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The Italian Marketing Society (SIM - Societa
Italiana Marketing) was founded in 2002 on

the model of the famous American Marketing
Association, with the intentfion of being:

« a point of reference and aggregation
between academics, managers, students
and marketing enthusiasts;

« a bridge between the world of business and
institutions;

e a suitable environment for cross-fertilization
between theory and practice
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Mercati & Premio Marketing

SOCIEta lta“ana Marketlng Competitivita per I'Universita

MISSION CHI SIAMO PARTECIPA

La societa scientifica che promuove e diffonde la cultura di
mercato nelle universita e nelle imprese.

- Il digital magazine (o i SIM
Premio SIM "Marketer of the year" del:glsm e B

PREMIO MARKETING

>ER L'UNIVEF

www.simkig.com
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Italian Journal of Marketing Today

Marketing
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2. The annual conferences:

« 2011: VI, Rome, Mobility respecting the environment
« 2012:IX, Benevento, International marketing and Country of Origin effect
« 2013: X, Milan, Smart life - From technological innovation to marketplace

« 2014 Xl, Modenaq, Food Marketing: markets, supply chains, sustainability
and brand strategies

« 2015: XII, Turin, Marketing at the service of cities. Cultural heritage and
urban revitalization

« 2016: Xlll, Cassino, Marketing & Retail in changing markets

« 2017: XIV Bergamo, Successful marketing. Companies, institutions, people

« 2018: XV Bari, Identity patterns in Marketing

« 2019: XVI Piacenza, Marketing 4.0. The challenges of multichannel strategies
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3. The University Marketing Award

A PREMIO
il | PHILIP MORRIS
PERL MARKETING

V PREMIO PHILIP MORRIS ITALIA
/ The International Challenge
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through food retailing o
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N Di Martino Group’s Proximity o
v project “““

0

Core idea

Integrate catering and sales to get closer to the
customer through a space that has a twofold value: a
place of knowledge and purchase of pasta, but also
a stage for a consumption experience.

The project is based on the proposal of specific
formats with a contemporary style for the two brands
that most characterize the company's offering:

Di Martino and Antonio Amato.
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The challenge of the 32" edition of the SIM
Marketing Award is:

To increase the average turnover of a single point of
sale by 20% through the construction of an
innovative and differentiating product offering
aimed at a specific market segment
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The history of Di Martino Group

&

In a few years, Giuseppe In 2006, a second Today the Di Martino Group also

Di Martino's pasta crosses production plant is operates through its own stores and,
the national borders and built in Pastorano after the first opening in Naples in
arrives in America. (CE). 2017, it aims to increase the target

audience

In 1912 the Pasta
Factory was
founded in
Gragnano

by Giuseppe Di
Martino

In 1977 the sons took over
from Giuseppe and, in
1979, formed the Pastificio
Gaetano Di Martino e F.lii.
In the nineties the third
generation, represented by
Giuseppe and Giovanna Di
Martino, joined the
company.

In 2013 the Pastificio
Antonio Amato of Salerno
is acquired.

This was followed, in 2017,
by the acquisition of a
majority stake in Grandi
Pastai Italiani, a company
sited Emilia Romagna 7
producing fresh pasta.
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B From a small family business to a o
— global player

AMATO »

180.000 tons

of pasta

93% of exports in 30

produced . : -
each year worldwide countries 395 employees

8 millions 170 min euro ==

Servings per da NN

9P 4 Turnover 2018 l i
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- The Group brands ) ﬂMﬂ
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The collaboration with
Dolce & Gabbana
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\X  AMATO
di Safermo
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The direct entry into the
world of retailing has
taken place through the
opening of branded
travel stores in the airports
of Naples, Rome-
Fiumicino and Bologna.

