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	Cheese Chain Manages Five Sales Channels, Lowers Costs, Raises Efficiency and Profits

	
	
	
	



	Overview

Country or Region: United States

Industry: Retail

Customer Profile

Murray’s Cheese opened in 1940 on Bleecker Street in New York’s famous Greenwich Village. It opened a second store in 2002 in Grand Central Station.
Business Situation

Ordering perishables, paying in fluctuating currencies, and tracking inbound goods was becoming impossible with the old system. Worse, it showed no ability to keep up with the owner’s plans for expansion. 

Solution

The Microsoft Dynamics® Retail Management System from IUG Business Solutions will handle the expanding number of sales channels and opportunities that Murray’s management devises. 

Benefits

· Costs are down, efficiencies up
· Purchasing research once took hours; now takes a few keystrokes
· Dynamic, multipart costs are well tracked and fully known
· Management rapidly sees all information to make wiser decisions
· Microsoft® Certified Partner IUG Business Solutions takes full system responsibility 
	
	
	“We’re always evolving internally, but Microsoft Dynamics RMS is an important contributor to our increased sales and profits.”

Liz Thorpe, Vice President, Murray’s Cheese


	
	
	
	When, after more than sixty years, a New York retailer and importer of gourmet cheese, charcuterie, and olive oil began to automate, it faced problems BizTracker couldn’t handle. When Murray’s Cheese then targeted expansion through new marketing channels, management chose the Microsoft Dynamics® Retail Management System (RMS). Managing hundreds of international suppliers, tracking dynamic foreign currencies, and building a base of customer records for two stores, wholesale, distribution, catering, and the pilot for Murray’s mini-stores in Kroger supermarkets would have once been impossible. Microsoft Dynamics RMS is integrating channels, customers, and suppliers so management can see ways to improve successful practices. Reports show data several ways, enabling managers and executives to purchase goods and staff the stores more wisely. 
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Situation
Founded in 1940 on Bleecker Street in Greenwich Village, New York, Murray’s Cheese has grown to two stores. The second opened in New York’s Grand Central Terminal in the fall of 2002.

Today, Rob Kaufelt, Murray’s President and Owner, and author of The Murray’s Cheese Handbook, and his team of 50 are bent on creating a national business. Sales channels include Web, catalog, mail order, Cheese of the Month Club, catering, corporate events, wine and cheese-tasting classes, national wholesale to fine dining destinations like The French Laundry, and a distribution program with Sysco, the country’s largest food distributor. In late 2008, Murray’s will pilot “store-within-a-store” installations at three Cincinnati-area Kroger supermarkets. Murray’s will bring its expertise in product selection, sourcing, pricing, and education. It will train Kroger employees to sell a very wide range of products in facilities of 400 to 800 square feet, all under the Murray’s brand.
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Kaufelt continually travels throughout Europe and the United States to find and import the best cheeses, most exclusive olive oils, exotic balsamic vinegars, dairy, meats, and other elusive products—many found in the United States only at Murray’s. The 750 to 1,000 products constantly rotate by season and availability.

Managing Products that Perish

Most products are perishable or have limited shelf life and come from hundreds of vendors around the world whose currencies can also change day to day. Knowing rate of sale by product and season is critical to avoid overstocks. Other retailers may discount last year’s belt, but Murray’s won’t sell a stale cheese or an oil that’s turned. An unwise buy can mean a complete loss.

To track sales and stock, Murray’s made do with BizTracker, whose limitations included inaccurate information for pricing, inadequate inventory management, inability to track profitability by department, and troublesome program updates. These holes also reduced Murray’s ability to reckon and track shrinkage. 

Expansion Brought Complexity

“We’re essentially running five businesses,” says Liz Thorpe, Murray’s Vice President, “and each is constantly evolving and improving its processes and sales methods.” To get a more complete information picture, Murray’s once used multiple vendors to manage processes, hardware, networking, and point-of-sale software. 

