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               The Restaurant - Operation and Function
                
Introduction
 Analysis of Zia Nina restaurant, Bridgend
The restaurant industry plays a vital role in bringing people together, offering not only food but also experiences and emotions. As Escoffier is often considered the founder of modern cuisine (Americas, n.d) his brigade de cuisine system transformed kitchens into highly organised environments that still influence restaurants today (Le Cordon Bleu, 2025). For this essay, I chose (Zia Nina, 2025), an independent Italian restaurant located in the heart of Bridgend, Wales. This place has a special meaning for me because it was where my professional journey in the hospitality industry began. I started working there in the kitchen, washing dishes and learning the basics of teamwork and food preparation. Over time, I developed my skills and became a chef. Working at Zia Nina gave me a deep appreciation for the effort and passion behind every plate served to customers.
The purpose of this essay is to analyse how Zia Nina operates and functions as a successful dining establishment. It will explore its history, mission, menu, service style, and customer satisfaction. According to (Jones, (2025), restaurant design and sustainability are key to long-term success, while (Rathnasiri, 2025) suggest that ambience strongly influences customer satisfaction. Understanding how Zia Nina combines these aspects provides insight into what makes a restaurant truly memorable.












[bookmark: _Toc212322216]History and Background of Zia Nina
Zia Nina is an independent Italian restaurant located in the town centre of Bridgend, Wales, known for its friendly atmosphere and traditional Mediterranean cuisine. The restaurant has been serving customers for many years and has become a local favourite for both residents and visitors. It is owned and managed by a family with Italian roots, who are passionate about bringing authentic flavours to the Welsh community. The restaurant’s philosophy, “Good food - Good wine”, reflects its focus on simplicity, freshness, and quality ingredients (Zia Nina, 2025).
I have a personal connection with Zia Nina because it was the first restaurant where I worked in the kitchen. I started as a dishwasher and gradually learned how to prepare ingredients, cook sauces, and support the chefs. Over time, I was promoted and eventually became a chef. This experience gave me first-hand knowledge of how a restaurant operates behind the scenes, the coordination between staff, the importance of hygiene and timing, and the dedication needed to create consistent quality.
According to (Liu & Hall, 2023), authenticity plays a key role in the success of ethnic restaurants, as customers seek genuine experiences that connect them with another culture. Zia Nina achieves this by maintaining a menu inspired by classic Italian recipes, while also using locally sourced Welsh ingredients. (Gazzola, Pezzetti, & Amelio, 2024)emphasise that sustainability and the use of local products are now essential parts of modern gastronomy, helping restaurants to build trust and long-term relationships with their communities.












[bookmark: _Toc212322217]Concept, Mission and Values
Zia Nina has a clear and simple concept… This aligns with Escoffier’s principles of simplicity, quality and professional organisation in modern cookery (Escoffier, 1907).The owners believe that good food should not only taste great but also bring people together. Every detail, from the menu to the service, shows their dedication to genuine Italian hospitality (Zia Nina, 2025).
The restaurant’s mission is to provide an honest and memorable dining experience, using traditional Italian recipes with local Welsh ingredients. (Alonso, Liu, & O’Shea, 2025)This combination makes it unique in the area. According to (Hutchings, Smith, & Beattie, 2024), sustainability and sourcing local products have become important values in the UK dining industry, helping restaurants connect with their communities. Zia Nina also focuses on warmth and simplicity, values that make customers feel like part of a big family, for example, the team celebrates special occasions with customers, such as birthdays or anniversaries, by bringing small desserts or singing along, moments that make everyone feel part of one big family.


















[bookmark: _Toc212322218]Menu and Food Offering
The menu at Zia Nina is inspired by traditional Italian cooking with a mix of local ingredients from Wales, such as fresh vegetables from a local farmer and high-quality Welsh beef from nearby suppliers. It includes classic dishes such as pasta, risotto, grilled meats, seafood, and homemade desserts. 
According to (Noone, Kimes, & Mattila, 2020), menu design and structure have a strong influence on customer satisfaction and restaurant profit, because they guide people’s choices. At Zia Nina, customers opinions about the menu are always listened to and appreciated by the team.
 The restaurant also offers a selection of Italian wines that pair perfectly with the food, which, (Alonso, Liu, & O’Shea, 2025) mention, enhances the overall dining experience by connecting flavours and emotions. For example, a light Pinot Grigio is served with seafood pasta, while a rich Chianti complement grilled meats. These combinations highlight the restaurant’s concept of balance between food and wine, expressed in their motto “Good food – Good wine.”




