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Executive Summary  

Leonardo’s Pizza company is a small family owned pizza business that came to 

Burlington Vermont 25 years ago in 1990. Since then they have grown in members of 
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the company and locations of the business. The following marketing plan is a collection 

of historical progress that Leonardo’s has made along with future ventures they plan to 

achieve.  Leonardo’s has been known for their unique tasting pizza, quality ingredients 

and involvement in their community. As they grow they hope to expand in these areas as 

well as open up new areas to tackle, and excel within. The following marketing plan 

details how they plan on doing this through advancements in social media, retail, and 

franchising. This is a five year marketing plan, which gives Leonardo’s room to pace 

themselves as well as make needed changes along the way. Throughout all success and 

growth are the expected outcome of this marking plan, and based on the work ethic of 

this brand they will come out victorious in this objective.  

 

 

 

 

 

 

 

 

 

Company Description  
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Leonardo’s is a family owned and operated retail pizza delivery and carry out 

company based in New England. Leonardo’s has been serving the Burlington, Vermont 

area for 20 years with two stores, and opened a third store in Portland, Maine in 2007. 

Leonardo’s has received “Best Pizza” recognition with numerous awards. The family 

members running the business have worked hard to create all of Leonardo’s pizza 

creative and innovative recipes, taking pride in the development of traditional, 

vegetarian and gourmet pizzas.  

They make dough daily in store using King Arthur Flour and prepare their 

ingredients using the finest tomatoes, cheeses, flour, meats and vegetables.  All of their 

pizzas are made with organic whole wheat or white crust, using the highest quality 

ingredients, resulting in a fresh and flavorful pizza with integrity, always striving for 

perfection. 

 

 

 

 

 

 

 

 

 

 

Strategic Focus and Plan  
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Mission:  

The mission at Leonardo’s Pizza is to express and keep the importance of the 

quality of pizza on high standards. From the start of the company they have prided 

themselves on giving their customers a new dining experience. They were the first pizza 

company in Vermont to have whole wheat crust. Now that may not seem like a big deal, 

but when they started 20 years ago, this was mind blowing to their customers. Since 

then they have kept that same tenacity to always produce the best for their customers. 

This comes in the large variety of fresh all natural Pizza ingredients that they have. 

keeping in mind that they are serving a large variety of taste buds, Leonardo’s continues 

to search for more ways to expand their ingredients while not reducing the quality.  

 

Goals:  

Non-Financial Goals 

1. To retain employees: Being the Leonardo’s is a family based business, they want 

to be more than just a stepping stone job. The Goal is to bring more people on the 

team who want to grow with the business and have a passion for the job. 

2.  To live up to the brand: Leonardo’s always want to give their customers exactly 

what they advertise, which is great quality Pizza, made from the freshest 

ingredients.  

3. To bring on younger employees: Leonardo’s wants to build a relationship with the 

millennials, who also happen to be their biggest group of customers. What better 
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way to connect with the group, than having people on your team who reflect the 

group.  

4. Using more social media avenues to market: Leonardo’s is trying to do something 

different, finding new and innovative ways advertise through new social media 

portals is the goal. Finding the best social media outlet that will give them “the 

most bang for their buck” while being able to stay focused on the quality of the 

Pizza.  

Financial Goals:  

1. To sell the speciality Pizza sauce in retail:  

2. To expand the company:  

3. To gain relationships with outside organizations: Leonardo’s is currently looking 

for new ways to partner with nonprofit organizations and give discounts. This will 

in return result in advertisement via word of mouth and help to increase sales.  

4. Become interwoven with the community: Colleges and business communities 

present the opportunity for Leonard’s to make themselves a commonly used 

name. They don’t just want customers to a pizza once, they want to build a 

relationship so the customers keep on coming back.  

 

Core Competency & Sustainable Competitive advantage:  

In terms of the core competency, Leonardo’s seeks to work toward an 

accomplishment of  (1) retention in their ability to gain employees, (2) utilizing the most 
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of social media for the improvement of their advertising channels and (3) opening up a 

retail market for their speciality recipes pizza sauces.  

