
easyEverything
Case

An Internet shop
for the masses

"IWANTTO BRINGTHE INTERNETTO THE
MASSES, JUST LIKE I DID WITH AIR
TRAVEL," declared Stelios Haji-Ioannou,
chairman and owner of easyEverything, the
first chain of large Internet cafes to be con-
ceived anywhere in the world. Stelios, who
preferred to be addressed by his frrst name,
remarked: "Wehave taken a cottage industry
to a grander, industrial scale. Weare not in the
business of doing things small." A typical
easyEverything Internet shop contained 400
to 600 computer terminals, and allowed cus-
tomers to surf the Internet at rates as low as
£1 for six hours.

easyEverything was one of several com-
panies operating under the UK-based parent
company, easyGroup, which also managed
easyJet airlines and several other start-up
ventures. The airline, which began opera-
tions in 1995, had achieved tremendous suc-
cess by adopting a low-cost operational
model, creating brand awareness, and main-
taining high levels of customer satisfaction.
Stelios hoped to leverage the 'easy' brand and
his entrepreneurial skills to transform
easyEverything into the biggest and most suc-
cessful venture of its kind.

The first easyEverything Internet shop
began operations in June 1999 near Lon-

don's Victoria station. ,he runaway success
of the operation led to \he creation of four
more shops by February 2000. Not content to
limit himself to the UKmar ketoStelios aggres-
sively planned to expand operations to more
than 50 locations throughout continental Eu-
rope by 2002.

Despite its initial success, easyEvery-
thing still faced several challenges. Opera-
tions director Mike Keefe noted: "Whenever
you are in a start-up retail concept, the first
six months are the real test." The Wall Street
Journal was less reassuring, stating: "They
got the frrst one right, but there won't be any
others like this." Never one to pass up a chal-
lenge, Stelios and his management team set
out to prove the critics wrong.

Company Background

Stelios, a 32-year-old millionaire from
Athens, had a down to earth, basic "no

frills" style that had come to exemplify the
'easy' brand. Even though his net worth was
estimated at £187 million' and he owned
yachts, sportscars and homes in some of the
most glamorous spots in the world, Stelios
considered himself a man of the people. Hav-
ing invested £10 million of his own money, he
set out on a mission to make easyEverything
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the cheapest way to access the Internet. much
in the same way that easyJet had made flying
affordable to the masses ..

Stelios first got the idea for easyEvery-
thing during a visit to Cyberia, the UK's oldest
Internet cafe, established in 1994. He visited
Cyberia because he was interested in finding
ways to promote Internet sales for easy-Jet air-
lines in 1998. It was then that he discovered
that there was pent-up de-
mand to get access to the In-
ternet. He recalled: "I re-
alised that there were a lot
of people getting frustrated
because they didn't have ac-
cess to the Internet. So we
started trying to think of
ways to expand the reach

of the Internet."
Stelios w convinced that the 85 per

cent of the people in the UK who did not own
personal compu] rs were wary of investing
large sums of mopey in the equipment be-
cause of the fear o.obsolescence. Therefore,
he targeted customers who had no Internet
access at home or at work and who felt left be-
hind by rapid developments in technology.

Stelios also targeted users
who did not want to pay the
high telephone charges to
get online.

he name easyEvery-
thing was chosen to reflect
the fact that products as di-
verse as books, clothes,
music, videos and air travel
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would reach £3.1 billion by 2003
- representing over 2 per cent of
UK consumer purchases.
Fletcher Research believed that
the low rate of Internet penetra-
tion in the UK explained why so
few retailers and consumers
based there had embraced online
buying and selling.

easyEverything planned to
offer virtual alternative to de-
partment stores and mail order
catalogke companies, and consid-
ered each shop a 'brick and mor-
tar' por4t. Aportal was a website
that aimed to be a 'doorway' to the
World WideWeb, typically offering

a search engine and/or links to useful pages,
and possibly news or other services. These
services were usually provided for free in the
hope that users would make the site their de-
fault home page or at least visit it often.

By being a magnetVor Internet users,
portals hoped to generate advertising
revenues.

easyEverything Internet Shops in london*
Date opened No. of computerslocation

400Victoria Station

526

468

356

568
TOTAL 2,318

'As of February 2000 Source: easyEverything

were available at bargain prices on the Inter-
net. Stelios also believed that the widespread
use of e-matl could make easyEverything the
post office of the 21st century. Careful to dis-
tinguish easyEverything from other Internet
cafes, he claimed: "EasyEverything is not to
be confused with existing Internet cafes that
are run by nerds for nerds!"

