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[bookmark: toc_1_1]1.1  Business Overview
[image: ]Bounceberry Fun Center is an indoor family entertainment center opening in Grove City, on the south side of the Columbus, Ohio metro. It fills a leased former big-box store of about 24,000 square feet with a trampoline arena, a ninja obstacle course, a laser tag arena, an arcade with a prize counter, a soft play zone for toddlers, five private party rooms and a cafe.
Families buy timed play passes and arcade cards for a walk-in visit and book hosted birthday parties at one all-in price. Schools, day camps, churches and employers book group outings that fill the weekday calendar.


[bookmark: toc_1_2]1.2  Mission Statement
To give south side families one well-run place where children from toddlers to teenagers can play hard, and where a parent can book a birthday party knowing what it costs and that nothing is left for them to clean up.
[bookmark: toc_1_3]1.3  Location & Market Opportunity
The Columbus metro had 2,242,028 residents in 2025 after adding 21,312 in a single year, twice the national rate of growth. It is home to 345,700 children aged 3 to 14, and 30.7% of its households include a child. Every rival venue the research verified trades in Dublin, Hilliard, Tuttle Crossing, Polaris, Easton or Reynoldsburg, which leaves the south side suburbs a drive across the metro from indoor play. A Grove City site outside the City of Columbus also keeps tickets clear of the city's 5% admissions tax.
Arcade, food and entertainment complexes generate $6.0 billion a year nationally. The Columbus metro's own market in that definition is about $45.7 million, an undercount because most trampoline parks are classified elsewhere, and a single US establishment averages $1.99 million a year, close to Bounceberry's first-year projection.
[bookmark: toc_1_4]1.4  Unique Selling Points
One building for ages 1 to 14: toddler soft play, trampolines, a ninja course, laser tag and an arcade.
Party packages at one printed price that includes the room, a host, attraction time, pizza and drinks.
A trained monitor on every attraction whenever it is open, with inspections logged daily.
Online booking and digital waivers, so families skip the waiver queue at the desk.
Cafe seating that faces the courts, so parents can watch while they eat.
[bookmark: toc_1_5]1.5  Financial Highlights
Revenue comes from walk-in guests, 210 on an average day spending an average of $23 on passes and arcade cards, with the cafe adding 18% to that spend, and from 65 birthday parties a month at an average package of $420. The building opens at 55% of that level and reaches it within ten months.
Revenue is projected at $1,933,250 in 2026, $2,223,237 in 2027 and $2,556,722 in 2028, at a gross margin of 82.0% throughout. The opening year closes with a net loss of $118,257 while weekday trade builds and loan interest is at its heaviest; net income reaches $20,013 in 2027 and $148,035 in 2028. Break-even revenue is $1,525,636, the equivalent of 66,332 guests a year, which the first year clears. Third-year results range from a net loss of $27,229 in the conservative case to net income of $377,033 in the upside case.
[bookmark: toc_1_6]1.6  Funding Requirement
The startup budget is $2,475,000. Most of it converts the building and buys what families come for: $650,000 of leasehold improvements, $900,000 for the courts, ninja course, laser tag arena and soft play structure, and $230,000 for the arcade and prize counter. The rest covers the cafe kitchen, technology, permits, deposits, launch marketing, pre-opening training and a $250,000 working capital reserve. It is funded by $750,000 from the two founders and a $2,000,000 SBA 7(a) loan at 10.25% over ten years, and profits stay in the business while the loan is repaid.
The plan rests on founders who have run an arcade floor and financed restaurants, a fast-growing metro full of young families, and a side of town where none of the verified rivals trades. The money builds a complete, inspected building with its first party calendar sold before the doors open.
[bookmark: toc_1_6_1]1.6.1  Income Statement (3 Year projections)
	
