO SUCEED IN THE IMPLEMENTATION OF 

INTEGRATEG ORGANIZATION 

There are four things that need to be taken care of in an organization in order for the IMC to 

be integrated successfully. These four areas are listed and explained below.
87

  

1) Moving from an internal to an external focus 

2) Developing horizontal communication programs 

3) Installing effective reward systems 

4) Building long term customer and organizational value 

 

12.1) Moving from an internal to an external focus: 

Due to the historical development of organizations, the focus was always on the product and 

on the movement of the product. The role of the marketing was more or less only to try to sell 

the product but not necessarily understand the customers. The management organization was 

made hierarchical in the attempt to make things easy to understand as well as set up and easy 

to control. Managers’ report to the managers above them on the management chain and they 

report to their managers, until the senior managers get the report of what is happening. By 

then some of the messages could get lost or changed, and the loss in time can be substantial, 

but the senior managers still have to make all the decisions and are expected to see, 

understand and know all the pieces and relevant information. Unfortunately this also meant 

that the senior management focus was always internal, managing the employees and the 

resources of the company. However one aspect of business in the organization is often left 

out. And that is the customer. It is for this reason that the IMC strives to create an 

organizational structure that is outward looking, and that rather than focusing primary on the 

product, tries to shift the focus on the customers and prospects. In order for the organizational 

structure to change, the initiative for it needs to come from the senior management. The 

middle and lower managers do not have the power and authority required for this kind of a 

change. And if the organizational structure is pyramid in shape, it often occurs that those 
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same lower and middle managers do not have direct contact with the senior managers in 

order to propose the changes they think are necessary and would be beneficial to the 

organization. By making the customer the focus of the organization, it consequently shifts the 

managerial focus away from managing product to managing customers and prospects. And 

since it would be impossible for the senior management to be able to manage all the 

customers, it needs the entire organization working together. And in order to be able to 

successfully do that, the pyramid shaped organizational structure with little or no horizontal 

flow of information between departments is not applicable.   

At the moment this is not so much of a problem for the Sticks’n’Sushi due to their small size 

of senior management and marcom department, and furthermore, the fact that the main office 

houses the entire marcom department and senior management, the possibility of easy 

communication is there. However, this needs to be taken into account with the international 

expansion and their future plans. By following the model of expansion they have utilized in 

Denmark, they will create hubs inside the organization, intentionally or unintentionally, and 

at that point it will become harder and harder to communicate with the expansion of the 

marcom department as well as senior management. If they decide to have individual offices 

and departments for different countries, either all located in central headquarters, but even 

more so if sub-divisions are opened in the countries themselves, then it is paramount to install 

the philosophy of talking with each other and cross department communication in order to 

prevent this hierarchical structure from happening, hampering the horizontal communication.  

In order for the organization to become truly customer oriented, the organization first needs 

to know and understand its customers. This is the goal of the first two steps of the IMC, 

namely identification of customers and prospects and the evaluation of customers and 

prospect. By knowing what customers want and need the firm is able to satisfy their demand 

if possible. And the better you understand your customers and are able to meet their needs, 

the higher the customer satisfaction will be as well as their loyalty. One of firms that has 

successfully implemented IMC is the American USAA, which managed to achieve a 

staggering 98% customer retention rate.
88

 They attribute this result to the fact that everybody 

in their organization embraced the mission, vision and values of the organization, from 

employees to managers. And it is this vision, values and mission that create customer focus 

for the organization. 
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This being said, there is no uniform way for the organization to restructure, oh how it should 

look like. The important thing however, is to focus on the outcomes, not outputs and to strive 

for customer satisfaction. The only thing that it needs to achieve is not to be bound by 

hierarchical structure and only rely on vertical communication channels. It is therefore 

paramount for the senior management of the Sticks’n’Sushi to encourage communication 

between the departments as well as have an open door policy for their employees, letting 

them know that not only is the communication welcome, but also valued. 

 

12.2) Developing horizontal communication programs  

As it was mentioned above, horizontal communication is extremely important. This is why 

the organization needs to develop a system that enables horizontal communication. It has 

already been stated that in a traditional organization, the organizational structure is pyramid 

in shape and that is how the communication occurs. It encourages the vertical communication 

among the managers and hinders them in their horizontal communication. This results in 

vertical top-to-bottom or bottom-up communication that does not enable horizontal 

communication. The horizontal communication is important to integrate because the target 

customer for different departments is the same. It is the consumer. By knowing the consumer 

better, it equips the managers with better understanding of the consumer and how to meet his 

or her desires. The stronger the horizontal communication, the better the overall 

understanding and knowledge of the customer will become. And since the goal of each of the 

departments is to do their best in serving the customer, meeting his or her needs and wants, it 

stands to reason that internal communication among the departments, the horizontal 

communication, would benefit the departments in their pursuit of meeting the pre-mentioned 

needs and wants of the customer. As it was mentioned, this is not a problem at the moment 

for the Sticks’n’Sushi, but is something that needs to be taken into consideration in order 

from preventing it from happening in the future.  

Communication is becoming to be recognized as a strategic resource and a competitive tool. 

Technology, while being able to provide a short term competitive advantage, cannot sustain 

this advantage in the long term. Communication tools however, when applied correctly are 
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able to achieve this goal, while supporting the brand and the organization in the 

hypercompetitive market that has evolved in the 21
st
 century.

89
 

What is more, the results from the guest survey show that just over 70% of people 

participating in the survey believe that the most important thing for a successful work 

environment is the ability to communicate with other departments about the ideas that might 

affect them, compared to less than 30% of people believing that the ability to be able to talk 

to your superior directly and easily is the most important thing.
90

  

 

12.3) Installing effective reward system  

Installation and implementation of an effective reward system is the third requirement in the 

pursuit of integration and focusing on customers. Since the customers are the most important 

asset for the organization, and retaining current customers and obtaining new ones is the 

focus of the management, it stands to reason that the reward system should be based on that 

aspect. This is a substantial change from the traditional bonus system that usually focuses on 

sales and revenue. By retaining the current customers and migrating them upwards in their 

selling pattern and obtaining new customers, the managers are increasing the customer 

income flow. By focusing on the customer income follow, is the natural response to the IMC 

five step planning system, especially the result of steps 1, 2 and 4, namely the customer 

identification, customer valuation and calculating the returns on customer investment.
91

 And 

again, the more you focus on the customers, on understanding them and building a lasting 

relationship with them, the better it is for your brand both short-term (immediate purchases, 

increase in volume of purchases, decrease purchasing cycle) and long-term (increase in brand 

awareness and brand loyalty). 

This however can only be properly accomplished with a good communication, in this case the 

top-down communication. The employees as well as managers need to know who the 

important customers are and what the reason for their importance is and how this affects the 

organization as a whole. 
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More on the reward system for the managers and the proposed changes and solutions will be 

explained later on in the How to get the managers on board section of the thesis. 

 

12.4) Building long-term customer and organizational value  

Building long-term customer and organizational value is the fourth step in the pursuit of 

integration and customer focus. The key here is long-term. While the long-term effects 

needing to take place for the organization have already been discussed while talking about 

brand and brand building, the long-term financial focus is usually not present in the 

organizational picture when talking about bonuses and rewards. The typical quarterly reports 

are the result of the accounting systems that are employed by the organization. This is due to 

the fact that the accounting needs to do the inventory of the tangible assets normally on the 

yearly basis in order to determine its value as well as any changes that have occurred in the 

last year. However, tangible assets are for from the only thing that the organization has in 

terms of assets. The intangible assets can represent a far bigger percentage of the overall 

value of the organization in the comparison to the tangible assets.
92

 However, this traditional 

accounting systems that focus too much on short-term income and the value of tangible 

assets, are starting to be replaced by new accounting approaches, which provide the 

organization the means to include the intangible values into their accounting strategies, 

especially the brand value itself. Two new accounting strategies are for example the 

PricewaterhouseCooper’s Value Reporting Procedures, or the Stern Stewart’s Economic 

Value Added methodology.
93

 Both these approaches and those similar to them are trying to 

achieve the shift in focus from the what was to what will be, or might be. This also suits well 

with the IMC since by looking into the future, the customers, their spending purchases, their 

retention and acquisition, it all becomes even more important for the company. And the more 

you focus on the customers the more customer orientated the company becomes, which again 

is the goal of the IMC. 
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13) INTERNATIONALIZATION OF THE ORGANIZATION 

In 2010, Sticks’n’Sushi restaurant chain went international. It opened its first unit outside of 

Denmark in London, England.
94

 With the decision of going international a whole new chapter 

began for the organization. When a company becomes international it is imperative to create 

and implement a brand strategy that is consistent and unified as well as integrated on the 

overall level, but at the same time it needs to be able to be responsive to the differences in its 

markets and its cultures. This is the main problem for the Sticks’n’Sushi. How to expand 

internationally, and achieve local responsiveness as well as continue to be closely connected 

as a company and not become hampered by the size, undermining the efforts of increasing 

brand name, awareness and value at the same time. 

