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Case Overview

A. Synopsis
Nonna’s is 250-seat, independently owned Italian restaurant in the Hampton Roads area of southern Virginia. Co-owners and siblings Anna Russo Coggeshall and Cris Russo, members of the third generation of family restaurateurs, have deviated from the pizzeria in a strip mall franchise format established by their grandfather more than 40 years ago. An upscale, reasonably priced dining destination, Nonna’s competes not only with nearby local Italian restaurants owned predominantly by family members, but also the likes of Olive Garden, Romano’s Macaroni Grill, and Fazoli’s.   Nonna’s has tried to differentiate itself from the competition through its menu, providing catering services, and developing a line of specialty dipping oil, salad dressing, and tomato sauce. 

Everyone has had numerous experiences with restaurants. Many students have worked or are currently working in the restaurant industry while attending college. All have, of course, eaten in restaurants. This case exposes students to a variety of business issues involving entrepreneurship, family enterprises, and impact of the recessionary economy on an independently owned restaurant as well as all elements of the marketing mix, including new product and service development, site selection, promotional options and pricing. The uses of a customer database for a small restaurant are explored.
B. Overarching Problem
Anna and Cris face a variety of challenges as they try to establish a successful business. The two seem to have a big vision of a multifaceted enterprise that incorporates a thriving restaurant, a successful catering business, and gourmet packaged products. What becomes obvious in reading the case is that while some decisions have been made, (e.g. the commitment to use only fresh ingredients and serve only homemade dishes), priorities among the three directions haven’t been set. The two want to grow the three prongs of the business they have established. The question is how many directions can the twosome go at the same time? Where should their priorities lie?

The case provides considerable background about promotional efforts the two have either tried or are considering for each prong of the business. Each prong may be analyzed individually or combined to identify how the various aspects of the business should be prioritized.

General Case Questions:
The following case questions which are provided at the end of the case address general business issues:

1. What other forms of direct and interactive marketing would help Nonna’s?

2. What type(s) of special events might help boost Nonna’s image and business?

3. How would you suggest obtaining information to help build Nonna’s customer database?  (This is especially important for marketing Nonna’s catering services and its specialty product line.)

SpecificCase Questions:
The following case questions may be used to address the three specific case challenges:

Decision #1 - Case Challenge #1:  Increase guest traffic to Nonna’s Italian Restaurant
1. What do you think about using Nonna’s commitment to providing homemade cuisine with only fresh ingredients with regard to marketing the restaurant?

2. How important is price as a variable in consumer’s dining decision-making process?  How might it affect Nonna’s direct and interactive marketing strategies?

3. What specific promotional offers should Nonna’s use to drive more patrons to the restaurant? 

Decision #2 - Case Challenge #2:  Increase Nonna’s catering business.
1. Identify and describe “new” target markets for Nonna’s catering business.

2. What lists might Nonna’s rent to target appropriate prospects in marketing its catering services?

3. Given the wide variation in NPBT for the various catering services offered, should Nonna’s focus its marketing efforts towards a particular service or continue to offer all forms of catering?

Decision #3 - Generate sales for Nonna’s Homemade Tomato Sauce, Dressing and

  

  Dipping Oil Products

1. How would you market Nonna’s gourmet products?  Detail the direct and interactive marketing strategies you would recommend. 

2. To whom would you promote Nonna’s new product lines?  

3. What lists might Nonna’s rent to target appropriate prospects in marketing its gourmet products?


Teaching Note: Professors could ask students or student teams to research lists that could be rented in an attempt to prospect for retail distributors and direct customers for Nonna’s specialty product line.  Professors could assign student teams the $5,000 budget allocated for list rental strategies and require each student team to research lists via NextMark’s free List 
Finder service described below and spend the budget on list rental.  Students should be asked to provide justification and rationale to support their list rental recommendations.   


NextMark List Finder Service:   Visit NextMark’s Web site at:  www.nextmark.com
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