	Year 1
	Year 2
	Year 3
	Total

	Revenue
	$1,933,249.50
	$2,223,236.92
	$2,556,722.46
	$6,713,208.88

	Cost of Sales
	$347,984.91
	$400,182.65
	$460,210.04
	$1,208,377.60

	Gross Margin
	$1,585,264.59
	$1,823,054.27
	$2,096,512.42
	$5,504,831.28

	Operating Expense
	$1,251,021.46
	$1,361,274.69
	$1,488,065.88
	$4,100,362.03

	Total Expense
	$2,051,506.37
	$2,203,223.76
	$2,408,687.03
	$6,663,417.16

	Net Income
	($118,256.87)
	$20,013.16
	$148,035.43
	$49,791.72
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[bookmark: toc_2_1]2.1  Legal Structure
Bounceberry Fun Center will be organized as an Ohio limited liability company owned by its two founders, Megan Holloway and Brian Castellano, and taxed as a C corporation, which is why the plan carries the 21% federal rate. The company holds the building lease, the SBA loan, any state amusement ride permits, the food license and the redemption game license in its own name, and the founders give the personal guarantees the lender requires. A liability and property insurance program, and a waiver signed for every guest, sit alongside that structure.
[bookmark: toc_2_2]2.2  Vision Statement
To be the place south side families think of first for a wet Saturday, a birthday or a class trip, known for courts that are watched, parties that run to time and a building clean enough that parents come back without being asked.
[bookmark: toc_2_3]2.3  Background & History
Bounceberry is a pre-launch business with no trading history. It is the founders' plan, formed in 2026 after Megan Holloway spent nine years running the floor, staff rota and party program of a regional bowling and arcade center and saw how many of its party families drove across the metro for trampolines and toddler play. Brian Castellano, a former finance manager for a multi-unit restaurant group, built the financial model and prepared the SBA application.
Their reading of the market is straightforward. Columbus is adding young families quickly; its indoor play venues are franchised or very large and sit on the north, west and east sides; and a parent with a toddler and an older child usually has to pick a venue that suits one of them. Grove City offered a vacant big-box building with the clear height trampolines need, a large parking lot and highway access to the south side suburbs.
The founders chose to open independently rather than buy a franchise. That keeps the attraction mix, the party format and the prices in their hands, and it means no royalty is taken from every pass sold, which they intend to spend on staffing the courts and refreshing attractions instead.
[bookmark: toc_2_4]2.4  Future Goals
In the first 0 to 18 months the founders intend to finish the fit-out, clear the state inspections and the food license, open in May 2027 with the first party calendar pre-sold, and reach the break-even pace of 66,332 guests a year within the first year of trading. The same period builds the weekday trade that a new building lacks: toddler mornings, school field trips and summer camps.
From 1 to 3 years, the period the projection covers, the goal is a full building: revenue of $2,223,237 in 2027 and $2,556,722 in 2028, net income turning positive in 2027, the SBA loan repaid on schedule, and the first attraction refresh paid for from cash rather than new borrowing. Corporate team events and teen nights are added to use the building after family hours.
From 3 to 5 years, the founders intend to replace the most worn attractions on a rolling schedule, keep ownership between the two of them, and consider a second building in another part of the metro once the first has repaid enough of its loan to finance one.
[bookmark: toc_2_4_1]2.4.1  Business Owners
	Megan Holloway
	Brian Castellano



Total ownership: 100%
	 (
55%
)55%

	Megan Holloway
5,500 Shares

	 (
45%
)45%

	Brian Castellano
4,500 Shares



[bookmark: toc_2_4_2]2.4.2  SMART Goal
	[image: ]
Specific
Reach 66,332 guest equivalents a year, the break-even level.
Owned by Megan Holloway, with group sales led by Brian Castellano.
Delivered from one Grove City building on Columbus's south side.
	[image: ]
Measurable
Paying guests and parties booked, counted daily in the point of sale.
Weekday attendance against weekend attendance, reviewed weekly.
Party rebookings and online review scores, reviewed monthly.
	[image: ]
Achievable
Five party rooms turned four times on each weekend day.
A pre-sold party calendar and launch membership drive before opening.
School and camp outreach booked before the first summer.

	[image: ]
Relevant
Break-even revenue is $1,525,636.
Revenue of $1,933,250 is projected for the first year.
Clearing break-even protects payments on the SBA loan.
	[image: ]
Time-Based
Party pre-sales open eight weeks before doors open.
Break-even pace reached within the first year of trading.
Progress reviewed every month by the two founders.
	



