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ABSTRACT

The development of advertisement has increased along with the uses of mobile phone, which
have become an important channel for marketing communication. Brand awareness plays a significant
role in shaping consumer trust and loyalty. Consumer with low brand recognition tend to show lower
trust, while those with higher recognition demonstrate stronger loyalty and purchase intentions. Based
on a pre-survey conducted in this study, Blue Plate Sushi demonstrates a combination of medium and
high brand awareness. However, there’s a gap between the ideal concept of advertising and the reality
of Blue Plate’s use of a Me Too marketing strategy. This study aims to explore consumer perceptions
of the Me Too marketing approach applied by Blue Plate Sushi toward Philadelphia Sushi Bali. Using
a qualitative method with a reception audience analysis based on Stuart Hall’s encoding decoding
theory, data were collected through in-depth interviews. The findings reveal that most informants
occupied a dominant position in perceiving Blue Plate’s advertisement as offering similar quality to
Philadelphia Sushi Bali. Meanwhile, perceptions of Me Too marketing were largely negotiated, as
informants acknowledged its effectiveness while simultaneously expressing concerns regarding
originality and ethics. Overall, consumers were generally receptive to the advertisement, although Me
Too marketing was not considered effective for building long-term brand originality and loyalty.
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ABSRACT

Perkembangan periklanan telah meningkat seiring dengan penggunaan telepon seluler, yang
kini menjadi saluran penting dalam komunikasi pemasaran. Kesadaran merek memainkan peran
penting dalam membentuk kepercayaan dan loyalitas konsumen. Konsumen dengan kesadaran merek
yang rendah cenderung menunjukkan kepercayaan yang lebih rendah, sementara mereka yang
memiliki kesadaran merek yang lebih tinggi menunjukkan loyalitas dan niat membeli yang lebih kuat.
Berdasarkan survei pra-penelitian yang dilakukan dalam studi ini, Blue Plate Sushi menunjukkan
kombinasi antara kesadaran merek sedang dan tinggi. Namun, terdapat kesenjangan antara konsep
ideal periklanan dan kenyataan penggunaan strategi pemasaran Me Too oleh Blue Plate. Studi ini
bertujuan untuk mengeksplorasi persepsi konsumen terhadap pendekatan pemasaran Me Too yang
diterapkan oleh Blue Plate Sushi terhadap Philadelphia Sushi Bali. Menggunakan metode kualitatif
dengan analisis audiens penerima berdasarkan teori enkoding-dekoding Stuart Hall, data dikumpulkan
melalui wawancara mendalam. Temuan menunjukkan bahwa sebagian besar informan berada dalam
posisi dominan dalam memandang iklan Blue Plate sebagai penawaran kualitas yang serupa dengan
Philadelphia Sushi Bali. Sementara itu, persepsi terhadap pemasaran Me Too sebagian besar
dinegosiasikan, karena informan mengakui efektivitasnya sambil sekaligus mengekspresikan
kekhawatiran terkait keaslian dan etika. Secara keseluruhan, konsumen umumnya menerima iklan
tersebut, meskipun pemasaran Me Too tidak dianggap efektif untuk membangun keaslian dan loyalitas
merek jangka panjang.

Kata kunci: Iklan, Pemasaran Me Too, Persepsi Konsumen, Blue Plate Sushi
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BACKGROUND

The big definition of advertising is paid
communication that is mass mediated has an
attempt to persuade, inform or remind
(Scheinbaum et al., 2022). Brand image has
importance of creating trust and positive
image of a brand to a consumer, that leads to
increased consumer loyalty and preference
(Wardhana & Yulia, 2021). The Increased of
Social media use in communication, can
significantly influence purchasing behaviour,
since humans are prone to have Fear of
Missing out (Hodkinson, 2019). The content
that created in TikTok or any social media
platform focusing on dimensions that foster
FOMO such “Limited Edition”, “Only in
Jakarta” or “The first store with unique
concept that appears in Jakarta” or “No need
to come to Bali, try it here”, tends to be more
recognized approximately 80% by the
costumer (Dian Septiana, Mahrinasari MS,
2024).

In the area of Sushi enthusiasts there’s a brand
called Philadelphia Sushi, is a sushi brand
opened in Bali, doesn’t have a walk in store
yet but Philadelphia has been popular among
sushi lovers in Indonesia. Philadelphia Sushi
Bali created a content that fosters around
FOMO and pushes people to purchase and try
their Sushi, as people claimed the best Sushi
in Indonesia. Thus, drives people’s purchase
motivation to try their Sushi, but also it
doesn’t close the possibility of people
showrooming to their products, due to their
high price of products. In this case there’s
Blue Plate sushi, a brand-new sushi brand
opened in Fresh Market Bintaro. Blue Plate
Sushi uses marketing strategy by inviting
people to try their Sushi as it’s the same like
Philadelphia Sushi Bali, knowing the
weakness of Philadelphia sushi Bali is the
location that is not accessible for everyone to
try. By creating an advertisement that stated
“Philadelphia in Bintaro” and rely heavily on
Food bloggers reviews, they managed to gain
popularity in short periods of time.

Thus, It’s Unique to understand that a brand
could be copying and create an identity that is
not originally creative, but the consumer
would still buy it. By that, this study seeks to
find a deeper understanding on how the

perception of consumer towards me too
marketing that is applied by Blue Plate Sushi
to Philadelphia Sushi Bali.

