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National Bowling Week
2011

National Bowling Week (NBW) will run from Saturday, July 30 through Saturday, August 6, before kids are
back to school and before the start of your fall leagues. The earlier timing gives you the opportunity to
implement weeklong programs when you have lanes available to run promotions and sign up new bowlers in
all age segments. We are very pleased to provide materials to assist you in making National Bowling Week a
huge success in your center. The tools in this kit should help you design revenue-generating programs,
fundraising activities, coaching clinics, community events and youth Blastoffs. The materials and ideas
represent a collaborative effort of the BPAA, Strike Ten Entertainment, PBA, USBC and IBPSIA.

This year marks the sixth anniversary of the industry’s rededication to National Bowling Week. This special
week represents an outstanding time to recognize the nation’s #1 participatory sport. Consider using the
promotion period to accomplish a variety of objectives:

Introduce new prospects to bowling
Increase visits among infrequent bowlers
Fill in league slots by reactivating lapsed league bowlers
Initiate short-season leagues

Reward long-term customers

Give back to the community

Partner with industry entities

Build youth programs

Floor a tournament

Run fundraising events

Have fun!

OO0 O0O0OO0OO0OO0OO0O0OO0Oo

Due to the success of last year's efforts, the BPAA Marketing Committee and board of directors have
decided to offer a Nationwide Free Game only good o  n our World Record Day - Saturday, August 6
With the free games and paid games played on that day, we will attempt to surpass last year’'s record for the
most games bowled in a 24-hour period. Last year, 1,252 centers reported over 923,948 games on the big day.
This year, our goal is to reach a million! To drive more people into your centers, we are providing an
opportunity for all consumers to download a free game coupon from w ww.gobowling.com . With your
support, we can introduce thousands of new bowlers to the sport on August 6.




Following the success of last year, in 2011 we will build top-of-mind awareness for
bowling via a unique national publicity plan. Consumers will be driven to www.gobowling.com
to vote for their favorite celebrity bowler. This is the promotional hook we will use to drive
bowlers and non-bowlers to our site. While they are there, they will obtain the free game
coupon good only on our August 6 World Record Day.

Here is what is included in your NBW Kit and on the CD:

o National Bowling Week Materials — files also availa  ble on www.bpaa.com :

o

“Idea Book” — This how-to manual is your complete guide to help you plan
your celebratory week with numerous customer promotions and “best
practices” from prior NBW efforts.

National Bowling Week Poster and Flyer —  Please hang this 22" x 28"
poster in a prominent location in your center and use the flyer to promote the
week.

National Bowling Week “Calendar of Events” Flyer — Please customize
this piece based on your center’s plans to promote the 8-days of NBW.

PR Release Template — A template for announcing your center's NBW
activities to the local media is on page 39. Customize and distribute to drive
traffic and build NBW awareness.

Website Template — Use this to promote NBW in your center’s digital media
campaigns.

o World Record Materials:

o

World Record Promotional Flyer —  Use this flyer to promote the Saturday,
August 6 event where we achieve a record for the most games bowled
“collectively” in a 24-hour period.

Certificate of Authenticity —  This is a sample of a commemorative certificate
you can distribute to all bowlers who help the industry set a new World
Record. You are asked to sign or stamp each certificate to make it “more
official.”

PR Release Template — Use the templates on pages 38 and 39 to promote
the 24-hour period and announce your participation in the nationwide free
game offer as we achieve a new World Record for games bowled in a day.
This type of “news” should interest your local media.

o CD with National Bowling Week and World Record Mate  rials:

o

CD containing all fles — The computer disk contains the electronic files of
the National Bowling Week and the World Record Day materials. You are
encouraged to customize all materials specific to your center's activities. In
addition to traditional flyers, the disk contains PR releases, logos, and
certificates. You can also visit the “My BPAA” section of www.bpaa.com for
more NBW files.




National Bowling Week
Key Goals

The hard work during the weeks leading up to Labor Day establishes the foundation for
successful fall and winter seasons. Fall adult leagues are being floored, youth development
programs are beginning to unfold and the casual bowling prospects are searching for new
alternative entertainment options as the warmer months come to an end.

The following four goals have been established for the 2011 National Bowling Week:

1. Drive traffic and revenue

0 Sign-up prospects for fall leagues

Adults — for traditional leagues and new league concepts

Families — adult/child leagues, affinity groups, etc.

Youth — league participation, Bowlopolis leagues, in-school programs,
after-school programs, etc.

0 Sign-up prospects for short-season leagues

Premium leagues

Clubs

Affinity group leagues
Bowlopolis-themed leagues

o Introduce casual customers and prospects to open play options

Glow bowling events
Open play events
Family package options

0 Introduce new customers to party options

Birthday parties
Bowlopolis parties
Corporate parties
Family reunions
Affinity group outings

o Build revenue on the World Record Day by accepting the nationally publicized
Free Game offer on www.gobowling.com. Capture database information about
customers and prospects for future business development.




National Bowling Week
Key Goals

2. Increase awareness about bowling

o Among all key consumers: current customers, lapsed customers and
prospects about the benefits of bowling

o Among the media: national and local press, bowling press, etc. about the
interest in bowling

o Among bowlers about the benefits of joining USBC-certified league programs
and benefits from the governing body protecting the sport of bowling

o Among the communities where the bowling centers do business

o Among all affinity groups benefiting from organized programs at the bowling
center

3. Create promotional partnerships

o Partner with your local USBC representatives to implement unique events.

o Partner with an IBPSIA member Pro Shop. Brainstorm fun promotions using
equipment checks, coaching and product specials.

o Partner with charities. Generate traffic by leveraging the volunteer
organizations in your local communities.

4. Create a World Record/Generate New Customers

0 On August 6, 2011, the industry will achieve a new World Record for the most
recorded games bowled in a single 24-hour period. Create excitement with
bowlers as they participate in this monumental feat. Capture names of all
participating in any event. Use the new traffic to add league bowlers.