The latest challenge
undertaken by the Group
consists in developing
innovative
distribution/restaurant
formats.
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e Changes in food consumption AMATO /4

People are eating out more
and more often, devoting
shorter average time to food,
but it has to be good quality
time.

drivers of the
shift in out-of-
home eating

Shorter

lunch
breaks

Urbanization

increase in
the number
of small and

single-
person

households

Increasing

challenging number of
lifestyle and women
less time on

working out
of home

More value
and quality
food

-3 B«
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Pasti consumati solitamente fuori casa Locali frequentati negli ultimi 6 mesi*

70%

46% 44%

36%
34% 77z
: 25%
% ; 15%
14% ; I 2%

Caffetteria Street Food

[N

MMM

Z MMM
AN\

Colazione Pranzo Cena Locale  Ristorante | Fast Food
informale tradizionale

Legenda: [ Servizio altavolo [ZZZZZ] Servizio al banco

Source: company
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Ovut-of-home food expenditure
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\X AMAT
di Safermo
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o Ad

Oltre i 30€
2%

€21-30 Meno di 5€

13%

€11-20
30%

o

49%

Pranzo

Oltre i €50
€30-50 1% Meno di €10
9% ‘ 6%
€21-30
37% € 10-20

47%

Cena

Source: company
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«n  Key buying factors in restaurant
choice

o

AMATO »
o

7,
L 4

{ Qualita del cibo I 16% 35%

Tipodicucina 6% 6% 22%
Servizio 2% 1% 13%

Recensioni su internet - 7% 10%
Raccomandazioni di amici 2% 6% 8%

Raggiungibilita 8% 4% 7%
Adeguati standard igienici B8 4% 7%
Poco tempo a disposizione 2%04% 6%

Preferenze dei famigliari 1%4% 5%
m Aspetto principale Aspetto secondario

64% |
]

Source: company

Price is still a decisive variable in food consumption
decisions and the main criterion used for choosing
restaurants
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e From new formats of urban food to
N home-delivered meals “M“

ANTONIO

The evolution of food consumption goes along with an
evolution of food formats based on certain trends:

Closer and closer connection between sales and supply

Push towards ethnicity and rediscovery of sireet food

Specialization of offers

Increasing importance of food delivery
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«o  |talian catering formats:
e a positioning map i

ANTON

Alto «Mangiare Fuori Casa»: Ristoranti casual, pub e Fast-Food
>30€

Premium casual ?

dining catene di

ristoranti che

Casual Dining: catene e
ristorante indipendenti,
con una spesa mediache non
supera i €20/persona

offrono o
un’esperienza Heexical
a simile ai ristoranti
-~ ra.fﬁ‘nati (Fine LN | ho,y wrger
.© | Dining) con prezzi m
LS maggiorideiCasual | S ( \FFE
3 g :
E Fast food
8 tradizional-
@N) mente
= ROSSOSAPORE __K molto meno
= S U S h | ko costosi del
Fast casual , = STonTi S {r Cz.asgal
dining catene dl L"RW' 1953 AlLARO MAMA BURGER Y . mning
ristoranti con prezzi : a} " a1 P I % ,‘wl
medi tra segmenti kil \I A PIADINERIA
Casual e Fast-Food QU 1 [\
L CREMAMORE
\ S S MU
Basso
<5€
Alta < Permanenza media » Bassa
O Cigierre — Compagnia Generale Spa
’\__\; Gruppo Sebeto o Gruppo Cremonini
Gruppo Risto (Vera .-
Ristorazione srl) - / Gruppo Autogrill

y
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Ao  KSFs of restaurant chains

B

g0l
Natural life
Yogurt & Birssers, Piadineria Chained restaurants
/ IceCream e sedici Key success factors
yO4O0ring o esso I} ” I L
) s R s p @ - ‘LA PIADINERIA: oo amnan- Clear and
. x@; 1 attractive value
la@jogurteria ARTIGANPIADA proposition
GROM . mu
Bakery Co‘ﬂ‘ee 1L GELATO COME LINA VOLTA 3 Oﬁer innovation
o — menus, loyalty
e programs
(alfRuizaovia Grocery-Risto Risto- Production
%f 3 Roll-out potential
S Ll Mono-product «e
Fast Food EATALY MR fehiceHiRiccH oS4,
e rlsgmore
- @D TaLY| % 1‘?; ] S 4 Clear location
M b J METROPOLITANO qz"““:’" Biviciclo. '-?;:“ ;Z\IDD ‘C«'fﬂf@’& strategy
L Toghaielly
e R dining GDO-Risto Retail&Food 5 Brand awareness
= q (ke
oo EEmmm || €OIS atue added
BB K Feltrinelli J‘ §erv1;ces: onlineand
oya rograms
. BarA yalty prog
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Proximity project pillars
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'
< ANTONIO

nMn
di Salermo
/‘\

Servizio di
ristorazione «veloce»

e caffetteria dalla
colazione allacena

Vendita di prodotti
tipici Campani (es.
pasta secca,

conserve, prodotti
freschi, salumi,
formaggi)

