Feeding the Frackers

C-store entrepreneur finds his way back home—
and his way into a new business

By Abbey Lewis || alewis@cspnet.com

hen you get the chance to
move back home, and it
just happens to coincide
with a smashing business opportunity,
you take it, right? Jared Scheeler did.
Scheeler, convenience store entrepre-
neur and managing director of The Hub
Convenience Stores, Dickinson, N.D.,
gave CSP a glimpse of the plans behind
his new c-store venture. Scheduled for
its grand opening in October, The Hub
promises to be a destination food stop
for the booming fracking town it will
call home.

CSP:When was your "a-ha” moment—
the moment you had the idea to
move to the Dakotas and start a
c-store chain?

Jared Scheeler: I spent 15 years working
for a chain in the Twin Cities (Minne-
apolis and St. Paul, Minn.) called Bobby
& Steve’s Auto World, which is a conve-
nience retailer that specializes in automo-
tive repair. I began there as a freshman in
college, shortly after the company started,
and I was fortunate enough to have a big
role in the growth and development of
that company. I learned an immense
amount about business leadership from
the company founders while mostly
being self-taught on the intricacies of

convenience retailing.

I hold Bobby & Steve’s Auto World in
the highest esteem and many of my clos-
est friends come from that company. That
being said, I have strong entrepreneur-
ial DNA, and over time I figured that
my penchant for growth, continuous
improvement and being an elite retailer
could best be realized if I branched out

on my own.

What was the motivation behind
that "a-ha” moment?

There were many factors that sup-
ported a move from trendy Minneapolis
to sparsely populated North Dakota. First
and foremost, with my children getting
older, having a close connection with our
extended family became very important.
My wife, DeAnn, and I grew up in Dick-
inson and have many close relatives still
living there. Finally—and I’d be remiss
for not mentioning—the unique business
opportunities in the thriving Bakken Oil
Play of western North Dakota. Believe
it or not, North Dakota is a happening
place right now.

What's the competitive landscape
like there?

The convenience retailers in the area
are well established, mostly independently
owned, and fuel branded by a major

oil company or refiner. There are some

Jared Scheeler

highly respected chains in the area such
as Kum & Go and Holiday Stationstores.
But moreover, regardless of store size and
offerings, this region is extremely loyal.
All of the strong community relation-
ships that have been built over the past
few decades by the existing businesses
will be very challenging to overcome.
Developing that community relation-
ship takes time, though it’s something
that ’'m fully committed to in both
words and action.

When you were planning for this
store, what did you have in mind
for foodservice? I've heard the
term "feeding the frackers” tossed
around. Were they foremost in your
mind during planning?

Aside from a strong desire to deliver
world-class service, The Hub’s success or
failure will be derived from our ability to
provide a compelling foodservice offer-
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ing. This entire region is not accustomed
to having quality food in a convenience
store. Our intention is to begin to change
that culture and expectation in the area.
Alarge part of our client base will be the
thousands of oil and gas industry work-
ers in the area. Much of our foodservice
program was developed with that core
customer in mind. It’s a demographic
that loves convenience stores and has a
very big average ticket each day.

Though catering to that customer
doesn’t fully align with the healthier
direction of foodservice in our indus-
try, The Hub will also be offering a wide
selection of fresh made healthy food
options. I believe that Brad Call, the cur-
rent NACS Chairman, said it best in his
speech at last year’s NACS Show: “Your
responsibility and my responsibility is to
provide healthy choice options. But it’s
not our responsibility to tell customers
what they should and shouldn’t eat.”
We’ll have healthy foods in our stores,
but our focus will always remain on
what the consumer demands, whatever
that may be.

Specifically, our convenience store food
program will feature the widest variety of
dispensed beverages in the area, including
coffee, fountain beverages and tea, frozen
beverages, and more. Moreover, we have
designed a large prep kitchen to make
most food items fresh on site every single
day. From fresh bakery to sandwiches and
wraps to take home meals, there will be
a plethora of food options at The Hub.
We’re most excited about some unique
food items that we hope to become signa-
ture to The Hub.

