Running head: CASE STUDY ANALYSIS: PANERA BREAD COMPANY	1

CASE STUDY ANALYSIS: PANERA BREAD COMPANY	6












Case Study Analysis: Panera Bread Company
Student’s Name
Institutional Affiliation









Case Study Analysis: Panera Bread Company
Modern companies face unprecedented demands and opportunities concerning strategic management. Apparently, most of them have focused effort on improving customer experience to deal with competition and boost performance in all operational aspects. Panera Bread Company has historically succeeded to expand across the United States through its previous management plans to improve sales. Its top management has seen a string of strategic management decisions implemented to expand and gain a competitive advantage. However, despite its rich historical success, recent performance graphs have shown falling growth rate, which could be resulting from issues with strategic positioning in the industry. Therefore, this paper critically analyzes the Panera case study to establish its previous and current growth curves and what could be done to rejuvenate the company’s growth and meet its growth potential.
Since its establishment, Panera Bread Company has shown substantial customer service and growth to become one of the major producers in the food and beverage industry. Remarkably, the company saw rapid revenue growth between 2009 and 2013 (Eckhardt & Dobscha, 2018). However, despite cumulative efforts and growth forecasts, 2014 and 2015 saw a fall in sales growth and overall profits despite its expansion plans with more stores introduced between 2014 and 2015. The recent drop in financial scale and earnings per share prompted an analysis of top management’s strategic actions and new practices that could be introduced or old practices that may be altered to rejuvenate Panera’s growth to its current targeted 15-20% EPS annual growth rate.
The company’s strategic management seems to have failed to obtain a sustainable competitive advantage by effectively exploiting internal strengths while neutralizing external threats through utilization of environmental opportunities. Notably, its leadership is focused more on customer experience than expansion, which has seen its efforts in building more and larger multi storage facilities fail to bring forecasted financial benefits (Panera Case Study). For instance, the Panera 2.0 marketing initiative tested in 2012 is more focused on innovative marketing but has not achieved projected operating efficiencies. Additionally, analysis of recent Panera Bread Company growth strategies clearly shows that franchising and re-franchising have affected annual growth. For instance, its refranchising scheme seems to undermine future profitability due to accompanying debts. Hence, the sales, profits, and overall growth may be rejuvenated by controlling stock buybacks during this period of Panera’s slowed growth. Evidently, Panera's performance falls in 2015 as data showed that it trailed some of its main competitors such as MacDonald’s, Starbucks, and Chipotle.
Panera can adopt strategic planning and management tactics of working backward from the customers. Customer added value pays off since customers form a crucial tool of strategic thinking. Currently, the company's corporate engineering has done less to steer towards customer diversification to increase sales, hence there is need to stop such practices that are saddling the company with debt (Fidel, Schlesinger, & Cervera, 2015). Furthermore, change in corporate priorities has paved way for the fall in sales despite its continued production of foods such as sandwiches and soup. This is evident in the string of sluggish financial reports indicating that Panera is losing to its competitors. The current approach represents a shareholder-driven capitalism where financial engineering is focused on pleasing investors even with slow financial performance, which is unhealthy for a business and requires a fresh customer-driven approach to value (Fidel, Schlesinger, & Cervera, 2015). A better move would be conscious capitalist that creates value, voluntary exchange, elevates business existence, and lifts people. It also places consumers as first priority thus increase consumer loyalty and consequently sales.
Panera Bread Company is experiencing challenges in its capture of value. Therefore, it can rejuvenate its falling sales and profits through value capture (Odland, 2012). The company experience stiff competition from other companies such as Starbucks, Chipotle, Applebee’s, and other representatives of the food and beverage industry. Therefore, Panera needs to revise its innovative positioning and pricing in such a competitive industry. For instance, the value versus the price of its dinner needs certain changes because there are better options offered by other rivals. Panera should strive to develop new menu items to trigger and increase traffic counts, especially build on clients patronizing for evening meal hours, which seems low currently.
Panera should closely implement strategic insights among its managers in different units. Such insights encompass innovation and creative strategies such as changes in distribution, manufacturing methods, and creation of new business advantages over competitors. The company needs to monitor and control its rising expenses that have negatively affected net profit margins (Christopher, 2016). This can be done through purchase consolidation and better pricing negotiations. For instance, a collective buying power is essential as a lot of money is used for unregulated vendor expenses. For instance, the bakery-café expenses in 2009 were $959,586 and almost doubled in 2014 ($1,830,109), which means that in the future expenses could rise to unhealthy business levels (Panera Case study). Similarly, fiscal discipline is a core value that instills discipline on monetary decisions. Thus, setting profitable revenue growth requires constant vigilance and risk control measures.
Another way by which Panera could rejuvenate its growth is through a continuous exploitation of first-mover advantage (Molina-Azorín, et al., 2015). Since the company practices a broad strategy, where it has established urban markets across the United States and recorded substantial growth in the past, its current fall needs more market in regions where Panera bread market is not yet penetrated c. This could be achieved through intensive corporate social responsibility. Notably, while Panera’s non-profit initiative to help the needy showed effectiveness during its initial launch, not many customers continued to donate generously to aid the needy. Therefore, the company’s strategic focus should shift on other CSR initiatives to appreciate the community. Corporate social responsibility would be an effective move into creating the much-wanted traffic for its products and services.
Panera Bread Company should revitalize its brand through marketing support. Therefore, Panera needs to conduct extensive consumer research to enable determination of the effectiveness of current marketing strategy. Among important factors to consider in marketing, include differentiation points and brand perception, brand perception and enjoyment, perceived value, and how the brand compares to others (Sharma et al., 2015). Thus, despite Panera been a recognized brand whose maturity has seen just a few marketing initiatives such as social networking, radio, internet, billboards, and other common forms of advertising, more and comprehensive marketing initiatives can create a higher consumer mindshare that reflects market share. Such programs can trigger brand recall among existing customers and create awareness among new clients, which rejuvenate growth. Revitalization can involve the introduction of better and demanded features in its food products as well as repackaging. Revitalized marketing is needed to trigger dinner hour traffic that has seen undesirable falls over the past.
The restaurant industry in the United States is extremely competitive with high labor loads. Strategic management is particularly significant to sustain its functioning. Panera requires substantial investment in this field to rejuvenate its dwindling growth. Some of the best practices to accomplish its current growth objectives and goals would be a revitalization of marketing to ensure continued brand strength to maintain competitive advantage (Molina-Azorín, et al., 2015). It is also important for its top management to revise its franchising and buyback options to avoid high debts. Another important consideration in its growth rejuvenation efforts would be expense control and prioritization of vendor services to gain acceptable financial balance. Additionally, its CSR policies need new proposals since most successful companies in the world are deeply engaged in social support initiatives used a part of growth strategies. Panera's menu has also indicated some flaws, particularly with its dinner that has dropped value. Given the immense competition from superior food and beverage brands, there is a need to rejuvenate the dinner menu and try to channel in more sales of food and beverages. Customer value and diversification is another important feature of the restaurant industry. Therefore, Panera should focus more on conscious capitalism that appeals to customer satisfaction.
[bookmark: _GoBack]In summary, full-service restaurants and foodservice industry continue to experience low growth in sales due to intense competition and changing consumer preferences. Most of them have realized that implementing growth objectives is not easy. Therefore, most are busy realigning operations to diversify services and match industry leaders. Consumer perception and brand loyalty are essential for operators to stay competitive and the best way to revive falling sales and profits is through adopting the aforementioned practices. Panera still holds substantial growth potential and is poised to improve if all necessary factors of growth such as inventory control, customer service, product diversity, sales and marketing, and brand building are considered.
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