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ABSTRACT
This project is aimed at conducting an analysis of the Panera Bread Company under the case study in the text book. The analysis includes an examination of the past, present, and future progresses in as far as business is concerned. An important area that this analysis considers is the strategy that the company has adopted to warrant it one of the best restaurant companies in operation. The Strengths, Weaknesses, Opportunities, and Threats (SWOT) of the same will be analyzed. 
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HISTORY
Panera Bread chains began way back in 1981 as a unit cookie shop that was named Cookie Jar operating in downtown Boston, Massachusetts in the north of the United States. The name of the founder was Ron Shaich. In 1982, Shaich combined the Cookie Jar with a bakery from France named Au Bon Pain since it was not doing well as a business. Later in the year 1985, the merged restaurants began doing business by selling soups and sandwiches made at home from baguettes that were freshly baked. This very moment in time, the weekday-lunch position was constrained to fast-food chains, e.g. the likes of McDonald and other formal restaurants designed in a system of “sit-down”. For that matter, Shaich’s concept of elevated sandwich was an absolute fit since it served rushing office workers and yet still it prioritized so much on healthy menus. In the 1990s, the business had grown to 4 division-like running a new bakery-café franchise named the Panera Bread. This was a time that the food industry had an outright domination by huge capitalized brands, the likes of Coca Cola and Maxwell House. However, some companies were taking over the industry. These were the likes of Starbucks, Vitamin Water, & Sam Adams (Thomson et al., 2018). Shaich strategically understood the interplay of the markets. He foresaw the explosion of the then burgeoning category of higher-end restaurant chains or fast casuals. For that reason he pushed for his idea holding that whenever the world is changing, people too ought to change. 
The transformations that came in the 1990s began in 1991 when the company was declared a publicly-traded one and its expansion and growth was unstoppable. It came to a point in 1999 when Shaich made a decision to sell off the French Au Bon Pain aiming to concentrate on Panera. The business genius believed that Panera was at a good position since its mode was majorly focused on the trend that the industry was assuming. Importantly, he anticipated for a restaurant business that could serve clients and give them a chance to eat without any guilt even if they held meetings in there. A food that customers could feel good at with environments that engaged them without disruptions and, therefore, making customers feel cared for. The kind of a situation that Shaich aimed at bringing was a food business that made customers get respected. 
In 2010, the company had grown and could open a new store after every 3 days not forgetting the billion dollar sales that it made on an annual basis. The company head was very strategic and he developed strategies that could see the company through the difficult times. For instance, during the financial crisis that censored consumption of almost all commodities, Shaich had designed some programs like digital ordering, an off premises catering and delivery system, and the MyPanera Loyalty Program which paid the company made the company make huge volume of sales. The growth strategy of the company was targeted at capitalizing on its market potential. This was done by opening company-owned and franchised Panera Bread locations prudently (Thomson et al., 2018). In 2017, the company was already being ranked as one of the most successful businesses in the restaurant industry in America. As a matter of fact, the industry adopted the company’s most innovativeness. The company’s stock at the moment is one of the best performing stocks in the entire industry. 
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FINANCIAL ANALYST HISTORICALLY
In this section pf the project, focus is put on the company’s financial outlook and performance. Important consideration is put on the company’s value drivers, competitive analysis, and unit growth over the years. 
[bookmark: _Toc30165623]Revenue Growth


[image: ]Source: Company’s Filings 
Since 2006 to 2016, Panera Bread Company has seen a revenue growth (compounded annually) of 12.9 percent averagely. Generally, the company has maintained a revenue growth rise of above 6 percent since 2005. The close competitors of the company specifically Chipotle Mexican Grill and McDonalds recorded a compound annual growth rate of 17 and 1.3 percent respectively. Closely related revenue per share can as well be looked into in a bit. Revenue per share indicates the amount of revenue for each outstanding share of the company’s stock. In the year ended December 2012, the company recorded a revenue per share value of 72.32. In the following years of 2013, 2014, 2015, and 2016, the reported revenue per share was 82.83, 93.68, 103.99, and 118.62 respectively. 
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In the table below, the different financial ratios for the company have been computed and summarized in the figure. 
Financial ratios 
	YEAR
	2002
	2007
	2009
	2010
	2011
	2012
	2013
	2014
	2015
	2016