	CHAPTER 3
	


[bookmark: toc_3]Market Analysis

3.1  Overview
3.2  Market Segmentation
3.3  Market Trends
3.4  Local Market Outlook
3.5  Market Size

[bookmark: toc_3_1]3.1  Overview
Nationally the trade is measured as arcade, food and entertainment complexes, the game-focused family entertainment centers and arcades IBISWorld groups under NAICS 71312. It generates an estimated $6.0 billion in 2026, down 1.0% on the year after compound growth of 2.7% a year since 2021, across 7,113 businesses. The government's count of employer establishments in amusement arcades is smaller, 2,901 in 2025, up 5.0% on 2024. Many trampoline and adventure parks report under other codes, so no single figure captures every venue a family chooses between.
[bookmark: toc_3_2]3.2  Market Segmentation
Weekend families: parents bringing children for an open play visit on weekends, holidays and bad-weather days.
Birthday parties: parents booking a hosted party for a child's classmates or friends, mostly on weekends.
Toddler families: parents and carers of children under five, using weekday morning sessions.
Tweens and teens: groups of friends buying passes, laser tag and arcade time, often without a parent on the floor.
Groups: schools, day camps, churches and employers booking outings in advance.
Every one of these segments draws on the same base: the United States recorded 3,628,934 births in 2024 and had 33.56 million families with children under 18 in 2025.
[bookmark: toc_3_3]3.3  Market Trends
Trampoline parks are still being opened: IBISWorld counts 378 trampoline park businesses in 2024, up 6.2% on 2023, and new parks increasingly pair the courts with laser tag, ninja courses and arcades.
Food and drink earn a larger share where there is a full restaurant: 37.1% of revenue at Dave & Buster's and 35.3% at Lucky Strike.
Entertainment spending is flat: US households spent an average of $3,609 on entertainment in 2024, down 0.7% on 2023, so a venue wins visits on value and convenience.
[bookmark: toc_3_4]3.4  Local Market Outlook
The Columbus metro had 23 amusement arcade and game-focused entertainment establishments in 2024, up from 19 in 2022, with 14 in Franklin County in 2025. It also had 145 establishments in the broader all other amusement and recreation code, where many trampoline parks are classified. No local spending figure for the trade is published.
The catchment is large, growing and young. The metro had 2,242,028 residents in 2025, and in 2024 it had 508,451 residents under 18, 345,700 of them aged 3 to 14, and 269,882 households with a child. Median household income was $82,938 across the metro and $76,536 in Franklin County, where Grove City sits. MORPC projects the 15-county Central Ohio region to reach 3.15 million residents by 2050.
Trading here has its own costs and rules. Columbus retail space asked an average of $21.08 a square foot in the second quarter of 2026 at 3.4% vacancy, with no separate figure published for big-box units. Attendants in the metro earned a mean of $13.87 an hour in May 2025 against Ohio's $11.00 minimum wage for 2026. Columbus levies a 5% admissions tax inside city limits, which a venue in a suburb such as Grove City does not owe, and Ohio caps redemption game prizes at $10 wholesale a play.
[bookmark: toc_3_5]3.5  Market Size
Three tiers frame the opportunity. The total addressable market is $6.0 billion, US arcade, food and entertainment complex revenue in 2026. The serviceable market is the Columbus metro itself, about $45.7 million a year: 23 establishments in the metro times US revenue of about $1.99 million per establishment. That is a floor, because most trampoline and adventure parks are counted under other codes, and cross-checks on the metro's share of establishments and of population give about $49.8 million and $39.2 million.
The obtainable market for one business is $1.99 million, the average revenue of a single US establishment in the trade. Bounceberry's first-year projection of $1,933,250 sits just under it.
	[image: ]
		●
	Total Available Market (TAM)
The US arcade, food and entertainment complex industry (NAICS 71312), which covers game-focused family entertainment centers, generates an estimated $6.0 billion in 2026, down 1.0% on the prior year.
	6.0B

	●
	Served Available Market (SAM)
The Columbus metro arcade, food and entertainment complex market is about $45.7 million a year: 23 NAICS 713120 establishments in the Columbus MSA in 2024 times US revenue of about $1.99 million per establishment ($5,318 million across 2,678 establishments in 2022).
	45.7M

	●
	Target Market (TM)
One US arcade, food and entertainment complex establishment took in about $1.99 million in 2022 ($5,318 million across 2,678 employer establishments); a national average, not a Columbus figure.
	2.0M
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[bookmark: toc_4_1]4.1  Target Market
Bounceberry sells to families with children aged about 1 to 14 who live within a 15 to 30 minute drive of Grove City: the south side suburbs of Franklin County and the towns just beyond them. The buyer is a parent, usually the one who plans the weekends and books the parties, deciding where the children play and paying for it.
A visit competes with every other way a family spends a free afternoon. US households spent an average of $3,609 on entertainment in 2024, a budget that did not grow on the year before, so the parent weighs price, distance and how easy the visit will be before choosing.
[bookmark: toc_4_2]4.2  Customer Segments
Weekend families buy a play pass for each child, arcade cards and lunch at the cafe, mostly on Saturdays, Sundays and school holidays.
Party parents buy a hosted package for 10 to 15 children, book two to three months ahead and often rebook the next year for a sibling.
Toddler families buy weekday morning soft play sessions, usually with a coffee, and often come back on the same day each week.
Tweens and teens buy laser tag, ninja course time and arcade play with friends, on Friday evenings and in school breaks.
Groups, from schools and day camps to homeschool co-ops, churches and employers, buy a fixed package per head for a weekday outing.
The persona below stands for party parents and weekend families, the two segments that bring in most of the revenue and are very often the same household.
[bookmark: toc_4_3]4.3  Customer Persona
	[image: ]
Jenna Morales
Demographics
Age: 36
Family: Married, two children aged 3 and 8
Location: Grove City, OH
Income: $88,000 household
Professional Role
Education: Associate degree in Dental Hygiene
Job: Dental hygienist working four days a week
	“I want one place where both kids can play safely while I sit down for twenty minutes.”
	[image: ]
	Identifiers / Personality Traits
Plans her day off and weekends around the children's activities
Books birthday parties two months ahead and compares packages online
Drives across the metro to Dublin or Reynoldsburg for indoor play


