
B Y:  G R E G  B U Z E K

STORE-LEVEL DIAL UP: You are missing opportunities to grow revenues and cut costs.

Many restaurants have the same problem when it 
comes to IT infrastructure. They would like to 
offer more data services and business 
intelligence to their stores and franchisees, 
but they have yet to find an affordable 
approach. There is a solution.

The availability of these applications at the store level is often limited 
by the size of the communication pipe to the remote location. Unlike big 
box retailers, restaurants cannot justify the expense of a T-1 line to every 
restaurant, an affordable broadband such as cable and DSL is not always 
available or secure enough to simply drop in and rely on.

As a result, the chains and franchisees have often resorted only to the 
least common denominator, dial up. But there is a better way; a way that 
provides an incremental move from dial up to broadband is now available 
that eliminates the need for restaurants to take on all of the 
communication vendor relationships for each region and that allows 
them to offer value-added services to their stores and franchisees. These 
solutions manage the best available (and affordable) connection for that 
location to be transferred to a provider at an affordable cost.

Affordable options for retailers considering transitioning from dial up 
include: IP VPN services offered by companies like MegaPath Networks 
(www.megapath.net) and New Edge Networks 
(www.newedgenetworks.com), or for the more security-conscious who 
want a private broadband solution that does not use the Internet for 
transport, check out Cybera (www.cybera.net).

These solutions range from $125 to $150 a month per location. This is 
quite affordable when you consider the hidden costs of managing all of 
the communications relationship in-house or if you are still relying on 
dial up.

Dial up has many hidden costs that make a managed process over 
broadband quite an easy decision.

Hard Costs
Hard costs are the telecommunications expenses associated with the 
dial-up network. These costs are the most obvious and the easiest to 
analyze.

How much do you spend for additional phone lines? What does it cost for 
the long distance/800-service for polling and software updates? How 
much time do store managers spend on the phone talking to the 
corporate office? Do you have a separate line for Internet access?

The real costs (and savings opportunities) come to light with the next two 
categories: hidden costs and opportunity costs.

Hidden Costs
Dial-up networks create rather than eliminate inefficiencies. Hidden 
costs are the result of those inefficiencies. What is the cost of time to 
audit inaccurate and incomplete polling data? How much time do local 
managers spend on the phone with the corporate office correcting sales 
and inventory errors? How long does it take to make pricing updates 
across the enterprise? How does this impact profitability and revenue?

Does your organization print forms, recipe books, manuals or other HR 
materials that could be replaced with online alternative? What is the cost 
of printing and mailing these materials? What is the cost of processing 
forms at the corporate office? How long does the average help desk call 
require? How long does it take to make POS updates and back-office 
software patches across the enterprise?

Opportunity Costs
Opportunity costs are the most significant. They represent benefits 
created by new applications and software that cannot be implemented 
on a dial-up network. They are the applications to provide real-time data, 
increase manager and worker productivity and improve customer 
service.

How much more productive would a local manager be with real-time e-
mail as opposed to batches of e-mails delivered three times a day? How 
would online ordering improve productivity and inventory control?

How would immediate pricing updates impact revenue and profitability? 
Would real-time dashboards improve merchandising decisions and 
promotions? Have you planned a customer relationship management 
program? What is the expected ROI? Are you able to launch an affordable 
debit or gift card program?

Optimally moving to broadband in a managed way opens the opportunity 
for revenue enhancement through the holy grail of same-store 
comparisons, also known as increased cash flow.

The bottom line is that if you are stuck on dial up at the store level, 
chances are you are missing many opportunities to both cut costs and 
grow revenue. The good news is that the last mile doesn't have to be a 
dilemma anymore. It can be a source of revenue opportunity.
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