
need for a private network due to la-
tency issues and poor quality of service 
from the local ISPs they are forced to 
work with.”

In other words, as high definition 
video, ordering systems, various financial 
pieces and other mission-critical, real-
time applications move to the WAN, con-
nections must be reliable and locations 
must be connected onto one network.

“If you have a location in Hong 
Kong that is going through IPsec tun-
neling, there aren’t a lot of applications 
you really can do,” says Shelby.

The pull by end users, not surpris-
ingly, has pushed providers over the 
geographic barriers and put them on 
the path toward making international 
deployments quicker and easier for all. 
Much the way things happened with U.S. 
providers of Ethernet in the last mile, “as 
it became popular and businesses started 
clamoring for it,” Shelby recalls, “they 
figured out a way to sell it.”

In the case of international pipes, a 
lot comes down to relationships, con-
tracts, NNIs, etc. getting formed be-
tween U.S. providers and international 
carriers – predictable access to that all-
important local loop. Those initiatives 
have been aided, says Shelby, by the co-
inciding desires of international players 
to gain access to the U.S. market.

Equally important are the points of 
presences popping up from major play-
ers such as AT&T as well as indepen-
dents such as Masergy in places such as 
Bangalore, Beijing, Frankfurt, London, 
Mexico City and Shanghai. 

“It lowers local loop cost,” says Shel-
by. “We are a lot more competitive in 
those markets.”

On top of the growing sprawl of 
global PoPs by U.S. carriers and those 
maturing carrier relationships, throw in 
the increasing volumes on high-traffic 
routes, and it all adds up not only to 
lower prices, but pricing and provision-
ing processes get speedier, too. 

“When pricing to an area where you 
know you have a PoP, you usually don’t 
have to find an address and price it out,” 
says Raue. “You can just go to the lo-
cal provider on their end and get some 
standard pricing.”

Incidentally but interestingly 
enough, one of the greatest challenges 
for U.S.-based distributors working 
overseas has been finding and validating 
the addresses at foreign locations so a 
quote can be generated, says Burchard. 

“Sometimes, we just are not famil-
iar with the format of the address or we 
cannot confirm if we have the right ad-
dress or not,” he says.

Improving matters in this regard, 
however, providers are embracing some 
seemingly unrelated Internet platforms, 
such as FedEx.com and Google Maps, 
which have helped to make the pricing 
and provisioning process move quicker 
and more accurately, says Raue.

“The world is finally getting 
mapped,” he says.

AT&T, for instance, can generate 
budgetary pricing “on the spot” for Asia 
and Europe, when quoting services in a 
major city, says Burchard. Otherwise, 
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and in the rest of the world, quotes to-
day are being turned around in about 
10 business days on average for a stand-
alone connection, says Bruchard, while a 
project involving multiple international 
sites can take about 3 weeks. 

“We say 10 business days,” says 
Shelby of Masergy. “We can get num-
bers turned around quicker, but if you 
want the least cost provider, some-
times you have to wait until every-
thing is in.”

It may not be the 90-minute turn-
around times often seen on quotes for 
all-domestic projects, but it’s about half 
the time it took international circuits to 
be priced just a few years ago.

All the while, carriers also are get-
ting more flexible on their pricing and 
upgrading of services, says Raue,

“AT&T now has the ability to peer 
their domestic MPLS product (PNT) 
with their International MPLS prod-
ucts (AVPN),” Burchard explains, “so 
we can allow a customer to purchase 
the domestic MPLS product that is less 
expensive than the international prod-
uct and add international nodes at a 
later date and still have them as part of 
a meshed network.”

Likewise, prices for international data 
circuits, though still substantially higher 
and more varied than prices for domestic 
pipes, are moving toward more comfort-
able levels for buyers, says Raue. 

“Providers have gotten a feel for the 
customers’ price point, and they are giv-
ing it to them,” he says.

The typical price for an interna-
tional circuit is between $2,000 and 
$4,000, depending on the locations. 
That’s still substantially higher than 
the hundreds of dollars customers will 

see for domestic lines, but the flipside, 
of course, is higher commissions per 
deal for U.S. distributors willing to 
make the extra efforts. 

“The most common bandwidth is 
E1 (2.048MB),” says Burchard, “but we 
do see requests from larger businesses, 
such as large insurance companies that 
require 10 MB and 45 MB port speeds 
from around the world.”

Buyer focus tends to be on four 
product groups: private lines, Internet 
access, MPLS and collocation of data 
centers, says David Gardner, managing 
partner for Advantage Communications 
Group, which after about two years of 
internal development recently launched 
into the channel its Global Gateway, or 
G2, a global agent platform to interna-
tional carriers.

While such pioneering efforts now 
mean indirect agents and resellers can 
gain “an immediate global presence,” 
to some degree, all of this is not to 
suggest that operating internationally 
is as smooth and familiar as the do-
mestic operations. 

“It is not intrinsically different from 
the U.S.; you are still working in the 
same framework that you are accus-
tomed to.” says Gardner. “You just are 
dealing with a massive environment.”

Certainly, a few countries, such as 
China, India and Mexico, dominate cus-
tomer requests, but with each new geo-
graphical market come a unique set of 
local loop providers, languages, regula-
tions, currencies and cultural and busi-
ness nuances.

“We learned some things the hard 
way,” says Gardner. Consider India, for 
example, where Advantage found there 
has to be a logical separation in a PBX, 

“Providers have gotten a feel for 
the customers’ price point, and 
they are giving it to them,”  
says Raue.
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