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A CASE STUDY OF
THE ALLEY AT SOUTH SHORE
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A QUARTERLY FEC SUPPLEMENT TO
BOWLING CENTER MANAGMENT

By Frank Seninsky
President/CEO,
Amusement Entertainment Management

Alley

at SouthShore
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In the two previous articles (Redemption 101 and
102), | described how bowling centers with 500 sq.
ft. (8 redemption games) can reap the benefits of

redemption (ticket dispensing) games with an auto-

matic prize vendor and those with 1000-1500 sq.
ft. can make serious money with up to 30 games
(20 redemption games) with a small redemption
prize center that can even be a part of the bowling
service desk. This 3rd segment, Redemption 103,
pertains to those bowling facilities that have 2000-
3500 sq. ft. available for up to 40-70 games and
one attraction choice with a footprint of approxi-
mately 500 sq. ft.

Case Study: The Alley at SouthShore, Riverview,
Fla. It has been a complete pleasure working with

Jeff Bojé (BPAA Past President & current USBC
President) and his Dad, Bill, to help create this
fantastic ground-up 32-lane 41,600 sq. ft. bowling-
anchored family entertainment center.

The Alley opened in March 2008 but planning
goes back several years. AEM started working with
Jeff in December 2006 but first attended a meet-
ing several months earlier with Jeff and his dad at
their Brandon Crossroads Bowl (which they built
in 1998) that is located just 12 miles north of the
Riverview site. Jeff and Bill pay attention to every
detail and, just like me, analyze the pros and cons
of every situation. Jeff has had the opportunity to
travel around the country (and world) and spend
time at almost all of the new ground-ups. He
agreed that the games need to be right up front
and that the customers must see the redemption
prize center the second they walk in the door.
Another important design facet is the eight private
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boutique lanes (split from the 24 lanes) that are
served from its own private bar.

From the start it was evident that every inch of
the facility would be utilized. The following steps
were followed:

Step 1: Location of Games is critical. Make sure
the game space is in a location where it can gen-
erate maximum revenue and the customers will
literally be “drawn into” the game space. Bill Bojé
says, “Having the games by the front entrance is
just fantastic! The customers are just awestruck to
see a huge game room. They can’t believe that all
of these games are here in a bowling center!”

Step 2: Make sure there are no barriers to get
to the games. By barriers, | mean both physical
and psychological.

Step 3: Make a detailed list of the actual model
games, related equipment and potential attrac-
tions that would fit into the game and attraction
space and the sports bar using 50 sq. ft. per
game and working from a realistic budget. | came
up with 68 top-earning games (See Spring 2008
Purchase List) that would fit the game spaces with
a game budget of $400,000 and an additional 12
games/machines for the bar to fit that budget of
$50,000.

Step 4: Determine the minimum game revenues
to support the budget. The game revenue criteria
for the 68 games was estimated at an average of
$200/week/game = $13,600/week or rounded to
$700,000/year. This game revenue figure should
also be close to the per capita spending level for
games for this size facility (ranging from $3-5),
depending on the number of attractions.

Step 5: What attraction(s) if we have additional
space? The attraction revenue rule of thumb is that
the attraction should gross annually approximately
what its purchase price is, be it extremely popular
as evidenced that there are few used models for
sale, and that the attraction holds its resale value
(stays ahead of its depreciated book value over
time). It should also be a major component of
birthday parties as an added bonus.

The attraction chosen was Highway 66 Mini
Bowling, which has a footprint of 440 sq. ft.
(including the enclosed service area behind the
pinsetters that also houses the high voltage 220
volt-25 amp electrical supply). It was estimated
that the Hwv 66 revenue would be $1000/week or
$50,000 per year.

Step 6: Create the game and attraction layout
floor plan to scale (See diagram). Make adjust-
ments as necessary to maintain optimum traffic
flow. Maintain clear lines of sight from the entrance
all of the games and start preparing which ones
will get traded in for some potential new games
over the next several months.