Ristorante
& Caffetteria

Store

Takeaway

Online
Delivery

Offerta dispecialita
da asporto
(es. gnocco fritto)

tramite mezzi
itineranti quali
FoodTruck e ApeCar

Servizio di
consegna
attraverso

piattaforme online
(es. Foodora) siadi
piatti pronti sia di
«meal kit»

PREMIO MARKETING
PER L'UNIVERSITA
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" Two formats, two experiences ‘*
L 2

Two catering formats for two types of experience

Forerunner for the Di Martino format was the Sea
Front Pasta Bar, opened in 2017 in Piazza Municipio
iIn Naples.

The Antonio Amato format, still in the launch phase,
will be opened soon in the heart of Milan.

PREMIO MARKETING
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™  Di Martino revenue model 0N|o

mgppa0Q nMnTo

— Cena | Martino IGP
X S — Pranzo | Servizio aggiuntivo con
prodotti di caffetteriae
 — Cena | dolciari
ﬂ akeawa a Devozio { Pranzo | Spaghetto al pomodoro e
e I = basilico in box da
1 Cena | passeggio
!& 1 Pranzo | Prenotazione su
Cena |  piattaforme online/delivery
12
Vendita di 126 diversi formati di pasta secca e gadget
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e Di Martino: a stage for PGI o
ol Gragnano pasta “”"

0

Value proposition features:

elegance of the environment entirely dedicated to pasta;

professional service;

selected chefs who prepare the products on sight;

full immersion in the ltalian spirit
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Sea Front Pasta Bar in Naples

o

AMATO »

The restaurant has 24 seats, a deliberately limited capacity for
an experiential format that makes the customer participate in
the preparation of the dishes

7
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e Target segments of Di Martino o

ngpi0 -

»
format “
> Professionals
»>Tourists
»Couples

>»Gourmet consumers
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ANTONIO

s La Devozione: spaghetti fo-go “

4

Thanks to take-away, Di Martino also
reaches the youth segment (under 30).
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nanponC Antonio Amato revenue model K\ AMATO

»

Antonio Amato
—a Risto Store

® =
J
T‘ Ristorazione Pranzo | Menu a base di pasta
Antonio Amato e contorni
Cena |
l Colazione l Servizio al bancone di
—_— Pranzo | prodotti di caffetteria e
: Cena | dolciari
Colazione S
Possibilita d’asporto
m Takeaway ' Pranzo durante colazione, pranzo
Cena ecena
.Bé% | '_'1 I Pranzo | Prenotazione su
_| Cena | piattaforme online/delivery
@ Pasta secca e fresca, conserve e prodotti freschi (salumi e altri) di
provenienza Campana/Cilentana

B

a FoodTruck

Colazione s

Food truck per specialita

ﬂ TakeAway Pranzo da asporto (es. gnocco
e Cena fritto salato e dolce)

7
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nie  Antonio Amato: Mediterranean / \
— . “A‘JS#‘J? »
flavors in a fast-food /

4

Core elements of the value proposition:

gastronomic offer linked to Cilento and the Mediterranean
diet;

quality products in the fast-food pasta format;

speed, simplicity and convenience;

effective automatization of processes made possible by @
technological platform
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ANTONIO
AMATO

di Salerno

The message enclosed in the Antonio Amato catering format,
perfectly aligned to the brand identity:

you don’t have to be a great cook to cook a good pasta dish
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«n  Prototype of risto-store Antonio o

Amato

(P Ristorante
Fast food con modalita Self-
Service

Delivery e * Posti a sedere: ~100
Servizio di consegna a '  Turni (#/g) : 3
domicilio tramite App del + Coperti (#/g) : 300
ristorante/terzi - + Ordinazioni (#/g) : 260
* Ordinazioni (#/g): ~45 . = '
, N _lo
|
= [] — 09090 O 4| + Ordinazioni (#/g): ~50
Magazzino (Piano | = HEHEH &
seminterrato) .
R s T e Takeaway
| Servizio d'asporto/pasta to-go
\e st esterno al ristorante
ore
* Ordinazioni (#/g): ~45