	Gross profit  margin       
	39.8%
	29.7%
	29.1 %
	30.5%
	29.4%
	
	
	
	
	

	Operating profit margin
	12.1%
	8.4%
	10.4%
	12.0%
	12.1%
	13.28
	12.99
	10.91
	9.01
	8.58

	Total return                    on assets 
	0.11
	0.08%
	0.10
	0.12
	0.13
	
	
	
	
	

	Net return on total assets 
	0.11
	0.08%
	0.10
	0.12
	0.13
	
	
	
	
	

	Return on stockholders equity
	0.14
	0.13%
	0.14
	0.19
	0.21
	
	
	
	
	

	Return on invested Capital
	0.14
	0.10%
	0.12
	0.16
	0.17
	
	
	
	
	

	Net profit margin 
	7.5%
	5.4%
	6.4%
	7.3%
	7.5%
	
	
	
	
	


Operating Margin. 
A profitability ration of interest in this analysis is operating margin. This is obtained by diving operating income to the company revenue. 
Competitive Comparison Data
	Company				Market Cap (M)	Operating Margin %
	Panera Bread Co				$ 7,154.29		0.00
	Dunkin' Brands Group Inc			$ 6,539.63		31.48
	McDonald's Holdings Co (Japan) Ltd	$ 6,410.29		8.88
	Whitbread PLC				$ 7,991.76		28.77
	Minor International PCL			$ 5,261.00		11.26
	The Wendy's Co				$ 4,861.20		16.75
	Jollibee Foods Corporation			$ 4,344.32		3.51
	SSP Group PLC				$ 4,004.87		7.84
	Texas Roadhouse Inc				$ 3,945.92		7.30
	Skylark Holdings Co Ltd			$ 3,931.00		6.40


Leverage Ratios 
	Total debt –to assets ratios 
	0.36
	0.36
	0.29
	0.36
	0.17

	Long term debt to capital ratio
	0.17
	0.16
	0.14
	0.22
	0.00

	Debt to equity ratio
	0.57
	0.55
	0.40
	0.56
	0.22

	Long term debt to equity ratio
	0.20
	0.20
	0.16
	0.28
	0.002

	Time interest earned ratio
	267.95
Times
	274.18
Times
	201.28
Times
	184.84
Times
	1063.78
Times