National Bowling Week
Promotional Materials

National Bowling Week Logos

Note: Actual promotional materials are included in the kits.
Electronic files of all materials are located on th e CD, as well as
www.bpaa.com




P

‘ gobowling.com ‘

NATIONAL BOWLING WEEK
» JULY 30-AUGUST 6;

* WORLD RECORD DAY - AUGUST 6th x

This week, join millions of Americans as they enjoy some fun, games, parties, competition and participate in setting a New
World Record! And on August 6th, participating bowling centers will offer one free game to anyone who gets their coupon online.

rrrrrr SIONAL BOWLERS ASSOCIATION.

National Bowling Week Poster & Flyer



“Calendar of Events” for Customization



World Record Day Flyer



World Record Day
Commemorative Certificate
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World Record Day Free Game Coupon
Found on www.gobowling.com

Web Banner to Promote National Bowling Week on
Proprietor Web sites
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World Record Day
Free Game Offer

On August 6, 2011, the industry will once again strive to achieve a new World Record for the
most recorded games bowled in a single 24-hour period.

The bowling industry is implementing a national free game promotion inviting the public to
bowl their first game for free in an attempt to break the current record of 923,948 bowling
games played in a single day recorded at 1,252 centers.

Our goal for 2011? We want to record over 1 million games in a 24-hour period!
Consumers can obtain a free game coupon by visiting www.gobowling.com and printing out

a free game pass. All participating centers will be listed on www.gobowling.com allowing
prospects to locate their nearest participating “World Record” bowling center.

If your center wants to accept the free game coupon on August 6 and be listed on the World
Record Web site, please fax the Opt-in form on page 3 to 817-649-1918.

This coupon should be used for the first game only on August 6, 2011, one coupon per
person. Please keep track of these coupons. We will once again track the World Record
bowling games on www.bpaa.com. You will receive more details in late July.

To build your database, consider using the form below. Make it a requirement for customers
to fill out the following form to redeem their free game.

Name:

Address:

Email:

Phone Number:

Birthday (Month & Day):

12



Community Involvement

Consider holding Community Days during NBW

As a suggestion, from 9:00 AM to 4:00 PM, give everyone walking through the door one free
game of bowling and rental shoes. Require them to fill out an entry form for other prizes and
awards. If you do not have a form developed, use the following to capture the information for
your database files.

Email Address:

Phone Number:

Work/School/Church:

Bowling Interests: (Please check all that apply)

Birthday: Month: Day:
__Birthday party __lLeague ___Glow bowling

Make filling this out a requirement for a free or d  iscounted game
and shoes!!
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Many ideas in this section have used with success by BPAA member centers during prior
National Bowling Week promotions.

Make your community day come to life — consider the following.

o

Medical Screenings —  pediatrics, vision, heart, blood — medical doctors,
optometrists, local hospitals and health care centers appreciate the opportunity.

Local Civic Groups — Invite Boy Scouts, Girl Scouts, Boys and Girls Clubs, Lion’s
Club to set up tables or provide demonstrations.

Government Organizations — Police (DARE, K-9, fingerprint children, etc.), Fire
Department (vehicles, safety, first aid, educational materials, and others).

Military Recruiters — Invite the National Guard, Army, Navy, Air Force, Marines and
Coast Guard to distribute materials, demonstrate equipment and recruit at the
centers.

Local Businesses — Invite shops to contribute prizes and/or set up tables to
entertain and show products.

Car Dealers — They are always looking at places to display the new automobiles —
use your parking lot to conduct car shows.

Legal Seminars — Invite members of the legal profession to conduct brief seminars
on Wills, Estate Planning, Retirement, Tax tips, etc.

Community Colleges — Invite local colleges or community colleges to recruit
students.

14



Other In-Center Events to Consider

24-Hour BOGO Day

On a single day within National Bowling Week, get the word out to the press that this
is the very first time bowling will be available for a full 24-hour period on a buy-one,
get-one free basis.

o Communicate this concept via a PR release (page 41) to the local radio
stations, newspapers, church groups, local companies, etc.

o When customers visit, capture their names and addresses (form in Community
Involvement Section — page 14) to add to your database of prospects.

0 Prepare flyers to distribute through the community.

Free Equipment Checks

Work through your pro-shop to offer free bowling equipment checks during National
Bowling Week.

0 Set up a table where new bowling products are displayed.

0 Have additional tables displaying all of your center’s fall programs for league,
open play, parties, etc.

o Have the pro shop check for the basics of bowling equipment

o Offer learn-to-bowl sessions

0 Set up a table for league recruitment programs, USBC materials, etc.

15



Bowling Marathon Contest

Conduct a bowling marathon to determine who has the stamina to bowl during National
Bowling Week. Consider tying the entire event into a very select local charity or local need of
the community.

o Invite/challenge a radio station, a television station, several elected officials and the
local newspaper to see which media outlet has “bowling stamina.”

o Invite your own customers to participate in this event.

o Have all of your tables set up to capture names, addresses, etc. for future
prospecting.

o0 Invite local community organizations to participate in the event — Boy/Girl Scouts,
YMCA, churches, clubs, etc.

Contest, Raffles and More Prizes

Customers of all types enjoy the opportunity to win something — no matter how large the
prize. Coordinate a week-long series of promotions to get people back every day during the
week.

0 Theme everyday differently:
0 League day
Bowling equipment/clinic day
Glow day
Party day
Charity day
PBA bowling day
Community day
USBC day

OO0 O0OO0OO0OO0O0

Music Themed Events

Many centers have had success creating themed events around music — a different era for
each day/evening by the age of customer they were trying to attract. Award prizes based on
originality of the wardrobes people wear to the events. In prior years, centers held “Luck Be a
Lady,” “Afternoon Delight,” “60’s, 70's, 80’'s and 90's” events. These events provide some
very comical and entertaining festivities.
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Fundraising During National
Bowling Week

Making a difference in your bowling center and your
community through fundraisers!