Leonardo’s would like to have employees on board who want to build and grow 

with the company, people who have a passion and see themselves making a career out of 

the pizza business. Social media marketing is the best market for Leonardo’s.  

However instead of wasting time and money trying to overpopulate all social 

media channels, Leonardo’s wants to find the one social media network which will give 

them the best bang for their buck.  

As Leonardo’s has made a name for themselves in Vermont as pioneers in the 

pizza business, they were the first pizza company in Vermont to offer whole wheat crust, 

they want to continue this legacy. Leonardo’s is working on expanding, in the coming 

years they will be packing their speciality recipes pizza sauces in jars and selling it on the 

retail market. As many may know it’s not likely to easily find pizza sauce in your local 

grocery store or market, many may have to substitute pasta sauce for pizza sauce for, but 

anyone who pays attention to the taste of their food, knows that there is a significant 

difference. As always Leonardo’s is thinking of the future of the pizza world while 

sharing the quality of what they make with as many people as possible.  
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Situation Analysis 

 

Internal Factors Strengths Weaknesses 

Management Simple Structure 

allows for easier 

management decisions 

More 

responsibilities for fewer 

people 

Offerings High quality 

products with unique 

recipes 

Lower priced 

competitors 

Marketing Quality of food will 

help market itself through 

word of mouth 

Local chains 

dominate marketing with 

bigger budgets and 

stronger awareness 

Personnel Smaller business 

allows for easier 

communication 

Smaller staff might 

lower potential of 

efficiency 

Finance Smaller staff allows 

for lower overhead costs 

Larger competitors 

have larger budgets to 

work with 

Manufacturing Smaller menu 

allows for simpler process 

Volume has a limit 

based on staff available 

R&D Lower cost due to 

recipes being made in 

house 

Original recipes can 

be hit or miss with 

customers 

External Factors Opportunities Threats 

Consumer/Social Pizza is an ever 

popular food, many 

consumers will go for 

quality over price 

Higher pricing can 

lead to a smaller overall 

consumer base 

Competitive Quality of pizza can 

win over customers 

Many local and 

chain pizza shops to 

compete with 
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Technological Plenty of room to 

grow and take advantage of 

new technology 

Not enough staff to 

regularly maintain a 

website 

Economic Many college 

students in the area that 

will order out frequently 

High employee 

turnover due to new hires 

being mostly temporary 

Legal/Regulatory  Regulations on the food 

sold isn’t particularly strict 

Maintaining a clean 

store environment can be 

time consuming and costly 
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Market-Product Focus 

 

This section describes the three five year marketing and product objective, the target 

market, points of difference on the positioning  for Leonardo’s.  

 

Marketing and Product Objectives: 

Leonardo’s marketing intent is to take full advantage of all profitable channels of 

marketing to help endorse the name of Leonardo’s Pizza. These channels include, social 

media, newspapers, and word of mouth. The expansion of these channels and markets 

are detailed in four areas below:  

 

● Current Markets: Current markets will be grown by the expansion of the 

members who work for Leonardo’s. As Leonardo’s works on retaining employees 

they will be able to expand their advertising and social media markets. They will 

also have more positions available as they are opening a retail market. This will 

lead to a more efficient form of business in terms of a better structured employee 

organization chart. 

● New Markets: By the end of year five, Leonardo’s will have at least one new 

location, a new retail market and a higher functioning social media marketing 

system. This is be the outcome of increased profits of the already existing 

markets. This will lead to a lot more business for Leonardo’s, more expenses and 

more profits.  

● Food Service: Food service sale prices will likely stay the same in current 

locations and  change in new locations based on the economic climate. The 
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quality of the ingredients is only moving  forward, as Leonardo’s prides 

themselves on always providing the best for their customers.  

