
M O S T I N N O V A T I V E C O M P A N I E S 

Updates f r o m the M I C a l u m n i 

C u s t o m e r s 
a t s o m e Panera 
locat ions can 
order v ia a 
smal l touch­
s c r e e n tab let . 

PANERAON 
DEMAND 
Panera Bread 

The soup-and-sandwich cafe chain 

has b e e n r e t h i n k i n g c u s t o m e r 

service across i ts 2,000-plus out­

l e t s , i m p l e m e n t i n g a s e r i e s o f 

t e c h n o l o g y - i n f u s e d i n i t i a t i v e s i t 

calls Panera 2.0. The project drives 

orders t h r o u g h d i g i t a l p l a t f o r m s 

that s i m p l i f y food prep i n the back 

o f the house w h i l e e x p e d i t i n g the 

customer experience. A n d it's pay­

i n g off: Twenty-four percent o f the 

company's sales are made t h r o u g h 

in-store kiosks, o n the web, or o n the 

Panera app (only the pizza g iants 

dr ive m o r e d i g i t a l business), a n d 

9 % o f customers opt to order ahead 

and pick up i n a cafe. Panera's same-

store sales g r o w t h i n 2016 was 4.2%, 

w e l l above the i n d u s t r y average. 

"We asked ourselves, 'What's going 

to be next? '" says CEO Ron Shaich, 

"and t h e n we made the l o n g - t e r m 

c o m m i t m e n t to b u i l d i t ourselves." 

The company 's n e w b i g p u s h 

is i n delivery, w h i c h it's n o w r o l l ­

i n g o u t across A m e r i c a . Notably, 

Panera uses its o w n cafes to f u l f i l l 

orders—and hires its o w n dt ivers . 

"We tested w i t h Uber, Postmates, 

a n d D o o r D a s h , " says p r e s i d e n t 

Blaine Hurst, " b u t we couldn't scale. 

No one has a n a t i o n a l f o o t p r i n t 

that overlaps w i t h us." The average 

d e l i v e r y o r d e r is $22, m o r e t h a n 

twice t h a t o f in-store orders, a n d 

H u r s t believes i t w i l l add a r o u n d 

a q u a r t e r - m i l l i o n dollars per year 

to each store's average annual rev­

enue o f $2.6 m i l l i o n . "Our r a p i d 

p i c k u p service, delivery, cater ing , 

and Panera at H o m e [ready-to-eat 

meals sold i n g r o c e r y stores] a l l 

have the potent ia l to be $1 b i l l i o n -

plus r u n w a y s for us," says Shaich. 

The plat forms also help Panera i m ­

prove its "desire-to-friction rat io," a 

metr ic Shaich obsesses over. "We're 

w i n n i n g at f r i c t ion reduction," says 

Hurst . "But to really w i n you have to 

drive desire." —David Lidsky 

M I L E S T O N E S I n January, Panera 
achieved its goal of a 100% "clean" 
m e n u , w i t h no a r t i f i c i a l preserva­
tives, flavors, or colors. 

C H A L L E N G E S A l t h o u g h i t ranks 
f irst a m o n g c h a i n restaurants 
for customer loyalty, Panera s t i l l 
lacks u r b a n cachet, per Yo'uGov 
Brandlndex . 
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