eLecere        
                                                                                                                                                   Sales Strategy


INTRODUCTION
eLecere intends to become a Naples, Florida-based company providing a unique approach to online marketing of the restaurant (prepared food) industry. eLecere’s technology will provide increased market reach and operational efficiency for restaurants, other prepared food providers, and prepared food aggregators. A prepared food aggregator (PFA) is a company that provides value-added services for both restaurants and consumers, including delivery services for restaurants and website aggregation of restaurant availability for consumers.

Introduction
eLecere intends to provide restaurants, primarily multi-unit chain restaurants, with FIRMS (Fully-Integrated Restaurant Management System).  FIRMS is a  set of on-demand applications which can be utilized as a cost effective tool for the successful operations of restaurants on any level, ranging from the individual to multinational chain restaurants.  

Product 
The FIRMS software service offers five individual, on-demand revenue-generating modules: (1) online ordering (which includes point of sales at the restaurant’s discretion), (2) networked, multiple-restaurant accounting, (3) mapping and geocoding, (4) data mining, and (5) reservations.  eLecere will initially offer only the online ordering service.  Once a customer has chosen eLecere’s FIRMS software as its provider of online ordering services, the remainder of the FIRMS capability can be introduced as appropriate.  Thus the eLecere sales staff does not have to sell all five modules to a potential customer at the beginning of a customer relationship.  Only a portion of one module need be sold to capture a customer.  The rest can be introduced later. 

The FIRMS software’s completion status today is as follows: online ordering/point of sales (100%), networked accounting (95%), mapping and geocoding (70%), data mining (90%), and reservations (95%). 

Market 
It is estimated that approximately 20 percent of restaurant operators offer some sort of online ordering system or capabilities.
 With that being the case restaurants with online ordering capabilities collect annual revenues from takeout and drive-thru of $17.87 billion (not necessarily all through online ordering). This leaves an available market of takeout and drive-thru sales of $56.4 billion which currently does not have online ordering capabilities.  

Scalability 
The FIRMS software is written fully in Java (32,000 lines of code), and thus will execute on effectively any brand of server computer with no modification required to the software for execution on each different brand of server. There is one executable copy of the software and one database for each restaurant. Each server is projected to support about 3-10 restaurants. If a server becomes overloaded, eLecere purchases a new server (about $3500 each). When a new restaurant customer is added, about one hour is required to configure the new restaurant’s FIRMS software for full usage. The only significant human intervention required in the operation of the FIRMS software is in managing the database for each restaurant, but FIRMS is designed so that database management is easily achieved by a person with no more computer experience than usage of typical spreadsheet software. Management of each database is expected to be the customer’s responsibility. For ten customers or ten thousand customers, the only requirements of eLecere’s personnel are server hardware maintenance and FIRMS software maintenance executing on those servers. Every copy of FIRMS executing on the server for each restaurant is exactly the same software. Only the database differs between restaurants, and that only if the menu differs.

Overview

As almost all types of industry around the world have been affected, changed, and improved by the advancement of technology, the restaurant industry has followed suit.  While many would contend that the restaurant industry has been relatively slow to adopt technology, inevitably it has still integrated technological advancements into operations.  The reasons for this delay in adoption are numerous; however investment in technological improvement has increased in all sectors of the restaurant industry, with 50 percent of restaurateurs increasing their expenditure on technology and technological improvements in 2007.
  Of the factors which have contributed to said increase in expenditure the most contributory have been the need to reduce labor costs, a drive to provide better customer service to a more technologically savvy public, and a realization of the powerful impact proper use of technology can have on sales.

Historically labor has represented 31 percent of total cost to restaurants but is on the rise due to current economic conditions and increased cost of living.  With food costs increasing and the American public growing more price-sensitive restaurateurs have been forced to find ways to still make a profit while driving sales.  Since raising prices in order to cover higher product costs is an unattractive, if not unavailable option, the alternative has been to cut other costs, with labor being the highest cost to a restaurant thus a natural target for reduction.  Computer technology can be used to a certain extent to reduce labor costs in two ways.  The first is to make the restaurant more efficient by reducing the need for skilled labor such as accountants; the second is to make the customer more efficient by reducing the need for unskilled labor such as cashiers and order processors.

