ENTERTAINMENT
CENTER

NEWS

A QUARTERLY FEC SUPPLEMENT TO
BOWLING CENTER MANAGMENT

THE NUMBERS GAME

HOW TO ESTIMATE YOUR GAMING COSTS/PROFITS

By Frank Seninsky
President/CEO, Amusement
Entertainment Management

Bowling proprietors, who are con-
sidering the shift to an FEC, often
ask, “How much will my revenues
increase and how much will be
added to my bottom line after all of
the expenses are amortized and
deducted?” These are very logical questions to ask
before investing in a modernization, renovation or ex-
pansion. Over the past several years, my company has
been involved in more than 100 bowling center projects
and | have discovered that the answers to these ques-
tions are really not that difficult, as the revenue models
for different sizes and types of bowling centers fall into
some basic patterns. Let’s go through several models
from the past and look at how the revenue models
have evolved.

1. Traditional to FEC. This is the most common
bowling center change occurring today. There are
thousands of bowling centers that were designed 50
years ago that fall into this Traditional to FEC Model.
Revenue categories include bowling (including shoe &
locker rental), Food & Beverage, Retail (includes pro
shop, vending, meeting room rentals, etc.) and Games.
(Note: For simplicity’s sake, all birthday party revenue
would be allocated to these categories).

Revenue Model #1: Bowling 60%; F&B 30%; Retail
8%; 2% (net from revenue share).

To make it easy, let us take an average gross revenue
of $1,500,000 for a 24-lane center of approximately
37,000 sq. ft. in a good market. Here’s how the reve-
nue breaks down: Bowling - $900,000; F&B-$450,000;
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Retail-$120,000; Games - $30,000 ($75,000 gross with
prizes paid by game vendor).

With this model the Games revenue is very low, aver-
aging $1500/week. The first step is to estimate the at-
tendance. Based on the demographic market, we need
to look at what the per capita (average amount of mon-
ey that a customer spends during one visit) range is for
this particular bowling center. | would start with $12 and
determine an attendance of 125,000 ($1,500,000/$12;
using a per capita of $15 the attendance would equate
to 100,000 or $1,500,000/$15).

Using the $15 per capita, the per capita revenue
breaks down as follows: Bowling-$9.00; F&B - $4.50;
Retail-$1.20; Games-$0.30 (using gross $0.75). Game
Revenue in a well-located/designed redemption game
zone in a large majority of the cases ranges from
$3.00-$4.00 per capita. On the conservative side, the
gross game revenue potential could be $300,000 per
year ($6000/week) or actually four times its current
total. It would take 30 games in 1500 sq. ft. averaging
$200/week to attain this level.

Also note that if the bowling center is heavily league
based, the game revenue estimate would be lower. The
game zone needs to be out in the open and have high
ceilings, with a good redemption prize center (as a part
of the bowling desk) to attain this level of revenue.

2. The Plus One Model. This second most common
model is a bowling center that has added one FEC
attraction, such as laser tag, soft play, glow mini golf or
bumper cars. Five years ago, billiard tables and a pro
shop could account for the revenues that now only an
FEC attraction can make up, as birthday parties and
families have impacted FEC revenue. Also, smoking
bans have impacted the bowling revenue models.
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In order to follow the Plus One Model, additional space
is required in a bowling center. Examples include mov-
ing the pro shop, moving or eliminating the manager’s
office, eliminating extra pool tables whose revenues
have been on the decline.

Revenue Model #2: Bowling 40%; F&B 30%; Retail
4%; 20%; Attractions 6%.

The per capita for the above listed attractions fall within
predictable ranges. For example, a 2500 sq. ft. one
level laser tag (16 packs) should earn in one year what
it cost and its per capita would fall between $1.20 and
$2.00. The games per capita would remain in the same
ranges of $3.00-$4.00 per capita but will trend to the
higher side (here we use $4.00 from actual financial
experience) as the bowling center has more open play.