Introduction

Fundraisers raise money for worthy charities, such as Susan G. Komen for the Cure and Big
Brothers Big Sisters, and directly benefit your bowling center by:

Driving new bowlers into your center

Promoting goodwill by establishing your center as a good corporate citizen and by
giving back to the community

Promoting your center as the ideal location for fundraisers, corporate events, birthday
parties, and much more.

Fundraising isn’t just good for the community; it's good for your center. Getting involved in
community outreach helps boost employee morale, promotes goodwill among customers and
can increase sales. In fact, nearly 80 percent of Americans believe companies should

support a community’s social needs, think WalMart, Target, Starbucks . . . . Are you doing
your part?
Remember: raffles, pull-tabs, bingo, drawing, etc. may NOT be legal in your state.

Please protect yourself by checking with your state 's Attorney General to learn the
rules.

Fundraising Ideas

Many different kinds of bowling fundraising events are possible, each bringing a different
level of revenue for the non-profit organization and for the center.
Possible fundraising events —

Corporate Lane Sales
Sell-A-Party

Bowl-a-Thon

League Rebate
Rent-A-Center

Celebrity Bowling
Bowling Cares Open Play
Chamber Tourney
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Hosting a bowling fundraising event is a simple way to increase revenue and encourage
bowling during National Bowling Week. To make the bowling fundraising experience the
most profitable for the non-profit and fun for the participants, use these helpful tips:

Get the charity to commit in writing.

Get your staff involved to help plan the event, conduct the fundraiser, and coach
bowling (go to www.bpaa.com/CoachitUp to get a copy of the Coach It Up! CD-ROM.
It's free to BPAA members — a $199.95 value!)

Help the non-profit plan the event and activities — remember, few organizations really
know how much fun bowling can be at your center.

Coach new/inexperienced bowlers so they have a good time and want to return to
your center.

Just like bowlers, fundraisers come in different forms - all unique to the cause, the amount of
donations needed, and who's planning it.

Note: While each format can be done individually, combining ideas will only increase the
amount donated. For example, “Corporate Lane Sell” combined with the “Sell-A-Party” or
“Bowl-A-Thon” can raise more funds than just one event.

Corporate Lane Sell

How it works:

Non-profits sell a “bowling lane” to businesses in their area for a tax-deductible
contribution of $200, $500, or more per lane. Each lane purchased will accommodate
six people for a special bowling party that could include three games of bowling, and
possibly beverages and prizes (the center can negotiate this with the non-profit). One
version of the corporate lane sell allows the company to use the lane whenever they
want (like a gift certificate-- be sure to include an expiration date or any time
restrictions); another version would sell a lane to a company for a fixed amount of
time, usually during an organized shift or squad specific for the fundraising event.
Corporate Lane Sell may bring in the most funds especially if used with large
corporate sponsors, but this method takes a lot of time and effort on the part of the
non-profit. While the Corporate Lane Sell is profitable, if the charity isn’t familiar with
talking to potential corporate sponsors, this may not be the best format for them to
start with.

Example:
30 lanes at $200 each equals $6,000. By charging $30 per lane, the
center’s portion is $900. The non-profit group raised $5,100!

Sell-A-Party

How it works:

The non-profit hosts a fun night of bowling which could include two or three games of
bowling, shoe rentals, beverages and prizes. The non-profit receives the portion of
the ticket sales above the center’'s fee. The non-profit will more likely host a Sell-A-
Party if given a discount on fees.
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Example:

100 tickets sold at $12 each. The center agrees to a discounted fee of $7. 80 people
attend; the non-profit group keeps $400 (80 x $5) plus $240 for the 20 people who do
not attend (20 x $12). Total they raised = $640. The center’s portion is $560.

Bowl-A-Thon

How it works:

Similar to a walk-a-thon, each bowler at a bowling fundraiser pays a small registration
fee, in addition to finding sponsors for every pin they knock down. The goal for
pledges could be a minimum of $1 per pin. The center could charge regular lane and
rental fees, but it would be better to give the non-profit a discount.

Example:

A bowler pays $15 to register as a participant, and then finds 25 friends to sponsor
them at $1 a pin. Unfortunately, the bowler has an off-day and bowls a 100.
Therefore, they raised $2,500 ($1 x 100 x 25) in pledges, in addition to the $15
registration fee. The bowler will then collect the money pledged by friends and
submit it to non-profit as soon as possible. One alternative to this is to ask for a flat
pledge from a donor, and collect that pledge ahead of time. This saves everyone the
time and effort (and additional expense) of going back to everyone who made a
pledge to collect.

League Rebate

How it works:

A non-profit forms a short-session, fun league. Along with the weekly discounted
bowling fees, the non-profit league members pay an additional $2 each week plus
any additional fees for prizes or an end-of-league party. The additional $2 goes to
the non-profit group.

Example:

10 teams of 4 bowlers for 18 weeks; 40 bowlers x $2 x 18 weeks = $1,440 for the
fundraising effort. If each player pays $9.95 per week for bowling fees, the centers
portion is $7,164 for the 18-week league!

Rent-A-Center

How it works:

Your bowling center is rented by the non-profit group on a per-lane or per-person
rate. The group then charges a fee of around $12 per person to attend. The group
receives the difference between the amount collected per person and the rental fee
paid to the center.

Example:

A real example, from a real proprietor: “(the non-profit) paid $5/person for 1 hour 45
minutes of glow bowling with 5 on a lane. | also charged them $2 for a nacho and pop
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(beer on certain squads). | then “refunded” them $.50/person as a donation (which |
then used as a write-off [speak with your accountant for more information]). Although
it seems like a large amount, this financial number is what | would have normally
done on a Saturday. This made it a “wash” financially, but a lot of goodwill in the
community.”

100 people pay $12 per person to attend the party (100 x $12 = $1,200). Center’s
discounted rental fee is $400. Total raised by the non-profit for one evening is $800!