In addition to what you mentioned
above, what are you planning spe-
cifically for foodservice? Will it be
mostly franchise outfits? Or will
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Foodservice Framework: The Hub worked with firm Paragon Solutions, Fort Worth,
TX, to design everything from the logo and foodservice concepts to interior designs and
layout. Here, preliminary concepts hint at the sophisticated foodservice offering to come.
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you do anything proprietary?

We have aligned ourselves with some
branded food programs. Our conve-
nience store will feature Godfather’s
Pizza, and we believe that program is a
perfect fit for western North Dakota. We
also have designated a lease space for a
restaurant operation. After much delib-
eration, we decided that The Hub would
own and operate a franchise program.
We focused on the fast-casual market,
which happens to be untapped in this
area. In October, we will be opening a
Schlotzsky’s Deli and Cinnabon Express
with a direct connection to The Hub
Convenience Store.

How did you make that decision?
The decision to utilize a mix of
branded and proprietary food offer-
ings was relatively easy. As a startup
company in a labor-tapped market, we
need as much support as possible from
supplier programs. Choosing branded
programs will provide us with top-
notch training, standard operational
procedures, and ongoing support.
From experience and by studying the
industry, the best convenience food
operators conduct most of their food
operations on location in the store.
This allows for freshness, consistency
and the ability to compete with QSRs.
Mixing that model with the support
of a trend-setting convenience food
service supplier in Farner-Bocken Co.,
we are very confident in the products
and programs that we’ll be offering.

How close will your first store be
to actual fracking operations? Do
you expect your store to be a lunch/
dinner/breakfast destination?
There are essentially two major hubs
(no pun intended) for oil activity in
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We’ll have healthy
foods in our stores, but
our focus will always

remain on what the

consumer demands.”

western North Dakota: Williston and
Dickinson. There are also some smaller
centers of activity, but the bulk of action
is surrounding Williston and Dickinson,
as they were the most populous towns
in the area prior to the recent oil boom.
Dickinson sits on the Southern tip of
the Bakken Formation, which stretches
in to eastern Montana and Canada.
There are oil rigs (and subsequently,
fracking activity) within city limits, as
well as scattered throughout the imme-
diate region.

Because of the natural traffic flows,
we believe that the morning and evening
drive times will make The Hub a prime
breakfast and dinner stop. However, the
Schlotzsky’s Deli is the perfect comple-
ment to the oil well rush because it
provides a unique lunch option to Dick-
inson residents during the day.

Have you heard any buzz about
your store among locals? What's the
reception been like?

The reception of our business con-
cept from area residents and businesses
has been tremendous. Schlotzsky’s Deli
will be the first fast-casual food option
in Dickinson. And who doesn’t like Cin-
nabon? Godfather’s Pizza had a franchise
here many years ago that closed because
of poor operations. The community has

been clamoring for it to return for over 20
years. Even though working to generate a
buzz is exciting, I more so look forward
to delivering on our brand promises once
we are open to show the community a
great business that they deserve.

What sort of buildup are you doing
ahead of launch day in October?

Building strong relationships is
one of the core business values at The
Hub, and this includes relationships
with local businesses, residents, suppli-
ers and the community officials. Right
now my efforts involve forging those
relationships, reacquainting with old
friends and building a perception of
quality and value around The Hub. As
we get closer to opening we’ll launch
a full-scale marketing campaign that
focuses on all of our profit centers. This
will lead up to a grand opening celebra-
tion of Schlotzsky’s Deli and Cinnabon,
followed by The Hub’s dedicated grand
opening.

What will The Hub Convenience
Store chain look like in 10 years?
Right now it’s difficult to see beyond
the next 10 months, as the first ground-up
project of a new company provides many
challenges. But ideally I'd like to see devel-
opment of truckstop and convenience
store concepts within three years and 10
locations within the region in 10 years.
We've got some work to do before we get
to that point. |