Considering that the American public has become much more tech-savvy in recent years, with technology such as cell phones and computers becoming integral parts of everyday life for most Americans, restaurateurs have been able to find ways to use this to their advantage.  From a labor cost point of view this has proven useful to the restaurateur, but also from a service and efficiency standpoint.  The customer is very willing to utilize technology to decrease their wait times, and to give themselves more control over their experience.  Forty three percent of adults surveyed by the National Restaurant Association responded they would likely use customer-activated ordering and payment terminals at their tables if their favorite full service restaurants offered them.  The level of interest is even higher among younger adults.
  This mentality can be applied to internet ordering, considering that the percentage of adults who have used the internet to order food from a restaurant online has risen every year, and the percentage of adults who have at least read a menu online has risen almost exponentially to near 100 percent of adults under the age of 45.
,
,
  This concept is also demonstrated by the fast growing success of one of the most recent categorical entries into the restaurant technology industry, cell-phone text ordering.  From its conception, it has been geared towards speed and convenience, and has been very popular in major cities where timeliness is imperative and a fast pace of life is ubiquitous (i.e. New York), but it is has begun to penetrate most markets due to multiple factors.

Seeing how integral and successful technology such as cell-phone ordering has become in the restaurant industry, restaurateurs have become quicker to accept and integrate technology as part of the business.  This has also been aided by a changing of the guard in the industry; with generations X, and Y (born between 1961 and 1984) who were raised with computer technology, taking over from the Baby Boom generation as primary operational managers and consumers.  For earlier generations, the definition of technology in restaurant operations was quite literally fire, with the microwave still being a hot (no pun intended) topic of debate.  However, having a more technologically savvy management pool has lead the industry to adopt technology for marketing purposes, especially in the realm of email marketing and frequency rewards programs.  The internet has also been utilized in a number of ways to gain access to the customer and draw them into the restaurant.  This has lead to the rise of the online reservation system, which is becoming an integral component of table-service restaurants.  Many online reservations programs are outsourced to community-type websites, where marketing is a very large aspect of the restaurant-customer relationship.

BUSINESS MODEL
PFAs provide a website that brings together (aggregates) multiple restaurants located more or less close together within a geographical region. The PFA website provides diners with a convenient single destination for their diverse prepared food needs. One of the better known examples of a PFA is Delivery.com (www.delivery.com), although there are many small PFAs in operation today. Most large U.S. cities have at least one PFA in existence, and some have several. SeamlessWeb (www.seamlessweb.com) is also classified as a PFA, although SeamlessWeb has generally had a strategy of offering their own menu, but partnering with existing restaurants to provide the prepared food that is delivered by SeamlessWeb.
An online PowerPoint presentation (accessed at www.elecere.com) is available to further summarize eLecere’s business model. Page 2 of the PowerPoint presentation shows how PFAs relate to restaurant chains in the prepared food industry. Restaurant chains such as Outback Steakhouse (owned by OSI Restaurant Partners), for example, are considered here to be vertically-structured prepared food providers, while PFAs are considered to be horizontally-structured prepared food providers. Thus PFAs can be thought of as providing (aggregating) services for groups of restaurants that are generally not part of a restaurant chain, although individual chain restaurants can and do show up on most PFA websites.

eLecere’s business strategy is to market and sell (only) its proprietary software service to (1) PFAs, (2) restaurants and restaurant chains, and (3) providers of online ordering software services who desire a more robust and more capable software offering. While the latter might normally be considered eLecere’s competitors, we intend to turn most or all of those companies into partners. There is not a clear delineation in the industry between these three services. Some PFAs might offer both food preparation services and delivery services, while some providers of online ordering software services might also provide delivery services. Some restaurants and restaurants chains might provide all three services. Such is the confusion that abounds in a new and emerging industry/market.
Projected sales in the food and beverage industry for 2008 are $558.3 billion, of which $344.2 billion will be accomplished by the 945,000 restaurants of all variety operating in the United States.  Of the $344.2 billion of total restaurant sales, full-service restaurants account for $187.4 billion, while limited-service restaurants account for $156.8 billion.
  On average, takeout sales account for five percent of revenues at full-service restaurants, while takeout and drive-thru sales account for 51 percent of limited-service restaurant revenues.
  After calculation, total takeout and drive-thru sales in the United States account for $89.338 billion, or 26 percent of total restaurant sales.