Celebrity Bowling

How it works:

The non-profit finds a local celebrity (or maybe one you know) to donate his/her time
for an afternoon/evening of bowling. Guests who attend pay a fee, which includes
their bowling fee and shoe rental, to bowl with or near the celebrity. Negotiate a
discounted bowling fee and the non-profit keeps the difference.

Example:

100 people pay $20 each to bowl 2 games with the celebrity (100 x $20 = $2,000).
The center agrees to charge $3.75 per person, which leaves the non-profit with
$16.25 per bowler. The non-profit raised $1,625 (100 x $16.25 = $1,625). The
center’s portion is $375 (100 x $3.75).

“Bowling Cares” Open Play

How it works:

On a specific day or at a specific time during the charity’s fundraising week/month,
the bowling center donates a portion of lane fees and/or shoe rentals to the non-
profit. Ask your tax specialist or accountant if there are tax benefits. In coordination
and support from the charity, bowling centers can produce their own marketing and
publicity. This suggestion can be done without the cooperation of the non-profit, but
you will need permission from the charity to use their name and/or logo.

Example:

The non-profit and bowling center promotes bowling between 1:00pm - 3:00 pm on
Sunday of National Bowling Week as a fundraiser; 100 people attend and pay $20
each to bowl 2 games and shoe rentals (100 x $20 = $2,000). The center donates
50% to the charity, $1,000 ($2,000 x 50%). The center’s portion is $1,000 ($2,000 x
50%).

Chamber Tourney

How it works:

Contact the Chamber of Commerce Executive Director with the fundraising idea. It's
easy; there is no time required from the Chamber or its officers. Sponsors pay $100
for a spot in the tournament. Field teams of employees, friends, relatives, or all of the
above.
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Spot includes: 3 games of bowling, buffet lunch, and a small prize fund.
(Five Person Team — Mix or Match - Handicap 80% from 200.)

If they have never bowled, average assigned — 150 for men, 130 for ladies. Use any
average available (last year's, two years ago, etc.). Sell a mulligan at $1 per ball,
which can be used at any time. No monies are returned for mulligans. They must be
used or they forfeited. Include colored pins for money prizes:

$1 for colored headpin
$5for1/10o0r 1/ 7 colored
$50 for 1/ 7/ 10 colored

Collect enough prizes from local sponsors to give each participant a prize, such as;
locally manufactured products, corporate logo outerwear, golf balls, bowling products,
gift certificates, golf passes, bowling games, pizza, restaurant dinners, etc.

Everyone receives one-half of a set of tickets. One-half of the ticket is attached to a
prize. The participants receive the other. Announce the prize and the sponsor at the
same time a number is drawn. The person with the matching number picks up their
prize. This is done while the bowlers are eating. This creates good publicity for the
donors.

Mega-Raffles

How They Work:

Only a set number of raffle tickets will be available; therefore, the odds will always be
great. In addition, each prize is significant and desirable. Each prize should be
donated. If you cannot get the prizes donated, you will have to either increase the
price of the tickets or increase the number of tickets sold. Suggested prizes could
include:

Luxury items — jewelry, watches, etc.
Fancy Cruises/Vacation packages
Vehicles/Motorcycles

Large cash prizes

The non-profit should take the lead in selling tickets; however, your center can also
sell tickets online, at your center's POS, or person-to-person. However, if all tickets
are not sold before the big fundraiser, tickets can also be sold during the event.
There is no limit on the number of tickets that can be purchased (up to the pre-set
limit of published tickets, i.e. 1,000), and the winners do not need to be present to
win.

Prizes should be awarded during the special event fundraiser at your bowling center.
Winners have the choice of the listed prize or cash.

Examples:
1. One group conducted a $1.25 Million Dollar home raffle when they reached
their goal of selling 18,000 tickets. The winning ticket for the Grand Prize and
an additional 179 cash prizes (from $300 to $25,000). The Grand Prize
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winner of the Home Raffle had 10 days to select either the $1.25 million home
or $1 million in cash. The winner need not be present to win. In 11 weeks, all
18,000 tickets, at $150 each representing $2.7 million raised — minus the prize
expenses!

2. Another group conducted a fundraiser for a $1.5 million Dream Home or $1
million in cash, for a $180 raffle ticket. Only 22,000 tickets were available, so
the chances of winning the grand prize were a lot better than $180 worth of
ordinary lottery tickets.

3. In another example, a group conducted a Dream Vacation Raffle. $100 per
ticket and only 3,500 tickets were available. The winner did not need be
present to win. The winning ticket was drawn regardless of the number of
tickets sold.

1st PRIZE Your choice of any one of the $12,000 vacation packages
Plus $10,000 Cash To Use As You Wish!

2nd PRIZE Your choice of any one of the $12,000 vacation packages
Plus $9,000 Cash To Use As You Wish!

3rd PRIZE Your choice of any one of the $12,000 vacation packages
Plus $8,000 Cash To Use As You Wish!

4th PRIZE Your choice of any one of the $12,000 vacation packages
Plus $7,000 Cash To Use As You Wish!

5th PRIZE Your choice of any one of the $12,000 vacation packages
Plus $6,000 Cash To Use As You Wish!

Diamond Bar Raffle

The “Diamond Bar Raffle” is a variation of the standard raffle concept with the
exception that something of value (a glass of champagne for example) is received
with each raffle opportunity purchased. The guest buys a glass of champagne and
attached to the glass is a small bag containing either a “fake” diamond (CZ) or
perhaps the “real” diamond. A jeweler supplies the real diamond and the matching
fake ones. Of course, only one of the diamonds is real, and no one knows which one
it is until the jeweler, who is in attendance, checks each of the diamonds and records
the bid number of the holder of the real one for later announcement.

The jeweler sets up an “appraisal station” in the cocktail area and after a buyer
receives the champagne and the diamond, they take their diamond to the jeweler for
appraisal. The jeweler makes a code entry in a log to indicate if the appraisal was for
the real diamond or one of the many fake ones. Once all of the champagne glasses
and diamonds are sold, the jeweler hands the bid number of the winner to the Master
of Ceremonies who announces the winner of the real diamond.

