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old beer on tap means hot cash
for restaurant owners. But every
time a bartender wipes spilled
beer from the bar or buys a drink
for a customer, the bottom line takes a hit.
A busy bar can literally have gallons of
draft beer and profits swirl down the drain
over the course of a week or month.
And that’s not to mention the loss
from leaky pipes and lines that bartend-
ers might not even know about. »
KENN PETERS
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Empire Brewing Co.'s Brewmaster Tim Butler oversees his assistant Dan Martin hooking a keg of beer to the tap. US Beverage Net
installs one flow meter per beer line in the keg storage room and then is connected to a data transmitter, sending information
t0 2 secure Web server, The company easily can review and compare revenue against actual product movement in real time.

A still Medgling Syracuse company
has an answer for the problem — an
answer that has caught on quickly at
restaurants and bars throughout Svra-
cuse and other parts of the country,

US Beverage Net, run by Mark Young,
developed software known in the in-
dustry as a flow-monitoring system,
which measures how much beer is
poured from the taps against how much
money goes into the cash register.

The concept, as described by Young,
the company's chiel executive officer,
is simple to the point that it’s a wonder
it wasn't thought of a long time ago.

Easily put, the solution to determine
how much beer is going down the drain
is to attach US Beverage Net equipment
oo beverage supply lines so bar manag-
ers can monitor the fow and sales from

ANY C0Im rl-lll er connected to the Internet.

Young and his crew of seven are do-
ing their best to get the word out to
restaurants across the couniry, all of
which undeniably face the problem of
spilled beer. In fact, the industry es-
timates that anywhere from 10 to 30
percent of draft beer is wasted includ-
ing the compensation most bartend-
crs arc granted for paying customers,
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The US Beverage Net flow-monitoring

system measures how much beer is
poured from the taps against how much
money goes into the cash register.

Young came io the idea through
his work, as he says, “in the beer
business,” for cight vears,

“We had a small craft-becr distrib-
utorship and we were dealing with
selling, shipping and servicing bars,”
he savs, Through that work, which

turned out to be his research, Young
came to understand the challenges

faced by restaurants, and he realized
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that controlling and managing inven-
tory more efficiently would be a major
plus for owners of most restanrants.

The product vision came From a dis-
tributor’s standpoint — o e inven-
vory to distribution in real time.

Mancy Luckwaldt, of Dinosaur Bar-
B-Que, in Syracuse, savs the system
has worked well at her bar, monitor-
ing spilled and complimentiary beer

Indeed, at Tully's Good times,
beer variance has dropped 1o be-
low 3 percent using the system.

The system is almost @ can't-
miss proposition, Young says, be-
cause of the way it works.

To get set up, the company installs one
flow meter per beer line in the storage
room above the keg. Each flow meter
then is connected to a data transmitter
that sends information to a secure Web
server, Once the system is online, the
LISET AN |'.'.-I.!I1fl]'.l:.{l'l‘. revenue Ey,ll'i nstL ac-
tual product movement in real time. A
monthly subscription fee, aboutr $250
for a restaurant with an average of cight
beer lines, allows the user access o
the data, along with monthly reports.

