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Introduction
Restaurant positioning is the process of creating a clear place for a brand in the customer’s mind by
linking food, price, service, atmosphere, convenience, and emotional meaning. Olive Garden and
Miyabi Japanese Steakhouse compete within full-service dining but use markedly different
approaches. Olive Garden pursues a broad-market position built around familiar Italian-American
food, generosity, consistency, family accessibility, and widespread availability. Miyabi uses a more
focused regional position centered on Japanese steakhouse cuisine, hibachi performance, sushi,
seafood, and a social dining experience in which food preparation itself becomes entertainment.
Current corporate data reinforce the scale difference: Darden Restaurants reported 953 company-
owned Olive Garden locations as of August 30, 2026, and Rick Cardenas remained Darden’s president
and chief executive officer (Darden Restaurants, 2026). Miyabi’s full-service operation is much smaller
and more geographically concentrated. The comparison therefore shows two viable forms of
differentiation—scale-driven consistency and experience-driven specialization—rather than assuming
that one restaurant must imitate the other to compete successfully.

Olive Garden’s Broad-Market Position
Olive Garden’s core promise combines recognizable Italian-American food with a sense of abundance
at an accessible full-service price. Breadsticks, soup or salad, pasta, chicken, seafood, desserts,
children’s selections, and shareable dishes create an experience that can accommodate groups with
different preferences. The brand is not positioned as formal fine dining or as a strict reproduction of
regional Italian cuisine. Instead, it links “Italian generosity” with family gatherings, comfort,
predictable service, and value. This broad positioning reduces perceived risk for customers because a
traveler or family visiting an unfamiliar location generally knows the type of menu, service level, and
atmosphere to expect. Darden’s national scale supports purchasing, advertising, technology,
restaurant development, and standardized training, but the same scale creates execution risk
because inconsistency at individual restaurants can damage the wider brand. Positioning therefore
depends not only on marketing language but on whether food temperature, order accuracy,
cleanliness, wait times, employee attention, and problem resolution reliably match the promised
experience.
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Convenience has become an important extension of Olive Garden’s position. Digital ordering, takeout,
catering, wait-list tools, and delivery in participating markets allow the restaurant to serve customers
who want the brand’s food without a traditional dine-in visit. This widens the range of occasions in
which the brand can compete, from family dinners to office meals and home gatherings. Menu
innovation follows a similar logic. Olive Garden must introduce enough change to remain relevant
while protecting familiar products that drive repeat visits. Limited-time offers and value combinations
can create interest, but radical menu shifts would weaken the recognition on which the chain
depends. Physical facilities also communicate the position. Parking, entrances, waiting areas, dining
rooms, lighting, restrooms, and exterior maintenance signal whether the restaurant is dependable
and family-friendly before a meal is served. Olive Garden’s competitive advantage therefore lies in
combining scale, familiarity, perceived generosity, and convenience with operational consistency
across a very large network.

Miyabi’s Experience-Centered Position
Miyabi Japanese Steakhouse uses a narrower but more theatrical value proposition. Customers
purchase steak, seafood, sushi, rice, vegetables, and other Japanese-inspired dishes, but they also
purchase the experience of watching a chef prepare food at a hibachi table. Sound, movement,
steam, knife work, conversation, and presentation turn production into part of the service. This form
of experiential dining is especially suited to birthdays, vacations, family outings, and group
celebrations because customers share attention around the cooking surface. Miyabi’s official
presentation of its full-service restaurants emphasizes Japanese steakhouse food, sushi, chefs, and
physical surroundings such as its fountain and waiting area. The environment therefore provides
tangible evidence about an otherwise intangible service. Miyabi should be described as Japanese-
themed rather than Chinese, and claims about the ownership structure of every location should be
avoided unless supported by reliable corporate information. Its smaller geographic footprint can
become an advantage when regional identity, repeat visitors, and local word-of-mouth create loyalty
that national advertising cannot easily reproduce.

Positioning Comparison

Positioning element Olive Garden Miyabi Japanese Steakhouse

Cuisine Italian-American Japanese steakhouse, hibachi, sushi, and
seafood

Target market Broad family and casual-dining
market

Families, groups, tourists, celebrations,
and experience-seeking diners
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Positioning element Olive Garden Miyabi Japanese Steakhouse

Core value
proposition

Generous, familiar full-service
dining at an accessible price

Entertaining tableside cooking and a
distinctive Japanese-inspired experience

Main differentiation Breadsticks, soup or salad,
consistency, scale, digital
convenience

Chef performance, hibachi preparation,
sushi, atmosphere, social experience

Geographic reach Large national and international
presence

Primarily regional full-service presence

Price position Accessible to moderate full-
service dining

Moderate to premium depending on menu
selection

Customer Value, Competitive Risk, and Strategic
Fit
The comparison demonstrates that positioning works when the product, operations, and
communication support the same promise. Olive Garden’s customer may value predictable portions, a
broad menu, familiar hospitality, and the ability to obtain the same experience in many cities.
Miyabi’s customer may accept a more specialized format because chef interaction and tableside
cooking create a memorable occasion. The brands therefore compete partly for the same dining
budget while solving different customer problems. Olive Garden faces competition from national
casual-dining chains, local Italian restaurants, takeout, delivery, and at-home meals; Miyabi competes
with other hibachi restaurants, sushi concepts, steakhouses, and celebration venues. Each brand
could weaken itself by copying the other too closely. Olive Garden would risk operational complexity if
it added highly theatrical service, while Miyabi could lose distinctiveness if it reduced the meal to
standardized convenience. Strategic improvement should reinforce the attributes customers already
associate with the brand while correcting service, digital, menu, or facility weaknesses that interfere
with those attributes.

Conclusion
Olive Garden and Miyabi Japanese Steakhouse illustrate how restaurants can succeed through
different forms of market positioning. Olive Garden relies on national scale, familiar Italian-American
food, perceived generosity, family accessibility, operational consistency, and growing off-premise
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convenience. Darden’s latest fiscal 2027 first-quarter release reported 953 company-owned Olive
Garden restaurants as of August 30, 2026, demonstrating the reach that supports this strategy.
Miyabi competes through specialization: Japanese-inspired cuisine, hibachi performance, sushi,
seafood, physical atmosphere, and the social value of watching a chef prepare the meal. One brand
reduces uncertainty through standardization; the other increases memorability through experience.
Effective positioning requires more than a slogan because customers test the promise through price,
food, service, environment, and convenience on every visit. The strongest strategy for each
restaurant is therefore to deepen its own source of value while monitoring how customer
expectations, delivery technology, labor costs, competition, and dining occasions change over time.
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