It is estimated that approximately 20 percent of restaurant operators offer some sort of online ordering system or capabilities.
  With that being the case restaurants with online ordering capabilities collect annual revenues from takeout and drive-thru of $17.87 billion (not necessarily all through online ordering).  This leaves an available market of takeout and drive-thru sales of $56.4 billion which currently does not have online ordering capabilities.  These calculations take into account the ten percent of full-service restaurants which do not offer takeout to consumers.
Our sales strategy is to approach (1) large restaurant chains, (2) large PFAs, (3) providers of online ordering software services, (4) small PFAs, and (5) small restaurant chains, in that order. The initial service offered for sale is the online ordering service only. This is the bait and hook. Once a customer has chosen eLecere’s FIRMS (Fully-Integrated Restaurant Management Software) as its provider of online ordering services, the remainder of the FIRMS capability can be introduced as appropriate.
A typical sales cycle is (1) initial discussion, (2) evaluation of the software service in a couple of restaurants, (3) contract for full service, and (4) making the service available in all restaurants. The software cost to the potential customer of all four of these stages is nothing, which, for the motivated customer, should shorten the sales cycle dramatically. The pitfalls are (1) finding the motivated customer who is not engaged with a competitor or “rolling their own” online ordering system, (2) Convincing the customer to market the service to their customers, so that online ordering will be used frequently, (3) installing Internet technology and some minimal hardware in an environment that is generally not technically savvy, and (4) Convincing restaurant staff to use something new that might obviate the need for their employment.
The technology generally being developed today by both competitors and large restaurant chains (i.e. those chains that are “rolling their own” customized online ordering technology) is generally much more primitive than eLecere’s integrated FIRMS software. This competitive technology is usually nothing more than a set of website pages containing executable JavaScript that compiles the customer’s order and then sends an email order to the restaurant. To the extent that the large restaurant chains have chosen to take such an approach rather than use FIRMS is not a major competitive issue for eLecere, because it will be easy to interface these existing products with FIRMS. This means that the restaurant chain can continue to use its existing, customized online ordering website, but will still have access to all of the more sophisticated features in FIRMS. Thus a customer initially uses the chain’s existing website technology when he or she prepares an online order. When the online order is complete, it is sent to the FIRMS system, where it is entered into the FIRMS database. From that time forward it is impossible to tell whether the original order was created from the custom website user interface or the FIRMS user interface. And from that point forward the customer will use FIRMS to manage the order. Eventually FIRMS will supplant the custom website technology, because this kind of technology will be very expensive for the restaurant chains to maintain. 
eLecere’s Place in the Market

FIRMS, while being a multi-dimensional product, is currently immediately competitive in one major arena, online ordering.  Currently the realm of online ordering is by far the most open marketplace for penetration by eLecere.  While there is potential for market penetration by eLecere in point-of-sales and reservations, said markets contain much heavier obstacles to penetration.  The point-of-sales market is heavily populated; and while eLecere’s product may eventually prove relatively unique and superior to the other products currently on the market, growth will be slow with extremely fierce competition.  Online reservations, while more open than the point-of-sales marketplace, is still a difficult market since the majority of online reservations packages also include table-management software and systems; as well as the market has already been well penetrated by several companies who have become standard-bearers in a relatively short period of time.

The above statements are not meant to imply that the point-of-sales and online reservations markets are by any means locked to entrance.  Especially concerning point-of-sales, new technologies and companies are starting on a regular basis, and many restaurants are currently running out of date systems which will eventually need replacement.  The online reservations market is one that has become very specialized in its short lifespan.  While there is room for market penetration it is still constricted by the fact that it pertains only to a portion of the industry, approximately 20 percent of all restaurants take reservations; thus those who have entered that market are specialized and established.