The top earning games at the Alley for the past
five months have been: Highway 66 (averaging
$1000 per week), Wheel Deal 3 Pl, Deal or No
Deal, Mad Wave Motion Theater, and in no partic-
ular revenue order: Colorama 4 Pl, Slam a Winner,
Roll 2 Win 2, Monopoly 8Pl, Toy Soldier Cranes,
Jumpin Jackpot, Cyclone, Tower of Power 3 P,
Dog Pounder and Hoop Fever. Two weeks ago Big
Bass Wheel was added and it has taken over the
No. 1 spot edging out the Highway 66 lanes.

How are the games at the Alley at SouthShore
doing?
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Floor plan for The Alley At SouthShore.
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Jeff reports, "From an accountant's position it is
too early to tell until we have been open a couple
of years Alley has been open 5+ months] and you
only get smart when you learn what you don't
know. | can tell you that the Alley has had a posi-
tive cash flow each month and that the games are
averaging $20,000 per week during the summer.
And that does not include the game revenue from
the games in the bar!”

Jeff continues, “When we first opened in mid-
March, everyone flooded in and some weeks the
games were grossing closer to $25,000 per week.
Brandon Crossroads always did a great summer
business so | am not surprised at how well we are
doing in this summer. At this point | have been so
busy with the USBC and BPAA that | haven't spent
any money on marketing the Alley and we don't
even have our website up yet.”

And Bill gets in the last words: “If | had room
I would put in a large gameroom like this in our
other two centers. This game space is sized just
right. Our staff is being developed and getting
better everyday. Having a well-trained mechanic
for these games is very important. | never imag-
ined how busy the games could be!”

BUSINESS & MARKETING FLAN CREATION

¢¢In the end,
the best
consultant
always saves

you more and

costs less.?”?

musemnent Entertanment Management. LLC i 3 worldwide amuserment indus-

try comdtant specialiing in the feasiblity. design. lyyout and operation of
Famdy Entertainment Centers and Lessure-Based Entertainment venues. We offer 3
full complement of services ncluding performance evahatons, project feasdility
studies, Currency Controls systens, [ame and Sttraction telection, saff traming and
develcpment of operating procedures.

Qur services are aimed at increasing the eficiency and effectveness of entertain-
ment center operations throwgh Proactive selection of equipmant. Jttention to
detad and high levels of suf traning, Your account will be given personal attenton
by one of the company’s principal owners whose ha¥f century of amusement indus-
try knowiedge will piace your propect on the road to success.

To learn more about AEM. contact Frank Seninsky at Fseninsky@aol.com or
Jerry Merch 3t ProfitWizzd@aol.com
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Pntertainment Cester Experls

12 Eiing Road, Eass Brunswick, N| 08816
(732) 254.3772

BUSINESS CONSUL

Frank Seninsky is president of Alpha-Omega Group
of companies, which includes a consultingl agency
?pecializmg in feasability studies, business plans, and
acility layout, Amusement Entertainment Manage-
ment, LLC (AEM) and a nationwide revenue sharin
equipment providet, Alpha-BET Entertainment:
are headquartered in East Brunswick, New Jersey.
During his 37 yearsin coin-op, Seninsky has present-
ed nearly 250 seminars, penned more than 1200
articles, and consulted for hundreds of clients in the
bowling, family entertainment center, waterpark, and
casino% hotel industries. He has served as president
of the Amusement and Music Operators Association
(AMOA) from 1999 - 2000, sits on the AMOA Board
of Directors and has served asthe president of the
International Association of the Eeisure&Entep
tainment Industry (IALEI). Seninsky can be reached
by telephone at (732) 254 - 3773, orby email at

fseninsky(@aol.com www.AEMLLC.com
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You Less”™ Frank Seninsky, President

O Project Feasibility Studies
O Architectual Design & Theming

O Game and Attraction Sourcing,
Purchasing, and Resale Services
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O Facility Upgrading and
Revitalization

O Operating and Performance
Audits

A division of Alpha-Omega Amuscmcnts, Inc.,
12 Flkns Road, Fast Brunswick, NJ 08216

Contact Frank Scnmnaky or Jorry Merola st
(732) 254-3773, c-mail us ot
Fsenimkyadaol com, Profitwizzidacl com
Ox visil owr wobsite at
www AFMLLC com




