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Responses to questions and prompts about Papa John’s incl 
	Papa John’s pizza is an American restaurant franchise company founded by John Schnatter in 1984, Jeffersonville, Indiana. It’s the third-largest United States takeaway and pizza delivery restaurant chains. Today it has franchised a total of 4700 establishments, with 3500 in the United States and the rest spread in over thirty-seven countries. In May 2016, the best pizza was introduced in Spain, and since then, the country has established itself as the home to eighteen Papa John’s restaurants. The company has been faced with various strategic issues which have ranged from sentiments from customers to the intense competition. This paper will discuss issues of strategic significance that Papa John's has encountered within the past 12 months,  Porter’s and Miles and Snow’s strategy framework that best describes Papa John’s competitive strategies, whether Papa John’s functional strategies support its competitive strategy effectively and whether any changes should be made to the company’s competitive strategy if it started to serve and deliver pizza in it various restaurants across the US and any additional information that the company should have before making the decision.
Issues of strategic significance that Papa John's has encountered within the past 12 months
           Among the issues of strategic importance that the company has encountered over the last twelve months have been first, struggle to win back the favor within its customers. Over the last year, Papa John’s generated a total of $3 billion in sales in the United States. In comparison with Domino’s led sector, which had $5.9 billion in the system sales, pizza Hut generated a total of $5.5 billion and $3.7 billion for Little Caesars (Klein, 2019). The pizza market has been ultracompetitive, and there has only been so much loyalty. Customers have been faced with several choices. Papa John’s has already recorded a slowdown in its normal consistent same-store sales. The sales went from a 1% increase in the third quarter of 2019 to a decrease of 5.3% in the first quarter of this year (Klein., 2019). The company is expected to face the continued deterioration of sales mainly due to the heightened coronavirus pandemic. Second, the company has been faced with an intense level of competition. With the emergence of digitalization and globalization, the company has witnessed an increase in the number of market players in the industry at the global level. The company has been faced with increased competition from different firms like Pizza Hut and Domino’s. In 2019 Papa John’s closed around 186 North America franchise and seven other corporate stores (Klein., 2019). This has resulted in a decrease in sales from 8.1% in the first quarter of 2019 to 5.3% in the last quarter of 2019 (Klein., 2019). 
Porter’s and Miles and Snow’s strategy framework that best describes Papa John’s competitive strategies
           Papa John’s competitive strategy has been centered around porter’s differentiation strategy. With the differentiation strategy, the company focuses on what sets them apart from their competitors. The company markets its products as having higher quality. This kind of marketing ploy has been supported by its supply chain, whose deliveries are done twice every week at every franchise locations (Trebilcock, 2014). By using such techniques, the company has ensured that the products on the customers' end are fresh and of high quality. Offering healthier products than its competitors has helped in distinguishing them in the market (Parnell, 2013). The company’s ingredients like meats have got not filters, unlike their competitors. The healthier options have been noticeable by their clients. Ultimately, the customers have recognized these differences and have been paying more for the same. Moreover, using the Miles and Snow’s strategy, the company has used the first-mover advantage (Lev, 2017). Papa John has created the first-ever online ordering service for their pizza orders. This technology has allowed the company to establish strong brand recognition and product loyalty from its competitors (Lev, 2017). Besides, Papa John’s first mover technology has made its products harder for the competitors to replicate (Bayraktar et al. 2017). For instance, it has helped the company reduce the costs of producing the pizza, which has been an absolute cost advantage. The company has also enjoyed buyer-switching costs as it has been inconvenient for its customers to change to their competitors' brands (Parnell, 2013).  
Whether Papa John’s functional strategies support its competitive strategy effectively
	In the past years, Papa John’s has witnessed considerable growth which has been owed to its effective strategic planning. The company has continued to grow amid stiff competition from competitors like Domino’s and Pizza Hut (Chief marketer. 2014). Strategically, Papa John has designed several ways which have to enable it to remain a strong force in the market. Since its launch in 1984, Papa Johns has strategized on product differentiation based on quality, which has ensured consistent and steady growth (Hoovers.com. 2015). In addition to product differentiation, the company has established approaches that have enabled it to build brands both internationally and locally. The company made significant changes in 2013 and its strategic plan and budget for that year (Parnell, 2013). This way, the company raised its budget allocation for increasing costs of advertisement in social networks marketing, loyalty programs, and sponsorships. 
           Moreover, this was explicitly for enabling a more aggressive market to build the brand and increase its customer base through promotional messages (Chief marketer. 2014). Papa John’s has also strategically responded to the needs of their customers. For example, the digital strategy established in 2011 aimed at responding to the demands of their consumers in the provision of convenient ways of ordering their products (Hoovers.com. 2015). The company's marketing manager said that 50% of their domestic sales have been coming from the company’s digital channels (Parnell, 2013). Papa John’s has included the sustainability strategy that operates in ways that ensure that the environment is protected. The company recognizes the need to balance its business goals with the protection of the environment as a business can’t succeed without the environment (Hoovers.com. 2015).  
Changes that should be made to the company’s competitive strategy if it started to serve and deliver pizza in various restaurants across the US
            Although over the past few years, Papa John’s has resisted third-party deliveries as it wants to continue enjoying a monopoly on the business delivery to homes. However, in this case, Pap John would embrace McDonald’s to deliver its pizza to various restaurants across the US. The opportunity to use McDonald’s will provide the customers with the services they need. For the company to achieve a competitive advantage after linking with McDonald's, it should embrace the low-cost differentiation strategy for its delivery policy (Bursztynsky, 2019). This type of competitive strategy concentrates on the quality of the operations when the cost of doing so is low. The cost differentiation strategy for the deliveries means that the company will purchase high-quality inputs at economical prices. By doing so, the company will save costs and ensure that the shipments are done on time and are of the best quality. The company's additional information will have before making this decision is the profitability of the delivery business. Unlike the other restaurants, the brands the company needs to decide to either adopt the method or try to figure out if the use of McDonald's as its third-party delivery is ultimately going to win its customers' loyalty (Bursztynsky, 2019). The other factor which may guide the decision is the amount of investment requires for the same. If the investment is too high, then it will have to reconsider the decision and likewise.  
Conclusion
           To ensure that Papa John doesn’t encounter limitations of capabilities, it will be forced to offer new and exciting menu items and continue focusing on their motto of better ingredients, better pizza. Papa John needs to eliminate the competitors' threats by extending their delivery areas and open locations in the future. As it’s not the only brand recognized globally, the company needs to advertise both locally and internally to ward off competition and ensure a vast range of customers distinguish their brand. This can be done by partnering with several third-party companies, football, and basketball seasons. To ward off competition from other companies like Pizza Hut and Domino’s, Papa John’s must continually search for new ways in their delivery chains.  
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