What is the required gross revenue to make this model
work? About $2 million, or an increase of 33 per-

cent over Model #1, given the following breakdown:
Bowling- $800,000; F&B-$600,000; Retail-$80,000;
Games-$400,000; Laser Tag-$120,000.

See how the model has changed? The following

is an example of the financials for a 24-lane cen-

ter in 2005 with $1,800,000 in gross revenues,
120,000 attendance and $15 per capita: Bowl-
ing-$712,000-40%-$6.00 per cap; Bar-$821,000-
45.6%-$6.84 per cap; Games-$181,000-10%-$1.50
per cap; Billiards-$30,000-1.6%-$0.24 per cap; Vend-
ing-$25,000-1.4%-$0.21 per cap.

3. Plus Two FEC. Revenue Model #3 is a bowling-
anchored FEC with 2-3 attractions, and a snack bar
rather than a full restaurant. There is usually one
anchor attraction and the other attractions tend to be
smaller-footprint and lower-cost attractions such as
mini bowling, laser maze or a climbing wall.

Revenue Model #3: Bowling 33.3%; F&B 33.3%;
33.3%.

For this model, retail has been included in the bowling
figures. In order for this model to be effective, bowl-
ing, even though it is the anchor, now has an equal
footing with the other two revenue categories, and the
games and attractions are the marketing hub of the
center. That means that individuals, families, groups
and birthday parties ALL have the option to purchase
discount packages that include games and attractions.
In this model, the per capita can be lower (due to these
discount packages) but the attendance is increased (if
the market demographics are also in line).

4. All-In FEC. This is a full blown bowling-anchored
FEC with a restaurant/bar lounge and snack bar and is
larger in size than Revenue Model #3. This is a new-
center model with the entire center being operated on
debit-card system. In some cases the Games & Attrac-
tions would exceed the bowling revenues.

Revenue Model #4: Bowling 25%; F&B 25%,
50%.

As an example, the actual financials for an All-in FEC
is follows: 40,000 sq. ft.; 24 lanes (20 + 4 VIP); 60
Games, 3 Attractions; Restaurant/Snack Bar. Annual
Gross Revenues-$2,500,000. Total cost including land/
building/equipment-$7.5 million. Per capita $20.00.
Games-$920,000-37%-$7.36 per cap;

Laser Tag-$200,000-8%-$1.60 per capita; 2 other at-
tractions-$120,000-4.8%-$0.96 per cap; Open Play
Bowling (no leagues)-$600,000-24%-$4.80 per cap;
Shoe Rental-$160,000-6.4%-$1.28 per cap; Food &
Beverage-$521,000. Note that Games & Attractions
account for 50% of total revenues in this example
because the food category ended up being the most
challenging. If management has experience in food
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operations, then it would be expected that F&B rev- it is currently the most interesting of all of the Revenue
enues would increase and the Games and Attractions Models.

revenues would decrease by the same amounts. _
It should be apparent that in today’s market, games

5. The Bowling Hybrid. The bowling hybrid model is are the highest generating profit center, and attractions
very new and also comes in different sizes with some are right behind them. Adding a top quality redemption
having no games or attractions (other than pool) and game zone is the easiest step of all and most propri-
some having a major game component just like Dave &  etors are still shocked to learn that their video game
Busters. The bowling-hybrid also can include a full FEC  revenues can usually be increased by three times or

component and recently the “dinner & a movie” con- even more! Of course, never lose sight that it is really
cept has been added to the bowling-hybrid model. In the bowling that is the anchor and the main attraction,
the next ECN, | will go through Revenue Model #5, as but not necessarily the highest revenue generator.