	[image: ]
	Goals
Tire out both children on wet and cold days without two separate trips
Hold a birthday party she does not have to clean up after
Know the venue watches the courts and checks equipment


	[image: ]
	Challenges
Most venues suit either her toddler or her eight year old, not both
Party prices that grow once pizza, socks and extra guests are added
Long Saturday queues at the front desk while waivers are signed






[bookmark: toc_4_4]4.4  Customer Purchase Journey
Discovery is local and social. Parents hear about a venue at school pickup, at another child's party, in neighborhood social media groups, and through search results and reviews when they look for indoor play nearby. A first visit is usually a weekend walk-in or a party invitation, which is why every party guest goes home with a return pass.
The decision turns on three things a parent can check before leaving home: whether the building suits all of their children's ages, what the visit or the party will cost in total, and whether the courts look supervised and clean in photos and reviews. Bounceberry's booking page answers all three, with the full price of every pass and package on it.
Booking happens on a phone. Passes are bought for a time slot, waivers are signed in advance, and a party is reserved with a deposit. On arrival a family scans in, collects wristbands and grip socks, and goes straight to the courts. After the visit an email asks for a review and offers the next visit, and a family that has booked a party is reminded before the next birthday comes round.

	CHAPTER 5
	


[bookmark: toc_5]Competitive Analysis

5.1  Competitors
5.2  Comparison
5.3  Competitive Edge
5.4  SWOT Analysis

[bookmark: toc_5_1]5.1  Competitors
The research verified four rivals in the Columbus metro, all of them franchises or multi-site operators:
Urban Air Adventure Park: franchised adventure parks in Dublin and Reynoldsburg.
Scene75 Columbus: a 220,000 square foot complex at Tuttle Crossing with an arcade, go-karts, laser tag and mini golf, one of several sites its operator runs.
Dave & Buster's: arcade and dining venues at Hilliard and Polaris, part of a chain of 243 venues that takes 62.9% of its revenue from entertainment.
Pins Mechanical Co.: arcade bars Downtown, at Bridge Park and at Easton, open to all ages until 8pm and to adults after that.
No independent indoor family entertainment center was verified in the metro, and Sky Zone, Main Event and Round1 have no Columbus location. None of the verified rivals trades in Grove City or elsewhere on the south side.
[bookmark: toc_5_2]5.2  Comparison
Franchise adventure parks come closest on attractions but are built mainly around school-age children, while arcade and dining chains and the regional complexes offer games and a full restaurant and bar with no trampoline courts. Bounceberry gives up the bar and carries the widest age range of the four, down to a protected toddler zone.
	Feature
	Bounceberry Fun Center
	Franchise adventure parks
	Arcade and dining chains
	Large regional entertainment complexes

	Trampoline courts and ninja course
	✓
	✓
	✗
	✗

	Laser tag arena
	✓
	✓
	✗
	✓

	Toddler-only soft play zone
	✓
	✗
	✗
	✗

	Arcade with prize counter
	✓
	✓
	✓
	✓

	Hosted party packages in private rooms
	✓
	✓
	✓
	✓

	Full restaurant and bar
	✗
	✗
	✓
	✓



[bookmark: toc_5_3]5.3  Competitive Edge
None of this edge is permanent, since a franchise could open on the south side, so it is defended by reputation built visit by visit.
		[image: ]
	A south side site
Every venue the research verified sits in Dublin, Hilliard, Tuttle Crossing, Polaris, Easton or Reynoldsburg. Grove City puts Bounceberry inside a short drive for south side families who now cross the metro to play.



		[image: ]
	One building for ages 1 to 14
A toddler-only soft play zone runs beside the trampoline arena, ninja course and laser tag, so a family with a three year old and a ten year old can spend one visit in one place.




		[image: ]
	Parties priced all-in
Every package includes the room, a host, attraction time, pizza and drinks at one printed price per child count, so a parent knows the total when booking.



		[image: ]
	No franchise royalty
Indoor park franchises charge royalties of 6% to 7% of gross revenue. As an independent, Bounceberry keeps that margin and can spend it on staffing the courts and refreshing attractions.






[bookmark: toc_5_4]5.4  SWOT Analysis
	Strengths
A Grove City site, away from every verified rival.
Ages 1 to 14 served in one building, from toddler sessions to laser tag.
Parties sold at one all-in price, booked and waivered online.
Founders with arcade operations and finance backgrounds, and no franchise royalty to pay.
	Weaknesses
A new independent name, with no reviews or party regulars on opening day.
Heavy fixed costs: $30,000 a month of rent on a 24,000 square foot lease.
Weekday daytime trade depends on school groups and toddler sessions being built.
A $2,000,000 SBA loan whose interest outweighs operating profit in the first two years.

