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How to price and display the goodies at the heart of a redemption game operation.

, ow important a part do the prizes
play in reaching and maintaining
i high  coin-operated game
revenues? The answer is: a huge part!
Everyone loves to win tickets. Watch
the wide smiles and the body-language
exciternent that people display as their
tickets come pouring out of a
redemption game. But it is primarily the
prizes that can be won that determine
the play. Even with the best mix and
quality of redemption and prize-
dispensing machines, all calibrated with
the correct ticket payotits and prize win
percentages, and all positioned properly
in an attractive game area, the games
will not earn the high revenues that you
read about without well displayed, high-
perceived-value prizes. As much as $150-
$200 per game per week can be attained
in many bowling facilities and even
doubled in high-trafficked centers, but
this is not possible without the key
ingredient—the prizes.

he Redemption Operal ion

The perceived value of a prize is the
price your average customer would
expect to pay for the item. Children
may not fully understand what that is,
but be assured that their value-
conscious parents do. Make sure that
the perceived value of most of your
items is three to four times what you
pay for them. At the end of the week,
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you want your customers to have
redeemed 25% of the gross redemption
revenue in prizes (definition of
"redeemed percent’). This is a simple and
logical way to keep customers playing
your redemption games.

With an estimated 80% or more of
bowling centers currently revenue-
sharing the games with a game operator,
chances are that the game operatorisin
charge of buying the prizes. Most game
operators are fairly good at knowing
what merchandise works well in cranes
and other merchandise-dispensing
machines. They can offer expert advice
in what prizes are being redeemed at
their other redemption game locations.

In addition, redemption merchandise
suppliers can tell you what their current
hottest-selling itemns are.

Even so, there should be someone
from the bowling center staff who learns
about the prizes and is involved in this
purchasing decision process with the
operator. The reason is that most game
operators do not have time to stay on
top of redemption prizes, too. In the
end, maintaining a redemption prize
center that is well stocked with a variety
of prizes that are desired by customers
is a responsibility that is best handled by
a designated bowling center employee.

| recommend that you speak with
several merchandise suppliers on a

Prize values bottom to
top and left to right.

weekly basis. Moms with young children
are also a great source. Catching on to
the hot trends early is a great way to
drive your redemption game revenues.

In our company’s game operations,
the bowling center is in charge of
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Redemption prize centers can be u-shaped.,.

purchasing and paying for all the
redemption prizes. Each week, the
number of tickets redeemed is
multiplied by the value of a redemption
ticket (ticket value is set by a prize point
mark-up formula) and this calculates
the dollar value of the prizes that were
redeemed (including shipping and sales
tax). This amount is deducted from
gross revenues and retained by the
facility so it can purchase replacement
prizes to keep the prize counter and
storage area full, always having a
month’s supply of prizes on hand,

We have chosen to use this financial
model to avoid conflict. The game
operator has no control over theft of
redemption prize merchandise that may
occur at the center, and so the center
should be responsible for it.

By the way, high-end prizes such as
iPods, cell phones, and other electronic
items cannot be purchased, even in
large quantities, at significant
discounts. The perceived value is very
close to the cost that the game
operator (or you, depending on who is
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buying) must pay to purchase the high-
end merchandise.

If you are setting up a full redemption
game zone with a total of 50-100 games
and determining the number of games
based on 5200 per week per game, then
a good ballpark figure to use is that the
cost of redemption prizes will be 20% of
the total game gross (assuming that
the redemption games will generate
70% of the total pame revenues). For 50
games, the annual gross should be
$500,000, se $100,000 (or $2,000 per
week) would be the budget. For 100
games, these figures would be double,

The opening order at start-up should
be a2 minimum of four weeks' budget.
This would include the flash, the prizes
that are mainly for display. For 50 games,
the opening order should be a
minimum of $8,000. For 100 games, the
apening order should be §16,000,

A weillpbsitioned, well-sized
redemption prize center {(RPC) should

immediately catch the customer’s
attention the moment he enters the
game space. The RPC is the magnet and
centerpiece of a well-designed game
center.

Popular RPC designs include L-
shaped, straight, and U-shaped. The
best size in length (running foot) of the
front display cases depends on the
weekly redemption gross revenues.

For example, the photo above shows
an RPC with 18 running feet of display
case that has a front display case length
of 10 feet plus two 4-foot side sections.
This B0-square-foot RPC can support an
operation of up to 40-50 games. Two
staff people can easily work behind the
display counter with room for a third.
Turnkey RPCs can be purchased
wholesale that include a theming and
signage package.

After warching many thousands of
kids and adults redeem their tickets,
one learns some basic dynamics of
what occurs,

You can experience what a small