ALPHAEMESA AMUSEMENTE & BAHES

ALPHA-ODMEGA
WWW.ALPHAOMEGASALES.COM e A

o, L%
-, -
LTI

| ' Frank Seninsky is president of the Alpha-Omega Group

of companies, which includes a consulting agency,

‘ Amusement Entertainment Management (AEM), two

/ ‘ ‘ nationwide revenue sharing equipment suppliers, Alpha-
N T

Omega Amusements, Inc. and Alpha-BET Entertainment,
and Alpha-Omega Sales, a full line game & related equip-

UNIVERS ITY ment distributor. All are headquartered in East Brunswick,
CHICAGO, IL - JULY 15 - 19, 2012 New Jersey. During his 44 years in the leisure enter-
KANSAS CITY, MO - SEPTEMBER 18 - 20, 2012 tainment industry, Seninsky has presented nearly 400
Businesses Don’t Plan to Fail seminars and penned more than 1500 articles. He has

THEY FAIL TO PLAN ! served as President of the Amusement and Music Opera-

tors Association (AMOA) from 1990-2000 (on the Board
of Directors for 22 years) and as the President of the
International Association for the Leisure & Entertainment
Industry (IALEI) from 2005-2006 (Founding Member and
on the Board of Directors for 11 years).

THE COMPLETE BLUEPRINT FOR SUCCESS, GROWTH & PROFIT IN THE ENTERTAINMENT INDUSTRY

Randy White Frank Seninsky Jerry Merola Peter Olesen Alan Fluke Kevin Williams

com nsy@aolcon  p oom o on His columns regularly appear in Tourist Attractions &
(816) 931-1040 (732) 2543773 (732) 254-3773 (847) 5617013 (919) 961-2628 +44 (0)7785 254 729 . X .
Parks, RePlay, Vending Times, and Bowling Center
Gain access to over 175 years of combined experience & expertise from the A .
Entertainment Industry’s Leading Experts. Management. Frank is co-regent for Foundations
Entertainment University, which presents multiple-day
FOUNDATIONS is a comprehensive, 2 % day educational workshop covering all aspects of market H : P : H P H
& financial feasibility, planning, design, financing, development, marketing and managing a location- SeSSI.OnS Inthe US and In growmg_ marke.ts InCI":Idlng RUSS-Ia,
based entertainment business for long term success. The class provides a complete blueprint for Ukra"‘]e, DUbaI, UK, and potentla”y ASIa, |nd|a1 and Afrlca
developi d i t ignificant! di ti isti . ‘ . ,
looution based enterainment fagilty, Y SXPanding or fenovating an exising as well. His world famous ‘The Redemption & FEC Report
WHO SHOULD ATTEND? e-newsletter goes out to more than 42,000 readers
High level decision makers, including founders, owners, CEOs and general managers need to at- worldwide. Alpha-Omega Sales is the exclusive US
tend Foundations. All will benefit from gaining new knowledge, insight and a better understanding of . . :
how to be successful in the Fun and Location-Based Entertainment Industry. DIStrIbUtor for a” Comfyland EdUtalnment Center prOdUCtS
FOUNDATIONS TUITION FEE of $439 INCLUDES: and t_he new e?<clu3|ve dlstrlbufcor for GameALERT. F_rank
* 2.5 full days of classroom instruction _ _ was just appointed to the Advisory Board of the National
* Lunch and dinner Tuesday and Wednesday (our special hotel rate includes breakfast coupon) .y . .
+ Tuesday late evening/night tour of Enchanted Castle and either Lucky Strike Lanes or Sugar ASSOCIatIOﬂ Of Fam"y Entertamment Centers-
Grove Family Fun Center
» Comprehensive manuscript book and CD . .
+  Informal one-on-one consultations with instructors Frank Senlnsky, President/CEO
REGISTER TODAY Amusement Entertainment Management
12 Elkins Road, East Brunswick, NJ 08816
w.ww.FoundationsUniversity.corn ) 732-254-3773 (Ph) - 732-254-6223 (Fax)
or contact Frank Seninsky at 732-616-5345 or email: FSeninsky@aol.com FSeninsky@aol.com

or Randy White at 816-931-1040 ext. 100 ~ whiteheg@aol.com