● New Products: When a new product id being decided on Kelly, Sara and Phill are 

the ones who sit in a meeting and come up with the idea, and essentially decide if 

this new type of pizza will work or not. From there the store managers are 

notified and trained on what the new idea will be and they are responsible for 

training the chefs and making sure all other workers are aware of the new 

product. The retailed pizza sauce will follow a similar pattern. Kelly, Sara and 

Phill all decide on what sauces to retail and where. After this is is the job of the 

department managers to make sure the sauce get on the shelves of stores that are 

directed.  

 

Target Market:  

 

Based on the location of Leonardo’s Pizza shops the target market varies between 

college students, tourist and local communities members. College students are likely be 

the most common and returning customers so the company take a special focus on 

them. Tourist are likely to remember the quality taste of Leonardo’s and enjoy their 

retail pizza sauce, so Leonardo’s wants to make themselves available to tourist in their 

hometowns as well. Last but not least, local community members are likely to use 

Leonardo’s for major events. For this reason Leonardo’s wants to stay true to their 

brand and make sure that the quality never decreases.  
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Points of Difference:  

The points of difference characteristics that make Leonardo’s unique compared 

to their competitors is as followed:  

● All fresh, natural and organic ingredients. This is about the main thing that 

Leonardo’s prides themselves on and they have been able to keep their word in 

this department for the past 25 years.  

● Unmatched variety in pizza choices. No other pizza shop or company and 

replicated the diverse pizza options that Leonardo’s has.  

● Family secret speciality recipe pizza sauce. As Leonardo’s prepares to retail their 

sauce, they will definitely be able to attract more customers to their pizza shop.  

 

Positioning:  

In the past Leonardo’s has not been the best at giving their customers visuals on 

their website and they have not been the best at working through social media. One way 

in which Leonardo’s can work on this is by gradually advancing their Informational 

technology department. They can do this by first adding visuals to their website and 

noting the reaction they get from this. This will give them a sense of direction for other 

positioning outlets. The challenge with this is that Leonardo’s is a small family owned 

business, so they can not afford to dive right into a completely new positioning frame. 

However in the following section we have detailed how Leonardo’s can work on 

improving positioning frames that they already have in existence such as social media 

networks like Twitter.  
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Marketing Program 

 

The four marketing mix elements of Leonardo’s marketing plan and program are 

detailed below:  

 

Product Strategy:  

 

Product Line: Pizza (specialty, traditional, vegetarian, signature gourmet, vintage), your 

choice of sauce, topping, and crust. Roasted chicken (chicken wings; regular, hot, barbeque, 

buffalo, thai, and panko crusted boneless tenders; regular, barbeque, buffalo, and thai). 

Breadsticks (garlic, cheesy, sweet cinnamon, and sweet nutella). Salads (garden and greek). 

Drinks (honest orange mango, honest cranberry lemonade, honest green tea, honest half & half, 

coca cola, diet coke, sprite, dasani water).  

 

Unique Product Quality: The unmatched pizza options are a reflection of the high quality 

and always fresh ingredients that Leonardo’s uses. This includes things like King Arthur flour, 

organic tomatoes, in store (never packaged) cheese and hand made pizza dough. The time and 

energy put into making sure that every pizza that leaves the store is a true reflection of the value 

placed on the brand.  

 
Price Strategy: Due to the fact that each order will differ, the total price of each order is 

given to the customer upon the ending of their order. for the future in marketing Leonardo’s can 

work toward putting prices next to pre-made orders on the menu on their website, along with 

including a picture of the food to really hook the customer in. Please be advised that the price is 

always justified by the quality of the work and ingredients that go into making the pizza.  
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Promotion Strategy: Social media is the best way to promote for Leonardo’s Pizza, but 

due to their high concentration and focus on making the best products that they can, they have 

lacked in this area a little bit. Leonardo’s want’s to find a way to promote through social media 

and get the most out of their efforts while not becoming a nuances on social media. A solution 

that we have come up with is Twitter. Now, of course we didn’t invent twitter but, here are some 

ways that Leonardo’s can improve marketing through twitter:  

● Twitter can allow Leonardo’s to communicate directly with their customer, by 

getting immediate short feedback. Twitter has a reputation for short feedback (140 

character limit). Twitter also has a reputation for sharing what’s happening in the 

‘right noow.’ This would make it easy for Leonardo’s to share things that they are 

currently doing, like pictures, events, sales, discounts, coupons and so much 

more. Twitter Also has the highest rate of college users and members compared to 

Facebook or Instagram, this puts Leonardo’s directly in the market with their 

target customers. 