	Opportunities
The Columbus metro added 21,312 residents in a year, growth double the national rate.
345,700 children aged 3 to 14 in the metro.
School field trips, day camps and church groups fill weekday mornings in summer.
Corporate team events and teen nights use the building after family hours.
	Threats
Franchise adventure parks with national marketing already trade in Dublin and Reynoldsburg.
A trampoline injury or failed inspection could close courts and damage the name.
Insurance can rise sharply after any claim.
Household entertainment spending is flat nationally and can fall in a downturn.



	[image: ]  Strategic Summary
Bounceberry should open with parties and toddler sessions pre-sold, fill weekdays through schools and camps, and make visible court safety its reputation before the franchises notice the south side.
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[bookmark: toc_6_1]6.1  Our Offering
[image: ]Bounceberry sells play time. A family pays for a timed pass to the trampoline arena, ninja course and laser tag arena, loads an arcade card, eats at the cafe, and comes back for a birthday party. Each is priced on its own, so a parent pays for what the children use, and the average walk-in guest spends $23 on passes and arcade play before anything from the cafe. Everything is booked online with a digital waiver, and every attraction is staffed whenever it is open.


[bookmark: toc_6_2]6.2  Signature Items
Two products carry the business. The All-Access Play Pass is what a walk-in family buys: a wristband for a set length of time across the courts, the ninja course and laser tag. The birthday party package is what most families come back for: a private room, a host, attraction time, pizza and drinks at one price for the number of children booked, averaging $420 a party. Both are set out below with their prices.
[bookmark: toc_6_3]6.3  Additional Services
Toddler sessions: weekday mornings reserve the soft play zone and a section of courts for children under five and their parents.
Arcade and prize counter: redemption and video games on a reloadable card, with every prize inside Ohio's $10 wholesale limit per play.
Cafe: pizza, snacks, coffee and drinks for families on a visit and for every party.
Group packages: field trips, day camps, homeschool groups, churches and employer outings, priced per head and invoiced in advance.
Teen nights and private events: Friday evening sessions for older children, and corporate bookings after family hours.
[bookmark: toc_6_4]6.4  What Sets Us Apart
A parent does not have to choose between children. The toddler zone, courts, ninja course, laser tag and arcade sit in one building, with seating that looks over them. The price printed is the price paid, for a pass or a party, with no charge added at the desk. And the courts are monitored and inspected on a schedule the staff log every day, which a parent can see in the building rather than take on trust.
[bookmark: toc_6_5]6.5  Attractions & Age Zones
Trampoline arena: about 6,000 square feet of connected courts, a dodgeball court and a foam pit, for ages 5 and over in general sessions, with one jumper per bed and courts split by size.
Ninja course: warped walls, rings and balance runs for ages 6 and over, with a lower line for younger children.
Laser tag arena: about 3,000 square feet, games of about 12 minutes for up to 20 players, for ages 6 and over.
Toddler soft play: about 1,500 square feet of padded climbing, slides and a ball pit for ages 1 to 5, gated, with a parent in the zone at all times.
Arcade: about 50 redemption and video games and a prize counter, open to every age.
Party rooms and cafe: five private rooms for up to 15 children each, and cafe seating facing the courts.
Passes run for 60, 90 or 120 minutes. Wristband colors show staff at a glance which attractions and how much time each guest has paid for, and sessions for children under five never share a court with older jumpers.
[bookmark: toc_6_5_1]6.5.1  All-Access Play Pass
A timed pass to the trampoline arena, ninja course and laser tag arena, sold online or at the front desk and worn as a wristband. Grip socks and a court safety briefing come with the first visit, and an arcade card can be loaded on the same order.
	[image: ]
	$22 to $34 per guest
A 90 minute jump and ninja pass is $22; two hours with one laser tag game and a $10 arcade card is $34. Toddler soft play sessions are sold separately.



	Specifications

	Wristbands are color coded by pass length and attraction.
Every guest needs a signed digital waiver before entry.
Grip socks are required on the courts and sold at the desk.
Courts are split into age and size zones by session.
Passes can be booked online up to 30 days ahead.



[bookmark: toc_6_5_2]6.5.2  Birthday Party Packages
A hosted party in one of five private rooms, with attraction time, pizza and drinks included in one price for the guest count booked. The host runs the schedule, leads the children between attractions and clears the room afterwards.
	[image: ]
	$349 to $599 per party
Three packages cover 10, 12 or 15 children; extra children are added per head at booking, and a deposit secures the date.