Stelios was also keenly interested in
electronic commerce, also referred to as e-
commerce. Revenues from e-commerce were
expected to be significant in the UK. Internet
consultants Fletcher Research estimated total
British online sales in 1998 to be £230 mil-
lion, and predicted that online shopping

easyEverything Debuts in london

At 12.00 noon on June 21, 1999, the first
easyEverything Internet shop opened at

Victoria Station in downtown London. Opera-
tions director Mike Keefe recalled: "The re-
sponse was incredible. We had a queue of a

The Battle with KPN
InOctober 1999, easyEverything announced plans to open Internet shops in both
Amsterdam and Rotterdam, Holland. However, soon after easyEverything an-

nounced its plans, KPN Telecom, the main telecom and Internet provider in Holland,
copied the easyEverything model and opened its own Internet shop in Rotterdam,
right next to the location that easyEverything had chosen for its Internet shop.

Always ready to do battle, Stelios declared war on KPN. He publicly stated: "looking
at the KPN Internet shop, it is clear to me that they tried to copy our concept - even
the interior looks the same." He added: "They (KPN) knew where our shop would be
located when we were discussing with KPNQwest (a cable provider in which KPN
owns a 50 per cent stake) the lease of our cable network. It is clear to me that KPN
wants to keep the market to themselves and therefore abuses its dominant position."
easyEverything's lawyers filed a suit against KPN. Stelios warned, "We will make In-
ternet access so cheap in Rotterdam that we will drive KPN clean out of business!"

Source: easyEverything
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hundred people before we opened, and by
seven minutes past 12.00, we were full to ca-
pacity!" The 10,000 sq. ft shop operated 24
hours a day, 7 days a week, and contained
400 terminals. According to Ernst Larson of
NetCafeGuide.com, which surveyed 2,300 cy-
ber cafes in 115 countries, the first easyEv-
erything shop was instantly "the largest Inter-
net cafe on the planet".

The first shop had two sections: a
'learning zone', with uniformed staff advising
on how to buy and find things online, and a
'no frills section', for those familiar with the
Internet. The shop boasted the fastest access
in town because of its PSI Net high-speed
leased lines. At £1 per hour, easyEverything
offered Internet access much cheaper than
British Telecom's peak rate of£2.40 per hour.

By February 2000, easyEverything had
five shops in London, although plans were
underway to open additional shops in loca-
tions across Europe. (Refer to map on Page
42.) Keefe revealed: "In the next 12 months,
we expect to have 20 stores in Europe -
about 2-4 in Holland, 3-6 in Spain, and per-
haps shops in Glasgow, Manchester, and
Birmingham." easyEverything had already se-
cured real estate and was ready to launch in
Edinburgh, Amsterdam and Rotterdam. The
Amsterdam and Rotterdam shops were ex-
pected to house 650 and 330 computers, re-
spectively.

By February 2000, Stelios was close to
raising £20 million in venture capital for ex-
pansion. Keefe explained that the decision
was made to quickly launch easyEverything
in other countries, because if the company
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The layout of a typical
easyEverything Internet shop.
Success fadors included size,
cost, location and utilisation

was the first to market, it could establish a
beachhead and deter the entry of copycat
players. He also indicateq that a quick rollout
was necessary to test whether the concept was
replicable. The main criteria for entry into a
city were size of the population, number of
tourists, and the level of Internet penetration.
Jokingly, Keefe remarked: "I think we will be
successful because checking e-mail is like a
drug. If you can't check it. you start having
withdrawal symptoms."

The Business Model

The success of easyEverything relied on
several factors: size, cost, location, and

utilisation rates. According to Stelios, prime
retail sites of 5,000 to 15,000 sq. ft were re-
quired to achieve viSibility as well as the nec-
essary economies of scale in labour and rent.
Bulk purchasing reduced the cost of hard-
ware and telecommunications. Stelios also
believed that easyEverything shops needed to
be located near high-traffic areas.