Liquidity Ratios
	Current ratio
	1.48
	1.56
	2.26
	1.19
	1.83

	Working capital(in thousands )
	114.785
	119.169
	179.825
	24.355
	26.937
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The three revenue segments of the company include bakery café operations, franchise operations, and fresh dough and other product operations. The company (Panera Bread) has overall charge over the bakery café operations with an inclusive of all the associated revenue. Overly analysis has indicated that this segment earns the company most of its revenue. 2016 alone, this segment was reported to have earned a revenue of 2.43 billion USD recording an increase of 3.2 percent from 2015’s 2.36 billion USD. In 2016 the company made a progress to increase the number of bakery café units by one as 2016 ended. 
Franchise operations; the year ending December 2016, Panera Bread Company had 1,134 franchised restaurants. This segment earned the company a revenue of 155 million USD. This was through fees and royalties. The value was a rise of 12 percent as compared to the previous financial year. The company had added a number of 63 franchised restaurants and this is the attributed strategy that grew its franchised operations in this particular time. Reports from the company filings have shown that the franchise operations are not associated with any costs and for that matter the segment returns margins that are high. 
Fresh Dough Operations 
On top of these two operations, the company also distributes ingredients to its company cafes. These ingredients include the likes of tuna, produce, fresh dough, cheese cream etc. These ingredients are as well supplied to the franchised restaurants of the company. These products are supplied at a cost that is below 27 percent of the product’s retail value. The revenues from all these segments are driven by the amount of restaurant sales. 
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SWOT
[bookmark: _Toc30165627]Strengths
Of the major strengths that the company brags of, its menu is the hugest since it is very appealing and alluring. This is a big strength that the company depends on since their foods are healthy and mostly organic hence mostly preferred. Its menu presents a feel-good factor since it includes sandwiches, pasta, and soups which are palatable and can be consumed at any point in time. The brand is very well recognized in America and Canada something that is considered a plus and a big strength. Panera Bread is also known for its fresh and quality bread. The company also focuses on competitive advantage considering that it has designed its menu to the interior in a way that smart usage of technology is applied in every decision. The company has also capitalized on the use of technology. The company has invested hugely on technology by designing programs like the mobile ordering hence reducing in-store traffic. The company has also found strength in its deep understanding of its customers. Anything that does not excite customers is acted upon intelligently. 
[bookmark: _Toc30165628]Weaknesses
The company has put a lot of focus on the use of technology. Although the company is still improving its menu, the effort and focus it has put on technology is perhaps excess. This will eventually distract them from their main purpose (food). The management of outlets has been a challenge to the company. Having over 2000 of them and well dispersed in about 46 states is really not an easy task. The problem is that these facilities ought to use fresh dough which is only made from about 20 facilities in the entire country. This means the management of supply chain and labor in the outlets is a huge challenge.  
[bookmark: _Toc30165629]Opportunities
The company has the opportunity to diversify around the globe since it serves only in America and Canada. Although management can really be a challenge, when an evaluation is correctly done and all costs and expenses factored into the deal, am sure the investment can a worthwhile one. Currently, people are trying to change their food preferences all over. As a matter of fact, people want to cook less and eat more. All in all, the demand for junk is slowly shading off and people are preferring salads and sandwiches which the company is offering. Therefore, it stands a chance to grown its sales. 
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The biggest and apparently the one and only threat that the company is facing is competition from globally-recognized brands like Starbucks, McDonalds, and Buffalo Wings etc. Menu mimicking is also another threat that has reportedly been identified. 	
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The company’s current situation is not so different from what it has been over the years since it was revolutionized. Since 2015 the company kept its bakeries and café locations rebranded as Panera Bread (Namjapla, 2019). The company has put much effort into the business; like in 2017, they made an announcement that its food menu had to do away with artificial colors, sweeteners, flavors, preservatives and other additives. It has made extra progress like for example the formation of a consulting business in which it focuses on helping other restaurants do away with artificial ingredients from their menus (Namjapla, 2019). 
Last year April, the company relaunched its breakfast strategy to include rolls and coffee to give it a competitive advantage for the a.m. market considering that its activities started after 11a.m and missed the most loyal younger customers of the morning hours (Namjapla, 2019). Additionally, the company expanded its menu items and put efforts to improve technology-fuelled conveniences. Panera bread has launched a cold brew, gave coffee stations a makeover, and a hotline coffee.  The company now has tapped into the dinner crowd by incorporating its menu a 10 new dinner items (Namjapla, 2019). The company now records higher transactions at dinner time citing its top quality and convenient meals as the reason behind the success of these daypart activities. Its sales have greatly increased with the dinner sales accounting for a quarter of its chain sales.
The company is currently on an expansion spree, it recently the company announced its expansion initiatives to reach more locations and serve a wide clientele. Despite the many changes the company has underwent, Panera Bread is still glued to its core brand identity that is focused on wellness and clean ingredients while offering and indulgent baking experience and menu. The company however is still known for its salad, soup, breakfast and sandwich. Panera Bread has invested and adopted back office technology that includes workday as a move towards improving efficiency and service delivery (Namjapla, 2019). The company is now focused on clean menu items, expansion and increased efficiency in service delivery and customer convenience. 
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CONCLUSION
The Panera Bread Company has successfully managed to stay at the top in the restaurants business in America. Notably the company is expanding both internally and externally. The use of technology in the company as greatly improved efficiency in management and customer service. The company continues to seize opportunities for growth such as tapping into the dinner menu items to capture the large number of evening client base looking to conveniently get to eat top quality, healthy, and healthy food. Panera sales and revenues are increasing especially after the introduction of the after 4:30 pm food offering and the before 11 a.m. breakfast serving. The company strategies that include e use of fresh dough in bread making, fresh foods and vegetables give it some competitive advantage. The company has the opportunity to expand and diversify its services inside and outside America for increased for profitability if at all they work towards improving on their strengths and tapping into new opportunities.
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