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BCSC PARTNERS

A Special 6éThank Youd6é to Our P

The Bowling Centers of Southern California would like to thank the following businesses for their support
and for being vital resources for our member centers. We encourage you to personally call and thank our
sponsors for their contributions and continued support of our association.

Pepsi Western Bowling Propriet
- WBPL Larry Linder
Wick ; .
f;%\é)e/.\rrgygng?reet 0 Western Bowling 1535 E. Shaw Street, Suite 100
San Fernando. GA 91340 @ Proprietors Insurance Fresno, CA 93710
818-838-1237 ! 100020019998 » FAX (356) 274461 800'200'9998
E——————— Fax 559227-4461

steve.wickman@pepsi.com

Herzog Insurance Agency

/—\ Miller Lite Bob Herzog
y S or Leigha Cornett ;
g L 2020 Main Street, Suite 850 235 Main Street
£ /lf / o Irvine. CA 92614 Pleasanton, CA 94566
el ; 800-300-1303
949-307-2567 HERZOG info@h :
\“"::__/ - Cornett|e|gha@mb0000m INSURANCE AGENCY nto erzog|nscom
Clean Source B Elavon
' Tony Fogo Alicia Umber
5580 E. Olympic Blvd. 7300 Chapman Way
cl g, Commerce, CA 90022 ElaVOIl Knoxville, TN 37920
ean/ ou rce 323721-3800 Global Acquiring Solutions 8654038857
Fax: 323721-4142 Fax: 8654035857
THE CLEANING SUPPLY B4PERTS www.cleansource.com Alicia.umber@elavon.com

tfogo@cleansource.com

US Bowling Corporation/

\ Ebonite -4 US Steltronic
EBONITE Paul Enright isgpﬂhllua Mark Marchido
BOWL TO WIN 1813 W. 7th Street o 5480 Schaefer Avenue
Hopkinsville, KY 42241 £ b7 «7/6'“& Chino, CA 91710
7025610269 = Slelys _‘ 9092870712
penright@ebonite.com Fax: 909287-0718

mark@usbowling.com

Western Pacific Bowling Supply
Chuck Sager / Lee Haxton
1216 W. Grove Avenue

Royal Alliance Associates, Inc.

AIG AdVisor Group ;/ggI?'c':vlv%rian Country Road

Orange, CA 92868 Orange, CA 92865

ROVAL ALLINCE ASSOCIATES, I\, 7147503090 ext. 110 7149741733
Fax: 714750-3091 chuck@wpbowling.com

viloria@royalaa.com

- M -, Party Wirks w Di ppi nd Dot s
y Paul Kriete o John & Cheryl Hiller
ARTY: 760-4680424 atnpin? 27530 Newhall Ranch Rd.
WiRKS www. partywirks.com uppIe Valencia,. CA 91390
SR\ B Nty paul@partywirks.com ”Qgg F,S, 661-510-83480661-857-3274
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BCSC PARTNERS, CONTINUED

Murrey International, Inc.
| Bill Snoberger

[ty 14150 South Figueroa Street
MU&REY(@ Los Angeles, CA 90061
3105326 0 9 1 -4R1-1822 0
Fax: 310217-0504
www.murreybowling.com
sales@murreybowling.com

American Consulting Group
Steven J. Ross

23361 Madero, Suite 220
Mission Viejo, CA 92691
800-747-8666 World Class Bowling Equipment
www.americarconsulting.com

Boston Beer Company Mischel & Company
SAM ]EL Samuel Adams [S(*HH Bowling & Entertainment anters
ARG Stephane Lands DIy serve Brokers, Apprases
\ : 3 , i i Vi
S 30 Germania Street & COMPANY Ken Mschel
Boston, MA 02130 e Tumaouna Lane
619-206:1349 Coronado, CA 92118

Fax: 6194237850

Business is More Than Business

Last week, I had the pleasure of spendirt lay
Landis of Sam Adams and the Boston Beer Company, and personally introducing her to some m '
centers. Stephanie wanted to get a betteofafeland regarding this important and dynamic market, | <554\

I went into this day expecting to Aenlightend her
business. But as usually happens when | get too bigheaded, | ended up learning a lot more than | probably taught.

Il | earned about how difficult it can be for a fAnew
ltds easy for me to pick up the phone and actuallry sp
manager 60s time, whether by phone or in person, | 0m ra

For some of our respected partners, this is a much more challenging task. Coordinating the drive to five or six ce
ters for the day is relatively easy but actually getting to meet, and spend some time with, two or three proprietors or man
agers takes a miracle.