Projected Market Share and Yearly Revenues for eLecere

Projected sales in the food and beverage industry for 2008 are $558.3 billion, of which $344.2 billion will be accomplished by the 945,000 restaurants of all variety operating in the United States.  Of the $344.2 billion of total restaurant sales, full-service restaurants account for $187.4 billion, while limited-service restaurants account for $156.8 billion.
  On average, takeout sales account for five percent of revenues at full-service restaurants, while takeout and drive-thru sales account for 51 percent of limited-service restaurant revenues.
  After calculation, total takeout and drive-thru sales in the United States account for $89.338 billion, or 26 percent of total restaurant sales.

It is estimated that approximately 20 percent of restaurant operators offer some sort of online ordering system or capabilities.
  With that being the case restaurants with online ordering capabilities collect annual revenues from takeout and drive-thru of $17.87 billion (not necessarily all through online ordering).  This leaves an available market of takeout and drive-thru sales of $56.4 billion which currently does not have online ordering capabilities.  These calculations take into account the ten percent of full-service restaurants which do not offer takeout to consumers.

	Figure 1: Summary of American Restaurant, Takeout and Drive-Thru Revenues Projected for 2008

	
	
	

	Total Projected F&B Sales
	-
	 $558,300,000,000 

	Total Sales by the 945,000 Restaurants Operating in the United States
	-
	 $344,200,000,000 

	Sales at Full-Service Restaurants (34% of Total F&B Sales)
	-
	 $187,400,000,000 

	Sales at Limited-Service Restaurants (28% of Total F&B Sales)
	-
	 $156,800,000,000 

	Total Takeout Sales (26% of total sales)
	-
	 $  89,338,000,000 

	Takeout Sales at Full-Service Restaurants (5% of Total Full-Service Sales)
	-
	 $    9,370,000,000 

	Takeout and Drive-Thru Sales at Limited-Service Restaurants (51% of Total Limited-Service Sales)
	-
	 $  79,968,000,000 

	Total Takeout and Drive-Thru Sales at Restaurants With Online Ordering Systems (20% of Market)
	-
	 $  17,867,600,000 

	Total Takeout and Drive-Thru Sales in Available Market
	-
	 $  56,426,720,000 


To project market share one has to take into account the amount of available market, viable competition, and variability of “unavailable” market.  A very wide open market is available, with 80 percent of restaurants in America currently operating without any sort of online ordering available.  Since almost every online ordering system in use today is new and newly implemented it is practical to assume that the other 20 percent of the market using an online ordering system is not variable since those operators are likely to stay with their system for a number of years before changing systems.  

	Figure 2: Most Notable Providers of Online Ordering
	
	

	
	Category
	Market Penetration
	Noteable Clients

	QuikOrder
	Online Ordering System
	6,000 restaurants, 10% of the total pizza business in the United States; which accounts for approximately $3 billion in total sales, annually
	Pizza Hut, Domino's

	SeamlessWeb
	Online Menus
	1,500+ restaurants in the Northeast.  Nationwide rollout planned for the near future with a presence already established in 14 major cities.
	 

	Kudzu Interactive
	Online Ordering System
	10,000+ Restaurants
	Baja Fresh, McAlister's Deli, Moe's Southwest Grill, Subway, Tony Roma's, Fatburger, Pick Up Stix, Popeye's

	GoMobo
	Cell Phone Ordering System
	20 Cities Nationwide.  Dominates NewYork City
	Dunkin Donuts, Subway, Quizno’s, Krispy Kreme, Johnny Rockets 

	AROS (Delphis Software)
	Online Ordering System
	3,000+ Restaurants
	Panda Express, Arby's, Chick-fil-A, Luby's, Alfy's Pizza, Lucilles Smokehouse BBQ

	Bigholler
	Online Ordering System
	500+ Restaurants
	The Original Soupman, Pita Pit USA, Wings To Go, Planet Pizza, Chappy's Pizza

	GrubHub
	Online Menus
	Chicago, San Francisco, Boston, New York
	 

	imenu360
	Online Ordering System
	 
	Tomato Head Pizza Kitchen, Zen Palate

	NextChoice
	Hospitality Technologies
	NextChoice is a well established provider of hospitality technologies for hotels, restaurants and casinos.
	 