Last of all, he stressed that extended
opening hours and high occupancy levels re-
duced unit costs, which were measured in
pounds per work station per hour. He ac-
knowledged: "The most important thing is
cost here. At the moment, the barrier to entry
is the £1,000 cost of a computer. In order to
access the Internet, you have to buy a com-
puter, wire it up, get a phone line or an ISDN
(Integrated Services Digital Network) line. All
of these things are very expensive to the aver-
age man on the street. So I said if I could write
a business plan that works at £1 per hour, I
would go ahead with it."



1. Banner ~dvertising

2. Channel Advertising I,' 0,0

3. Free Site/Logon Screen

4. In-Store Promotions .
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Fit out costs were £50-£60
per sq. foot, including furniture and
information technology, and totalled
£2.5 million for the first fiveInternet
shops. When it came to designing
the stores, space was crucial, since
a minimum of 300 terminals per
store was needed to achieve
economies of scale. By examining
costs closely and using standard-
ised products, easyEverything had
reduced the cost per workstation
from £1,800 at the Victoria station
shop to £1.200 at the Kensington
High Street shop.

Hewlett-Packard supplied the hardware
and software to easyEverything, at a total cost
of £4 million, although Sam sung was chosen
to provide the sleek 15-inch flat screen moni-
tors. easyEverything used flat screen moni-
tors to maxtnnse space utilisation, inserting
them into wooden panel booths that ran back
to back; customers did not actually see the
computer. Telephone lines were leased from
British Telecommunications, Colt and Cable
& Wireless.

In-store and online advertising were sig-
nificant revenue generating activities for
easyEverything. Keefe stated that advertising
revenues added 5-10 per cent to the bottom
line. He added that advertisers were enthusi-
astic about promoting their products to the
12,000 people who visited the easyEverything
shops daily. easyEverything had four distinct
categories for advertisements:
Banner Advertising: Banner ads were deliv-

Advertising Rates at easyEverything
Advertising Programme Pricing Structure

20 pence per click

£1,000 per slot per month

£4,000 per month or £2,500
per week or £1,000 per day or
£500 per half day

Source: easyEverything

ered to the user's lsktop randomly, for one
minute each time, afid allowed users to click
through to the advertiser's website. Advertis-
ers received fully audited reports of activity.
Channel Advertising: Advertisers could also
advertise in specific channels, such as news,
travel, shopping, e-rnail, or employment.
among others. Users could click on the chan-
nel of their choice, whe\e advertisers could
post ads.
Free Site/Log on Screen: Before logging on,
users could surf up to six sites completely free
of charge. Advertisers were willing to pay for
this additional visibility because it was the
first screen that users viewed.
In-store Promotions: EasyEverything al-
lowed start-up companies and existing Inter-
net-related businesses to offer their services
in the form of promotions at various easyEv-
erything shops. Often, companies used the
shops as part of a public relations campaign
to launch or re-launch their business.

Customers were charged 25 pence for
file uploading and downloading onto CDs or
diskettes. They also paid 25 pence for print-
ing black and white copies, and 50 pence for
printing colour copies. Keefe exclaimed: "It's
like printing money!"

Yet another source of revenue for
easyEverythingwas the Nescafe coffeeconces-
sion run by Nestle. EasyEverything entered
into the franchise agreement in order to offer
customers both coffee and snacks. Coffee
margins were 80 per cent. and Keefe esti-
mated that food margins were 75 per cent.
easyEverything had experimented with vend-
ing machines in certain shops, but removed
them because they sometimes malfunctioned
and generally required too much of the staff's
attention.

Tutors were also available for cus-
tomers who needed more personalised atten-



EASYEVERYTHlt.lG r-------,

A reporter's experience at the cafe
09.00 a.m.

The shop is buzzing. About half the
400 terminals are being used, mainly
by "suits" who want their Internet fix
before work. The rest are students,
tourists, and those "passing through".

10.00 a.m.

Hilary Picken, 23, is looking for a job.
Or she would be if her computer had-
n't crashed. An announcement inter-
rupts: the cafe is experiencing techni-
cal problems. Hilary rolls her eyes and
taps pointlessly at the keyboard. Aus-
tralian Tim Downing, 28, sits patiently
at his terminal. He says: "This happens
every now and then. It's the sheer
weight of numbers. It'll start up again
soon." Another girl is in tears because
she lost the college essay she was
working on.

11.00 a.m.

Construction workers Jerry and John,
both 18, drop in to check their e-mails.
The computers are still down.