The advantage of this type of raffle is that everyone wins. Not only does the guest
get a glass of champagne for their purchase, but they end up with a “diamond” of
some value. The jeweler who donates the fake and real diamonds wins because of
the excellent exposure to a very select crowd, and of course the event hosts win with
the additional revenue. The jeweler also stands to sell the matching fake diamond for
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a set of earrings, and of course settings and other services often follow as the winner
makes use of the real diamond.

The price of the ticket is determined by taking a combination of the value of the
diamond, and the expected number of glasses of champagne that can be realistically
sold at the event. Depending on the “buying power” you expect from your audience,
it is not unreasonable to sell the champagne (with the diamond in its bag) for $25 to
$50 per glass, and to be able to sell 100 to 200 glasses depending on the size of the
audience. This is a “limited ticket” raffle, which means you sell a fixed number of
entries. This allows the buyers to know their odds of winning, which makes it more
attractive.

SAMPLE VERBIAGE FOR PUBLICIZING THE “DIAMOND BAR” RAFFLE

Tonight we are offering a unique opportunity for you to WIN a fabulous diamond,
donated by <NAME> Jewelers. Just purchase a glass of champagne for $XX and
you will receive a “diamond” which can be appraised here tonight by our jeweler.
One lucky person will have a real diamond worth $XXXX! You can't lose because
you will be making a nice contribution to our cause, and you will get a great glass of
champagne, plus, you just might hold the real diamond! Only 100 glasses will be
sold, so your odds of winning are one in 100. Buy a glass of champagne for your
guest as well, and your odds of winning are one in 50!

50/50 Raffle

You buy a ticket, or however many tickets you wish. Each ticket you purchase adds
to the odds of you winning. All the proceeds for the ticket are tallied, and at the end
of the 50/50 raffle, one ticket number is drawn, that ticket holder wins 50% of the total
amount raised. The other 50% goes to the charity. For example, if $300 worth of
tickets sell . . . and you hold the winning ticket number, YOU just won $150 dollars!

Suggested ticket prices:
$1 =1 Ticket
$5 = 6 Tickets

$20 = 26 Tickets
$50 = 75 Tickets

Reverse Raffles

Like with a raffle, tickets are sold. But during the drawing, instead of drawing
“winning” tickets, the ticket holders are eliminated. You may decide that the
eliminated ticket holders do not win a prize at all or perhaps a small one. The last
ticket drawn is considered the big winner.

Another version of the fundraising reverse raffle is one where you don't want to win.
Give a free ticket to everyone attending the bowling fundraiser or special event. Tell
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them they are automatically included in the drawing for a special prize. If they don't
want to be eligible for the prize, they can "sell" their ticket for $10.

Why would they want to get rid of their ticket? They don't want to “win” the prize.
Consider prizes or activities such as singing a song standing on a table; wearing a
silly hat or mask; having their face painted; wearing a funny costume; or a “gag” gift.
Be creative! Everyone will "sell" their ticket to keep from looking foolish.

"Reverse Raffle." Members sell the 300 tickets at $100 each. One-third of the ticket
sales proceeds go back to a winner ($10,000). The ticket price includes a barbeque
dinner, free beer and wine (BYOB hard liquor). The raffle is held all throughout the
evening. One by one, every raffle ticket is drawn out of a barrel, and each fifth ticket
drawn is awarded a small prize (all of which are donated by local merchants). When
there are only 10 tickets left, those 10 numbers are called and the 10 people holding
those tickets go up on stage. The 10 people are then given a choice, do they want to
split the $10,000 reward or do they want to take their chances and hope they are the
last number called and win the entire $10,000 themselves. As the numbers dwindle,
the remaining group can re-meet and decide if they want to change their minds. One
organization reported over the past five Reverse Raffles, the first year four people
went home with $2,500 each, the second and third year one person won the entire
$10,000, the fourth year five people took $2,000 home each, and the fifth year eight
people went home with $1,250. The two years that one person won the entire
$10,000, each person donated $1,000 back to the organization.

Mystery Squares

Like in a Mega Raffle, only a limited number of tickets are available for sell. With
each ticket, the person is randomly assigned a square on a board or grid (one person
per square). Behind certain squares are prizes, either cash or donated items, or
nothing. At regular intervals during the bowling fundraiser, a certain number of
squares from the board will be revealed along with any prize hidden behind it. In
addition, all tickets could also be entered to win a grand prize at the end of the special
event.

Suggested Prizes:
Donated items — as many as possible.

Cash prizes
Grand Prize — one grand prize with a minimum value of $2,000 or more.
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Wrist Bands

Bowling centers give special rubber wristbands to contributors as a thank you for
donations of a certain amount or larger.

Paper Bowling Balls/Pins

Bowling centers sell paper bowling balls or pins for $1 or more. Purchasers can sign
them and hang them on the wall in the center to show their support for the non-profit.
All proceeds go to the non-profit.

For a direct mail piece you can send directly to non-profits to encourage them to hold a
fundraising event at your center, check the BPAA Access Catalogue or call the BPAA at 800-
343-1329.

25



Pin Down a win for Kids

(Available to BPAA Centers on the
Pepsi National Contract)

This FREE program drives traffic to your centers!

A way to raise funds for community youth organizati ons that give 100% of the
proceeds right to the youth organization! What the kids raise, your center’s
kids keep to help support their cause. This FREE pr  ogram drives traffic to your
centers!

ABOUT THE PROGRAM:
Pin Down a Win for Kids represents a great opportunity for local community
organizations to raise money for their causes through selling Pin Down a Win for
Kids cards which offer great entertainment values at local participating bowling
centers.

The back of each Pin Down a Win for Kids card contains nine peel-off stickers
with offers good for four free games of bowling, two free small fountain
beverages, three offers to buy one/get one game of bowling. The peel-off
coupons are redeemable at local participating bowling centers

HOW THE PROGRAM WORKS:

1. Participating bowling centers will GIVE your youth organization a batch of Pin Down a
Win for Kids cards. (Note to student organizations: Bowling centers can only provide
these cards to adults. Faculty advisors or Adult Youth leaders should speak to the
bowling center on behalf of the student organization.)