	Specifications

	Parties run in five private rooms on a fixed weekend schedule.
Every party has a dedicated host from arrival to send off.
Waivers for every child are collected online before the day.
Pizza and drinks come from the on-site cafe.
Bookable online up to three months ahead.



[bookmark: toc_6_5_3]6.5.3  Features
		[image: ]
	Online booking and digital waivers
Passes, parties and waivers are completed before arrival, so families skip the waiver queue at the desk.



		[image: ]
	Court monitors on every attraction
A trained monitor is posted on each court, the ninja course and the laser tag arena whenever it is open.
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	Toddler-only sessions
Weekday mornings reserve the soft play zone and a section of courts for children under five and their parents.
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	Parent seating with a view
Cafe tables face the trampoline arena and soft play, so parents can watch while they eat.
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	Hosted parties
A dedicated host runs every party from arrival to cleanup.



	



[bookmark: toc_6_5_4]6.5.4  Pricing
	Berry Basic Party
$349
per party
Up to 10 children
90 minutes of trampoline and ninja course time
45 minutes in a private party room
Two large pizzas and drinks
	
	 Most Popular 
Berry Blast Party
$449
per party
Up to 12 children
90 minutes of jump time plus one laser tag game each
A dedicated party host and private room
Pizza, drinks and a $5 arcade card per child
	
	Ultimate Berry Party
$599
per party
Up to 15 children
Two hours on every attraction
A host, a private room for 60 minutes and party favors
Pizza, drinks and a $10 arcade card per child
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[bookmark: toc_7_1]7.1  Market Positioning
[image: ]Bounceberry is the south side's indoor play venue for every age from toddler to teen, priced plainly and run visibly safely, set against franchised parks and arcade chains that sit across the metro.


[bookmark: toc_7_2]7.2  Marketing Objectives
Pre-sell the opening party calendar before the doors open in May 2027.
Reach the break-even pace of 66,332 guests a year within the first year of trading.
Fill weekday mornings with toddler sessions, school field trips and summer camps.
Hold a review rating that parents see first when they search for indoor play nearby.
	Paid social and search
$2,899
per month
Ads to parents within a 30 minute drive, timed to weekends, school breaks and party season.
	
	School, camp and group outreach
$1,289
per month
Field trip and camp packets, PTA flyers and visits to youth and church groups.

	
	
	

	Party referral rewards
$967
per month
Free play passes for families who book or refer a birthday party.
	
	Community events
$1,289
per month
Grove City festival stands, school fundraiser nights and youth sports sponsorships.