THEORITICAL FRAMEWORK
Research Paradigm

A research paradigm is way of thinking about
general structure, methodology, and findings of
three streams in research. The Paradigm that is
used for this study is Social Constructivism or
often described as interpretivism. Social
Constructivism explains about how individuals
seek understanding of the world (Creswell,
2017), through experience, how they live and
their work.

State of The Art

State of the art includes related research
relevant to this research topic. Five out of five
journal examining around copycats, me too
marketing and how it create perception for the
consumer towards the brand, but none
explaining in the lenses of Qualitative study.
Which explaining more further on how and why
there are still consumer that sees positive
toward me too product, in the intend of buying
them.

Encoding and Decoding Theory

Encoding and Decoding Theory first developed
by Stuart Hall in the 1970. It’s also known as
the “Encoding/Decoding Model of
Communication”. Traditionally
communication was seen only as a linear
process; Sender-Message-receiver. Hall in the
1970 argued that Communication is a complex
and multi-staged process, he influenced by
Semiotic and cultural understanding of mass
communication. Encoding is a process of
producing the messages, such writing and
putting it into words, decoding is a act of
receiving messages, such as listening or reading
it (Joseph A. DeVito, De Vito, Linda O’Neill,
2015). . In this Context, Stuart Hall explains
how encoding and decoding theory is applied in
the context of Media and audience. Hall explain
that Encoding is a code-compliant message
creation, and decoding is a the use of code to
interpret a message. According to Stuart Hall,
the main concept of audience reception is
Active audience, whereas Tradition plays
important roles in creating a meaning to the



audience. Audience reception, is a process of
making meaning, through it there’s three
position of the audience:

1. Dominant hegemonic position
2. Negotiation position
3. Oppositional Position

Me too Marketing

The Term Me too in Marketing refers to
products or brand that mimicking the total
image of leading Brand products that stands on
the same line on the shelves (Anith Liyana
Amin Nudin, Mohd Amin Mohd Noh, Wan Nur
Khalisah Shamsudin, 2016). Me too marketing
was intentionally created to take advantage or
“Free riding” on the already established and
known by the society brand. It cost less for their
branding, and it beneficial in a way that it
positioned themselves in the market.

Consumer Behaviour

Consumer behaviour is a study of consumer in
terms of Buying process or purchasing decision
and what factors and motivations that intend the
consumer in buying process. There are several
factors of consumer behaviour:

Internal or psychological factors
Social factors

Cultural factors

Economic factors

Personal factors
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According (Olson, 2009), consumer behaviour
include comments from other consumers,
advertisements, price information, packaging,
product appearance, blogs, and many others.
Advertisement plays a role in influencing
consumer, to Shapes perceptions and primes
exposure, Captures notice, conveys meaning,
Builds favorable views, drives intent,
Encourages purchase behaviors and word-of-
mouth.

RESEARCH METHOD

The research done using Qualitative research
approach that explains how empirical
phenomena emerge, develop, change and
unfold over time (Berends & Deken, 2021). The
answer would answer how and whys instead of
how many or how much, it’s an open-ended

question (Steven Tenny; Janelle M. Brannan;
Grace D. Brannan., 2022).

The research design approach that is use in this
study is reception audience analysis. Based on
Stuart Hall, Reception audience analysis is
when an individual actively interpreted based
on Individual and cultural context. Reception
audience analysis assume that there’s encoding
and decoding. In this case Blue plate would be
the one that encodes the messages, they
assumed to be the one that shaped the messages.

Unit Analysis

Unit Analysis of this study consist of two, The
consumer and Advertisement from Blue Plate
Sushi. The advertisement that is used in this
study is advertisement by Blue Plate sushi on
the first four month of store opening, 80
January 2025 until circa June 2025. For the
Interview, The study aimed on Gen Z aged 19-
25 years old that have seen the advertisement
from Blue Plate Sushi and Philadelphia Bali.
Subjects divided into three catagories: 3 who
tried Blue Plate, 3 who tried Philadelphia Sushi
Bali, and 3 who haven’t tried both of the Brand.

DISCUSSION

The preferred reading of the advertisement is
Through minimalist design, blue colour palette,
and the phrase “Philadelphia in Bintaro” the
advertisement invites the audience to perceive
Blue Plate as a branch of Philadelphia Sushi
Bali. The way the advertisement were shown
and the brand presents, created a perception that
the brand is associated with the same level of
exclusivity, premium quality, and lifestyle
appeal that Philadelphia Sushi Bali represents.

From the preferred reading, The informants
perceived that the advertisement delivers
content that makes it seem as if Blue Plate
offers the same quality as Philadelphia Sushi
Bali. The statements were formed from the
visuals and text in the advertisement. They
recognized Me Too Marketing as an effective
strategy to capitalize on viral market trends and
expand reach to areas where Philadelphia Sushi
Bali was not yet present, but they
simultaneously raised concerns regarding
originality and ethical boundaries



CONCLUSION

This study reveals a that me too
marketing is effective only in capturing
initial costumers’ attention rather than
building a long-term loyalty of the
costumers. Although the strategy is
success in capturing awareness of the
costumers, but the long-term loyalty
depends on the costumer experience
consuming the product. If it’s drawn
people to try the product but without
strong product performance, the
strategy may fail to sustain positive
perception and loyalty.
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