Charging a monthly fee, Young says, is
a distinct advantage for restaurants be-



cause it allows bar managers to see an himself of his position in Premier.
immediate return on their investment, S0 the question is how did
“OCur company is not a restau- Young support himself while he
rint or egquipment company, so with | was starting US Beverage Net?
cur plan everything is geared to- “I remained with Premier and hired
ward immediacy,” he says, onc cmployee for severdl months to b ] ~ 1w s O
When the business plan was de- | get Us Beverage started,” he says. Both l__ lNh l\\ L\{
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chains and connecting the compa- stockholders. Young says there are ATTORMNEYS AND LORS
ny's provduct to the supply chain. about 40 stockholders involved. AT LAW
“We're always committed to the | The € Corporation was cstab-
main components of the plan and i lished because it allows mult-
we're constantly fine-tuning the de- ple investors and sharcholders. 3
tails and strategies,” he says. While it “We knew we would have to raise cap- Serving New and
is a work in progress, it remains - | ital in the future, and a ¢ Corporation E=stablished Busine
cused on its main goals, he adds. | was our best option and structure for C
Young says the system's ad- | that process,” he says. Young cautioned of All Sizes Throughout
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VANLAZES Are many. however, that © Corporations aren't for New York.
The system user can see in real time evervbody because they have limita-
how much of any beverage has been tions to the number of shareholders.
poured and sold. Getting the
The user can Q funds 1o start 1S
spol patterns o Beverage Net in-
stop waste and Company: US Beverage Net (USBN) volved a series of
Mk e o by Address: 1001 W, Fayette St, Syracuse FEEITe iy A
taps, unauthor- equity investors,
ized compli- Founded: July 2005 The Premier
mentary drinks ‘Web: usbeversgenet.com Party Source
aqil spillage. CEO: Mark Young did not support
e user has the endeavor,
Instant access ‘What company does: Develops software Through his

to monitor the amount of beverage that is

anytime, from ; ] : connections in n 3 [
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There are trv. Young was |
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costs, US Beverage Net installs its sys- | ner with Auper Electronic Controls, I
tem at no charge in exchange for a oof Canada, a company that manufac- \ n H IVI N G
monthly subscription fee. The pack- | twres flow-meter equipment. Auper
age includes inventory control hard- | had been in business for 20 years ' c u u Hs ES
wiare, technology and Web interface. and its cquipment provided good ser-
The system is flexible so it can vice in the Canadian market, Young e
work with any type of dispensed | says, which are the main reasons Us 5“1‘ f ?
beverage of numerous lines. | Beverage MNet partnered with it. B i Har
The user can be aware of inventory | “We initially got a contract for New ‘o i
levels at any time and receive low stock | York state o be an exclusive dealer and v "
alerts, The system can be programmed | after that we ended up getting an exclu-
to generate sales orders to distributors. sive armangement for the U.S.,” he says.
Young, a graduate of State Universi- Getting the company off the e
tv at Albany, says his father, former Syvra- ground took about a vear while B [:N'lf locatio
cusc Mayor Tom Young, encouraged him | the concept was developed and 73 Emplu]rees
to “get into accounting.” Young did just a business plan was written.
that, landing a job with Coopers & Ly- “We formed the company in 2004
brand, where he worked for 2 1/2 years. | and did actual development for
Following that, Young became an abrout a vear, We founded US Bever
owner of Premicr Party Source, a re- age as a separate entity,” he says.
tail store on Erie Boulevard, that also As things work now, US Beverage Net
had a wholesale business, Premier | buys its equipment from the Canadi-
sold the wholesale business but re- | an manufacturer and incorporates its
tained the Party S5ource, although I own software to its LS, customers,
Young said he presently is divesting | Young says the company » 212 M, Franklin 51 Syracese
Deraux L Branch, MBA, President & CEO
478-2046 www.drivewithbranchs.com .




hias grovn as planned.

“Right now we're involved in a na-
tional marketing cffort where we're
targeting regional and national chains
in at least 10 states,” he says.

Getting customers for US Bever-
age Net's product involved good old-
fashioned sales work, he says,

“We made cold calls,” he says.

For example, at the UNO Chicago
Grill, the company made a connection
with the regional director of opera-
tions, who was able to lease the system
because it’s deemed an operational ex-
pense rather than a capital expense.

“We have worked with fran-
chise groups rather than corpo-
rate offices. They also are a little
casicr to aceess,” he says,

MNow, as US Beverage Net's repu-
tation spreads, the company is get
ting referrals from exXisting accounts.
“We're going to be able to short-
en our sales cyele and move quick-
er with paying locations,” he adds,

While the tap beer system is gain-
ing ground, US Beverage Net is work-
ing on a solution for monitoring the
sale of bottled beer just as the svstem
monitors tap beer. Tracking the sale
of tap beer naturally led to the idea
of monitoring bottled beer, he says.