In essence, there are three ways in which a company can expand internationally, namely 

expansion without foreign ownership (franchises, licensing and exports), collaborative 

ventures (joint ventures or partnerships) and sole foreign ownership (wholly owned 

subsidiaries).
95

 So far, with only one unit opened outside of Denmark, Sticks’n’Sushi has 

embraced the third option of international expansion of sole foreign ownership. 

The plan of the organization is to embrace the same approach as they have used in their 

original market. This means opening several smaller restaurants in a big city, but doing it 

gradually.
96

 The first step of the expansion into England has already been done, with the plan 

of opening several more restaurants in the near future, up to ten in total in the next five 

years,
97

 with the second restaurant in London opening by the end of the year 2013. The next 

market that is on the agenda at the moment for the organization is Germany.
98
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14) INTERNATIONAL MARKETING 

Marketing as such is constructed from two parts, the technical and social part. The technical 

part has no big differences when distinguishing between international marketing and 

domestic marketing. It deals with areas that can be labeled as non-human factors, such as 

price, cost, brand, product, ect. These factors are universally applicable and will thus in 

essence remain similar in approach regardless it the company is dealing with the domestic 

market or the international one. While there might be variations in the product or price 

between the markets, the approach of how to deal with the subject remains the same.
99

 

On the other hand, the social aspect of marketing varies greatly from market to market, 

making a distinct difference between international and domestic marketing. The social part of 

marketing has to recognize the human factor that is represented by differences in culture, 

habits, and behavioral patterns in purchasing, customs and attitudes. All these factors create a 

difference that has to be addressed and taking into account when forming an international 

marketing strategy.
100

 This will be the challenge Sticks’n’Sushi is already facing with the 

expansion to London, and will be becoming more and more important as the expansion 

progress. With the increase in number of restaurants outside Denmark increases, their 

financial impact on the profitability of the organization a whole as well as the impact those 

restaurants have on the brand will only continue to increase and will consequently become 

more and more important for the organization. The cultural differences were acknowledged 

by the organization, since they have different marketing techniques in place in London, 

compared to the Danish market.
101

   

The marketing itself as well as the marketing communications need to constantly adapt to the 

ever shrinking world of tomorrow. It is a wrong approach to simply view individual markets 

as separate entities or to view the world as one market, with no differences. Marketing and 

marketing communications need to embrace the cultural differences between the markets and 

adapt to an international and global view of the subject. 

International marketing presents a challenge for the marketing department due to the fact that 

they have to recognize the differences in the individual markets created as a result to distance, 

cultural differences and differences in consumer behavior, therefore establishing the need to 
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address all of them in order to succeed. The firm’s ultimate success in the market depends on 

how well the firm in question performs in the market itself. In order to perform well in a 

market, the firm needs to know and understand the market and in order to know and 

understand the market you need to know and understand the customers. Who are the 

customers (potential, emerging, those who will be customers and those who will not be), 

where are they (just because there is a market in a country, it does not mean every part of the 

country is the same. As it is often stated when talking about business- Location, location, 

location) and what will make the customers buy your product, or what will stop them from 

purchasing it. When the customer needs differ from market to market, it is up to the 

marketing department to determine how to adapt to the differences in order to satisfy the 

customer needs. According to the survey, over 71% of the participants felt that the content of 

the advertisement is the most important thing when deciding how memorable the 

advertisement is, followed by the logo of the company and finally the name of the 

company.
102

 This means that the marcom managers need to understand the customers first in 

order to be able to create a marcom approach that will resonate favorably with the customers, 

and transform that favorable association to the logo and company’s name, thus building brand 

awareness and recognition. 

The same holds true for promotion. In order for the promotion to be successful, one needs to 

understand the customers, what they need, and what will make them buy your products. All 

this is influenced by the culture of the customers and the relevant environmental factors. The 

promotion after all needs to succeed in communicating to the customers the offer as well as 

succeed in persuading them, influencing them to react to the promotion and buy the product. 

It is for this reason that it is important that the information revealed by the promotion is 

understandable to the customer as well as resulting in creating the desire in the customer for 

the product the organization is offering. 

In order for the Sticks’n’Sushi to be best able to counter these challenges, a new marketing 

department will have to be established. The best recommendation is for the department to be 

based in London, in order to have the closest proximity possible to the actual market and the 

consumers in that market. What is more, the people best equipped to know and understand 

the culture and the market usually come form that environment. So while the organization 

could have the department in Denmark in the original headquarters, it would be more 
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recommendable to have it in London, especially since Sticks’n’Sushi is planning to open 

several more restaurants in London in the near future.
103

 This however could split the 

marketing department in two parts, and if the process is repeated when the expansion 

includes a third country, the split would only deepen. It is for that reason that the 

organizational structure in place must enable the marcom managers to be able to bridge that 

separation and still be able to work together efficiently and effectively, ensuring that the 

overall benefit of the organization is their first priority, rather than just the market they are 

working it. And while changes to the organizational structure can be made later on when and 

if the problems arise, it would be better for the organization to prepare for it in advance and 

prevent the problems to even have the possibility of manifesting themselves. Due to the fact 

that IMC needs internal, cross-department communication, and strives to move the 

organization away from the pyramid, hierarchical type of organization, it gives another 

advantage to the recommendation of implementing IMC into the company. 

By keeping these facts in mind, the best and easiest way for a company to succeed in the 

expansion, is to start with expanding to markets that are as similar to the home market as 

possible, decreasing the differences in the international and domestic market and thus ensure 

the marketing department has a higher chance of success. This also eases the cooperation 

between the marcom efforts in different markets as well as gives a better platform for 

aligning the marcom efforts. 

The first step is to determine the similarity between markets is to create international market 

segmentation, a process where the world is divided into smaller units where the customer are 

similar in behavior and have similar needs. An international scan is a useful tool that 

identifies similarities in consumer behavior across national borders, as well as highlights any 

differences.
104

 By knowing the market potential, competition and the impact of substitute 

product, the management is better equipped to determine which markets are favorable for the 

expansion and have the highest possibility of success. Sticks’n’Sushi does this to a point, 

where they determine the location of the new restaurant based on current situation. They re-

evaluate the market situation before every new opening, rather than relying on old data, 

giving them the best possibility of success.
105
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Once the international segmentation is completed the company needs to determine the social 

differences that still exists that will affect the marketing strategies. Purchasing power, 

consumer eating habits (do you eat out or stay at home), food preferences, the meaning of 

eating out (special occasion, social occasion or business) will all affect not only marketing 

approaches but also affect the decisions such as where to place the new restaurant, the interior 

decoration, pricing and menu.  

Never the less, there are few things that need to be taken into consideration before placing all 

the faith into the information obtained from the preliminary research. First of all test 

marketing does not result in automatic success. The main role of test marketing is to reduce 

risk. Secondly, the test technique could be flawed. Faulty research could lead to the market 

failure of the product.
106

   

Another important aspect of marketing that needs to be taken into an account is the fact that 

the marketing and the date the company obtains from the marketing can be divided into 

additional two parts, namely it can be viewed form the short-term and long-term perspective. 

This idea was put forward by John Paul Jones and Erwin Ephron
107

 where they argued that 

the short-term perspective influences the consumer behavior and other immediate effects, 

while the long-term marketing influences the brand development and recognition. They 

expressed the importance of recency, where the time spent from the last time the potential 

customer was exposed to the marketing efforts of a firm is just as important if not more as the 

frequency of the exposure to the marketing exposure. 