	Onosys
	Online Ordering System
	2,000+ Restaurants
	Quizno's

	Brygid Technologies
	Online Ordering System
	 
	Uno Chicago Grill

	NexTep Systems
	Online Ordering System
	 
	Boar's Head

	orderTalk
	Online Ordering System
	 
	Bucca di Beppo

	TakeOut Technologies
	Online Ordering System
	1,500+ Restaurants, 22,000 orders per month
	Pat and Oscars, Claim Jumper Restaurants, Marie Calendars, Zpizza, Café Rio, Pasta Pomodoro, Grill Concepts, SuperMex

	MyTango
	Cell Phone Ordering System
	The most used cell phone ordering system in California
	 


The sales strategy at eLecere is to approach (1) large restaurant chains, (2) large PFAs, (3) providers of online ordering software services, (4) small PFAs, and (5) small restaurant chains, in that order. Approaching the larger chains and PFAs initially has the advantage that a small sales staff can obtain maximum leverage by approaching large potential customers first. Since eLecere will have a small sales staff at first, it is important to make that sales staff maximally efficient. One way to do that is to make sure the sales staff is calling on organizations that can bring in hundreds of restaurants as customers.
Sales to existing providers of online ordering services is essentially an exercise in convincing the provider to use eLecere’s software service instead of the provider’s own proprietary service. The advantage to eLecere in this kind of arrangement is that every provider who uses eLecere’s software is a separate sales channel for eLecere. The advantage to the provider is that it can concentrate on marketing and selling of software services and perhaps developing other restaurant industry business opportunities instead of providing software services development, customer support, database management, and software services maintenance. Revenues are generally split about 50-50 in this kind of partnership.
The FIRMS software service offers five individual revenue-generating modules: (1) online ordering (which includes point of sales at the restaurant’s discretion), (2) networked, multiple-restaurant accounting, (3) mapping and geocoding, (4) data mining, and (5) reservations. eLecere will initially offer only the online ordering service. Once a customer has chosen eLecere’s FIRMS software as its provider of online ordering services, the remainder of the FIRMS capability can be introduced as appropriate. Thus the eLecere sales staff does not have to sell all five modules to a potential customer at the beginning of a customer relationship. Only a portion of one module need be sold to capture a customer. The rest can be introduced later.

A typical sales cycle is (1) initial discussion, (2) evaluation of the software service in a couple of restaurants, (3) contract for full service, and (4) making the service available in all restaurants. The software cost to the potential customer of all four of these stages is nothing, which, for the motivated customer, should shorten the sales cycle dramatically. The pitfalls are (1) finding the motivated customer who is not engaged with a competitor or “rolling their own” online ordering system, (2) Convincing the customer to market the service to their customers, so that online ordering will be used frequently, (3) installing Internet technology and some minimal hardware in an environment that is generally not technically savvy, and (4) Convincing restaurant staff to try something new that might obviate the need for their employment.
The technology generally being developed today by both competitors and large restaurant chains (i.e. those chains that are “rolling their own” customized online ordering technology) is generally much more primitive than eLecere’s integrated FIRMS software. This competitive technology is usually nothing more than a set of website pages containing executable JavaScript that compiles the customer’s order and then sends an email order to the restaurant. To the extent that the large restaurant chains have chosen to take such an approach rather than use FIRMS is not a major competitive issue for eLecere, because it will be easy to interface these existing products with FIRMS. This means that the restaurant chain can continue to use its existing, customized online ordering website, but will still have access to all of the more sophisticated features in FIRMS. Thus a customer initially uses the chain’s existing website technology when he or she prepares an online order. When the online order is complete, it is sent to the FIRMS system, where it is entered into the FIRMS database. From that time forward it is impossible to tell whether the original order was created from the custom website user interface or the FIRMS user interface. And from that point forward the customer will use FIRMS to manage the order. Eventually FIRMS will supplant the custom website technology, because this kind of technology will be very expensive for the restaurant chains to maintain.

eLecere offers a “pay-as-you-go” pricing strategy, allowing restaurant and PFA customers to make no initial payments or capital outlays. eLecere will be paid a small percentage (3-10%) of restaurant takeout/delivery revenues for the FIRMS software service. Any data base customization, support, or service will be billed at a fixed hourly rate, or optionally at a higher percentage of restaurant revenues. Revenue owed to eLecere by a restaurant will be automatically billed to the restaurant’s credit card, so eLecere will effectively never have any accounts receivable.
eLecere will sell the following benefits of its SOA or “Software as a Service” approach:
1. No software located at a restaurant
2. No software upgrades required at a restaurant
3. Web browser access is the only access required from the restaurant to a central database and server