2. Faculty or Adult Youth Leaders can then distribute the Pin Down a Win for Kids cards
to the youth members of their organization. The kids then sell the valuable cards to
the community and KEEP 100% of the proceeds for their cause. It is the
organization’s responsibility to determine the selling price of the card, but a rule of
thumb is between $5.00 and $15.00 per card.

3. Individuals who purchase a card from the community organization can redeem the
offers at their local participating bowling center. The location of the participating
center is stamped on the back of the card so consumers know where their nearest
participating bowling center is located.
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Sample of Card & Poster

Contact BPAA at 800-343-1329 if you would like to participate in this
unique program.
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Bowling Instruction

A natural for National Bowling Week

Utilize a Staffed Instructor
a.k.a. Teaching Professional

It is hard to imagine celebrating National Bowling Week without some type of coaching event.
With the amazing growth of open play bowling, development of these consumers into
bowlers should be a top priority with every center. This week is the perfect opportunity to roll
out a program. A primary goal of Strike Ten Entertainment Skills Center is to get customers
competing and there is no better way then helping them improve to entice that
competitiveness.

The Strike Ten Skills Center offers free resources to centers year around to aid in bowler
development through Bowler Skill Enhancement, Youth/School Relations, Retail services
and Tournaments. Below is just a sample of options

available through the Strike Ten Skills Center that work well

especially during National Bowling Week.

Open Play Coaching Tips

A natural for National Bowling Week

A “free bowling tips day” or "free bowling tips week” does two things: 1) to some extent it
draws traffic; but more important, 2) it creates excitement among the customers who are

already in your center. The opportunity to improve, even if it is just a little bit of improvement,
is an opportunity of more pleasurable experience for the customer.

How it works:

Step One — Promote it!

Get the word out with handouts, banners, and announcements. The basic message is “Come
in Saturday and leave with higher scores”. It is important to convey the message that what
they will be getting is “tips”, not a full scale lesson.

Step Two — Designate your coaches!

Plan to have at least two coaches on the floor at all times; three during
prime time. These coaches can come from either your employee ranks
(more on that later) or from selected volunteers. The key is
personality.
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Step Three — Have a process!

Teach your coaches how to create interaction with these open play bowlers. This means you
have to implement a step-by-step process. Here are some ideas:

Create some dialogue and practice it — Your coaches
should approach the bowlers casually with an opening line
similar to, “Hello, my name is Bob and | am one of the
coaches here at Bowl More Lanes. You know today is “Free
Bowling Tips” day and | am available to give you some tips
if you are willing to improve your bowling scores”. You can
work on your own dialogue, but your coaches need to
practice it.

Set the Coach up for success — Your counter staff reminds the customers that today or this
week “Free Bowling Tips Day” or “week” and coaches will be coming around to converse with
them during their visit. Offer “Free” bowling tips.

Decide when to approach - You can approach either before the bowlers start or wait until
you can observe them a little. When a bowler is struggling, it is often the best time to
approach them.

Design a follow-up — At the end of the tip, you need to do one of several things: 1) give
them a free game coupon; 2) direct them to another part of the center (“When you get a
chance, you need to visit our pro shop, we've got some neat stuff”); or, 3) tell them of
upcoming events, promotions or leagues.

Step Four — Determine your coaching techniques!

As you are offering “tips”, not full length coaching sessions, you need
to decide what tips you want to give them. We would suggest using
the “Quick Fix” tips demonstrated in BPAA’'s Coach It Up program.
The Quick Fix is simple to teach and it only takes a few minutes. This is critical as most open
play bowlers don't want to spend a lot of time improving their game. It
can be taught by almost any of your employees. You can order either
the full course or just the Quick Fix video. Both are free to members.

Summary

Don't be surprised at the reaction you will get from these bowlers. Experience with the
Coach It Up program has told us that open play bowlers welcome a chance to make some
improvement; as long as it is free and doesn't take much time. A successful implementation
of this program may encourage you to make it a staple of your center. National Bowling
Week is just a great way to get both customers and employees to buy into this great bowler
development tool.
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USBC Coaching

If no one on your staff is available, bring in a USBC Certified Coach for
a day. They can provide group or individual lessons for your customers
that may lead to future business for the coach and your center. To find
a USBC Certified Coach in your area, go to the “find a coach” section
on the home page of bowl.com or call USBC Coaching at 800-514-
BOWL.

Pro Shop Specials

Utilize your retail pro shop operator to offer free bowling equipment checks during National
Bowling Week. If you do not have a retail pro shop, consider bringing in a IBPSIA Certified
Technician for a day.

0o Have technicians walk through lanes all through the week offering “free”
equipment checks to league and open play bowlers.
o Coordinate learn-to-bowl and have-a-ball drilling leagues to include drilling.
0 Set up tables to display:
o0 New bowling products
o Older equipment at sale prices.
0 League and bowler development programs

o Display all of your center’s fall programs for leagues, open play, parties,
one-time events, etc.

Equipment checks, learn-to-bowl and have-a-ball all lead directly to increased retail revenue,
just as the lessons lead to future business for the coach and your center. To find an IBPSIA
Technician in your area, go to www.IBPSIA.com or call 1 - 800-659-9444.,

Recreational Competition

Create a consistent offering of competitive events for all levels of customers.
Example A:

1) At atime during an Entertainment/Casual bowler dominated daypart, schedule a two-
game competition open to anyone that has never bowled in a league or hasn't for a
number of years. Schedule the event at the same time every day for the week. Offer
small prizes or cash payout but keep the atmosphere fun and inviting. (Since it is
social competition, use whatever means for an average to beat or for handicapping
purposes, if deemed necessary.)

2) Create a second event that is the same or similar to the event that includes league
bowlers.
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(This will give the E/C customer the opportunity to compete against who they would
consider their peers and step up gradually into more competition.)