 

14.1) International marketing for Sticks’n’Sushi 

Food and eating habits are one of the most defining aspects of a culture and are approached 

and treated differently by different cultures. Cultural differences create a natural entry barrier 

for foreign countries and the more different the culture between the country of origin and the 

country of entry, the bigger the barrier. Van Mesdag argues that food is a product, alongside 

with clothing, art, social behavior, ect., that is very hard to globalize and standardize.
108

 This 

creates a strain on the marketing efforts when the need to advertise food products in different 
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countries and cultures. According to Wilk Richard: ,,Food is both substance and symbol; 

providing both physical nourishment and a key form of communication that carries many 

kinds of meanings.’’
109

 

As Sticks’n’Sushi provides food and is expanding internationally, the differences in culture in 

different countries will affect how the organization needs to approach its marketing in 

different countries it is present at the moment as well as those countries it intends to expand 

to in the future. By knowing which cultures are similar the organization will be better able to 

determine where to expend in order to operate in a similar environment it is already used to, 

or how to adapt to a different culture in order to remain successful in a new country. 

By leaving the original market, in this case Denmark and expending internationally, the 

company entered into new waters where the marcom efforts need to adapt and apply an 

international approach.  

The globalization has resulted in the world being smaller than ever before. Cross-Border 

marketing has been encouraged and fueled by progressive decrease in barriers to trade and 

has resulted in the creation of global consumer culture.
110

 The world is becoming smaller and 

smaller with new trade agreements and collaborations such as European Union (EU), North 

American Free Trade Agreement (NAFTA) and the Asian-Pacific trade agreement (APTA). 

And while it is true that in today’s world that the world as a whole is becoming more and 

more interdependent, where the trade barriers are eroding and disappearing and international 

exchange is constantly increasing, the cultural differences are not following that trend, at 

least not with the same speed. This leaves cultural differences as one of the most important 

elements that need to be considered while creating marketing strategies on an international 

level.
111

  

Consumer behavior has certain universal attributes, but at the same time, the cultural 

differences still have a strong impact on marketing and on customer perception. The reason 

for the culture to have such a strong impact on marketing and marketing communication is 

the fact that different cultures perceive things differently and without the knowledge and 

acknowledgment of these differences the company can have severe problems in the foreign 

markets. For example, if the company has numbers in its name, different cultures put 
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different meanings to numbers (in China number 8 is considered lucky, opposed to number 4 

that is considered unlucky
112

 ), colors (blue color is masculine in the USA, whereas that 

status is reserved for the red color in France
113

 ) , signs, brand names and so forth. The 

Danish brewery Carlsberg had to change its logo in Africa, adding the third elephant on the 

label of the beer due to the fact that in Africa, two elephants are considered bad luck, and 

would cause the customers to abstain from the purchase of the products from Carlsberg.
114

  

In 1994, Pirelli, an Italian high performance tire maker, launched an ad featuring Carl Lewis, 

an American sport icon, wearing high heels on a track.
115

 While in Europe the ad was 

perceived as making the point of the need for the right ‘’wear’’ for the cars in order to 

achieve maximum performance, it was received very badly in the American market where the 

idea of cross-dressing their national hero and idol was not received positively and was the 

first thing the public thought of, rather than perceive the ad as an attempt to make a point of 

powerful car without good tires is not achieving its potential.
116

 Pirelli recreated the ad the 

following year where they featured Carl Lewis running around New York and the soles of his 

feet were transformed into tire coating.
117

 

Due to differences in culture, eating habits vary from culture to culture and differ in several 

points, from the duration of the meals, number of meals consumed each day to the function of 

the meal, weather it is also a social event or if it is purely to satisfy ones needs of 

nourishment.
118

 For example, if the main reason in a country is to go out for business meals, 

the layout and the ambient of the restaurant need to be able to accommodate that demand. By 

providing the ambient and the needs of the customers the organization has a better chance of 

a success and is more likely to be positively perceived by the consumer, increasing its chance 

of repeat customer, a loyal customer. 

Consumers also vary from country to country. Somewhere consumers can be very loyal and 

will stay with the brand, whereas other consumers can be fickle and shift from brand to brand 

on regular basis. The trick Sticks’n’Sushi will face, is to expand into a market where 

consumers are not too loyal to the existing restaurants and will be willing to try their product, 
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but at the same time the company needs to be able to turn the new consumers into loyal 

customers once they start patronizing the establishment and not switch as soon as a new 

restaurant opens. In England, the demand for Japanese food is raising and so is the supply of 

it. while Sticks’n’Sushi had the first mover advantage in Denmark
119

 that was later 

augmented by opening new restaurant, thus becoming one of the biggest players in the 

market, the market in London is fast creating a red ocean strategy
120

 for Sticks’n’Sushi. Due 

to this fact, the need to differentiate themselves from the competition as well as convince the 

customers that they are the right choice to pick when deciding which restaurant to eat in when 

having Japanese food is paramount in order to create a blue ocean strategy for the 

organization.
121

 For that, a successful marketing and communication efforts must be created. 

And the easiest way to convince a customer is to understand him, to understand his needs and 

be able to provide a way to fulfill those needs. By becoming customer centric organization 

and through the use of the 3 Cs model, this can be achieved much easier as well as cheaper in 

the long run from the organizational point of view. 

When international marketing comes into play the question arises whether to use 

standardization or customization in the advertising. The advantages and disadvantages of 

both are presented below.  

There are several reasons for embracing a standardized approach when discussing 

advertisement. In the Journal of Advertising approach, Michel Harvey lists several arguments 

for the standardization of advertisement. First of all it ensures the consistency of the 

company’s image across different markets, it prevents the confusion among customers that 

interact with the company in different markets, it is cost effective due to the fact that it 

decreases the time needed to prepare different advertisements in different markets and it 

gives the company a better oversight of its advertisement.
122

 The overall simplicity of 

standardization results in easier implementation as well as easier understanding of the process 

which also contributes towards lower overall costs. The disadvantages is that it fails to 

distinguish between market differences in terms of culture and that it does not take into the 

account whether the standardization is feasible. This could result in the standardized product 

not being received well in the new market. The American and Japanese companies that are 

                                                           
119

 http://www.sushi.dk/info/om_os.html 
120

 http://www.blueoceanstrategy.com/concepts-2/red-vs-blue/ 
121

 http://www.blueoceanstrategy.com/concepts-2/red-vs-blue/ 
122

 Harvey, Michael G. (1993) ‘Point of View: A Model to Determine Standardization of the Advertising Process 
in International Markets’, Journal of Advertising Research, 33 (4), 57-65  



Luka Heberle                                                 Master’s Thesis                                          

62 
 

operating in Europe have deducted three factors that have a positive impact on the use of 

standardized approach. These three are the environmental factors (the similarity of the 

markets, customers and level of competition), secondly the level of centralized control and 

thirdly the strategic factors (cost savings and cross border segmentation).
123

  

Interestingly enough, when the consumers had to decide what had the strongest influence on 

their perception of similarity between advertisements in different markets, the number one 

reason for similarity was determined to be the used picture, followed by the general layout, 

advertisement topic and last of all language.
124

 

On the other hand, by entering new markets and experiencing new demands and expectations 

from the new customers, the company has the possibility of adapting by customizing some of 

its products.  The customization of some of the offered products the company differentiates 

itself from other competitors and create a market differentiation, as well as creates a higher 

entry barrier for other new entrants who want to copy the companies technique. While it is 

more time consuming and less cost efficient it still offers its advantages as well. It does not 

make sense to save too much on creative costs in the advertising campaign. This approach 

has been embraced by some of the biggest international restaurant chains such as McDonalds, 

Hard Rock and Coca Cola.  