● Leonardo’s can use Twitter for other things like:  

○ Fast Facts about their company like new locations, connections with 

colleges and nonprofit organizations (In non-Vermont locations, 

Leonardo’s does an offering event called :12 months of giving.” This 

offering event consist of Leonardo’s giving a sum of money to a 

non-profit organization, in order for them to get more assimilate in the 

community and in return, when every this nonprofit organization host an 
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event of their own they may order from Leonardo’s.) This would be great 

inform the customers about.  

○ Advertising what connections, sales, discounts and events they are being 

used for  

○ Taking survey on any topics (basing the responses in likes and retweets)  

○ Employing younger member to run the social media, because it’s easier 

for younger generations to get the attention of their peers  

○ Acquiring retaining younger and or more customers  

 
Coupons: Leonardo’s is currently using flyers, in local papers such as the  Seven days, and 

North-Avenue news. However, for the future we feel it would be best to continue using 

newspapers along with the focus and push towards the social media world. As well as allowing 

customers to create personal accounts and rewarding them for continuous orders online or 

sending them direct mail coupons. This will all come as Leonardo’s continues to grow and 

improve their Informational Technology department. 

 

Place (Distribution) Strategy: Leonardo's locations are a combination of where they will be most 

financially successful and where they can bring a new taste to a new environment. With locations 

in Vermont, and Maine, Leonardo’s is focusing on making a name for themselves in each 

community and not just over populating certain areas. This system works out well and will be 

improved when Leonardo’s begins to retail their speciality recipe pizza sauce in numerous 

grocery stores and markets. More people will enjoy the quality of all their products. 
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Financial Data and Projections 

 

 

Due to the regulated condition of this assignment we were unable reach out to the 

owner and obtain the needed information required for the financial data and 

projections. Please be advised that we are sure based on the success already executed by 

Leonardo’s, that the company will be fully able to meet the projected marketing 

objective detailed within this document.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

15 



Organization  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Line 1: The three owner of the business 

● Phill started the company and at this point comes in when needed and adds to 

business decisions  

● Sara is responsible to for  social media and book keeping 

● Kelly oversees all three store locations  and make sure the that product is right 

and the service is efficient  

Line 2: The company/ office workers: 

● Office Managers is responsible for administration work, checking paperwork and 

filing documents 

● Area Manager oversees both Vermont stores and works in them 3 days a week  

Line 3:  
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● Store Manager - works in the store 5 days a week overseeing day to day operation 

in the store  

● Shift Manager - regulates how the 14 shifts will be worked each week  

● Pizza Makers (the number of people on this job vary based on the employment 

season)  - Makes pizza and  are continuously trained to insure the best quality of 

the product  

● Delivery People (the number of people on this job vary based on the employment 

season) - Deliver Pizza and may also make pizza  

● Phone people - Take orders and answer questions, as well as receive online orders  
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Implementation Plan 

 

 

We recommend moving into new markets to allow for greater opportunities to 

grow. Beginning with environments similar to Burlington we believe that Leonardo’s, 

given current success would have no trouble creating the same success in other areas 

considering the focus on high quality. Additional we recommend some minor updates to 

the website, such as the addition of images to better illustrate the menu items available. 

 

Evaluation 

 

Based on the past success Leonardo’s, the future endeavors detailed in this 

marketing plan we predict to be attainable within the next five years of business. From 

what we have researched we  believe Leonardo’s has the ability and they are more than 

willing to reach all goals that have been expressed. As a form of record-keeping yearly 

reports should be documented to ensure that Leonardo’s is on the right path. Yearly 

comparisons are recommended to insure data analysis is accurate. The reflection of this 

marketing plan will be shown in the growth of the company.   
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