Total marketing budget: $77,330 a year, $6,444 a month.
[bookmark: toc_7_3]7.3  Online Marketing
Marketing is 4.0% of revenue, and most of it is spent online, where parents look for something to do this weekend. Paid social and search ads target parents within a 30 minute drive of Grove City and are timed to Friday evenings, school breaks, snow days and the run-up to birthdays.
The booking page does the selling, with the full price of every pass and package, live availability and the waiver, and reviews are requested after every visit and answered within a day.
[bookmark: toc_7_4]7.4  Public Relations and Branding
The brand is bright, berry-colored and plain-spoken: one logo on the building, wristbands, cups and party boxes, and a voice that tells parents what things cost and how the courts are watched. The opening is announced to Grove City and south side press and parenting newsletters, with a preview day for local families, teachers and youth group leaders.
[bookmark: toc_7_5]7.5  Partnership & Collaboration Strategy
Partnerships reach parents through institutions they already trust. Elementary schools and parent associations are offered fundraiser nights, with a share of the evening's passes returned to the school. Day camps, homeschool co-ops, churches and scout troops get weekday group rates. Youth sports clubs get end-of-season team parties, and local employers get family day and team event bookings.
[bookmark: toc_7_6]7.6  Customer Loyalty & Retention
Families come back to a fun center for three reasons: the children ask to, the next birthday comes round, and the last visit was easy. Every party guest leaves with a return pass, which brings a new family in for a visit of its own. The birthday parent is reminded before the next birthday and before a sibling's, with a rebooking offer.
A monthly Bounce Club plan gives children weekday jump time and club-only sessions, and an arcade card keeps a running balance that is only spent by coming back.
[bookmark: toc_7_7]7.7  Sales Channels
Revenue arrives by four routes, set out below in order of size, and almost all of it is booked online and paid upfront.
		[image: ]
	Walk-in and online play passes
The largest share of revenue, sold at the desk or booked ahead online, and dependent on weekend and school holiday traffic from the south side.
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	Birthday party packages
Five rooms booked mainly on weekends at one all-in price, dependent on parents rebooking and recommending the party to other families.
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	Cafe and arcade on the visit
Food, drinks and arcade card loads added to a pass or party, dependent on families staying long enough to eat and play.
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	School, camp and group bookings
Field trips, day camps, church groups and employer outings invoiced in advance, dependent on outreach that fills weekday mornings.
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[bookmark: toc_8_1]8.1  Daily Operations
Each day starts an hour before opening with a walk-through of every attraction: beds, springs, pads and nets on the courts, holds and mats on the ninja course, packs and vests in laser tag, and the soft play structure. Faults are logged and the affected court stays closed until it is fixed.
While the building is open a monitor is posted on each attraction, front desk staff check wristbands and waivers, party hosts run the five rooms on a fixed schedule, and the cafe serves walk-ins and parties from one kitchen. The floor is cleaned between sessions and deep cleaned after closing, and the shift lead reviews the day's attendance, parties and incident log before locking up.
[bookmark: toc_8_2]8.2  Working Hours
Bounceberry opens when families are free. During the school year it opens at 10am on weekdays for toddler sessions and school groups and closes at 8pm Monday to Thursday and 10pm on Friday, when teen nights run. Saturday runs from 9am to 10pm and Sunday from 10am to 8pm, the two days that carry most parties. In summer and school breaks weekdays run from 10am to 9pm. The building closes on Thanksgiving, Christmas Day and New Year's Day and for two maintenance days, 360 days of trading a year.
[bookmark: toc_8_3]8.3  Staffing & Training
The building runs on about 36 people in its first year: the two founders, an operations and safety manager, a party and cafe manager, two shift leads, and about 30 part-time court monitors, laser tag marshals, party hosts, front desk and cafe staff. Pay is set above Ohio's $11.00 minimum and near the metro's mean of $13.87 an hour for attendants, which keeps experienced monitors from leaving for the next venue.
No monitor works a court alone before completing training on court rules, spotting, emergency response and first aid, and every monitor refreshes it each quarter. Cafe staff work under a certified food safety manager.
[bookmark: toc_8_4]8.4  Inventory & Equipment Management
Stock is small and moves quickly: cafe food and drink, arcade prizes, grip socks and party supplies, reordered every few weeks and counted weekly. Prizes are bought to stay inside Ohio's limit on redemption prize value. Equipment is the larger job. Trampoline beds, pads and springs are wear parts on a replacement schedule, arcade games are serviced and rotated each year, and laser tag packs are charged and checked daily. A capital budget of 2% of revenue a year pays for replacements.
[bookmark: toc_8_5]8.5  Location and Facilities
The building is a former big-box store of about 24,000 square feet in Grove City, south of Columbus, leased for ten years at about $30,000 a month including triple net charges. It has the ceiling height trampolines and the ninja course need, parking for weekend crowds and highway access across the south side. Inside, the floor divides into the trampoline arena, ninja course, laser tag arena, toddler zone, arcade, five party rooms, the cafe with parent seating, and the front desk, restrooms, office and storage.
[bookmark: toc_8_6]8.6  Milestones & Timeline
The timeline below runs from the lease to the first school year of trading. The dates that matter most are the inspections in spring 2027, without which no attraction opens, and the May 2027 opening, set to catch the start of the summer break.
	Nov 2026
Setup
	[image: ]
	
	Lease and financing
Grove City building signed and SBA loan closed
A ten-year lease is signed on a 24,000 square foot former big-box unit and the $2,000,000 SBA 7(a) loan funds the fit-out and attractions.

	
	
	
	

	Dec 2026
Setup
	[image: ]
	
	Fit-out begins
Permits issued and construction under way
Building permits and the Franklin County Public Health plan review are cleared, and work starts on flooring, party rooms, the cafe kitchen and HVAC.

	
	
	
	

	Mar 2027
Setup
	[image: ]
	
	Attractions installed
Courts, ninja course, laser tag and soft play built
The trampoline courts are installed to ASTM F2970, the arcade goes in, and the state ride permits and inspections are requested.

	
	
	
	

	Apr 2027
Pre-launch
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	Hiring and party pre-sale
Staff trained and parties booked ahead
Court monitors, hosts and cafe staff are hired and trained while party bookings and a launch membership drive open online.

	
	
	
	

	May 2027
Launch
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	Doors open
Grand opening before summer
The building opens seven days a week ahead of the school summer break, with the party calendar running from the first weekend.

	
	
	
	

	Sep 2027
Growth
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	School and group program
Weekday field trips and homeschool sessions
School field trip, homeschool and corporate packages are sold to fill weekday mornings once summer camps end.