McDonalds started to introduce local product in some of the countries it expanded to, such as 

McFalafel in Egypt, vegemite in Australia, shrimp burger in Japan, chicken SingaPorridge in 

Singapore, no beef burgers in India, spinach and parmesan cheese nuggets in Italy, banana 

pie in Brazil and others.
125

 

On the other hand Hard Rock started to offer local legendary burgers in its restaurants across 

the world. A variation of its flag ship legendary 10oz burger, Hard Rock is trying to capture 

the traditional dish of the host country based on the meat and vegetables consumed by its 

population, captured in a burger.
126
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Another example of adapting to a degree to local culture was made by Coca-Cola, when its 

new CEO, Douglas Daft, announced a new strategy implemented by the company. It had 

three fundamental principles, and one of the principles was ‘’to think locally and act 

locally.’’
127

 Coca-Cola also introduced special and unique beverages for some of their 

markets. In Japan the company introduced a non-carbonated ginseng flavored drink and in 

Peru it introduced Pasturina, a yellow carbonated flavored drink that was introduced in order 

to compete with soft drink, Inca Cola, which is the favorite soft drink in Peru.
128

 

While all these three big international companies still have a high level of standardization 

which creates a sense of familiarity when you enter a restaurant and buy a product in case of 

McDonalds and Hard Rock, or purchase the product in a store in case of Coca Cola, they 

have also embraced a certain degree of customization. The best solution in this case is: 

standardize as much as possible, customize as much as needed.
129

  

This is also the approach that Sticks’n’Sushi should embrace. By expanding to similar market 

as that of Copenhagen they diminish the differences between the markets and will thus be 

better able to be prepared for the change in markets. However, some adaptation can still be 

done when needed in order to ensure maximum possibility for the success of a new enterprise 

in a new environment. It is extremely important that the products provided by the 

organization are compatible with the local customs as well as habits of the customers. The 

same holds true for their marcom efforts. By having a good communication between the 

marketing departments, more marcom projects can be standardized, creating a stronger 

overall message to customers resulting in less brand dilution through different marcom 

messages. This also results in decreasing long-term costs for the organization as the result of 

standardization. However, it is important to be able to present the product in a certain way 

that you want it to be perceived in the mind of the consumers, and in different markets and 

different cultures, different approaches might be needed. This can be achieved by a strategy 

called product positioning
130

 whose goal is to create a certain image of the product in the 

minds of the consumers in the relation of the image of the competition of the product. This is 

where diversification will be needed. Sticks’n’Sushi recognizes the differences in the two 

markets and as a result does not use completely identical marketing tools and approaches.
131
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Due to the cultural differences and differences in clientele, standardized marketing approach 

is not applicable. Diversification is needed in order to succeed in having the greatest impact 

in both markets. With this in mind, the creation of a sub-division in London could be a good 

idea, especially when the expansion reaches out to new markets. If everything would stay 

centralized in Copenhagen, the strain on the marcom department might become too big with 

too many different things to focus on. 

The need for unified marketing approach by the organization will still be need never the less. 

So even if same changes are made between the two markets due to change in culture, or due 

to targeting different customer groups, the decision needs to be reached by the organization 

as a whole and try to not dilute the brand that Sticks’n’Sushi is evolving into. This will 

require cooperation and communication between the marketing departments, especially if a 

separate marketing department is opened in England in order to achieve better responsiveness 

to the local needs. Here the IMC with its philosophy of integration and vertical as well as 

horizontal communication across the organization could be most beneficial, ensuring that the 

new organizational structure does not hinder the organization as a whole. 

 

15) CREATING AN ONLINE COMMUNITY VIA A 

PLATFORM 

According to the guest survey results, over 75% of people thought that a strong and well 

maintained internet site is very important, with just under 20% thinking that it is somewhat 

important and only approximately 5% being of the opinion that a strong and well maintained 

internet site is not important for a restaurant.
132

  Furthermore, Sticks’n’Sushi does not market 

themselves on billboards, focusing more on Tweeter, Facebook, networking and other means 

of communicating over the internet. They believe that their guest experience should be their 

primary means of marketing and a mean of persuading people of their quality.
133

 

In todays world, virtual presence of a company is needed. The customers nowadays are very 

comfortable being on the internet and in order to be a modern, up to date company, so does 

the organization.  
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An online presence enables the organization to be able to connect with the customers faster, 

more efficiently and to increase its reach.  The proposition here is for the Sticks’n’Sushi to 

extend their online presence and increase customer awareness by creating an online platform. 

This would push the organization towards quicker embracing the IMC. The idea is to create 

an online platform for people to interact with the company as well as among each other and 

in this way give a better customer service to those that are the most important asset of the 

organization- the customers. In this way the organization would also recognize the value the 

customers have to the organization and what they can do for the organization.  

As was explained in the 3 Cs model, one of the C is the customer champion. His position in 

the cube is determined by how well he spreads the word of the organization onwards. It is 

important to recognize also that the customer advocacy
134

 is not only the loyalty of the 

customer, but also how well he spreads the word of the company to other. This can be done 

through word-of-mouth or through wearing or displaying items associated with the 

organizations, such as shirts or other pieces of clothing with name or logo of the organization. 

This would be extremely important for Sticks’n’Sushi due to the fact that they rely heavily on 

networking and word-of-mouth as their marketing strategy.
135

 

And by recognizing the customers to be assets and treating them as such, the organization 

also fulfills the guiding principle number six: treat customers as assets. This would help the 

organization to become more customer centric, which is the first guiding principle of the 

IMC. 

Furthermore, it would serve as a means for the company to be better able to directly contact 

its customers. This would also ease the marketing efforts with the special deals or other 

different incentives as well as whit the launch of potential new products. The more connected 

you are with your customers, the easier it is to get the message across the board. 

Another point in favor of a strong online presence is the fact that the internet transcends 

national borders. The platform would enable the organization to reach the potential customers 

in markets where it is not even present at the moment but is considering expanding. By 

strengthening the brand awareness among the potential customers, the future costs of 

marketing will decrease once the organization decides to enter the market in question in order 
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to achieve the same level of awareness as would be achieved with no prior interaction and 

brand awareness, or by inducing the same amount of money, the level of awareness will be 

bigger. In light of these arguments, even if the implementation of the IMC would be declined 

by the organization or deemed inapplicable at the present, the new platform would still be a 

huge asset to the firm, both in the short-term as well as in the long-term. 

The company would benefit from better understanding the target segment as well as having 

people who are already loyal become more involved with the company via the interaction on 

the platform. This would result in the customers becoming higher ranked when assessed by 

the 3 Cs model explained before. Furthermore, people will be able to post their own 

experiences from visiting Sticks’n’Sushi and this will create a firsthand experience data for 

new potential customers to read and base their expectations on, as well as give the 

management a better and first hand insight on how the customers perceive the company, its 

products and service. And by knowing what your customers think of you and what their 

expectations are, you get to understand them better and are able to create your marketing 

strategy better (guiding principle number two of the IMC: use outside-in approach) as well as 

give them better service and an overall experience on their next visit (guiding principle 

number four: align customer goals with organizational objectives). It would also help the 

marketing department to be able to cluster customers into segments, thus not treating the 

customers as individuals and isolated entities when that is not necessary, but treating them as 

part of a network. The idea here is that while it is not a smart approach to treat all the 

customers as one group, especially when operating in different markets, it is also 

counterproductive not to cluster customers with similar attributes into groups. This decreases 

the amount of work the marketing department needs to do in order to reach its target segment 

as well as enable them more focused and targeted marketing. 

As explained above, with the expansion into new markets where Sticks’n’Sushi is currently 

not present at all (Germany) or barely present (London), it could serve as a strong marketing 

tool by extending the reach of the word of mouth marketing. It would also raise awareness 

about the company as well as introduce the company to the potential customers before the 

company even enters the market in question. All this would raise brand awareness, 

recognition and increase the brand equity, corresponding with the long term goals of the 

IMC.  
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The company would be able to see which potential markets show the most interest and 

promise for the products and show the most potential of enabling the new restaurant to 

succeed. While this in itself would not be enough to judge the potential of the new market to 

the full extent, it would give a rough overview of the market picture and a rough idea of what 

to expect, or at least serve as a starting stone for further research. 

By being better able to segment their customers and target them appropriately, it will also 

enable the company to decrease the overall costs, since cost efficiency can be achieved via 

production, transport and marketing.
136

 One of the possibilities of clustering is to differentiate 

their customers based on culture. The impact of culture on the marketing has been explained 

previously. While treating all the customers as part of a whole is not a good idea in the 

marketing world, especially when customers come from different cultures countries and 

backgrounds, it does make sense to try to create some clusters among your customers that 

show similar attributes when planning on how to reach them via marketing. 

