chisee of Fox's Piza Den.a

Pittsburgh-based chain
with 265 stores and approxi-
mately $120 milion in sales.
Fox’s Pizza Den ranks 22nd on
Pizza Today's Top 100 Compa-
nies list,and the organization
just celebrated its 35th anniver-
sary.Anthony’s franchised store
is located in Punxsutawney,
Pennsylvania,a small fown
famous for a certain *prophet-
ic” grounchog.

Sooﬂ Anthony is a fran-

PT: You've had some very successful
marketing campaigns for your
shop. When and how did you
realize marketing could be a true
sales booster?

SA: Tn July 2000, [ upgraded from
three deck ovens to a double stack
Lincoln impinger. 1t was a must
— Ijust couldn fill all the orders
1 had in a reasonable amount of
time. [t was then that I wanted to
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test myself and my ovensto see
just what kind of capacity T could
do. So 1 teamed up with the
Chamber of Commerce to do
some neighborhood marketing
that would benefit my business
and the town.

We sold 1,700 pizzas in three
hours The Chamber was ecstatic.
We gained a lot of respect, good
image and customer loyalty out of
the promotion.

PT: You have integrated yourself in
your community very well. Why
has that been important to you?

SA: Wise King Solomon said: “The
generous soul will itself be made
fat, and the one freely watering
others will himself also be freely
watered.” This is a proverb that
has always stuck with me. So
when I got into the pizza business
I thought, Why not apply this in
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my business life, too?

I think Fow you run your busi-
ness is a ref ection of who you are.
Alot of people even think my
name is Scott Fox, so [ want to
build a good reputation; I want to
gain people5 trust and loyalty: 1
want them to be safe and secure in
knowing that when they buy from
me they wil get a quality product,
areasonable price and to feel good
that their money stays in town to
benefit their community.

PT: How has it translated to your bot-
tom line?

SA: We have seen steady growth over
the years. Our community-based
marketing has helped ussee a 4
percent boost in sales each of the
last two years, and each of those
years we increased our profits 50
percent over the previous year.
Our sales are up 515 percent since
I began here in 1994.

PT: What are the biggest positives you
see as being a franchisee of a pizza
chain versus running your own
independent operation?

SA: 1think that with Foxs, Thave the
best of both worlds. We are a

franchise, so I have all the prod-
uct development done, operation
systems in place, name recogni-
tion ... But with Fox, 1 have an
extremely low royalty fee, no per-
centage of sales, I can adapt my
menu to local tastes, I can imple-
ment my own marketing strate-
gies and tactics that work in my
area. | can do all this just like an
independent, but with the help
and guidance of the human
resource department at Foxs.

PT: Along those same lines, what do
you consider to be the primary
drawbacks?

SA: With 265 [ranchises across the
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country all having this leeway, you
tend to have some inconsistency
in your menus from store to store.
Foxs Pizza Den Inc. is basically a
family run business, like mine.
Therefore, they can't always field
all your concerns immediately: So
you learn to network and do your
own research, and Fox5 has great-
ly progressed over the years, too.
They have implemented an online
newsletter and a franchisee forum
so we can ask questions and learn
from each other. %
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