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THE DOMINATOR
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branded concepts off Interstate exit 27
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THE DOMINATOR:

Juggling 12 brands on one I-90 exit

Most multiunit franchisees find a brand they
like and build it until they run out of territory.
The Scotts of Erie, Pa., found a location and
then looked for multiple franchises to
populate it.

By Nancy Weingartner

The Scots own Exit 27 off 1-90 in Erie, Pa.

Need a room for the night? You have your choice of the Scoms’
Econo Lodge, Motel 6, Holiday Express, Residence Inn or Comfort
Inn—all within walking distance of each other (at the next exit you
can stay at the Scors’ Days lnn.)

Hungry? Walk on over to the Scotts' Applebee’s, Damon's or
Quaker Steak & Lube—or the soon-to-be complered Boston Pizza.
If you're too tired to leave your room, all three restaurants do room
SCTVICE.

Need something for the kids to do while you're in town?
Connected to three of the hotels is
Splash  Lagoon Indoor ‘“Water
Resort, the largest indoor warer-
park on the East Coast. And yes,
the 340 million warer park is part
of the Scors” Exie 27 haldings.

Want dinner ar an upscale,
themed restaurant? Stop in ar the
jLIst-upunﬁI Safari Grill, with hand-

MAP LEGEND
Who’s wHO

This is a tale of four people
and two names. Since we
can't conform to the
Associated Press Stylebook
and refer to the characters
in the story by their last
name, here’s how to recog-
nize them in the story:

Grandfather: Chris Scott
(Christ, pronounced Crist)

Father: Nick Scott Sr. (Scott)
Sons: MNick Scott Jr. (Nick)
Chris Scott (Chris)

INTERSTATE WG iT=R
Hosting a meeting? Then
you'll want rto book the
Ambassador Banquer

& Cﬂnfcr:nc:
Center, a topnotch, inde-
pendent facility attached o cthe
Courtyard by Marriott.

Scows Enterprises  is a third-
generation  company  that  has
redefined entrepreneurship.

The history

It staris  with  Christ
(pronounced Crist) Skountzos,
who as a 13-year-old was sent from
Gireece 1o “the promised land,” America, to work for his unele in
Minneapolis. It took four, long trips from his home village to Athens
before he finally boarded the ship and made his voyage. Tenacity is
a trait Christ called upon multiple times in his carcer. When he
finally reached America and was being processed ar Ellis Island, the
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painted murals and artifaces of

immigration officer told him he should change his name because no
one in America would able able to pronounce it. The youngster
thought about it and then asked, “What's your name?”

“Scort,” the official replied.

“That’s good. I'll take that one,” Christ is reported as saying, And
just like char, Skounrzos became Scorr; and Christ was shortened o
the more American—and less religious sounding—Chris.

America may have been the land of opportunity, but for a Greek
immigrant that opportunity came with hard work. Christ got up at
4:30 a.m. in order to chase down trolleys 1o sell newspapers before
school. No easy teat in the Minnesora winters. A true entrepreneur,
Christ recruited friends to work for him selling papers. After school
he worked for his uncle at his soda fountain. Onee his 16-hour
work and school day was completed, he found time to teach himself
the violin. And, he sent money home for his family in Greece.

A stint working in a hotel in Chicago taught the immigrant
another business lesson. One night he delivered room service to a
bunch of card-playing gangsters. Real life gangsters, with machine
guns and broads. When it came time for his tip, a couple of the
gangsters grabbed him, held him upside dewn over the jackpot and
told him he could keep “whatever he could bite,” Scow said.
Apparently, the size of the tip wasn't too bad, but Christ felt the job
was causing him to bire off more than he wanted to chew. He moved
.

Since there was no furure with his uncle—he had his own chil-
dren to bring into the business—Christ took an offer from an
acquaintance to work in a restaurant in Erie, Pa.

He was involved in a number of businesses, including a stint as a
hair salon owner, a restaurant owner and an independent hotelier.
His philosophy of always exceeding expectations—something both
the second and third generations of Scotts follow—only backfired
once. He had taken a rundown restaurant and remodeled it in grand
style. When he reopened, business was worse than before. He finally
ran into a former customer and asked why he never came to ear ar
his restaurant any more, He was told that the restaurant was now so
fancy, the customer didn't feel comfortable eating there.

The second generation

While earning a degree in hotel administration ar Cornell
University in the eardy 1960s, Christ's son, Nick Score, began
reading The Wizll Streer fonrnal and became enamored with a new
concept—franchising. He liked the idea of capitalizing on someone
else’s research and aperations, for a n:aﬂ.maHy ]uw-cntr].r rate.

He talked his father into checking out Bonanza Sirloin Pir, where
for $1.39, a person could get a bone-in sirloin steak, baked potato,
salad and Texas toast. The fathet/son team flew o Trlmp:l o megg
the franchise sales staff, who picked them up in a limo with Texas
longhorns on the front grill.

Scotr laughs when he admits thar the franchise salesman mose
likely had saved two of the better steaks for them, because after
sampling the steak and observing the line circling the building, they
were roped in. 1 was thinking this can’t miss; this is 2 no-brainer,”




Phatos by Mark FairsisnErie, Pa

Scorr says.