A possible approach for the Sticks’n’Sushi would be introduce its own version of sushi 

recipes on the platform, education customers how to prepare sushi at home. The organization 

is already selling ingredients for the preparation of the sushi meals in the comforts of ones 

home. By offering the recipes, the company would enable people to cook at home and at the 

same time encourage them to buy the ingredients from Sticks’n’Sushi. The organization 

could further its offer by providing a video tutorial for the preparation of the sushi dishes, 

featuring a Sticks’n’Sushi chef. This product would come for a price, however it could be 

offered in different languages, furthering the offer of the organization to markets that they are 

not present, as well as the two markets they already are. But even in Denmark, the 

organization is only present in the greater Copenhagen area and not in the rest of the country. 

And while there might not be economically viable solution to open a restaurant in other parts 

of Denmark, this approach would bring the organization to the rest of the country, increase 

brand awareness, strengthen the brand name and equity (all long-term results strived for by 

the IMC) as well as have immediate short-term effects on the financial aspect by introducing 

new customers and migrating some of the old ones through the portfolio (the short-term 

results strived for by the IMC). 

The possibility of finding new recipes as well as exchange ideas on how to prepare sushi at 

home will be appealing to sushi lovers and the ability of internet to transcend national borders 
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will enable people from all over the world to participate on the forum, not just those that are 

residents of the countries where Sticks’n’Sushi is present. This will enable the restaurant 

chain to be recognized in new countries that it would decide to enter before opening new 

restaurants or making a marketing move in the new country in question, expand the brand 

awareness and reach a broader customer pool. This in turn will ease the marketing efforts 

needed to establish the presence of the new restaurant in a new place and create a better 

potential for success once the expansion occurs.  

It will also raise awareness of the brand among potential customers from markets where 

Sticks’n’Sushi is not present, that could result in those customers to come to Sticks’n’Sushi 

restaurant when they will be present in a market that has Sticks’n’Sushi establishment, for 

example while traveling, be it for leisure or business. 

By enabling people to be able to share their experiences the company will be furthermore 

able to monitor what they are doing right in their consumers’ minds and what they are doing 

wrong, as well as address those problems directly. It is also beneficial for consumers to see 

how the company approaches problems experienced by the consumers. 

The fact is that no matter how hard one tries, it is impossible to satisfy all the customers that 

patronize your establishments. And in the restaurant business, once the dis-satisfied customer 

leaves the establishment it is unlikely you will see that person again. What is more important, 

the dis-satisfied customer is highly likely to share his bad experience with his friends and 

family, leaving the restaurant without a possibility to remedy the situation and tell the other 

side of the story, the way they saw the situation. What is more, the reach of word-of-mouth 

has been greatly increased with the emergence of social media such as Facebook or Twitter 

and internet in general. This would hurt the organization greatly since networking and word 

of mouth marketing is a big part of Sticks’n’Sushi marcom philosophy. So by enabling 

people to post their problems, as well as praises, on the restaurants web page, the company 

gives the customers the possibility of expressing their true feelings, especially since some 

customers are unwilling to express their true feeling in person. On the other hand, the 

company gives itself at the same time the opportunity to address those problems and try to fix 

them if possible.  

By building on mutual respect and trust, the basis for exchange of information will be 

strengthened. By having an online site where people could talk about sushi and the restaurant, 

the managers would be able to address the problem directly and show to all the other 
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customers, potential as well as actual, how they approach these problems. For example, if the 

customer is dissatisfied with the food quality the management could explain the reason for it, 

if they determine that the customer was right, and offer compensation, offer the customer to 

come again and hopefully have a better experience than the one that left him or her 

dissatisfied.  

On the other hand it could be something that the restaurant had no control over, for example 

an unexpectedly busy day that resulted in the restaurant to be out of certain items or long 

waiting time to get a table. In this case, by explaining the situation they can diffuse a bad 

situation relatively easily by telling their side of the story, since most of the people will 

understand that it is not possible to prepare for everything and will understand that the 

situation in question is not the norm for the restaurant and is something out of the company’s 

ability to control and influence. But regardless if the reason for the dissatisfaction of the 

customer is serious or something trivial, by being able to respond to it, it gives the company a 

better chance to minimize the damage of the bed experience of the customer, due to the fact 

that they are able to offer their side of the story. Of course this will require the people that are 

responsible for the public relations to work closely with the people who will be controlling 

the platform. However, with the IMC striving to integrate the organization and its 

communication channels as well as transcend the old barriers of different departments but 

rather strengthen the horizontal communication and cooperation between the departments, 

this should not present a problem.  

Furthermore, by taking time to respond and give your side of the story, even if it is to 

completely agree with the customer, it shows to others that the restaurant cares about them 

and is trying to become better, trying to make people happy. It is important to acknowledge 

that complaints, while undesired, are actually opportunities for learning and fixing problems 

that one might not even know exist, rather than a problem that is best left ignored. For 

example, it is a standard practice in Japan for the sales clerk to listen to the complaining 

customer, realizing that the customer has a problem and trying to understand the customer’s 

viewpoint. By understanding the customer he/she is better able to address the problem.
137

 

This again shows the importance of being the customer centric organization in todays world 

(guiding principle number one of the IMC).  
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By addressing customer complaints as an opportunity rather than an unwanted occurrence, it 

also encourages the staff to pass on any complaints made by the customers in the restaurant 

as well as their own observations, ensuring the flow of information all the way to the 

management, who has the ability to address the issues directly, is smooth and timely. After 

all, if there is a problem, it is likely that that problem will resurface again in the future and it 

is in company’s best interest to try to prevent that from happening, the sooner, the better. It is 

also possible that the management was not even aware of the problem beforehand, thus 

getting an immediate opportunity to address and fix the problem.  

In some cases, the customers are reluctant to complain directly to the organization in person, 

for example to the server, bartender or manager when they are in the restaurant, either 

because the problem is not perceived big enough to complain compared to the discomfort 

they might feel for complaining, or because they do not enjoy any type of confrontation in 

general. The internet gives them the ability to make the experience less personal and thus 

making them more comfortable with the situation. As mentioned before, this will give the 

managers the opportunity to fix the problem if possible and to fix the strained relationship 

with the customer in question. 

The ability to have a one on one communication with your customers brings you closer to 

them, making you seem more open, more personal. And this is what can set you apart from 

your competitors. To show the people you care for them not only when they are in your 

restaurant, but also afterwards. This in term makes them more loyal, more forgiving since 

they will know that you will take care of their problems and that they are companies first 

priority. And the more loyal your customers are, the stronger your brand. 

The internet platform would also serve as a mean for direct marketing as well as keeping the 

customers up to date with offers and changes happening in the company. Direct marketing is 

especially useful when the company has to deal with differences in culture and language, as is 

the case when company starts to expend internationally. 
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16) HOW TO GET THE MANAGERS ON BOARD WITH 

THE NEW STRATEGY 

It has been a long standing approach in the principle-agent theory for the correct incentives to 

be present to encourage the agent to behave in a certain way. Because the principal cannot 

always measure the level of effort produced by the agent, incentives need to be put in place 

that holds the agent responsible for his performance.
138

 In order for the managers to work for 

the common goal and focus on the overall good of the company there needs to be a proper 

system in place that will incentivize them to perform in a way the company needs them to, in 

order to fulfill the companies objectives and goals. One of the main problems for the 

successful implementation of the IMC represents the manager. In order for the IMC to be 

able to work properly, both in the short-term as well as in the long-term, the employees of the 

organization need to embrace the philosophy of the IMC. They need to become customer 

focused and in the frontline of this approach are the managers. They are the ones that will 

supervise the day to day operations of the organizations. They will be the ones that will have 

the direct contact with both the customers as well as the employees. It is for this reason 

imperative to convince the managers to support the philosophy of the IMC and for them to 

embrace it. However, in order for this to happen, certain initiatives and compensations need 

to be arranged for them. 

There are several problems or obstacles that can occur that will put the managers on the 

opposite bank of the IMC program and philosophy. The problems that can be faced here are 

the horizon problem
139

 as well as the free rider effect.
140

  

The horizon problem occurs when the managers are unwilling to take long term ventures or 

projects due to the fact that they are outside the expected payoff period, but the costs of it will 

be shown in the current period, decreasing the overall profit for the firm in the period in 

question. This could create a problem for Sticks’n’Sushi since their goals will not be only 

short-term but also long-term orientated. As was pointed out in the thesis it is a long-term 

plan to create and nourish the brand, and the brand is essential for the long-term success of 

the organization.  
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The proposition for solving this problem is to change the bonus system currently in place at 

Sticks’n’Sushi. This would solve or at least reduce the horizon problem. Furthermore, by 

focusing on customers, and on the overall customer satisfaction, brand building and long-

term success of the organization, the managers will be more inclined on taking up long-term 

project that in the long run will benefit the organization.  