2.30 p.m.

The manager on duty has lost four
hours of peak time business -£1 ,500.
He usually gets 5,500 people through
his doors every 24 hours and takes
an average of £8,800 a day. This is a
bad day.

3.00 p.m.

The computers are up and running.
An instant queue forms.

5:30 p.m.

People come in after work to check
their e-rnail. Paul, the manager, states:
"This is the electronic post office of the
future. In the daytime we mostly get
people doing e-mail, CYs or job
searches. Night is for the leisure
netheads."

7.00 p.m.

Swiss banker Alex Price and his wife
Masayo have just arrived in London
and are looking for a flat on the Web.

8.00 p.m.

The leisure users filter in. Schoolboys
James Bardolph and Richard Lawrence,
both 17, have gon~to Teen Talk to chat
up girls. James comes in four times a
week, usually for about six hours. He
lives around the corner so his parents
don't mind. "I guess they know it's
safe here."

12.00 midnight

People are more reticentlbout talking
- they want to be left alone. Ameri-
can Nick Vargelis, 20, comes here every
night at midnight for about an hour to
surf the net.

3.00a.m.

A few drunks wander in - and are qui-
etly escorted out. There are no rules
on food and drink. You can bring in
whatever you want and eat at your ter-
minal. Some people are desperately
trying to stay awake. If you have to be
woken up twice, you're out.

05.00 a.m.

The cleaners are in and some late-night
netheads are smoking outside. Some
guy has been playing chess online for
the past six hours.

07.00 a.m.

The cafe staff start serving coffee, to
the relief of the few junkies up all
night. Australian Tim McNeil, 18,
comes in to check his e-rnail. He's
been working as a barman in Britain,
but is missing his family and friends
back home. "I've only just found out
about this place. And it's brilliant. It's
cheaper than calling home."

Source: The Mirror, March 16, 2000
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Fee for easyEverything Internet Shops
At a Utilisation Rate of: £1 buys

2 hours

1.5 hours

1 hour

50 minutes

40 minutes

30 minutes

Source: easyEverything

tion. easyEverything charged customers £1
per half hour for this service. However, most
visitors to the shops did not require assis-
tance. As a result, easyEverything began hir-
ing only two staff members for each eight-
hour shift, instead of eight as initially
planned.

Finally, easyEverything teamed up with
the UK division of toy giant Toys 'R' Us and
opened an eight screen mini-cyber cafe in the
toy retailer's flagship London store. David
Rurka, managing director of Toys 'R' Us pro-
claimed: "Weare opening up the Internet to
our customers who currently do not have an
Internet PC." Stelios was delighted to be in-
volved with a global retailer such as Toys 'R'
Us, and confirmed that if the experiment was
successful, he planned to rollout the concept
to other stores across the UK.

Analysts cautioned that ifgrowth was to
be sustainable, easyEverything had to gener-
ate advertising revenue to keep prices low.
Analysts also believed that this meant that ad-
vertisers had to be convinced that easyEvery-
thing cafes were centres for e-commerce. By
October 1999, easyEverything had already se-
cured 40 advertisers, although only 5 per cent
of its visitors actually made purchases online.
Stelios remained optimistic. He stated: "Our
shops will succeed as long as we get bums on
seats and we keep volumes high and over-
heads low.The secret is scale."

Customers

/\ lthough easyEverything considered any-
none with £1 in his pocket a potential cus-
tomer, the shops primarily targeted tourists,
shoppers, students, travellers, and residents
who were away from their home computers.
As part of its initial advertising campaign,
easyEverything spent £1 million on numer- •
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ous cross-track Underground posters, news-
paper ads and taxt-canners that appeared
across London. The company also carried
out promotions with local radio stations.

Each of the easyEverything shop loca-
tions was conceptualised with target users in
mind. For example, the Victoria station shop
was selected because of the high volume of
travellers passing through the rail station.
The Tottenham ourt store was designed to
appeal to studen and technologically ad-
vanced users. The Trafalgar Square location
was chosen to appeal to night clubbers. The
Kensington shop t:ygeted upmarket shop-
pers, while the O~rd Street location was
aimed at London's HIgh Street shoppers.

