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Management information Systems®0

action data used to generate pertinent information, including transaction counts, product mix, |
and average check, Al company-owned bakery-cafg product prices were programmed into I
the system trom the company’s corporate headquarters. The company allowed franchisees to |
have access to certain proprietary bakery-cafgé systems and systems support. The fresh dough
facilities had wformation systems that accepted electronic orders from the bakery-cafés and Iy
monitored delivery of the ordered product. The company also used proprietary online tools
such as eLearning to provide online training for retail associates and online baking instruc- H.
tions for its bakers. I

Panera’s intranet site, The Harvest, allowed the company to monitor important analytics I
and provide Support to its bakery-cafés. For example, Panera used a weather application on its !
intranet that tied a bakery-café’s historic local weather to the store’s historic sales, allowing I
Inanagers to forecast sales based ot weather for any given day. “That helps in staffing and how A
you're going to allocate tabor and what you need in terms of materials,” said Greg Rhoades, ;
Panera’s senior manager in information services. He called The Harvest “our single source of “‘
information.” Panera shared news with its employees about food safety and customer satisfac- i'ji
tion websites and provided information on daily sales, hourly sales, staffing, product sales, |‘|‘\
[abor costs, and ingredient costs ! !

The company began offering Wi-Fi in i bakery-cafés in 2003, By 2010, most bakery- I
cafés provided customers with free Internet access through a managed Wi-Fi network. As [|‘
result, Panera hosted one of the largest free public Wi-Fi networks in the country.”? ‘

In 2010, Panera began to pilot test a loyalty program, "My Panera.” in 23 stores. Rather if
than just a t"ood—discounting program, “My Panera™ was intended to provide a deeper relation- [
ship with the customer by including barticipants in events such as the food tasting of new I
products. The company expected 1o complete the pilot by vear-end 2010 and hoped to begin |
leveraging the dara 1o better understand s hjgh~frequency customers and to “surprise and I
delight” them in a way that was tailored to the customers’ buying habits, I

Human Resources®

dough facility Operations; and approximately 10,300 were employed in the company’s bakery- I
café operations as bakers, Mmanagers, and associates. The company also had approximately I
13,200 part-time hourly associates ar the bakery-cafés. There were no collective bargaining I
agreements. The company considered itg employee relations to he good,

Panera believed that providing bakery-cafd operators the opportunity to participate in the Il
success of the bakery-cafds enabled the company to attract and retajp €xperienced and highly