It is for this reason that a three way bonus system is proposed. Part of the bonus would be 

based on quarterly basis. Part two would be a yearly bonus. And part three would be based on 

the customer focus. 

1) Part one- the quarterly bonus. This is for the purpose of encouraging the managers 

to put up constant efforts to succeed in meeting the organizations short term goals and 

expectations. This bonus would be based on individual restaurants as to ensure there 

is no free rider problem as well as to be better able to monitor the performance of the 

managers.  

 

2) Part two- the yearly bonus. The second part of the bonus would be based on the 

yearly performance of the organization. This would ensure that the managers try to 

meet their goals throughout the year and not to give up in case they have a bad quarter 

and they see it in advance, that in that quarter they will not be able to meet the 

financial expectations of the organization. It will motivate them to work all year and 

not speculate on which quarters they will be able to meet the expectations and in 

which they will not make the effort. 

 

 

3) Part three- the customer satisfaction. The third part of the bonus would have to be 

based on the part that the IMC is striving to achieve. It would have to be based on the 

customer. Managers should be rewarded for the customer satisfaction, customer 

retention and in the increase in average customer spending. This will incentivize the 

managers to focus also on this aspect, rather than purely on the financial part.  

Of course, the success in the third part will in the long run result in the increase in the parts 

one and two respectively. In the beginning the third part would not be as important as the first 

two parts when deciding on the percentage ration between the three parts. It is due to the fact 

that a proper system for the measurement and evaluation of the third part would have to be 
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established. However, just like the IMC loop, the system would become more and more 

accurate, and with that the percentage of the three part bonus system would be eligible to 

change, with more importance focused on the third part. 

The proposed numbers for the beginning of the new bonus system are 40%, 40% and 20% for 

parts one, two and three respectively. The balance between part one and two is to ensure that 

the managers will show equal attention to the short-term as well as the long-term benefits of 

the organization. The third part, as mentioned before, would gradually grow in importance 

with time, as the system for measuring the customer focus of a restaurant is perfected and 

accepted by the managers in terms of familiarity and knowledge.  

 

The free rider effect on the other hand is most easily avoidable by supervision of the 

managers over each other. In order for this to happen the managers need to want to succeed, 

want for the organization to be as successful as it can possibly be. This can be achieved by a 

proper incentive or compensation system. 

 As explained earlier, proper incentives will address the horizon problem, as for the free rider 

problem, it will be up to the managers to monitor each other and ensure everybody is doing 

their job. The part two of the new bonus system will motivate the managers to ensure that 

everybody is performing in order to maximize the medium-term success of the organization 

as a whole (one year). At the moment the size of the Sticks and Sushi is an advantage and the 

buffer to the problems in question, since the management team is able to and need to work 

closely together. Due to its small size and with the exception of London all the restaurants are 

situated in one city, it will be easier for the managers to monitor each other for the time 

being. Furthermore, the standardized training scheme
141

 in place at the moment in the 

organization will enable the senior managers to train the new managers in a way they want 

them to perform and on what to focus and pay attention to, which will make the managers be 

more easily accountable for their decisions and performances. 

However, with the expansion, the size of the company is increasing and will keep on 

increasing, moving to foreign markets, where the plan is to have as many restaurants as in 

Copenhagen or more, which will dilute the ability of managers monitoring each other. In 

order for the managers to desire to uphold the standards desired to the best of their abilities, 
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proper incentives need to be made for them. A proper bonus system incentivizes the 

managers to perform to their best abilities.  

By having more than one period in the season, it would enable the company to better monitor 

the season variations as well as give the managers a better ability to get the bonus despite a 

bad part in a year, thus ensuring their maximum effort in the given period. Of course the 

system needs to be set up in such a way that the goals are achievable, but it requires effort to 

do so. By basing one part of the bonus on the performance of the individual restaurant 

(quarterly bonus) and the other one on the overall performance of the company as a whole 

(yearly bonus), the free rider problem as well as horizon effect could be addressed. The long-

term goals on the other hand will ensure that the managers are not focusing only on the short-

term financial results, but also focusing longer time frame (in the proposition for this bonus 

system one year). Part three of the bonus system would affect the organization in the long-

run, effecting areas such as brand building, raising brand awareness and equity, but also have 

positive short-term benefits for the organization in terms of increase of the cash flow. 

Even this however would not ensure for the managers to embrace the new requirements set to 

them once the organization takes on new approach proposed by the IMC. To be better able to 

analyze the predicament that Sticks’n’Sushi will face, the Nash equilibrium
142

 will be used. 

The two parties in question are Sticks’n’Sushi and the Managers. Sticks’n’Sushi represents 

the senior managers that have the decision and implementation making ability, while the 

Managers represent those individual managers that are not in the decision making for the 

policy that the company will embrace, but are required to follow the new policy and make 

sure that it is enforced in their respected restaurants that fall under their jurisdiction and that 

the staff starts working as it is supposed to. There are two different strategies that are 

available to the two parties in question. For the Sticks’n’Sushi the options are to either keep 

the old bonus system, or to implement the new bonus system. For the managers the choices 

are to either embrace the new work requirements, or to keep on working as they did up until 

now. Since the two parties are not on equal standings, Sticks’n’Sushi has the first move. In 

other words, the senior management has the power and ability to propose and implement the 

new strategy, whereas the middle and lower managers have the decision to make whether 

they want to work based on this new strategy and follow the new agenda, or keep on working 

as they have so far. 
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Both parties have two decisions to make. For the Sticks’n’Sushi it is to either implement a 

new bonus system or keep the old one in place. The managers can either decide to work as 

they have worked so far or they can adapt to the new requirements. The payoffs for 

Sticks’n’Sushi are represented by letters a, b, c and d, while the payoffs for the Managers are 

represented by the letters x, y, z and w. 

In the table below are represented the payoffs that both parties are poised to make based on 

the decisions individual party makes as well as the other party. 

 

Table 1: The payoff matrix 

 Managers 

Sticks’n’Sushi  Work as they have 

worked before 

Adapt to the new 

requirements 

Old bonus system a , x c , z 

New bonus system b , y d , w 

 

Where for the Sticks’n’Sushi the respected payoff values are d › a › b › c 

and for the managers the payoff values are y › w › x › z 

 

From the table we can see that the Nash equilibrium occurs when the Sticks’n’Sushi keeps 

the old bonus system and the managers work as they have worked so far, represented by the 

upper left quadrant with the payoffs a for Sticks’n’Sushi and payoff x for the managers. 

However, the Nash equilibrium is inefficient,
143

 while there are two other outcomes that are 

efficient. An efficient outcome is the one where one party cannot do better, achieve a higher 

payoff, without making the other party worse off. The efficient outcomes in this scenario is 

when the payoffs are (d, w), or in other words if the Sticks’n’Sushi implements the new 

bonus system and the Mangers adapt to the new requirements. 

As it was mentioned before, the dominant position in this scenario is held by the senior 

management that represent the Sticks’n’Sushi, giving the Sticks’n’Sushi the first mover 
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advantage and option. In order to explain the process the decision tree was drawn below to 

show the possibilities for the two players, with Stick and Sushi having the first move and the 

Managers having the second and final move. 

 

Decision tree 1 Graph) 

                                                                Adapt to the new requirements        ( d , w) 

                                                                  

                                                  Managers                                                

                New bonus system                     

                                                    Work as they have worked before       ( b , y) 

Sticks’n’Sushi 

                                                                  Adapt to the new requirements      ( c , z) 

                 Old bonus system                       

                                                   Managers            

                                                                                                                                                                        

                                                                 Work as they have worked before       ( a , x) 

 

As far as the managers are concerned they have a dominant strategy. In their case the 

dominant strategy is for them to work as they have worked before, due to the fact (x › y) and 

(z › w). In this way, no matter what the Sticks’n’Sushi does, they will work as they did before 

because it gives them the biggest payoff, so they will choose this strategy regardless of what 

Sticks’n’Sushi does. However it is important to notice here that the payoff that the managers 

would get had they adapt to new requirements if the Sticks’n’Sushi implements the new 

bonus system is higher than the payoff of them working as they have so far and 

Sticks’n’Sushi keeping the old bonus system (w > x). In other words, the payoff that will be 

chosen if all the things stay the same (a, x) is inefficient since there are scenarios where both 
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parties could be better off than they are in the scenario of Sticks’n’Sushi keeping the old 

bonus system and the managers keep working as they have so far (w > x and d > a). The 

optimal solution in question is when Sticks’n’Sushi introduces the new bonus system and the 

Managers adapt to the new requirements. 

