
heart of the city. This iconic Melbourne 
location will really expose the brand 
and take it to the next level.”

Geowash has ambitious plans in the 
Australian market. It has established an 
extremely strong foundation and as its 
plans fructify it will become the major 
force in the country’s car wash market. 
Sanam Ali is absolutely positive about 
Geowash’s future prospects, “I want to 
continue supporting my franchisees – my 
goal is to have others succeed. I want to 
help people grow in life and continue to 
be a dominant force in building Geowash. 

“We are targeting opening 30 stores 
every year for the next 5 years. Our 
corporate objective is to be the biggest 
player in terms of total revenue. We 
expect our combined group revenue 
to increase exponentially as more 
stores come into operation. We live 
in a world where we all want to keep 
up with the latest trends. Geowash 
is now positioned to satisfy this 
requirement by providing upmarket 
cleaning, car washing and detailing 
services. 

“The industry has a lot of dodgy 
operators and being a customer 
myself I know when I used to drive 
by a car wash the impression and 
the attitude I used to have as a 
customer was more along the lines 
of, ‘The people appear to be dodgy 
and I’m not going to have my car 
washed there’. I want to change that 
attitude.

“I want Geowash to provide hand 
car wash facilities that are done 
by really friendly, neat, clean and 
presentable staff. The customer 
should say to herself, ‘I don’t mind 
going into the café, just relaxing 
for some time, enjoying a cup of 
coffee and connecting to the Wi-
Fi service, email and getting some 
‘me’ time and getting my car 
washed’.”



AT A GLANCE
WHO: Kick Juice Bar
WHAT: Kick Juice Bars are all 
about life to help revive your 
body, mind and spirits
WHERE: Lane Cove, NSW, 1595
WEBSITE: kickjuice.com.au

After successfully launching the Kick 
Juice Bar franchise, Pacific Retail 
Management’s Group Managing 
Director, Nicola Mills was looking 
for a new franchise to invest in. She 
noticed that there was a growing 
movement towards sushi. After 
approaching a number of suppliers, 
she purchased a franchise back in 

Kick Juice Bar /
Wasabi Warriors

http://www.kickjuice.com.au/


Kick Juice Bar /
Wasabi Warriors

2008 and got to work on developing 
a winning brand.

“When I first purchased that company, 
it was in a bit of a mess actually. It 
took us a number of years to win a 
lot of trust back with the franchisees 
and to put some systems in place 
and refurbish some of the stores and 

to really start turning the business 
around.  We did a whole lot of market 
research and consumer research, 
finding out what people wanted 
from their sushi and from their sushi 
stores. And what came from that, is 
that there was a bit of a hole in the 
market, there wasn’t a number  #1 
Brand of sushi in Australia.”



It was from this that Wasabi Warriors 
was born; a premium brand of sushi, 
with an ‘eat good, do good and feel 
good’ message. The backstory of the 
five brothers- Ocean, Porky, Beefy, 

Chicken & Veggie Warrior- provides 
a neat way of connecting the brand 
with the consumer.

A typical store variety would be 30 
square metres of floor space, with 



seven or eight staff working at one 
time.

Built into the feel good message 
too, are economically sustainable 
practices. Some examples include 

the use of recycled timber, eco-
friendly lighting, and using free 
range eggs and chicken. Their 
ongoing work with different partners 
has allowed them to produce the 
same quality in a more cost efficient 
manner. Interest in the brand has 
arisen all over the world, with many 
enquiries directed to Mills about 
whether a Wasabi Warriors store 
could be opened in their country.

“I don’t normally chase international 
business. We very much focus on 
Australia and our own backyard, but 
we’ve had quite a lot of international 
interest in Wasabi Warriors, so we 
are now open in the Philippines and 
Hong Kong and have an agreement 
in the Middle East with Wasabi 
Warriors. With Hong Kong and the 
Philippines we got a great response 
to the ‘eat good, do good, feel 
good’ philosophy. People are really 
responding well to that, so that’s 
been very fulfilling,” says Mills.