I know what youdre thinking: fAiThese vendors are si
another sales call. o0 And at t dethere todell yot somethimg. Buatlye,googt o u 6 r

one® and our partners are the good @negant to sell you something if and only if it makes good sense for you.

Does it? How will either party know unless they sit down, talk and listen over a cup of coffee or a beer?

What struck me was how sharp, knowledgeable, and passionate Stephanie is about her business and how she ¢
immediately pinpoint whether her product, or in this case promotion, is a good match for the center. She is a consumma
professional who practices the consultative approach to selling. Ntwastimg, no fast talk, plenty of thoughtful reflec-
tions and suggestions.

As a veteran 1¥ear bowling industry vendor myself, | ask every BCSC member to take a few minutes when
called on by avalued parttemay be even offer the rep something to qu:¢
enlightened after the meeting than before. Even if yo
did.

A

oA
_/5:;«: —

Scott Frager, Executive Director
Bowling Centers of Southern California
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President's Perspective: The Value Of a Business Relationship.

The most important ingredient for success in businesses is creathugnammin
relationships with your customers, vendors and employees. It's with these relationships that allow you to
grow more successful each and every day.

| can say that | am very fortunate to have some really great business partners (vendors). It's through
these relationships that I'm able to accomplish many promotional programs that | might otherwise not be
able to do. An example would be advertising glow bowling on radio. Without the help of one of my vendors
and leveraging their relationship with the radio station, | would not be able to create the event atmosphere fo
this particular promotion. Without their partnership, | wouldn't have the ability to get the word out to
enough people. As we all know, advertising in SoCal is very expensive.

Finding vendors is also a complex situation because you want to find the best vendor willing to give
you the best price. Sometimes those two factors don't necessarily come together. Although in many cases
they do. Let's take Pepsi for instance a top brand that we can promote at a very reasonable price (purchase
products). | must say that the Pepsi relationship has been our longest standing relationship. BCSC has been
endorsing Pepsi since 1993. This relationship is one that | have been most proud of. During the time | was
E.D. I was involved in 2 negotiations with Pepsi. Both were tremendous learning experiences. (It should be
noted that Charlie Kinstler was the point person on both negotiations and deserves much of the credit for the
truly great program the association put together.)

| mention all of this because a few months ago your Board began the process of negotiating a new
contract with Pepsi. Our current deal expires in 2009. | must say that the process has been somewhat
challenging. It's my hope that we are able to continue ourdtargling relationship with Pepsi.

Pepsi brings an extraordinary value to the BCSC. Rebates provided to the association are essential in
maintaining a healthy and vibrant BCSC office. We also use those funds to create new programs for
members at or below cost.

On the same page, the BCSC provides Pepsi with equally extraordinary value. By naming Pepsi the
BCSC exclusive and endorsed soft drink and water provider, Pepsi has close to 92% market penetration in
this Iimportant and dynami c mavmnkvimtelatiodshipps a pri me
As we continue to research and negotiate on your behalf, we hope you remain patient and supportive of our
partners. We now need, more than ever, your support at the center level. By standing together, our partners
will receive a clear message that doing business with the BCSC is a truly valuable experience.

//72_\44&(\3

Jason Altman, President
Bowling Centers of Southern California
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BCSC Briefs

Welcome BCSC Members!

Building upon the success of its recent westward expansion in
Silicon Valley, STRIKE is now taking over Orange Couritye t 6 s We
come Strike O.C. as a new member
Josh Davison. He may be reached at (714)2685.

Bowladium Bowl in 29 Palms, is back in the BCSC membership!
Letdbs call to congratul ate them.
Melissa Mintz. Their phone number is 7867-9502.

Canoga Park Bowl 6s Mi msi e Rg

Mimsie Rosenfeld was the one who made the thoae roundtrip
from Canoga Park to pick up the
books. Her customers did that who bowled on Blue Chip Bowling night
(Sundays) at Canoga Park Bowl in the 1960s. The house lights went ¢
and bowlers won Blue Chiprand redemption stamps for knocking overf

certain pins.
Mimsie, who died in June, and her husband, Nat, built the bowl
1958. | t was Nat os first ventur

tive record with BCSC, including the presidency in the early 1970s.
During their tenure, Nat and Mimsie got away every year to Ha
waiid but not just for fun. They accompanied winners in a Canoga Pa
Bowl juniors tournament. And for more than 30 years, Mimsie was act
the West Coast Junior Elims (Canoga Park was one of eight original p
pating centers), assisting the bowlers, helping with the paperwork for g
arships the kids could win, and more. It was a program of which she was
very proud.
After Nat died in 1985, Mimsie ran Canoga Park for about a year and a half, then became a partner in
and board member at Mission Hills Bowl.
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