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Petroleum Marketers Heat up
the Branded Fast-Food Market

gy

urgers, submanine sandwiches and other nanonally recog-
nizedd fiest-food items are on a roll at petrolewm marketers’
sites, and few expect the trend to slow any B soom,

That’s fine with fast feeders, who bave allocated mass-
g5 of personnel and money io woo these small-business
people to their franchise camps. With the satumtion of
miarkeis tor traditional single fasi-food stores, the focus
of branded fast-food companies is changing and non-tra-
ditional sites are at the top of their new agendas. As the
president and chicef operating officer of Westbury, MY .-
based Nathan's Famous Inc. told The Wall Sireer
Jourmal, *You used to open a restau-

Deciding to converl wo service bays to a fast-food
outlet was the first step; choosing o franchizor was the
second. Harris-Powell looked at Subway Sandwiches
and Salads, Taco Bell and several other fast feeders
befiore deciding on Blimpie Intemational Inc.

“Everyone is sick of greasy burgers and pizza; they
want healthy fpod,” savs Hams-Fowell. *Every day
people say, ‘Thank you for bringing healthy food to my
Kids, to my fanuily, "™

At first, Blimpie wouldn't give Harmis-Powell a fran-
chise, as ber site was “Yoo small-town.™ Through traffic

and population data and sheer deter-

rant, adveriise and ask people 1o Bv L Ha S mination, however, she convinced
come to you Now, the strategy is to y Lauren Hauplman i try.

find out where people already are and
bring your product these"

And just where are the people? The people are buving
Ens. From interstate travel centers to rural comer sta-
tons, petroleum-marketer sites have the cusiomers and
tmst feeders want them, Many marketers are taking
advantage of the situation and co-branded sites are pop-

Haurris-Powell underwent extensive
traiming, both in ¢lassrooms and in stores. In late
October 1994, about 3 week before her Blimpie site was
o open, ared and disiict developers from Blimpie came
in and worked sorme 20 howrs o day training staff and
getting things ready for the grand opening.

From dday one, cestomer response has been unbelisy-

|

Going Up? I3 waorkers, “1 knocked [Blimpie’s] socks off: they dida't

R o Pt e 1l e expect me 12 do half of what I'm doing” she says.
G’m e i Veronica Hasris-Powell got in on the ground floor. The Harrig-Powell annbutes her success to thres things: an

gl - - . - : Lo Ligics - ping up cverywhers, able, savs Harris-Powell, She opened her Blimpie site
R ﬂ l‘i h l ” gh R u h h l Il & . 1 10 p— with zix emplovess and, by day three, she was managing
s :
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cwmermanager of Hamis Ol Co,'s Main Street Exxon in
Spencer, W.Wa, missed riding the wave at the beginning of
the c-store irerd and resolved not to miss the boat twice,

excellent product, “killing™ the town with good cus-
tomer service, and being “hometown people in 8 hodne-
TOWH BMI=InEss,”
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