This is an example of how the use of a “tournament” format can encourage a customer to
bowl in competitive events before ever competing in a league. Once they realize that they
can compete, they will be more inclined to consider bowling in a league.

Example B:

During purely E/C dayparts, select a lane, pair or blocks of lanes groups; have them compete
for prizes. The competition can be the first group to a specified number of strikes or spares,
average pinfall for a specified number of frames, first ball totals for the next specified number
of bowlers, etc. Create an atmosphere of competition without mandating the competition.
Allow those that wish to engage the ability to do so and those who do not wish to participate
the ability to choose not to do so. This lets the Coach it Up team easily identify the customers
more inclined to competition-minded activities. Be certain to reinforce the competition is
purely optional.

Use Coach It Up instructors and center staff to suggest an event as an alternative to a
waiting list or other pricing plans readily available during that daypart. To encourage
participation in the competitive event, pricing should be lower in the event than the open play
price. Often the participant in the competitive event remains in the center to participate in
open play once the competition is over. Dollars are not lost by assigning a tournament or
other competition event during peak E/C dayparts. Competitive events should not exclusively
dominate any daypart, unless it is a single time or annual event.
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National Bowling Week
“Best-Practice” Promotions

Many centers implemented successful promotions during prior National Bowling Week
efforts. This section highlights the types of programs and promotions submitted as part of the
“Innovative Promotions” proprietor contests.

Winning contest submissions were evaluated based on uniqueness, creativity,
documentation on the number of customers involved in the program and support materials
(ads, radio tapes, photos, in-center collateral, direct mail, etc.). Centers used seven key
steps in their plans:

The entire staff was involved in the plan

The local community supported National Bowling Week

Advertising went beyond the center

Programs attracted multiple consumer segments — including a “Bowling
Blastoff”

Celebrations occurred during the entire week or over a long weekend
The local press participated in the celebration

The results were documented.

PwbdE
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The following represents innovative business-building techniques executed by proprietors
during former National Bowling Week efforts. These successful ideas/tips are included for
you to consider for your 2011 plans.

Tip #1 — Plan and Communicate Week-Long Events

Involve City Officials to Introduce Your Festivities

Obtain Local City “National Bowling Week Proclamation” signed by the mayor
Invite the mayor, city council and school officials to bowl on different days
during the week. One center had the mayor bowling down Main Street to
officially open National Bowling Week festivities.

Create a Calendar of activities

Create events for each day against different audiences
Post the calendar of daily events and distribute throughout the community

Communicate weeklong activities with the consumer marketplace
Direct Mail the calendar of events to key demographic segments
Invite the media to attend any or all of the events

Local zip code cable TV was used by several proprietors to promote key
activities
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Tip #2 — Invite Participation of Local Chapters of National Organizations

Many centers invited local chapters of national organizations to display materials, recruit,
train, register and build awareness of their endeavors. Working with these organizations has
proven to have multiple benefits. First of all, it appeared the local chapters were more than
willing to set up tables and distribute materials. Beyond that, they distributed their own
newsletters to invite members and contributors of their chapters to visit the centers during the
week. Simply stated, they provided outside promotions to their constituents to drive traffic.
Organizations that proprietors included in prior NBW plans:

Local Youth Programs: Finger printing, Boy Scouts, Girls Scouts, McGruff the Crime
Dog “Take a Bite out of Crime”

Community Service Organizations: DARE, Blood Drives, Youth bicycle helmet
awareness programs, bicycle registration programs

Local Organized Groups: Optimist International, PTA'’s, Boy and Girls Clubs, Auto
Clubs

National Support Groups: American Red Cross, US Army, Marines, Navy, Air Force
Recruiters, Ronald McDonald Houses

Tip #3 — Create Innovation Promotions

Unique programs are created and executed during National Bowling Week efforts. The
concepts highlighted below are just a few of the innovative approaches implemented during
National Bowling Week.

Summer Party Cards — Mail party cards to company and corporate decision-makers.
The cards have a value between $25 - $50 on summer team-building parties booked
for 25 people or more.

School/University Welcome Receptions — National Bowling Week was a great time to
host “Welcome Back to School” events. Have a get acquainted party for local schools,
universities, fraternities, sororities and social clubs. Create materials to bring them
back for leagues, clubs and weekend glow-bowling promotions.

City/Chamber Web links — Many centers are members of their respective Chambers
of Commerce. Some centers were able to put the National Bowling Week logo on
their city/chamber Web sites with links to the activities calendar for their center. Also,
consider a Chamber “Welcome Reception.”

Zip Code Based Cable TV — Cable television spots can be purchased on a zip code
basis. Centers take advantage of this media vehicle to promote National Bowling
Week specials.

“1st Game is Free” for kids — During National Bowling Week centers encouraged
youth bowlers to frequent centers every day — some centers required an adult paid
game, others required group purchases. Either way, driving youth traffic generated
incremental revenue and league bowlers.
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Celebrity Bowling Day/Week — Centers arranged for celebrity bowlers to appear at
their centers during the week - pro bowler, local sport’s celebrity, DJ, mayor, city
council, etc. Prizes were given to those recognizing the celebrity. Celebrities
“auctioned” bowling slots on their lanes.

Open House — Centers conducted open houses via similar tactics employed by real
estate agents — small signs placed on all street corners, small ads in the paper, flyers
on front porches, etc. This was especially effective if the center had just completed
any improvements.

Bowling & Buffet Night — Centers captured the entertainment and stomach aspects of
their communities by offering a dinner buffet and bowling package during National
Bowling Week — introducing singles, families and couples to the sport.

Kid's Coaching Day/Week — Centers generated family participation by sponsoring
youth-oriented coaching clinics. The crowds of kids having fun generated new youth
and adult/child leagues.

Daily Fundraiser — Several centers used the databases from various charities to build
business during National Bowling Week. They invited a different sponsor each day to
use the facility as a fundraiser. The charities were responsible for driving traffic and
donations.