4. Rich data mining and mapping capability
5. Cost-savings of a networked accounting capability
6. Software designed specifically for restaurant takeout and delivery
7. Variable-cost pricing methodology

8. Reduced staff data entry and processing requirements 

9. Very small or no additional capital equipment outlays
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Projected sales in the food and beverage industry for 2008 are $558.3 billion, of which $344.2 billion will be accomplished by the 945,000 restaurants of all variety operating in the United States.  Of the $344.2 billion of total restaurant sales, full-service restaurants account for $187.4 billion, while limited-service restaurants account for $156.8 billion.  On average, takeout sales account for five percent of revenues at full-service restaurants, while takeout and drive-thru sales account for 51 percent of limited-service restaurant revenues.  After calculation, total takeout and drive-thru sales in the United States account for $89.338 billion, or 26 percent of total restaurant sales.

It is estimated that approximately 20 percent of restaurant operators offer some sort of online ordering system or capabilities.  With that being the case restaurants with online ordering capabilities collect annual revenues from takeout and drive-thru of $17.87 billion (not necessarily all through online ordering).  This leaves an available market of takeout and drive-thru sales of $56.4 billion which currently does not have online ordering capabilities.

The FIRMS software service offers five individual revenue-generating modules: (1) online ordering (which includes point of sales at the restaurant’s discretion), networked, multiple-restaurant accounting, mapping and geocoding, data mining, and reservations. eLecere will initially offer only the online ordering service. Once a customer has chosen eLecere’s FIRMS software as its provider of online ordering services, the remainder of the FIRMS capability can be introduced as appropriate.

eLecere will eventually provide online ordering of takeout and/or delivery from home computers, business computers, laptops, personal digital assistants (PDAs), and cellular telephones.

eLecere’s sales strategy is to approach (1) large restaurant chains, (2) large PFAs, (3) providers of online ordering software services, (4) small PFAs, and (5) small restaurant chains, in that order. To the extent that the large restaurant chains may have previously chosen to take a different approach than FIRMS is not a major competitive issue for eLecere, because it will be easy to interface these existing products with FIRMS. This means that the restaurant chain can continue to use its existing, customized online ordering website, but will still have access to all of the more sophisticated features in FIRMS. Eventually FIRMS will supplant the custom website technology, because this kind of technology will be very expensive for the restaurant chains to maintain.
eLecere’s software services will increase the profitability of restaurants by reducing overhead and enabling the restaurant to operate more efficiently. This is the holy grail for restaurants in a highly-competitive industry that is generally distinguished by low profit margins.

The online PowerPoint presentation available at www.elecere.com further summarizes eLecere’s business model.

Appendices

FIRMS (Fully-Integrated Restaurant Management System) consists of six modules that surround a central database. From the picture below, one can see that the FIRMS database seamlessly ties all modules together. Gone are the days of running several different software solutions that won't talk to each other, creating unneeded cost and human error.
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FIRMS is Internet-based software, also called SOA (Service-Oriented Architecture) or SaaS (Software as a Service). This means the FIRMS software is accessed over the Internet through a browser. There is no need for the FIRMS customer to buy server hardware, buy software, install software, or maintain software. Recently, large companies such as SAP (http://www.sap.com/index.epx) and Google have announced new SOA architectures for large and small business office solutions. Mark Benioff, CEO of Salesforce.com, a pioneer in SOA, has called the emergence of SOA "the end of software," meaning the end of software marketed and sold the old-fashioned way, e.g. like Microsoft Office products.

 

FIRMS can be used either by restaurant staff or by customers ordering online. Other than restricting some FIRMS functions to restaurant staff only, the underlying software is the same, regardless of who is using it. When a new customer begins using FIRMS, only the initial database needs to be configured. The FIRMS software is the same software for all customers.
 

