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REDEMPTION GAMES

Why is it, asks Frank
Seninsly, that the entire
coin-op industry cant,
after 70 years, agree and
communicate standard
definitions for
redemption games ticket
payout percentage, cost
of sales, ticket value, and
average token value?
Here he tells us why hes
still amazed that many
games and merchandise
managers of both large
and small amusement
parks and FECs throw
such terms around, little
realising that everyone
seems to have their own
interpretation.
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of play and every sensory and physical interaction that
a player encounters while playing a game (all the bells
and whistles). For example, Skee-ball has a very high
(perhaps the highest) entertainment value because the
time it takes to roll nine balls is around 30-40 seconds,
the player is physically rolling a ball up a ramp, there is
a high competition factor (as there are always several
Skee-balls banked), and there are many sensory
features (flashing lights, scores adding up). Smoken
Token is a game with a lower entertainment value,
mainly because it only takes one or two seconds to
time your coin roll into one of the cutouts on a spinning
wheel, but there are many bells and whistles in this
great game.

In order to have customers feel that they are getting
the same entertainment value from each redemption
game, the number of tickets awarded must be inversely
proportional to the game s entertainment value. It is as
simple as sefting the Skee-balls at the lowest ticket
payout %, the fast token action games at a higher ticket
payout % (but not the highest), and the games with the
lowest entertainment value at the highest ticket payout
%.The trick is choosing the most efficient range of ticket
payout %s that award the number of tickets that your
customers are accustomed to winning, | like using a
ticket payout range from 15% to 40% with the overall
COS average (at the redemption prize counter) for an
amusement park and FEC of 25%. Also note that the
low, medium and high recommendations that are
published in the coin-op magazines are not accurate for
many redemption games, but that is material for
another article.

Chart | shows how the point formula mark-up that
you choose determines your real ticket value. Mark-up
is the percentage that an items cost (not including
shipping and sales tax) is multiplied by to calculate the
number of points (tickets) that are needed to redeem
that fem.

As you can see from that chart, an item invoiced at
%1.00 actually costs you $1.12.1 have yet to hear anyone
in the industry mention that if they are not marking up
the item cost that their ticket value is anything other
than | cent or a penny a point. This is not true at all. it
is a shame, but they would then wrongly proceed to
calculate their cost of sales by taking the number of
tickets redeemed and multiplying that number by one
cent per ticket (instead of by 1.125) and dividing the
result by the cash equivalent of all of the revenues
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collected by all of the redemption games during the
period. The COS is actually 12.5% higher than this
improper calculation shows. And the cash equivalent of
the redemption game tokens might also be in error if
the average token value was not calculated properly,
which could throw the COS calculation off even further
in some cases.

Several years ago | started using a mark-up of 1.50
(50%) instead of a mark-up of a rounded up L.I5
(15%8), which decreased my ticket value from | cent to
$0.0075. 1 did this so that | could decrease the ticket
payout % of each game by 25%, as the manufacturers
were producing games whose ticket payout % was 40%
to 50% so they could sell more games because the
gross revenues of these games were higher as the
customers no longer wanted to play the other games
that were set at lower ticket payout %s. | decided that
it was much easier to change the mark-up formula and
keep the same number of tickets awarded per play than
it was to disable some of the game features in an effort
to decrease that games ticket payout %. Note that
when you disable or eliminate some of the game
features there is a great tendency to make that game
less appealing to the customers.

| have also seen redemption counters where the item
cost was marked up by a factor of two, three, or even
four and the manager was still wrongly calculating the
individual game s ticket payout %, as well as the overall
redemption % (COS) at the redemption counter, using
a one cent value for the tickets. Of course this makes
no sense to anybody who is analysing these numbers.
Chart 2 shows the different results that are obtained
for different ticket values and also for different average
token values if the redemption games are being
operated on quarter [of a dollar] play and also if the
games are operated with, for exarnple, an average token
value of 20 cents per play. Many facilities offer tokens for
birthday parties and groups and these discounted
tokens decrease the average token value. In order to
calculate anything meaningful, the average token value
and the actual ticket value must be measured accurately
first.

Hit frequency also plays a role in increasing
redemption game revenues

Hit frequency (%) = [Number of wins (doesn t matter
how large or small a win is) divided by the number of
plays] x 100. It is critical to have a hit frequency of 100%

“In order to have
customers feel
that they are
getting the same
entertainment
value from each
redemption game,
the number of
tickets awarded
must be inversely
proportional to
the game’s
entertainment
value.”
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