That had the predictable problems of technical incompatibilities, writing too many checks for too many people, and finger-pointing meetings when something didn’t work or wouldn’t expand to meet our needs. 

“Our people bring us new ideas for improvements,” says Thorpe. “Every sales channel brings its own set of new IT requirements. Software has to keep up, and even lead us, by showing us new capabilities that have proven their worth in other retailer environments.”

Solution

“Our selection process was very comprehensive,” says Thorpe. “We looked at software for a long time. Our developer and solution had to be flexible, its parts had to communicate, and it had to come with features that already ‘knew’ our various sales channels. Most weren’t flexible enough to grow with our ideas.” 

Selecting Software for Expansion

“Management picked Microsoft Dynamics® Retail Management System (RMS) for its reliability, wide set of capabilities, and its ability to integrate with Microsoft and third-party products,” says Thorpe.
Microsoft Dynamics RMS was installed in early 2004. Thorpe says, “This is paving our way toward total integration of information between all platforms. About 40 people use it. We customize our own reports, but leave the complex ones to IUG. And we can tailor those as nee[image: image9.jpg]lG BUSINESS SOLUTIONS
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ds evolve.”
Picking the Partner and Enhancements

“We picked our software and our IT partner well,” says Thorpe. “IUG has become an integral part of the growth of our business. They’ve given us a single point of accountability that bridges processes, hardware, and software.”

“When we met IUG Business Solutions, we knew we had the right team to implement Microsoft Dynamics RMS as a thorough retail system that could help us optimize every department. IUG’s multidisciplinary competence makes it easy to trust them with technical care of our big picture. They even optimize fluctuating currency rates and suggest more-efficient currency brokers.”

IUG suggested Retail Analytics, a Microsoft Dynamics RMS enhancement. Says Thorpe, “It turns all the system’s data into PivotTables, so we can extract whatever we need for any department.” Retail Analytics is developed and marketed in the United States by Professional Advantage of Fargo, North Dakota.

IUG was established in 1998 to answer the need for a single-stop turnkey solution provider and business partner to the small and medium-sized business community. Its focus is to take technical problems off customers’ shoulders so clients can focus people and budgets on solving business problems and expanding. Owner Ed Ip has been quoted in articles, including “Many Ways to Shop” in eWeek’s Strategic Partner. 

Benefits

“At last!” says Thorpe. “We have easy access to the information we need to expand our business through all our current sales channels—and perhaps even more. 

“We’re always evolving internally, but Microsoft Dynamics RMS is an important contributor to our increased sales and profits. We’re a private company, but I can say that overall costs have significantly dropped and efficiencies have improved. The strongest example is now being able to track our dynamically changing and multifaceted costs. Our cost of product, transportation, the seller’s currency, and miscellaneous factors in every sale can fluctuate week-to-week on one product, affecting our landed cost—and we have 500 to 750 products at any given time. Now that we have the tools to tack these, we will soon see weighted averages and really understand our profit picture.

“It’s helping us do smarter purchasing of perishables or shelf-life goods,” says Thorpe. “We manage supply lines better. It used to take hours to physically look through historical orders and predict what to buy, how early, and from whom. Now we press a few keys.” 

Operator ease is a crucial improvement. “Definitely, we get faster training and faster lines with Microsoft Dynamics RMS,” says Thorpe. “After our four-hour training, a new person is fully qualified to handle cashier sales, credit card, or gift card situation they meet. We immediately drop them into our four o’clock rush and they can handle whatever New York throws at them. Microsoft Dynamics RMS also helped us document the need for earlier staffing on Fridays for shoppers who start their summer weekends here early.”

Another key area is avoiding stockouts that cost sales. “It’s helping us do smarter purchasing of perishables and shelf-life goods,” says Thorpe. “We manage our supply lines better. It used to take hours to physically look through historical orders and predict what to buy, how early, and from whom. Now we press a few keys.”