Their territory, which cost them
50,000, included MNiagara Falls and
Buffalo, N.Y. After building several of
the budger steakhouses, Scott says the
problem was that they then had to be
operated day in and day our. "1 must
have cooked tens of thousands of steaks,” Scow says, including some he
burned when the roof caught on fire one nighe.

A new opportunity opened up for the Scots when the franchisor decided
to buy back its franchisees’ restaurants. Their next franchise experience was
Arby’s, which was wildly successful thanks 1w an unexpected real estate tip.
At 2 cockail party one night, Scott overheard someone bragging about how
well 3 McDonald’s was doing on Exit 24. “We looked for land and put an
Arby's there (at the exit) and it was a huge success,” Scote says. “That woke us
up to the Interstate.” He added a Days Inn near the Arby's, The opening of
the Days Inn didn't go as smoothly as planned, Scott’s son Nick remembers,
The drapes didn't arrive before the scheduled grand opening and the new
hoteliers couldn't afford to delay the opening any longer—they needed to stare
recouping their investment. Nick and his older brother Chris, along with a
couple of their reen-age
friends, waited in the
lobby for the guests to
check in so they could
follow them to their
rooms. The boys then
duct-taped a blanket
over the window (sheets
proved to be too wans-
parent, Mick

Two out of three genera-
tions: (left to right) Chris
M. Scott, Nick Scott Sr.
and Nick Scott Jr.

AT A GLANCE
Scott Enterprises

Headgquarters: Erie, Pa.

MNo. of employees: 1,600 in 2005

Restaurant concepts:
Applebee’s (3)

Quaker Steak & Lube (2) plus
one being built in Buffala, N.Y.,
home of the Buffalo wing

Damaon's Grill (1)

Boston's Gourmet Pizza
Restaurant & Sports Bar (1)
opening in 200§

Safari Grill (1) an upscale,
independent with an African

explained).

Forwnazely,
the opening of a new
Days Inn was eagerly
anticipated, and the
guests, for the most
part, were happy to get

theme a room. “Some even
Hotels (8 brands) helped  (with  the
1 ) curtain caper),” Nick
Marriott Residence Inn; Courtyard says.
by Marriott, Holiday Inn Express, Yankee  ingenuity

Comfort Inn, Econo Lodge, Days
Inn and Motel &

Additional properties:

Splash Lagoon, a year-round,
destination indoor water park

Ambassador Banquet &
Conference Center

once again played a part
in the opening of a
second brand, when the
county's ]}rnmis:d
water line didnt arrive
ar the horel site on
schedule. In order to
open the Comfort Inn,
Scott had o have two

25,000-gallon tanks in the back of the property. What was suppose to be a
temporary measure ended up being their water source for a year and a half, he
SAYE.

“Scotrs Exit 27 empire grew because every time Scone gor wind of a
competitor coming to town, he'd buy the property before they had a chance.

“We call him ‘Hoov,” because he vacuums up knowledge, Nick says,
laughing. Scott never visits a business without chatting with the desk clerk,
the maid or the dishwasher, his son says.

Through his “research” he finds out whar has been successful for others. For
instance, when he heard from 2 rcpumblr: source that rooms with jacuzzis
could be marketed as weekend geraways, he designated 50 percent of his
rooms in a number of his properties as jacuzzi suites. His thinking, he says, is
that the jacuzzi b will be a perk for the business raveler who doesn’t have
to pay for the upgrade, and he can market them for the weekend knowing
he'll have a room available.

Doing more than what is in the franchisor’s plans is the Scotts” rrademark.
And, yes, it does occasionally mean long negotiations with the franchisor.

Their Holiday Inn Express, for example, has a number of “kids rooms,”
where a nook in the oversized room has been transformed into a brighely
colored, kid-friendly space, with one wall lined with a bunk bed and the other
with a desk sporting a television and stereo system. Theres even a wall phone
to call grandma,

At their Courtyard by Marriott property they had to walk the franchisor
into allowing them to enclose part of the courtyard in order to utilize the

space more than a couple of months a year. They

added a koi pond, and an inde-
pendent conference center.

The secret to  his

SUCCEss, Scorr says,

is finding good

franchise partners, "Your success
is tied ro your franchisor,” he says. A
good franchisor is progressive, commitred to
research and development, and has a plan you. as a
franchisee, can execure, he says. “It’s difficult to overcome
a weakness in a concept,” he adds.

A different twist

Instead of finding one good brand and replicating it several times, Scott
seeks out brands that will compliment the ones already in his portfolio. “In
hotels, we've got every marker segment covered from budget to upscale,” he
says. And, each casual dining restaurant has a different menu mix.

Although his hotels have won multiple awards from the franchisor for
excellence, Scott has an added pressure 1o maintain a high-level of qualiry at
his properties—he’s building in his heometown.

Managing multiple brands means keeping the lines of communication
open, Chris says. They've also been able 1o keep good people around. One
such find is Jeff Mona, who as director of operations has been with the
company eight-and-a-half years.