The growth of the business goes 
beyond the traditional franchising 
model. The frustration of not being 
able to provide sushi outside a 
traditional retail outlet, led Mills to 
purchase Sushi Ginza, the wholesale 
arm of the business. Now, there 
are opportunities to provide sushi 
to new, untapped markets such as 



schools, Defence Force mess halls 
and cruise ships. 

“I’m a mother of a four year old and 
a two year old,” says Mills. “This is an 
interest for me, because I’m starting 
to pack lunches and send them 
off to preschool; I’m still packing 
sandwiches and I want to be packing 

sushi. One of the growing areas is 
kids, youth is the biggest market, 
and they see it just as an Australian 
food, they don’t see it as a special 
Japanese food or Korean food. They 
just see it as an everyday food and 
they love eating it. So that’s a big 
area for us that we’re getting into. 
So we are basically now retail and 



wholesale sushi, we have kitchens 
in Queensland, Victoria and Sydney 
for the wholesale side.”

Starting a Wasabi Warriors 
franchise works a bit 
differently in the initial 
phase. Rather than 
paying an upfront 
fee, franchisees 
are funded 
into the 
business 

through the ‘manage to own 
programme’ initiative, where the 
franchisee pays back the initial 
franchise fee with a portion of the 
profits they make. This model was 
so successful that the number of 
stores rocketed from 22 to 50 very 
quickly.

“The only problem with that, of 
course, is that there is only so much 
that we can fund, and so we’re asking 
more from the franchises to help do 
that. It’s a programme that we will 
keep running and keep encouraging 
people to do and I do hope that the 
banks get behind it a bit more, so 

that’s our biggest growth.”

When it comes to qualities in 
a potential franchise owner, 

Mills certainly knows what 
to look for. “They’ve got 

to have passion for the 
brand, or they have 

to have passion 
for owning their 

b u s i n e s s , 
supportive 

f a m i l y 
a n d 

friends. And then, where we can, 
we assist in the ‘manage to own 
programme’.  People with energy 
and passion succeed, because 
you can have people who have the 
money, but just no passion and so 
a business is always going to do 
better if you have that passion that 
you put into it.”

She goes on to say that a recent 
study by Griffith’s University 
identified family and friends as a big 
factor for success in a franchisee. 
“When business gets tough or 

you’re still in those first stages and 
you’re still trying to get through, if 



Nicola Mills

One of the first 
things we look at 
with people is what 
do their family and 
friends think about 
what they’re doing



your family and friends are saying 
to you ‘I told you that you shouldn’t 
have done it, you shouldn’t have 
gone into business, you should have 

kept your corporate job,’ people give 
up. But those franchisees that have 
family and friends saying, ‘We’ll help 
you, we’re here for you,’ are the ones 
that get through those hard stages 
and go on to do really well. So funnily 
enough, one of the first things we 
look at with people is what do their 
family and friends think about what 
they’re doing.”

Part of Wasabi Warriors success 
story comes from having an advisory 

board which can challenge the 
status quo. Mills believes it is always 
important to have people challenge 
her to look at different perspectives 

and find creative 
solutions to 
challenges.

“I have some really 
strong executives 
on my team who 
can get on the 
job and get things 
going. The key 
thing is to not take 
no for an answer, a 
lot of people like to 
say no because it’s 
easier and safer. 
Always finding a 
way over, or around, 
or under, these 
challenges is really, 

really important for perseverance 
and determination and if need 
be asking for capital to grow your 
business.”

While the competition within the 
marketplace has become stronger, 
the sushi industry has grown too, a 
very positive sign for the company 
moving forward. Their long term goal 
is to have Wasabi Warriors become 
the #1 brand for sushi in Australia 
and be internationally recognised. 

One of the first 
things we look at 
with people is what 
do their family and 
friends think about 
what they’re doing
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