Co-op with other Centers for Electronic Media — Electronic media advertising can be
expensive. Throughout the country, centers partnered to fund National Bowling Week
television and radio advertising. They used the “Go Bowling” Ad Campaign and
incorporated a “Bowling Week” message the last few seconds of the commercials.

Day Camps for Kids — Centers used National Bowling Week as a great time to launch
day camps for kids by partnering with Day Care facilities.

Veterans / Active Military Support — Centers collected photos and stories from the
families of those overseas and from Veteran’s. They proudly displayed the photos
and stories on a wall in the bowling center.

Bowling Blastoffs — Every year Bowling Blastoffs and now Bowlopolis Bowling
Blastoffs successfully get kids into the spirit of bowling.
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SAMPLE PRESS RELEASE FOR
NATIONAL BOWLING WEEK ANNOUNCEMENT

Month, Date, 2011

FOR IMMEDIATE RELEASE

CONTACT: Name of contact person at center
Name of bowling center

Bowling center phone number

Contact's e-mail address

On the Web: Bowling center web site

(YOUR CENTER) CELEBRATES NATIONAL BOWLING WEEK

(YOUR CENTER) Invites the Public to Enjoy our Coun try’s #1 Participation Sport, Free
Coaching Clinics, Specials and More in Honor of
National Bowling Week

(INSERT CITY), July 30 — August 6, 2011 - (YOUR CENTER) will join more than 4,000
bowling centers in celebrating National Bowling Week. The 2011 National Bowling Week
kicks off on July 30. To launch the week-long celebration, (YOUR CENTER) will host special
events that include activities for all ages, quick and easy league sign-up, free coaching
clinics and fun. (list other special promotions that will be happening at your center).

“In (INSERT CITY) and across the United States, bowling has seen an incredible resurgence
in popularity. We are proud to celebrate a great year for bowling and to thank all of the
people who have supported our center," said (INSERT NAME). “We are excited to join
thousands of centers, from coast-to-coast across the United States, in celebrating National
Bowling Week. We invite bowlers of all levels and talents to stop by and join in the
festivities!"

National Bowling Week is sponsored by the Bowling Proprietors' Association of America
(BPAA), Strike Ten Entertainment (STE), the International Bowling Pro Shop and Instructors
Association (IBPSIA), the Professional Bowlers Association (PBA) and the United States
Bowling Congress (USBC).

For more information about National Bowling Week and bowling in general, visit
www.gobowling.com.

HHH
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SAMPLE PRESS RELEASE FOR
WORLD RECORD ANNOUNCEMENT

Month, Date, 2011

FOR IMMEDIATE RELEASE

CONTACT: Name of contact person at center
Name of bowling center

Bowling center phone number

Contact's e-mail address

On the Web: Bowling center web site

(YOUR CENTER) IS TAKING PART IN NATIONWIDE
CHALLENGE TO SET NEW BOWLING WORLD RECORD

(INSERT CITY), (YOUR CENTER) will join more than 4,000 bowling centers during National
Bowling Week to achieve a new World Record. On August 6, 2011 (YOUR CENTER) is
inviting the public to participate in a challenge to break the current record of 923,948 bowling
games played in a single day. All those who take part in the World Record breaking event will
receive a certificate to verify their participation.

“In (INSERT CITY) and across the United States, bowling has seen an incredible resurgence
in popularity. We are proud to celebrate a great year for bowling and to thank all of the
people who have supported our center," said (INSERT NAME). “We are excited to join
thousands of centers, from coast-to-coast across the United States, in celebrating National
Bowling Week. We invite bowlers of all levels and talents to stop by and join in our record-
breaking festivities!"

The World Record Event and National Bowling Week (July 30 — August 6, 2011) are
sponsored by the Bowling Proprietors' Association of America (BPAA), Strike Ten
Entertainment (STE), the International Bowling Pro Shop and Instructors Association
(IBPSIA), the Professional Bowlers Association (PBA) and the United States Bowling
Congress (USBC).

For more information about National Bowling Week and bowling in general, visit

www.gobowling.com.
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SAMPLE PRESS RELEASE FOR
WORLD RECORD FREE GAME ANNOUNCEMENT

Month, Date, 2011

FOR IMMEDIATE RELEASE

CONTACT: Name of contact person at center
Name of bowling center

Bowling center phone number

Contact's e-mail address

On the Web: Bowling center web site

(YOUR CENTER) Joins More than 4,000 Centers Nationw ide Inviting the Public to
Enjoy a Free_Bowling Game in a Record-Breaking Challenge on Aug  ust 6.

(INSERT CITY), August 6, 2011 — (YOUR CENTER) is inviting the public to bowl their first
game for free_in an attempt to break the current record of 923,948 bowling games played in
a single day.

The 2011 National Bowling Week kicks off on July 30 with the record-breaking attempt to
occur on National Bowling Day, August 6. To launch the weeklong celebration, bowling
centers across the United States will host special events that will include coaching clinics,
bowling parties, quick and easy league sign-up and plenty of fun. On August 6, anyone who
downloads a free game coupon at www.gobowling.com can bowl one game for free and take
part in the World Record breaking event. For their efforts, they will also receive a certificate
to verify their participation.

“In (INSERT CITY) and across the United States, bowling has seen an incredible resurgence
in popularity. We are proud to celebrate a great year for bowling and to thank all of the
people who have supported our center," said (INSERT NAME). “We are excited to join
thousands of centers, from coast-to-coast across the United States, in attempting to set a
new world record. We invite bowlers of all levels and talents to stop by and bowl for free as
we try to help make history!"

The World Record Event and National Bowling Week are sponsored by the Bowling
Proprietors' Association of America (BPAA), Strike Ten Entertainment (STE), the
International Bowling Pro Shop and Instructors Association (IBPSIA), the Professional
Bowlers Association (PBA) and the United States Bowling Congress (USBC).

For more information about National Bowling Week and bowling in general, visit
www.gobowling.com.
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