[bookmark: _Toc212322219]Service Style and Customer Experience
The service style at Zia Nina is friendly, relaxed, and full of Italian charm like Italian music. It’s not a fast-food restaurant, but also not too formal, it has that perfect “casual elegant” balance. The staff make every guest feel welcome, greeting them with a smile and often remembering their favourite dishes or drinks. This warm approach creates a family-like atmosphere where customers feel comfortable and valued.
One special detail I always liked is how the pizza is served uncut, giving customers the chance to cut it themselves using a pizza cutter. It’s a small but authentic gesture inspired by traditional Italian dining (Gazzola, Pezzetti, & Amelio, 2024). The pizza dough and sauces are freshly made in-house every day, which makes the flavours unique and genuine. According to (Ridha Ladhari, 2008), service quality depends on both efficiency and the emotional connection between staff and guests. Zia Nina achieves this balance naturally, through friendly service, authentic food, and a relaxed atmosphere that feels like a little piece of Italy in Wales.





[bookmark: _Toc212322220]Design and Atmosphere
The design of Zia Nina matches perfectly with its Italian concept. The restaurant has a warm and rustic interior, with wooden tables, dim lights, and soft Italian music playing in the background. The smell of freshly baked bread, grilled food, and homemade sauces fills the air, creating a cosy and inviting feeling as soon as you walk in. The walls are decorated with pictures of Italy and small wine shelves that make the place feel authentic and personal.
Zia Nina was recently renovated and now also includes an outdoor terrace, open during spring and summer when the weather allows. From there, guests can enjoy the peaceful sound of the river that passes close by the restaurant. It adds a relaxing and romantic atmosphere, making it a perfect place for lunch or dinner on warm evenings.
According to (Al-Kilani, 2021), restaurant design and atmosphere play a key role in shaping the customer’s perception and overall satisfaction. Zia Nina combines simple décor with an open kitchen view and the natural beauty of its surroundings. As (Rathnasiri, 2025) mention, a pleasant and emotionally engaging environment can make dining experiences more memorable, something this restaurant achieves beautifully.








[bookmark: _Toc212322221]Comparison with Other Restaurants in Bridgend
Bridgend has a few Italian restaurants that give people the chance to enjoy the taste of Italy in different ways. Three of the most popular are Zia Nina, Zizzi, and Franco’s Ristorante Vecchio. Each of them has its own style and atmosphere, but all share the same goal, to offer good food and a pleasant experience. (Vecchio, 2025)
Zia Nina is a family-owned restaurant known for its homemade sauces, fresh dough, and warm, local feel. The owners are always involved, and every dish is made with care and passion. Zizzi, on the other hand, is part of a national restaurant chain but keeps a friendly and relaxed environment. (Restaurants, 2025). 
Franco’s has a more traditional and classic approach, offering a quiet dining space and traditional recipes that appeal to families and older guests. (Vecchio, 2025)
All three restaurants contribute positively to Bridgend’s dining culture. According (Wang, Li, & Zhang, 2021), independent restaurants like Zia Nina often create strong emotional connections through authenticity and local touches, while established chains such as Zizzi provide stability and professional consistency. Both styles have value and complement each other, offering variety for customers who love Italian food. (Gazzola, Pezzetti, & Amelio, 2024) also highlight that authenticity and sustainability are key to building trust and long-term success, qualities that all these restaurants, in their own way, reflect.













[bookmark: _Toc212322222]Customer feedback and reviews
Customer feedback plays an important role in understanding how a restaurant performs. On (TripAdvisor, 2025), Zia Nina has many positive reviews praising the quality of the food, the friendly staff, and the warm atmosphere. Some guests describe it as “a little taste of Italy in Bridgend.” A few comments mention that the restaurant can be busy at weekends, which shows its popularity. According to (Wang, Li, & Zhang, 2021), online reviews are key for improving service quality and customer satisfaction.
At Zizzi, where I currently work, customer feedback is collected through digital surveys and apps. This helps the team to make quick improvements and maintain consistent standards, showing how important customer opinions are in modern hospitality.




[bookmark: _Toc212322223] Recommendations
Based on my research and personal experience, I believe Zia Nina should continue focusing on what makes it special, authentic homemade food, friendly service, and a warm atmosphere. However, a few improvements could help the restaurant grow even more. Promoting the outdoor terrace more actively on social media by posting every day during spring and summer could attract new customers, especially tourists visiting Bridgend. Adding more vegetarian or vegan options would also appeal to a wider audience, like more vegetarian pizza or vegan desserts. According to (Gazzola, Pezzetti, & Amelio, 2024), maintaining authenticity while adapting to new dining trends is key for long-term success in the restaurant industry.










[bookmark: _Toc212322224]Conclusion
Zia Nina represents all these values through its authenticity, local connections, and friendly service. From my own experience working there, I learned that teamwork, respect, and consistency are just as important as the recipes themselves. Comparing Zia Nina with other restaurants in Bridgend, such as Zizzi and Franco’s, showed me that every restaurant has its own strength and story. In the end, I believe that what makes a restaurant truly special is the genuine care for every detail and every customer.
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