The Scotts inspire loyalty from the staff, he says, because they put more
dollars inte making the property special than is typical. “Nick Sr. is always

January 2005 | FRANCHISE TIMES 13



Stories of third-generation
.entrepreneurship

Nick Scott Jr. remembers his first foray into entrepre-
neurship when he was in kindergarten. He and his brother
had a lemonade stand. Business was slow, so the brothers
decided they needed to advertise. Nick climbed the tree,
and started shautin% “lemonade.” It would have been a
brilliant marketing plan, if only the branch hadn't broken—
leaving him with two broken wrists to start kindergarten with.

Chris Scott (the grandson) cut his entrepreneurial teeth on
chestnuts. When he was 11 or 12, he and a friend had to walk
about a mile to catch the bus. They noticed they were passing
a lot fishermen and decided they might want a snack while
they were out in their boat or on the shore all day. Since the
friend had a chestnut tree (free inventory), the two bagged up
the chestnuts that had fallen every day and sold them for so
cents a small bag, $1.25 for a large bag.

looking through the guests” eves,” he adds. “When employess see you putting
dollars back into the product, that gives them buy-in.”

A watershed of marketing opportunities

The beauty of the Scotts game plan is the synergies of all their properries,
not to mention, proximity. And, they let no opportunity to cross-market go
unplanned. A& centeal reservation crew fields berween 500 and 600 calls 2 day,
and after a mailing for Splash Lagoon has hit, the calls can be in the thou-
sands, Mick says.

Many of the calls are booking hotel packages in conjunction with Splash
Lagoon. The Scotts have priced the packages so that the cost te book a room
for the night is about the same as it is to ger 2 one-day pass to the warer park.
With the horel package deal, you get two, not one, day at Splash Lagoon and
its million dellar arcade.

The park is closed Tuesdays and Wednesdays, which are slow days for recre-
ation, but good days to pick up business travelers.

Scor never lees his guard down when it comes o his businesses.

Dwuring an elevator ride o show off ane ui‘Hulida}r Inn's kids suites, Scotr
noticed that the poster advertising their restaurants and Splash Lagoon was
missing, and in its place was a bland piece of cardboard.

When he pointed it out to the manager, she explained thar the posters were
routinely raken by kids as souvenirs of their visit. This didn't ser well with the

elder
Scotr—

how were
people going to
know where o ear, if
they didn't tell them?
The manager prom-
ised 1o come up with a
solution, shore of electri-
fying the posters.

Third generation buy in
What a difference a

generation  makes.  Mick
Scotr marvels ar just how
far the business his grandfa-
ther started with  his
independent  hotels and
restaurants has come.

“In 1950, my grandfa-
ther was going to banks
trying to get them to lend him money,
Now in 2004, my brother and [ are
getting calls from banks trying tw lend
us money,” he says.

Just as Scotr grew up working in
his parents’ business—Scott is quick
to point out that his mother Pauline
played an invaluable role in helping
his father succeed. just as his wife Kim
has helped him—so have his sons,
Nick and Chris.

Chris remembers his friends heading for the shore, while he was home
mowing the lawn at one of the hotels, or doing dishes ar one of the restau-
rants. But he doesn’t remember being resentful. I's just the way it was, he says.
“I didnt know anything else,” he says, “and in the end it paid off.”

Scotr's advice for raising responsible kids with a good, strong work ethic is:
“Don’t throw money ar them or give them a lot of free time,”

Both brothers carned degrees in hospitality management at Penn State.
They handle the operations, while their father is the visionary. Chris leans
toward the hotel side—plus the finance, legal and accounting side of the busi-
ness, Mick oversees the restaurant

An accomplished pianist and
photographer, Nick Scott Sr.,
devotes a lot of time and
money to the arts in his local
community. Scott Enterprises
is equally generous to the
social services in the Erie, Pa.,
area. While Scott has three
pianos at home, this ane's part
of the decor in his Courtyard
by Marriott.

division, plus the adverrising and

£3.9 million |

CALISTE__KS

" DELI
SB Partners invested $3.9 million
to acquire a minority stake in the

franchisor of McAlister’s Deli
restaurants.

SB PARTNERS

* Investors in top-tier franchisees and
emerging franchisors
* Equity of $1 million to $5 million

marketing.  Both  credic an
outstanding staff with helping them
keep up with the myriad derails
presented by dealing with so many
different  franchisors and  their
requirements, plus seasonal menu and
promotional changes.

As with most entreprencurs, the
three Scotts aren't content with status
quo. They're always looking ar the
next territory to conquer. Since Erie is
near Pittsburgh; Cleveland, Ohio;
and Buffalo, N.Y., there are close-by
markets 1o develop. [n addition, they
own a 12-acre site on Erie’s Bayfront,
where a multi-use development s
being builr.

Theres a |'rﬂ$5ihi“l'_l.-' of franchisin

SR B

Contact Diave Shryock Splash Lagoon, and maybe even Safar;
616-393-0560 Grill,
2004 or dave@sbpartners.com And, theres always the fourth

generation to carry on the family’s

hospitaliry. [EQ
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