"We expect further margin improvement,” she explains, “because we’re coming to understand the dynamics of shrinkage, which is amazingly low here anyway. We also manage work flows better between stores, Web, and mail order.”


Thorpe’s experience tells other retailers, “I suggest retailers do three things to prepare for a new system: Determine your base needs for each process. Select a Microsoft Dynamics RMS partner who wears many hats to take technical chores off your plate. And start implementing all the features built into this system—because it is very comprehensive.” Then she adds a fourth: “Get Retail Analytics, because it makes all the information visible and lets you see it from odd angles, right at your fingertips.”

“To apply that concept here, farther down the road we’ll be looking at Microsoft Dynamics GP to help us manage finances and more fully integrate the broad spectrum of our business.”


Microsoft Dynamics Retail Management System

Microsoft Dynamics Retail Management System (RMS) offers a complete store automation solution for small and medium-sized retailers, streamlining point-of-sale (POS), customer service, and store inventory management, and providing real-time access to key business metrics. Microsoft Dynamics RMS is a comprehensive solution for single-store and multi-store retailers that empowers independent proprietors, store managers, and cashiers through affordable and easy-to-use automation. Microsoft Dynamics RMS has the flexibility and scalability to grow with a retailer’s business. It works with the Microsoft Office system, Windows Small Business Server, and leading financial applications to provide end-to-end support from the cash register to the back office.

For more information about Microsoft Dynamics RMS, go to:  www.microsoft.com/dynamics/rms  
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Software and Services


Windows Server® 2003


Windows® XP Professional


Microsoft Dynamics Retail Management System





Third-Party Software


Retail Analytics by Professional Advantage 








�
Hardware


Dell Servers


Dell PCs


MMF cash drawers


Metrologic bar coders


Mettler-Toledo scales





Partner


IUG Business Solutions�
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In temperature-controlled storage rooms and a central warehouse, Murray’s maintains international goods ready for sale through stores, Web, catalog, catering, and other sales channels.





The gleaming and well-stocked shelves that motivate and satisfy shoppers require careful supply line tracking to ensure timely arrivals and fast-moving goods. 





This case study is for informational purposes only. MICROSOFT MAKES NO WARRANTIES, EXPRESS OR IMPLIED, IN THIS SUMMARY. 
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For More Information


For more information about Microsoft products and services, call the Microsoft Sales Information Center at (800) 426-9400. In Canada, call the Microsoft Canada Information Centre at (877) 568-2495. Customers who are deaf or hard-of-hearing can reach Microsoft text telephone (TTY/TDD) services at (800) 892-5234 in the United States or (905) 568-9641 in Canada. Outside the 50 United States and Canada, please contact your local Microsoft subsidiary. To access information using the World Wide Web, go to: � HYPERLINK "http://www.microsoft.com" �www.microsoft.com� 





For more information about Murray’s Cheese products and services, call (888) 692-4339 or (212) 243-3289 or visit the Web site at: �� HYPERLINK "http://www.murrayscheese.com" ��www.murrayscheese.com�  





For more information about IUG Business Solutions products and services, call (212) 404-6168 or visit the Web site at:


� HYPERLINK "http://www.iug.net" ��www.iug.net�  








“It’s helping us do smarter purchasing of perishables and shelf-life goods. We manage supply lines better. It used to take hours to physically look through historical orders and predict what to buy, how early, and from whom. Now we press a few keys.”


Liz Thorpe, Vice President, Murray’s Cheese�
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“Overall costs have significantly dropped and efficiencies have improved. The strongest example is now being able to track our dynamically changing and multifaceted costs.”


Liz Thorpe, Vice President, Murray’s Cheese�
�






Today, many new sales channels augment the Greenwich Village store that has anchored Murray’s into New York’s ever-changing landscape since 1940.








“At last! We have easy access to the information we need to expand our business through all our current sales channels—and perhaps even more.”


Liz Thorpe, Vice President, Murray’s Cheese �
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