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Wednesday, 22 October 2014 

Land of the rising sushi (and the falling spring roll) 

Fresh or fried; sushi, spring or both — which way do you roll? According to the latest figures 
from Roy Morgan Research, sushi’s popularity is on the rise while spring rolls appear to be 
gradually falling out of favour. But are sushi lovers really so different to spring-roll fans? Roll 
up and read on…  

Between July 2009 and June 2014, the proportion of Australians who say they like eating sushi 
has grown from 36% to 40%. Over the same period, the proportion who like eating spring rolls 
has declined slightly from 37% to 35%. A similar downward trend can be seen with other fried 
foods such as Dim Sims, Chiko Rolls and fries/hot chips. 

Sushi rolls are more popular among women (43%) than men (37%), while the opposite is true 
of spring rolls, enjoyed by 37% of men and 34% of women.  

Australians aged under 50 are more likely than their older counterparts to enjoy both food 
types, with 18-24 year-olds showing the most enthusiasm for sushi (52%) and under-18s being 
the biggest spring roll fans (50%). In both cases, Aussies aged 65+ are the age group least likely 
to enjoy these foods. 

Sushi vs spring rolls: who likes eating what? 

 
Source: Roy Morgan Single Source (Australia), July 2013-June 2014, n= 16,809 
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Healthy or tasty? 

The main differences between fans of sushi and spring rolls emerge when their attitudes to 

food are compared, with the former being noticeably more concerned with their health and 

weight. 

For example, people who like eating sushi are more likely than those who like spring rolls to 

agree with the following statements: 

- I prefer to eat healthy snacks 

- I restrict how much I eat of fattening foods 

- The food I eat is all, or almost all, vegetarian 

In contrast, spring-roll lovers are more likely to agree that: 

- I often buy takeaway food to eat at home 

- Taste is more important than ingredients 

- I often buy frozen or chilled ready-prepared meals 

Angela Smith, Group Account Director, Roy Morgan Research, says: 

“There’s no doubt that Australia is the land of the rising sushi, with new sushi outlets 
springing up quicker than sushi fans can get to them. And if this popularity continues to 
grow, we’ll no doubt see more of them. 

“Commonly perceived as a healthy food, sushi is especially favoured by people who 
watch what they eat. Fried spring rolls, on the other hand, attract an above-average 
proportion of people who care more about taste and convenience than calories. Both 
food types are more popular with Australians aged under 50, and with those who agree 
that they ‘enjoy food from all over the world’. 

“Of course, many of us like both sushi and spring rolls, depending on what’s available 
and whether we’re in the mood for fresh or fried food. But the fact that more of us are 
developing a taste for sushi while fewer are enjoying spring rolls and other fried food 
suggests that our appetite for fresh is winning out…” 

 

For comments or more information please contact: 

Angela Smith 
Group Account Director – Consumer Products 
Office:  +61 (2) 9021 9101 
Angela.Smith@roymorgan.com 

Related research findings 

View our extensive range of Food Profiles, including People who like to eat Sushi, People who like 
to eat Spring Rolls, and People who like to eat Chiko Rolls. These profiles provide a broad 
understanding of the target audience, in terms of demographics, attitudes, activities and media 
usage in Australia. 
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About Roy Morgan Research 

Roy Morgan Research is the largest independent Australian research company, with offices in each state 
of Australia, as well as in New Zealand, the United States and the United Kingdom. A full service 
research organisation specialising in omnibus and syndicated data, Roy Morgan Research has over 70 
years’ experience in collecting objective, independent information on consumers. 

Margin of Error 

The margin of error to be allowed for in any estimate depends mainly on the number of interviews on 
which it is based. Margin of error gives indications of the likely range within which estimates would be 
95% likely to fall, expressed as the number of percentage points above or below the actual estimate. 
Allowance for design effects (such as stratification and weighting) should be made as appropriate. 

Sample Size Percentage Estimate 

 40%-60% 25% or 75% 10% or 90% 5% or 95% 

5,000 ±1.4 ±1.2 ±0.8 ±0.6 

7,500 ±1.1 ±1.0 ±0.7 ±0.5 

10,000 ±1.0 ±0.9 ±0.6 ±0.4 

20,000 ±0.7 ±0.6 ±0.4 ±0.3 

50,000 ±0.4 ±0.4 ±0.3 ±0.2 

 

mailto:melbourne@roymorgan.com
http://www.roymorgan.com/