“Bottle beer is as big a prob-
lem as draft, but draft is harder to
track and take inventorics because
it has to be weighed. Previously, it
wias an estimate, but now with Bey-
erage Net, it's easy,” he savs.

Because of the directness of its 5ys-
tem, US Beverage Net is able to back up
its claim that it can provide an imme-
diate incresse in profits for all restan-
rants. “It's a complete solution through a
streamlined approach,” he says.

Young says he belicves US Beverage
Met has a competitive advantage be-
cause it rolls out on a monthly sub-
scription basis. “Capital investment
is relatively non-existent, meaning we
can provide a very advanced solution
for a very reasonable cost,”™ he says,

The huge advantage for restau-
rateurs is that they can see an im-
mediate return on their investment
and bars that have the highest vol-
ume of poured heer can see the
biggest returns, Young says,

Zebb's Deluxe Grill & Bar,
in Mattydale, claims it's saving
700 per week on spilled beer.

Homters restaurant reports that cor-
porate-wide, its drafi-beer variance
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Mark Young, CEO of US Beverage Met, works with several people who have been with
him from nearly the beginning. The company right now is targeting 300 companies

that are in 140,000 locations, so him and his team have their work cut out for them.

From left, Rajiv Kalra, chief administrative officer; Mark Young, chief executive officer;
sundaresan Ravindran, manager of business systems and Josh Solomon, director of sales.

H ADVICE TO WOULD-BE ENTREPRENEURS
FROM MARK YOUNG
Make sure you have a financial plan and a
salid understanding with financial inves-
tars. It's easy to underestimate what the
future holds. Make sure you are managing
aviery possible scenario.

i

WHAT LESSONS HAS HE LEARNED
ALONG THE WAY

Always be aware of your financial picture.
You have to be a good salesperson no
matter what the product is, because you
will always be selling from employees, to
CUStOMers t0 Inviestors.

¥ THE BIGGEST HURDILE ALONG THE WAY
Raising money for mast people can be
the biggest challenge, not just raising the
maney, but raising it on the right terms.

was almost immediately reduced from
16 percent to below 4 percent, while
Ker's WingHouse Bar & Grill, with 22

| locations in Florida and Texas, reports
[ its draftbeer loss fell below 1 percent.

The results of using US Beverage

| Met's solution are similar with oth-

er restaurants, The Piccadilly Pub,
with 13 locations in Massachuserts,
claims it saw a two o three barrel a
week decrease in draft beer waste.

In terms of the future, Young
helieves the market is still un-
tapped, no pun intended.

He helieves there are approxi-
mately 900,000 eating and drink-
ing establishments throughout the
United States, which would ben-
cfit from the equipment.

“Our targeted sweep right now is 3040
companies that are in 160,000 locations,

| 80 that's a big demographic,” Young says.
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Whar ever happens in the future,
Young is sure US Beverage Net will
remain in Syracuse, and he's confi-
dent his workforce will increasc.,

US Beverage Net is in the process of

- adding an eighth person to its staff and
| he says there will be a need in the fu-

ture for more support and service per-
sonnel. The current staff is deployed in
such a way that each person is responsi-
ble for one area, such as sales, follow-up,
product installation, marketing, cor

| porate administration and rechnical.

The company is also putting a lot of ef

| fort into its product as it looks for ways
| to have the software evolve and im-
prove, Software updates are provided

regularly to US Beverage Met's clients.
To protect the company’s products,
two patents have been applied for and
are pending. Young says the patent pro-
cess is lengthy, complex and expensive.
Young works with seven other peo-

| ple who have been with him from

nearly the beginning. Given the tar-
get audience, they have their work cut
out for them for some time, he says.
Is this a win-win for TS Bey-
erage Net and its clients?
“This is more an cducation pro-
cess than a sales pitch,” he says.
Young says the opérating executives
of bars and restaurants report they lose
on average of 20 percent of their prod-
uct annually, “And we've demonstrat-
ed that our product can monitor and
provide information to them quickly.”
In short, Young says, the equip-

| ment can prove that it fulfills every
! claim 1S Beverage Net makes. B