Adiacente/nei pressi del ristorante, il negozio
Antonio Amato offre pasta e prodotti tipici
campani/cilentani (legumi, salse, etc.)
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qne 1arget segments of Antonio Amato /

ANTONIO

»
caterlng format nm

°Asnn(|0(l-

> Families
» Young people under thirty
> Tourists

> Office employees (for lunch break)

In line with the offer outlined, the price range mirrors the pursued
medium-low positioning and is roughly below 20 euros,
organized in a self-service mode, the total capacity of the
restaurant is 100 seats
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s The Antonio Amato food truck AMATO /g
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o The 2020 challenge ey

Note the following information for reference:

DI MARTINO Piazza Municipio:

+ Pasta Store + Take-away La Devozione + Restaurant Pasta Bar.

+ Seats: 24.

» Average receipt Pasta Store 10€,

* Average receipt La Devozione 5§,

* Average receipt Pasta Bar 50€ (in constant growth since the beginning of the year).
» Expected turnover for 2019: 750,000%€.

ANTONIO AMATO Center of Milan (next opening):

« Pasta store + Cafeteria + Restaurant + Take-Away + Food Delivery + Food truck.
+ Seats: 120.

» Expected turnover first year: 1,500,000%€.

+ Expected annual turnover food truck first year: 150,000%€.

* Average food fruck receipt 8.5€.
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s Case objectives “”"

0

Acting as the Marketing Team of the Proximity Project of the Di
Martino Group, each team will have to:

1) Choose just one of two brands
2) Analyze the current market offer

3) Sub-segment the market and identify a more specific
consumer segment than those already indicated

4) Develop a plan to achieve the case objective addressing
all strategic and operational aspects

PREMIO MARKETING
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i Case objectives nm

0

The tfeam will have to consider the following elements:

* the product offering may relate to one or more areas of
activity described in the case (Restaurant, Cafeteria, Store,
Delivery, Take-away, Truck);

« To make things easier, if you choose the Di Martino brand,
the operational proposals can be referred to the store soon
to open in New York (at the Chelsea Market); if you choose
the Antonio Amato brand, the operational proposals can be
referred to the store soon to open in Milan in the central
areaq.
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“@Jﬂ The budget ’

L 4

» For the marketing plan, relating to the three-
year period October 2020 - October 2023,
each team will have a budget of 1,500,000€
for Di Martino and 1,000,000€ for Antonio
Amato, which will have to be used to cover
marketing costs only.

« Teams will not have to take info account cosfts
of any other type (personnel, facilities, etc.).
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»
'
X CAMATo. X

di Salermo
.
L 4

* The prizes for the teams that will be classified in the
first three positions are being defined.

* As per tradition, the best 100 teams will be
awarded a certificate of participation, indicating
their position in the ranking.

« Regardless of the placement that will be obtained
In the final ranking, the participation will be a
unique and unrepeatable opportunity to get
involved with your team 1o fry to solve a real
business problem

e ——
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X CAMATo. X

di Salermo
.
L 2

In addition to the text of the case, further material
useful for the elaboration of the plan will be made
available on the Award website:

www.premiomarketing.com
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e Who can participate? “”"

0

 Partficipation is open to all students (Italian and foreign)
enrolled in a three-year degree course or a Master of
Science degree offered by Italian universities and recent
graduates within 1 year.

* You can participate as a team or individually (minimum 1
student, maximum 3 students). A "team leader" must always
be identified and communicated to SIMktg.

 YOu can be up to 29 years old

« Workers and students enrolled in Specialization Masters or
Schools are not allowed to participate.

PREMIO MARKETING
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s How to participate? “”"

0

« The work must be sent only in paper format in two copies,
including the duly completed application forms.

* |t must not exceed 20 pages in length (A4 format,
maximum 35 lines per page).

* |t must be absolutely anonymous (it must not include the
names of the team members, nor the Department and/or
University attended by the participants).

* [t must be sent by 30 May 2020 to the Secretariat of SIMkig -
Italian Marketing Society.

Premio Marketing SIM

c/o Segreteria Societa Italiana Marketing Dip. Comunicazione e Ricerca
Sociale-CORIS

Stanza 215, Il piano
SAPIENZA UNIVERSITA ROMA
Via Salaria 113 - 00198 Roma i e
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Enjoy your work!