Fletcher Research estimated that 50
per cent of easyEverything's visitors already
had Internet access, but were attracted to the
shops because of the high quality high-speed
connection, the social aspect of browsing with
friends and by its convenience when travel-
lling. Fletcher also estimcJted that 25 per cent
of users were not London residents and that
33 per cent of customers lived within 20 min-
utes of the shop. On average, customers were
18 to 35 years of age, and were split equally
along gender lines.

Stelios remarked: "Still 80 per cent of
the population is nowhere near the Internet
so there is a big gap and what I'm trying to do
here is to bridge that gap. What I'm really say-
ing is come in and spend £1 and save £7 on a
book. I think it's a compelling proposition.
Traditional retailers should be very worried."

The Operational Model

Upon arrival at easyEverything, customers
paid in advance at the front desk for on-

line time. A large screen indicated how much
Internet time £1 would purchase. Rates were
determined by the number of customers and
often varied based on the time of day. (Refer to
the fee chart on this page for more detailed in-
formation on fee structures.)

easyEverything had a dynamic pricing
structure in that customers did not have to
pay more if the price increased after they ar-
rived. In the event that prices decreased after
a customer's arrival, the customer did receive
additional usage time. Average capacity utili-
sation at easyEverything was 60 per cent over
a 24-hour period, although the Trafalgar
Square store had been known to have a 71
per cent utilisation rate at 3.00 a.m. on a Sun-
day morning.



Once customers paid, they received a
ticket with a user identification number.
When customers sat down at a computer, they
were immediately prompted to input their
user identification number and then to
choose their own password.

If customers did not use all of their al-
lotted time, they could return to anyeasyEv-
erything location and use the remainder of
their time. Customers were free to surf the In-
ternet or shop, although some rules did ap-
ply: anyone viewing adult or unsuitable mate-
rial would be thrown out of the store. Users
had to read and agree to the "terms of service"
before they began surfing the Internet.

Design experts believed that the com-
pany's use ofbleached wood for the floors and
chairs created a feeling of space and simplic-
ity. However, care had been taken not to in-
stall too many computers into the available
space, since some customers preferred to
have distance between themselves and other
patrons. Keefe was pleased with the success
of the shops, and indicated that they had be-
gun to turn a profit in January 2000. Accord-
ing to his estimates, it took
a store two to three months
to turn profitable.

Competition

Bylate 1999, over 150
cyber cafes had been
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established in the UKmarket. Industry ana-
lysts believed thai-these cyber cafes tended to
have one owner, who usually lacked both the
capital and business skills needed to expand.
Most cyber cafes managed to survive and
achieved decent occupancy levels by charging
more than £5 an hour, in some cases. Ana-
lysts believed that the high user fees were an
indication of substantial latent demand in
the market.

The first nternet cafe, Cyberia, was
credited with pioneering the concept in the
UK. The comp<n\y charged £6 per hour and
had four UK-baseq cafes in operation in 1999.
Turnover was estlnated at £20,000 per site
per month, and th~chain was expected to ex-
pand its operations. In early 1999, Phil Mul-
lan, Cyberia's chief executive officer, stated: "I
think easyEverything getting into this market
is a very positive move as it's an indication
that the Internet is maturing in the UK and
losing its quirky, geeky image."

Although an easy\:verything shop was
located only 200 metres away from one of Cy-
beria's cafes, Mullan was not overly con-

cerned. As he explained: "I
think for us it's not so much
the size, but the atmosphere
we provide. I don't think e-
commerce is necessarily
most appealing. We find
that most people use the In-
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ternet for communication and e-mail. Only 3-
4 per cent of our users are making purchases.
I'm very bullish about handheld devices and I
think those will take off. But I think there will
be a role for a long time, more than fiveyears,
for places like this."

Even though easyEverything undercut
the British Telecommunications peak-rate lo-
cal phone charge, making it cheaper than the
so-called 50 free Internet access providers,
such as Freeserve in the UK, analysts did not
consider easyEverything as a competitor of
Internet access providers. Subscription-free
Internet service providers had taken off in
Britain primarily because Internet users did
not want to pay a monthly subscription fee for
Internet service, on top of local phone
charges.

Stelios dismissed the statements of
those who suggested that cheaper personal
computers and the promise of handheld
devices offering universal Internet access
would crush the Internet cafe business. He
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concluded: "None of these solutions is actu-
ally cheap."

