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Consumers' Choice in Chains: Leaders of the Pack
Papa Murphy’s Take ‘N’ Bake Pizza

Even as Papa Murphy’s Take ‘N’ Bake Pizza continues to
grow in size and popularity, the chain looks to its

customers for suggestions about new product offerings. J a’ﬁa”‘v’w
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As long as they stay true to the bake-at-home platform,

their ideas will be considered. Headquarters Vancouver, Wash.
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or they take care of a couple meal occasions at the
same time, which boosts our ticket average.”

Like all new products at Papa Murphy’s, the idea for pasta menu additions was the result of findings by
Papa Murphy’s focus groups and anecdotal reports from stores where customers have asked for such
items, Laramie says. About 200 of Papa Murphy’s 1,000 stores currently sell ziti and lasagna. But the
chain is crafting new pasta dishes, mostly from ingredients its stores already have on hand, including
vegetables, and tomato and Alfredo sauces.

If the pastas are successful at the test level, they will be rolled out to all stores as limited-time offers,
according to Laramie. Depending on sales, pasta may well be a permanent menu item. Even though
the current offerings are standardized, it is expected that in the future customers will be able to design
their own pasta dishes, selecting from meats, sauces and vegetables offered at each store.

“The consumer’s taste is always changing, and more extreme spicing profiles and more innovative and
ethnic flavors are part of what America wants today,” Laramie says. “As society changes, so does its
taste.”
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