In order for the situation to change there are two possible approaches to be taken, depending 

which party takes the initiative, namely the Promise and the Threat.
144

 The Promise can be 

made by the second mover, in this case the Managers and the Threat can be made by the first 

mover, in this case Sticks’n’Sushi. 

The Managers have the option of making a Promise, that if Sticks’n’Sushi decides to 

implement the new bonus system, they will adapt to the new standards. This meets the 

requirements of the rules for promise, where in the new outcome both parties must have 

better payoffs than in the old outcome (d › a, w › x) and the outcome for Managers is not the 

best response outcome to Sticks’n’Sushi decision to implement the new bonus system (had 

they followed the best response approach, then the best response to Sticks’n’Sushi 

implementation of a new bonus system would be to work as they have worked before, which 

is also their dominant strategy: c › d, and it would not be a promise, but rather simply doing 

what they would do anyway). 

In order for this to happen, the following equation needs to be true: 

c - Ω < d 

where Ω is being represented by the loss of good name on the side of the manager, loss of 

faith and a black stain on any future dealings between the managers and Sticks’n’Sushi. As 

long as this equation holds true it is too expensive for the managers to go back on their 

promise once Sticks’n’Sushi commits themselves to the new bonus system.  

On the other hand, for the Sticks’n’Sushi we see that the best case scenario for them is to 

implement new bonus system and have the managers working according to the new 

requirements. However as Sticks’n’Sushi need to make the first move and the managers will 

respond to their decision they Sticks’n’Sushi needs to somehow manage to get the managers 

to adapt to the new requirements that would be set forth by the new philosophy and be 

backed up with the new bonus system. In order to achieve this they would have to use a 
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Threat approach. By threatening that if the managers do not adapt the new requirements, they 

will switch back to the old bonus system they put forward their threat. For the Threat to be 

valid the following needs to be true. The Threat needs to force the opposite party to decide to 

choose a payoff that is less than what they could choose by their best response approach and 

if the Threat has to be enforced, the party who made the threat will be worse off than they 

would be had they simply done nothing once the decision on their strategy was made and the 

opposite party didn’t accept the threat as being valid. The latter does not hold true in this case 

since by switching back to old bonus system the Managers will still work as they have 

worked before and it will simply settle back into the Nash equilibrium. 

The new decision tree where the Promise of the managers is taken into consideration is 

shown below 

Decision tree 2 Graph) 

                                                                Adapt to the new requirements        ( d , w) 

                                                                  

                                                  Managers                                                

                New bonus system                     

                                                    Work as they have worked before       ( c , z) 

Sticks’n’Sushi 

                                                                  Adapt to the new requirements      ( b , y) 

                 Old bonus system                       

                                                   Managers            

                                                                                                                                                                        

                                                                 Work as they have worked before       ( a , x)         

 

We can see form the decision tree that with the valid promise in place, the managers took one 

decision option away from themselves. If the Sticks’n’Sushi decides to keep the old bonus 
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system, then the managers still have two options. To work as they have before or try to adapt 

to the new organizational directives concerning the implementation of the IMC. On the other 

hand if the Sticks’n’Sushi decides to implement the new bonus system the managers only 

have one option left to them due to their promise. And that is to adapt to the new 

requirements only one option providing that the equation c - Ω < d is a valid one). 

Now the new payoff matrix is (d, w) which is an efficient outcome as well as the best 

possible outcome for the Sticks’n’Sushi since d is the highest value they could hope for in the 

different payoff scenarios. On the other hand the manager end up with a bigger payoff as well 

compared to the original scenario with the Nash equilibrium due to the fact that (w › x). In 

other words, both parties wold be better off with this new strategy being successful. 

 

17) CONCLUSION 

The goal of this master thesis was to explore the possibility of implementing the Integrated 

Marketing Communication (IMC) into the Sticks’n’Sushi restaurant chain by determining 

what are the advantages and disadvantages of the IMC in relations to the Sticks’n’Sushi. 

Furthermore, five potential problems were identified for the Sticks’n’Sushi as a result of their 

international expansion, which is planned to be continued in the near future. It was strived to 

provide solutions to those problems by using IMC, combined with some other theory that 

would supplement and augment IMC in providing the solutions. 

A history of the IMC was provided in order to explain how the IMC works and what are the 

ideas behind it. The eight guiding principles of the IMC were explained as well as what kind 

of an impact they have on the organization in general as well as on Sticks’n’Sushi 

particularly. With the idea of becoming customer centric organization as the driving factor of 

the IMC, it would help the organization in its international marketing challenges, as a result 

of the customer focus as well as in strengthening their brand. 

Furthermore, the five guiding principles revealed how to counter the potential communication 

problem between the departments as well as what kind of an organizational structure would 

benefit the organization in its pursuit of satisfying the customers to the best of their abilities 

as well as what kind of organizational structure must be avoided. 
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The five potential problems that the organization could face were approached throughout the 

thesis offering several solutions with the connection to the IMC to problems in question. 

The international marketing was approached from the cultural point of view, trying to 

highlight the importance of cultural difference, especially when it comes to food and what 

kind of problems this could present to the organization. The solution was to standardize as 

much of the international marketing as possible and diversify what is needed in order to 

recognize those cultural differences between the markets. Since word-of-mouth is an 

important tool in the marketing of the Sticks’n’Sushi, the IMC could be very beneficial for 

several reasons. First of all it strives for customer focused organization. By focusing more on 

the customer, the organization learns more about the customer, and how to satisfy him/her, 

resulting in higher customer satisfaction, which would create more positive word of mouth 

marketing. Furthermore, the IMC strives to create a brand, which also helps the international 

marketing as was explained in the thesis. Lastly, the creation of the online platform was 

offered as a third solution of easing the international marketing efforts for the company. 

The solution of the brand building problem was offered in the long-term abilities of the IMC 

and brand building part of the thesis as well as with the 3 Cs model. The brand building was 

further augmented by the creating the online platform by the organization, with the possibility 

of increasing the financial inflow as well as expending the portfolio of the organization by 

offering online tutorials of making sushi dishes at home for a fee. 

The organizational structure problem was approached by highlighting the drawbacks certain 

organizational structures have on customer focus and the ability of the organization not to 

focus too much internally, but pay close attention to the customer instead. The ways to avoid 

those organizational structures was presented as well as elaborating on which features a good 

organizational structure should have. 

The importance of communication was stressed throughout the thesis as a mean to succeed in 

both the long-term as well as the short-term goals of the organization. A good communication 

structure needs to be set that will create a creative environment where the organization will 

be able to thrive in the long-term as well as the short-term. The inter-department 

communication was show to be the basis for a good customer communication and 

understanding. 
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How to ensure that the managers are ready for the international expansion was presented in 

the last part of the thesis, with the proposition of a new bonus system as well as how to 

achieve the cooperation between the senior management and management with the aid of 

Nash equilibrium, the Promise theory and the decision tree. 

How the IMC can benefit the organization in all these five problems was explained 

throughout the thesis, covering both long-term as well as short-term advantages of the IMC 

as well as their problems. In order to create a better perspective into the Sticks’n’Sushi, an 

interview with one of the general managers of the organization was made. Furthermore, a 

guest survey was created in order to back up some of the theory used in the thesis from the 

practical point of view.  

It is the opinion of the author of the thesis that after evaluating the benefits the IMC offers to 

an organization, that the implementation of the IMC would be beneficial to Sticks’n’Sushi in 

the long run. However, due to inability to get all the information from the organization in 

question, this might not hold from the organizational point of view. Sticks’n’Sushi is a 

successful organization in its own right, and the IMC might not be perceived as a viable 

solution at the moment. Due to the change in organizational structure, need to gather and 

process more data, which would result in financial expenses in terms of having more 

managers in order to process all that information, and the relative small core of senior 

managers at the moment, it might be acceptable from the organizational point of view to 

continue with the approach that has been used up until now. However it is the belief of the 

author of the thesis that the IMC is definitely an amazing solution for a service industry 

organization in the long run, with numerous benefits in the short run as well, that overcome 

the reasons not to implement the IMC, especially in an organization that future expansion is 

part of the long-term as well as short-term plan. 
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19) APPENDICES 

 

Appendix 1) Guest survey questions, answers and data 

 

Q1) Which category below includes your age?  

