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A QUARTERLY FEC SUPPLEMENT TO
BOWLING CENTER MANAGMENT
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This land doesn’t lopk like much here, but in
about a year it will house the $10 million Magic
Rinz bowling=hybrid facility.

By Frank Seninsky
President/CEO,
Amusement Entertainment Management

Under the current economic conditions, starting

a new bowling-FEC project is quite a challenge,
especially if you didn’t have the necessary equity
capital and financing guarantees at the beginning.
But that didn’t stop Aaron Zwelling from trying
achieve his dream and open Magic Pinz in subur-
ban Cincinnati, Ohio.

“If you keep at it long enough you reach your
goal,” says Zwelling. "It doesn’t happen overnight.
It takes tenacity. You must believe in what you
are doing. For the past two years | kept hearing,
‘When are we going to read about you and this
project?"”

“All my life | have been an operations guy with
a solid food background. | was very fortunate to
have worked for business owners who are the
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developers of their own concepts. Their key to
success was surrounding themselves with the right
people. Molding a business for others gave me
knowledge to someday mold one for myself. The
3rd and 4th generation of Graeter’s Ice Cream,
who | have worked for during the past 13 years
also have this philosophy. The survival rate of a 4th
generation business in the U.S. is less than ¥ of
1%. Perhaps the other 99.5 % have a different phi-
losophy but this is how | am going to run my own
bowling business. This was a lesson that my father
taught me. He owned his own businesses and he
continues to be my mentor on a daily basis.”

WHY BOWLING?

“| started bowling when | was four years old,”
remembers Zwelling. “A neighbor operated an
early 50s-style bowling center in Lebanon, Ohio.
One side was bowling and the other side was skat-
ing. Ever since | was 12, | wanted to own my own



business. The Corner Alley in Cleveland got my
attention a few years ago. There wasn't anything
like this in my area but that is probably what every-
one who wants to go into this business says. The
bowling industry is at a unique point in its evolu-
tion.”

“The old smoke-filled, beer drinking, league-
driven alleys are getting converted into an envi-
ronment that is in touch with young families,” he
continues. “Here is my opportunity to work off my
knowledge of ‘family.’ In today’s market the moms
drive the bus even in the dual-income families. No
one has time for anything complicated. My job is
to take the guess work out of their leisure enter-
tainment decisions and provide one-stop shopping
or one-stop food and entertainment.”

Another important element of Magic Pinz is
simplicity. “[We] keep all options simple, no more
than three choices,” says Zwelling. “| already know
this market. 500-1000 people/day come in to have
ice cream at each Graeter’s store. We have several
stores that sell an excess of $1 million in a year. If
you have a great product and manage it well, you
can have a business for a lifetime. You have to start
with a great product. Great service without a great
product is not a formula for long-term success.
And | am an operations guy saying this. Your busi-
ness must continue to evolve and bowling fits the
bill.”

GETTING STARTED

The internet has become a vital resource for
upstart FEC operators, and Zwelling tapped this
resource regularly. He researched a variety of bowl-
ing equipment companies and read articles on
bowling facilities. “What | quickly discovered is that
so0 many people in the bowling industry are scared
to death about food and beverage,” Zwelling says.
“They simply don’t want to deal with it. For me it
is just the opposite. What | needed to understand
is "How does entertainment function within a food
facility?"”

What | learned is that it is the entertainment that
brings the people in. Entertainment is the catalyst
to sell more food and beverage.”

RIGHT-SIZING THE PROJECT
One of the key points in Zwelling’s research
was the feasibility study. “The feasibility study
showed,” recalls Zwelling, “that a 42,000 sq. ft.
24-lane hybrid center with four private VIP lanes,

5,000 sq. ft. dual-mode food service with a full size
restaurant/bar (billiards) and quick service along
with family attractions that include games, mini-
bowling, bumper cars, glow mini-golf and Ballocity
would have the best return on investment and the
best fit for the market. What | wanted was similar
to a Lucky Strike but with a family entertainment
center component. | am very happy with the result.
Of course, there would also be Graeter's Ice Cream
and we would make our own special brand of
birthday cakes.”

“Mason, Ohio is quickly becoming an epicenter
of entertainment for the greater Cincinnati region,”
says Jerry Merola, who consulted with Zwelling
on the project. “With the presence of Kings Island
Amusement Park, Great Wolf Lodge, The Beach
Waterpark, and the soon-to-be-unveiled Magic
Pinz facility, it's very likely that these entertainment
options will begin to cross-pollinate during their
operating seasons.”

Timing was key for Zwelling, who has benefited
from a dip in construction in recent years. “Several
months ago the land/building and outfitting cost
was $10.2 million,” says Zwelling. “Today | know
that this amount can be reduced by at least 5%
and perhaps 10% as the new construction bids are
coming in lower than what we budgeted for. With
the recession, fuel costs have dropped and build-
ers are looking for jobs.”

“In my market there are a lot of big boxes out
there,” adds Zwelling, “and you could have pick
of the litter. The lease options are very favorable,
including huge landlord build-out offers. The prob-
lem is that the large majority are in the 30,000 sq.
ft. range and offer no room for expansion or addi-
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