The Point of Sales (POS) module is used by restaurant staff to record the sales of items at multiple points. This means that all customer activities can be charged to the customer's account from numerous places throughout the restaurant. This also means the end of requiring sales sites to transfer their daily receipts to paper, only to have a clerk in accounting re-enter the data from the paper. All sales from the POS module are entered automatically into the accounting system. This reduces costs and errors. The software seen by the consumer ordering online is the same software as the restaurant’s POS system, the only difference being that some POS functions are available only to wait staff. Other than this, the software is the same software with the same graphical user interface.
 

The Accounting module is a standard accounting module when viewed at the surface, but it is much more than that. A special feature of the accounting module is that sales categories can be kept separate and can be accounted for separately. This would allow a restaurant to determine whether, for example, American wine sales are more profitable than European wine sales, or just how profitable are the daily specials. And remember, this is totally automated. Humans do not have to categorize revenues and most expenses manually. Another powerful feature of the accounting system is the ability to structure a chain of restaurants into various accounting levels, such as regions, sub-regions, and states. The FIRMS accounting system will upload all accounting information from a lower level to a higher level, e.g. from individual restaurants to the state level, where all individual restaurant accounting is coalesced into a single state-level accounting of all the restaurants within the state. Similarly, the states within a region can be uploaded to a single accounting at the regional level, and so on, all the way up to a single accounting at the corporate level.

The Mapping module is a generalized data base query system that produces maps, locations on maps (called points of interest), and routes on maps. Want to know where your customers live? Want to see on a map the locations of all deliveries from last month or the home address of customers who picked up food in the last month? Not a problem. Just build the appropriate data base query and click “go”. Want to know the locations of and an optimized route for your next three deliveries? The customer can use the mapping module to find the closest restaurant and driving directions to that restaurant. There are no addresses to be entered, because the FIRMS software knows the customers’ address and the addresses of all restaurants. If the customer has a PDA with GPS, the location of the nearest restaurant to his or her current location can be easily computed, and a route can be displayed on the PDA. There are many more potential uses of the FIRMS mapping module, too numerous to mention here.
 

The Data Mining module is a generalized database query system that generates data in the form of tables and spreadsheets as reports. Want to know how many customers ordered the New York Strip rare during the months of January and February? Not a problem. Just build the appropriate data base query and click "go". All order information is stored permanently in the database. Retrieving the information is a simple matter of specifying what you want to retrieve in a database query. Reports for upper management can easily be generated. If the report isn't exactly what upper management wants, the report definition can be quickly changed and a new report generated. All report definitions created are saved in the database for future use. And if you want to share a report definition you have created with other restaurants, simply retrieve the report definition from the database and email it to other restaurants.

The Maintenance module is used to perform certain database housekeeping functions and also to create new user accounts.

 

The Reservations module allows the user to make dinner reservations.

The FIRMS software is not sold as a product, but rather as a service. The charge to customers for licensing the FIRMS service is a small percentage of the customer’s revenues, paid monthly. Software services marketed in this manner are impossible to pirate, a problem which has existed for years in the old software business model of selling software products on a storage media that must be installed on a user’s computer.

Take a Test Drive of the FIRMS Software:

Go to the website www.elecere.com to use the FIRMS software to order takeout food at an imaginary resort restaurant called the Kangaroo Grill.

· If you want to try ordering food before you create an account, click the “TRY US!” button.

· You can establish a new account by clicking the “NEW ACCOUNT” button, or login as guest in the number field and guest in the password field.

· When logged in to create a new account, you can create your own primary account. For the account number, use your telephone number with the area code. Use digits only, no dots or dashes.

· After creating a primary account from the guest login, you will automatically be logged in to your account with full privileges. In future logins, use your account number (telephone number) in the number field and enter your password in the password field. You do not have to enter your first and last name to login, because your account number is unique.

· After logging in, you can push the MANAGE ACCT button if you wish to change your account.

· After logging in, you can push the ORDER button to order takeout.

· After logging in, you can push the SUMMARY button to see a historical summary of all your past orders.

· Always use the QUIT button to quit the browser! Do not use the Window exit button in the upper right portion of the screen.

· Never use the browser's "back" button in the upper left portion of the screen, use the BACK button provided for you by the FIRMS system!