 Answered: 199  

 Skipped: 0  

 

Answer Choices – Responses – 

0-20  
4.52%  

9  

21-40  

 

84.42%  

168  

41-60  

 

10.55%  

21  

60+  

 

0.50%  

1  

 

Total 
199 

 

Q2) How important is the brand name in marketing and advertisement in        

your opinion  

 Answered: 198  

 Skipped: 1  

 

Answer Choices – Responses – 

I don't care  
10.10%  

20  

not very important  

 

40.91%  

81  

very important  
 

48.99%  
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Answer Choices – Responses – 

97  

 

Total 
198 

Q3) What is the most memorable attribute of an advertisement in your 

opinion?  

 Answered: 199  

 Skipped: 0  

 

Answer Choices – Responses – 

Name of the company  
11.56%  

23  

Logo  

 

17.09%  

34  

Content of the advertisement  

 

71.36%  

142  

Total 
 

199 

 

 

Q4) What is the most important thing for a successful work environment in 

your opinion?  

 Answered: 197  

 Skipped: 2  

 

Answer Choices – 
Responses 

– 

The ability to communicate with other departments about the ideas that might 

affect them  

70.56%  

139  

Ability to pass your ideas directly to your supervisor  

 

29.44%  

58  

Total 
 

197 
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Q5) How much is the customer focus important in the service industry in 

your opinion?  

 Answered: 198  

 Skipped: 1  

 

Answer Choices – Responses – 

Not important, I only care about the product  
2.53%  

5  

Somewhat important  

 

15.66%  

31  

Very important. Especially if they want me to come back  

 

81.82%  

162  

Total 
 

198 

 

 

Q6) How much does the brand name influence your buying decision?  

 Answered: 197  

 Skipped: 2  

 

Answer Choices – Responses – 

I don't care. I buy what is cheapest.  
14.21%  

28  

I am willing to pay a bit more for a recognized brand, up to a point  

 

81.73%  

161  

I only buy brand products  

 

4.06%  

8  

Total 
 

197 
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Q7) How much more likely are you to remember a commercial from a 

brand name, compared to a non-brand name?  

 Answered: 197  

 Skipped: 2  

 

Answer Choices – 
Responses 

– 

It makes no difference. The quality of the commercial is all that matters  
35.03%  

69  

It definitely helps with my awareness and recognition  

 

57.87%  

114  

I don't pay any attention to a non-brand commercial unless they are absolutely 

awesome  

 

7.11%  

14  

Total 
 

197 

 

Q8) When deciding where to eat out or have a take-a-way, how important 

is the brand name to you?  

 Answered: 196  

 Skipped: 3  

I  

Answer Choices – Responses – 

I don't care. i go to the place that is close and open  
24.49%  

48  

I take it into consideration  

 

48.98%  

96  

I take it into strong consideration  

 

9.69%  

19  

I only eat or order from places i am familiar with  

 

16.84%  

33  

Total 
 

196 
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Q9) How important is it for the brand to fulfill your needs?  

 Answered: 197  

 Skipped: 2  

 

 

Answer Choices – Responses – 

I don't care. It is a brand. I will buy it even if it is not exactly what i need.  
3.05%  

6  

If it does not meet my needs i will consider switching to a non-branded product  

 

48.22%  

95  

I only care about my desires and needs. Brand comes in second  

 

48.73%  

96  

Total 
 

197 

 

Q10) How much more are you willing to pay for a brand name product 

compared to a non-brand name product of similar or equal performance 

attributes?  

 Answered: 196  

 Skipped: 3  

 

Answer Choices – Responses – 

up to 10%  
58.16%  

114  

10% - 30%  

 

37.24%  

73  

30% +  

 

4.59%  

9  

Total 
 

196 
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Q11) How important is it to get the same message from a company via 

different marketing channels? (FB, TV, radio, newspapers, billboards)  

 Answered: 198  

 Skipped: 1  

 

Answer Choices – 
Responses 

– 

It makes no difference to me  
29.29%  

58  

Not that much of a difference  

 

46.46%  

92  

It is very important. I hate seeing same product advertised in different ways with 

different messages coming my way  

 

24.24%  

48  

Total 
 

198 

 

Q12) When it comes to food and restaurants, how important is the brand 

name and your knowledge of the company/brand?  

 Answered: 198  

 Skipped: 1  

 

Answer Choices – 
Responses 

– 

I don't care. I go and eat where it is convenient  
26.26%  

52  

I care to a point  

 

53.03%  

105  

I only eat out in restaurants that i am personally familiar with, have heard about 

them from the commercials, or were recommended to me by someone i trust.  

 

20.71%  

41  

Total 
 

198 
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Q13) Do the news of brands having problems in other markets/countries 

affect your choice to buy the product in your market,even though those 

problems were not found in your market?  

 Answered: 196  

 Skipped: 3  

 

Answer Choices – Responses – 

yes, always  
11.22%  

22  

Sometimes, depending on the problem  

 

79.08%  

155  

Never. If it did not occurred in my market it does not affect me  

 

9.69%  

19  

Total 
 

196 

 

Q14) How important is the total experience in a restaurant for you 

(Product+service+ambient) for you to come back?  

 Answered: 198  

 Skipped: 1  

 

Answer Choices – 
Responses 

– 

I don't care. the product (food) is the only thing that matters  
2.53%  

5  

It is important to a point, but the product (food) is the most important of the 

three aspects  

 

29.29%  

58  

Those three aspects need to be balanced if they want me to become a regular  

 

68.18%  

135  

Total 
 

198 
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Q15) How important is a strong and well maintained internet site for a 

company nowadays?  

 Answered: 197  

 Skipped: 2  

 

Answer Choices – Responses – 

Not important at all. It is just food  
5.58%  

11  

Somewhat important  

 

19.29%  

38  

Very important  

 

75.13%  

148  

Total 
 

197 

 

 

Appendix 2) Questions and answers for Sticks’n’Sushi 

 

Questions for Sticks’n’Sushi 

 

Q1) How does the company perceive itself in terms of pricing (low, medium, high) 

Ans1) High 

 

Q2) Why are you having so many small restaurants in a city rather than one or two big 

ones… 

Ans2) guest satisfaction, we want our guests to have access to us when they feel like it,         

we are not Magisin or Illum waiting for people to visit us. We go to their door steps. Plus we 

grow up with locations; we didn’t plan a certain area or a place 18 years ago when we opened 

the first one. 
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Q3) Where do you promote yourself at the moment (TV, newspapers, public transport, 

internet, FB). 

Ans3) Networking, FB, tweeter, internet… you will never find a SNS a billboard; our 

primary advertisements are our guests experience. 

 

Q4) Do you have a membership program? 

Ans4) We don’t have a membership program. 

 

Q5) How is the budget for the marketing allocated? Is it a number that is set by the senior 

management? Does the marketing department have a say in it? is it done in advance or do 

you do the marketing first and the price follows later?... 

Ans5) The budget has been set up by the board of directors.  

 

Q6) How much data do you have on your customers? (average spending, number of visits, 

average time occupancy for a table),  

Ans6) Every week when we get a financial report of the week, we also get the total number 

of guest average spend and sales per ticket. 

 

Q7) Do your marketing managers work in separate offices or share one big office? 

Ans7) Share a big office. 

 

Q8) Is SNS a private company or is it a shareholder company? 

Ans8) 49% of the company has been bought recently by investment company called Maj       

Investment, and 51% is still private 

 

Q9) Which market will you or are thinking of expanding after London… 

Ans9) Germany, Sweden, all over EU 
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Q10) How many restaurants do you plan to have in London… 

Ans10) Roughly speaking 10 according to the current plans. 

 

. 

Q11) Are you using the same marketing techniques in London as you are in Cph or do they 

differ?  

Ans11) They certainly are different, due to different niche and culture. 

 


