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Au Bon Pain offers more nutrition info via the web

BOSTON (Jul. 30) Au Bon Pain, the fastcasual bakery-café chain based here, has unveiled a new
website, www.aubonpain.com, that features more nutritional information than did the site it
replaces.

The255-unit chainés website includes a fiSmart Menuod sect
menu items that conform to their dietary needs as well as a list of the ingredients and nutritional
content of each selection.

The site also enables users to build an entire Au Bon Pain meal and view the total nutritional
content. Users of the site can select a nutritional requirement, like low sodium or high protein,
and then search menu categories like soups, sandwiches or bakery for appropriate selections.

In addition, the site offers take -away menus and order pads that can be printed out and
completed before placing an order. Au Bon Pain features nutrition kiosks in all of its stores, which
provide nutritional and dietary information.

The company also said it will have removed 100 percent of artificial trans fats from all its
products by the end of the summer.
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Au Bon Pain eyes suburbia with overhauled Bistro prototype

(Continued from page 4)

the No. 1 challenge, and Panera
probably already has picked the
best sites. Au Bon Pain is coming
late to the party.”

Since unveiling the original
prototype in Woburn two years
ago, Au Bon Pain has opened only
three other outlets in suburban
markets.

At the same time, Paul said,
Au Bon Pain will have to struggle
to differentiate itself from Panera
in the suburbs. “They’re playing
catch-up,” he said. “They need [a
suburban] unit that is not just
equal to Panera, but better.
Panera is the gold standard.”

Au Bon Pain executives are con-
fident that they have gotten it right
this time with the new model.

One of the problems associated
with the earlier prototype was its
decor. “It was ‘over-revved,”
explained Ed Frechette, senior vice
president of marketing, noting that
the original color palette was too

bright and modern — more in line
with color schemes that are used in
fast-food locations. “This is a lot
warmer and more welcoming. It
has an earthy tone, more carpeting
and woods. It’s kind of rustic.”
Consumer research also found
that group sizes varied in the sub-

Designed to allow guests to
relax and linger over meals, the
new prototype offers limited, fast-
casual-style table service. “In the
suburbs people come in juggling
bags or children, and they’re not
necessarily looking for grab-and-
go,” Frechette said. “Here, they go

u Bon Pain said suburban expansion forms a key
component of its growth plans, marking a shift in
its strategy of opening in urban and on-site locations.

urbs. “You can have parties of
three, four or more as compared
to one or two in urban locations,”
Frechette said.

As a result, the new design
also offers table tops in various
€03 tions with more comfort-
able seating that includes booths.
The new prototype can seat about
120 in a 5,000-square-foot area.

to the counter and order, and then
take their seats and servers bring
the food to the table.”

Whereas the earlier prototype
offered largely the same menu as
traditional locations, the Bistro
concept was designed to target a
wider audience with a more exten-
sive menu that accommodates the
breakfast, lunch and dinner day-

parts — a model that has been
highly successful for Panera.
Suburban outlets will feature a
number of hot breakfast items
available throughout the morning,
like buttermilk pancakes, omelets
and a variety of fresh egg sand-
wiches. The breakfast menu will

be served until about 11 a.m.

The dinner menu has been bol-
stered significantly with a num-
ber of new additions, including the
Bistro Bowl. The dish includes
either rice or pasta, a variety of
vegetables and sauces, and a
choice of flame-grilled chicken,
salmon, shrimp or veggie burger.
Bowl options are Pan-Asian

teriyaki, BBQ, San Marino and
Thai Curry. Prices range from
$6.99 to $9.49.

To prepare many of the new
selections — including the Bistro
Bowl — suburban locations will
deploy a grill station to cook items
on a made-to-order basis. The addi-
tion of the grill station and the new
limited table service will change
staffing requirements somewhat
but is not expected to raise the out-
let’s labor cost, Frechette explained.
He said each suburban location will
require a staff of about 35.

A new pizza-type preparation
called a Pizzetta also is new to Au
Bon Pain’s menu. Served on Indian
naan flat bread, Pizzettas are
available with several topping
options. For example, the Shanghai
Chicken Pizzetta includes spiced,
shredded chicken, tomato, pickled
cucumber, crispy noodles, and
Asian sesame dressing. Prices
range from $5.99 to $7.29.

(See AU BON PAIN, page 81)