· After pushing ORDER, you can push FOOD to order takeout food.

· When on the main FOOD order screen, linger the mouse cursor over an operation button in the upper left of the screen to see documentation on how to use the button. Refer to the pop-up "tips" to learn how to use the FIRMS system.

· Push the OPEN NEW ORDER button to create a new order. You may create more than one order by pushing this button again, after you finish the current order.
· Before you can "finish" making an order that is acceptable to the restaurant, you must designate a delivery method using the SELECT DELIVERY METHOD button and then you must select a pickup/delivery date and pickup/delivery time using the SELECT TIME FOR PICKUP/DELIVERY button. Linger the mouse button over these two buttons for more instructions on how to use these two buttons to specify a pickup/delivery method and time. You cannot "finish" an order for acceptance by the restaurant using the FINISH CURRENT ORDER button until you have specified a pickup/delivery method and time. The FINISH CURRENT ORDER button will become enabled when the order is ready to be "finished" and accepted by the restaurant.
· You will always be guided through the FIRMS system by pushing enabled buttons. Pay close attention to which buttons are enabled. This is a feature of FIRMS that makes it very easy to use by those who are not computer-savvy.

Bob Evans restaurant chain:

The Bob Evans Corporation restaurant chain (Bob Evans and Mimi’s restaurants) consists of about 600 restaurants. Bob Evans sells take-out food to its customers today via telephone phone-in only. In order to obtain a take-out meal today at a Bob Evans restaurant, the following steps must generally be followed:

1. Find the Bob Evans menu around the house somewhere (assuming one has a Bob Evans menu around the house)

2. Place a phone call to a Bob Evans restaurant

3. Place your order over the telephone and hope that the person at Bob Evans writes it down correctly
4. Drive to the Bob Evans restaurant

5. Wait in line for others who are ahead of you.

6. When you reach the front of the line, pay for your meal

7. Take your meal and leave

With the eLecere system in place at Bob Evans restaurants, this process is shortened considerably, i.e.

1. Go to the Bob Evans website using a browser (or a PDA or cell phone) and access the eLecere software

2. Place your order over the Internet and verify to yourself it is correct (this order will not be touched by humans)
3. The order is automatically sent to the cooks on a console or printer in the Bob Evans kitchen
4. Drive to the Bob Evans restaurant (or have the food delivered to you)
5. Your credit card is already stored in the FIRMS database, so when you arrive at the restaurant you simply take your meal and leave immediately, i.e. there is no waiting in line and no waiting on a staff person to swipe your credit card while your food gets cold.
FIRMS will enable Bob Evans to perform takeout sales with no employees required to take telephone calls or payments. The only restaurant staff required for takeout sales will be the cooks, but they have to be there anyway. Thus the FIRMS system will allow a restaurant to be very profitable in the takeout/delivery portion of their business, because FIRMS allows takeout/delivery to be highly profitable on an incremental basis.
Moretti’s of Arlington Italian Restaurant:

Moretti’s of Arlington Italian restaurant in Columbus, OH is eLecere’s first restaurant customer. The FIRMS software has been deployed at Moretti’s. To access the FIRMS software, go to www.morettisofarlington.com and, click on the button ORDER ONLINE CLICK HERE. You can order meals and either pick up the food yourself or have Moretti’s deliver the meals to you. But note that this website is active, so be careful not to actually place an order that you cannot pick up.
For takeout food to be picked up by the customer, Moretti’s charges the customer a 3% surcharge. This surcharge is passed on as revenue to eLecere. For takeout food to be delivered to the customer, Moretti’s charges the customer a 5% delivery fee, of which 3% is revenue to eLecere. Thus the cost to Moretti’s of the FIRMS software is absolutely nothing. There is no software to buy, no software to install, no servers to buy, and no system administration hassles for either hardware or software issues.
Moretti’s has informed us that they will switch to the FIRMS Point of Sale (POS) software, because their current POS software is old and hard to maintain. Moretti’s has also informed us that they will switch to the FIRMS accounting module in the near future, and Moretti’s intends to use the FIRMS data mining module to send promotional emailings to its online customer base. This integration Path is expected for all or most of eLecere’s future customer base.
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