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Background

As time goes by in economic and social development, some traditional snacks face
various challenges and difficulties. Many once glorious time-honored brands have
encountered difficulties due to various problems, such as outdated service levels and
poor personnel management. Gone with the brands are the culture and particularity of
the place they represent. Nanjing Street Stall was founded in 1994, and it is a classical
restaurant representing the unique Huaiyang cuisine, which locals and tourists love. As
a famous specialty restaurant, it brings together the memory of Nanjing cuisine and its
history and culture of the early 1900s. In the face of fierce market competition, making
connections between local traditional snacks and consumers needs to be done.
Marketing strategy

1.Nanjing Street Stall opens 34 stores in major first-tier cities across China, covering
first-tier cities such as Beijing, Shanghai, Shenzhen, Nanjing, Tianjin, and Wuhan as
well as bringing the Jinling (ancient name of Nanjing) food culture with Nanjing
characteristics to Hong Kong and overseas markets. In 2016, Nanjing Street Stall
moved into Sunga Phi (Singapore) and opened our first overseas store. While
preserving the traditional taste, it spared no effort to promote and inherit Nanjing culture
by organizing food-tasting public welfare activities in the region.

2.Popular online social media is also one of the channels for traditional snacks to return
to market competition. Combine the Online brand culture promotion with the official
app's marketing for fans. Through the media platform that already has millions of
followers, we promoted the food culture with unique local characteristics and held a
series of special activities to advertise the traditional food culture of Nanjing.
Outcomes

The daily 4-hour queue of record-making in Nanjing is still intact. A wide variety of
dishes such as saltwater duck, Mei Ling (first name of Madame Chiang-Kai-Shek)
congee, Wangfu (Imperial court) pickled chicken, and roasted duck buns have captured
the hearts of foodies and have become synonymous with Nanjing cuisine. Inheriting
the traditional Huaiyang food culture in Xinjiekou, the restaurant has been innovative
and progressive, forming a unique signature culture. Nanjing Street Stall has become a
name card of Nanjing.

Implications & Challenges

As the classical restaurant brands are gradually joining the competition with the online
media, the negative comments from consumers, such as unfavorable taste, sluggish
service, and indifferent attitude, result in the gradual loss of customers. In regard to
marketing, what action should be taken?
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