When asked about threats to his busi-
ness, Stelios replied: "The biggest enemy is
ourselves. If we stay faithful to our business
model, we are going to be all right. but it's
amazing how easy it is to lose focus."

Challenges and Opportunities
Ueefe adrnitted{One of our biggest chal-
.I\..lenges is fm~ retail space in high traf-
fic areas that fit within our cost model." A .
second challenge th<hKeefeWghlighted was
the need for an effect4'e yield marnagement
system. He adrnittedJ"We need to look at
utilisation per site, per store, per hour, and
per season to maximise what we're doing."

Replicating the business model was a
third challenge at easyEverything. Although
Keefe believed that the shops were replicable
to a large extent. he still had concerns about
easyEverything's ability to quickly set up and
commence operations in n~~ locations. As he
pointed out: "Overall, we are 75 per cent there
in terms of freezing the store design. It's
tough because we are still perfecting
the model."

Finally, Keefe spoke of the challenge of
replicating the business model versus adopt-
ing new ideas. He added: "Wehave an idea
generation team that has come up with 1,000
ways to make money, but flndtng the right bal-
ance between implementing new ideas and
standardising the concept is difficult."

Despite the challenges that easyEvery-
thing faced, Keefe was more than optimistic
about the venture's future. He was constantly
being approached by customers and compa-
nies who had suggestions for how easyEvery-
thing could expand.

For example, easyEverything had been
asked on several occasions if it planned to run
Internet training sessions for companies.
Also, companies enquired about the possibil-
ity of using the Internet shops as part of a pub-

. lic relations campaign to launch their own
websites.

Another promising alternative was mu-
sic downloading. Keefe thought that it might
be possible to rent or sell MP3 players,
thereby allowing music fans to download mu-
sic. Keefe added: "One of our original con-
cepts was to allow people to download MP3
files on to their own CDs and take them away.
There are no copyright issues. We checked
with our lawyers."



Afourth idea that Keefeentertained was
the possibility of having easyEverything offer
phone calls over the Internet. As he claimed:
"Wecould be the first virtual telephone box."
Keefeadmitted the possibilities were endless,
and he continued to brainstorm on new ways
ofgrowing the business.

Stelios Looks to the Future

Stelios predicted: "In cyberspace, brand
will be king." He vowed to continue

building more ventures around the 'easy
brand and claimed: "Weonly enter a busi-
ness ifwe can substantially undercut the in-
cumbents."

In early 2000, Stelios targeted the rental
car business, with the plan to offer a Web-
based car rental from £9 per day, despite the
fact that average rental rates were as much as
£30 ill the UK.

Stelios claimed: "The rent-a-car busi-
ness is low-lying fruit. Hertz is in no different
position than British Airways. It is just as ex-
pensive, just as inefficient and just as en-
trenched in its own distribution networks."

EasyRentacar's distribution would be
over the Web, with pick up points located at
all the airports that easyJet served across Eu-
rope. Analysts believed that Stelios was tar-
geting the right part of the business.

As Wyn Ellis of Commerzbank in Lon-
don stated: "The part of L'1ecar hire market
that has been growing the strongest is the air-
port market."

In March 2000, Stelios announced that.
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Payment was through a vending
machine - an easy mode of transac-
tion for customers. Tickets with user
IDs were given to all customers

he ~ad reached an agreement
witiloaimIerChrysler to use Mer-
cedel A-class small cars as part
of ea&\rRentacar's launch in April
2000.

he deal with easyRentacar
promised to account for up to 15
per cent of total A-class produc-
tion once the rental business was
fully established.

Stelios remarked: 'There
will be a 100 per cent manufac-

turer buyback. That means we don't have any
residual risk." \

Stelios planned to have 30,000 A-class
cars on the road by the end of 2001. He as-
sured customers that rental cars would not
be orange, the colour he had chosen for the
airline and the Internet shops.

Nevertheless, Stelios continued to be
optimistic about easyEverything, even though
critics warned that the concept would not
last. Stelios strongly believed that the search
for bargains would continue to lure people
onto L'1eInternet.

He boldly proclaimed: "easyEverything
can be a betting centre, a music store, a cin-
ema, or a travel agency. We can become the
Wal-Mart of Internet access."

Points for Discussion
1. Why should a customer fre-
quenteasyEve~
2. Is there an economic path to
profitability or is the concept
doomed to failure?
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