[bookmark: toc_8_7]8.7  Safety Standards & Inspections
The trampoline courts are built and run to ASTM F2970, the US standard for the design, installation, operation, maintenance and inspection of commercial trampoline courts. In practice that means padded frames and walls, one jumper per bed, posted rules, a monitor on every court, and documented daily, weekly and annual inspections, the annual one by an outside inspector.
Each cycle has an owner. The shift lead signs the daily check of every bed, spring, pad and net and every hold on the ninja course before opening. The operations and safety manager runs the weekly check of frame bolts, padding coverage and the foam pit's depth and fill. The annual inspection report is kept with the insurance file.
Court capacity is posted at each entrance and enforced at the front desk, so no session sells more jumpers than the courts are rated for. The emergency plan is drilled every quarter: who stops the courts, who calls for help, where the first aid station and defibrillator are, and how the building is cleared.
Ohio's Department of Agriculture permits and inspects amusement rides, including inflatables, before they operate. Whether the courts, the ninja course or the soft play structure count as rides is confirmed with the department before opening, and any that do are permitted and inspected every year. The redemption games run under an Ohio Casino Control Commission license and the cafe under a Franklin County Public Health food license.
Every guest, or a parent for a child, signs a digital waiver before entry. A waiver is a deterrent rather than a shield, because Ohio's courts have upheld parental releases for nonprofit sport while their force at a commercial venue is less settled, so the business relies on insurance and on running the courts well. Every incident is logged and reviewed weekly, and the court rules change when the log says they should.
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[bookmark: toc_9_1]9.1  Key Members
Leadership is divided by what can go wrong. The guest experience is measured on attendance, party bookings and rebookings, review scores and labor cost as a share of revenue. The money is measured on the monthly close, cash against plan, the SBA loan's payments and covenants, and the weekday group bookings sold. Safety is measured on inspection logs completed, incidents per thousand guests and training records kept current. Parties and food are measured on parties that start and finish on time, food cost and health inspection results.
Each area reports its numbers at a weekly meeting of the four, and the two founders review the plan against the projection every month.
	[image: ]
	Megan Holloway
Co-founder & General Manager · megan@bounceberryfuncenter.example
Ran the floor, staffing and party program of a regional bowling and arcade center for nine years before founding Bounceberry.
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	Brian Castellano
Co-founder & Director of Finance and Group Sales · brian@bounceberryfuncenter.example
A former finance manager for a multi-unit restaurant group who has closed SBA financing and sold group events.
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	Tasha Greene
Operations & Safety Manager · tasha@bounceberryfuncenter.example
Managed court operations and daily inspections at an indoor trampoline park and is trained in ASTM F2970 practice.
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	Luis Ortega
Party & Cafe Manager · luis@bounceberryfuncenter.example
Led catering and private events for a family restaurant and holds a ServSafe Manager certificate.



[bookmark: toc_9_2]9.2  Organization Chart
The general manager leads, with three direct reports. Two shift leads report to operations and safety and run the floor on each shift, with the court monitors and laser tag marshals under them, while party hosts and cafe staff report to the party and cafe manager.
[image: ]
[bookmark: toc_9_3]9.3  Advisory Board Members
Bounceberry has no formal board. Before opening the founders intend to engage three outside advisers: an insurance broker who places trampoline park cover, an accountant experienced in SBA lending and hospitality, and an attorney to review the lease, the waiver and employment terms. A certified trampoline court inspector is retained for the annual inspection.
[bookmark: toc_9_3_1]9.3.1  Hiring Plan
	2
Filled
	
	33
Hiring This Year
	
	34
Open



	Group By Department
	Position Filled
	Time of Hire
	Time of Start
	Filled

	Leadership
	2 of 2
	0 days
	0 days
	100%

	Operations & Safety
	0 of 16
	45 days
	21 days
	0%

	Parties & Guest Services
	0 of 11
	30 days
	14 days
	0%

	Cafe
	0 of 6
	30 days
	14 days
	0%

	Facilities & Maintenance
	0 of 1
	60 days
	30 days
	0%
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[bookmark: toc_10_1]10.1  Key Assumptions
Revenue follows one formula: daily guests times average guest spend times operating days, uplifted by the cafe, plus birthday parties times the package price. The model assumes 210 paying walk-in guests on an average day, an average spend of $23 on passes and arcade cards, 360 trading days, the cafe adding 18% to play spend, and 65 parties a month at an average of $420. The building opens at 55% of that level and reaches it after ten months, and revenue grows 15% a year as the second year carries a full twelve months.
Gross margin is 82.0%, because staff sit below the gross line and cost of sales is cafe food, prizes, grip socks and card fees. Payroll is 28% of revenue, marketing 4%, other operating costs 6%, rent $30,000 a month and administration and insurance $11,000 a month.
On those assumptions revenue is $1,933,250 in 2026, $2,223,237 in 2027 and $2,556,722 in 2028, and net income moves from a loss of $118,257 to $20,013 and then $148,035. Break-even revenue is $1,525,636, or 66,332 guests a year. In 2028 the conservative case returns a net loss of $27,229 and the upside case net income of $377,033.
[bookmark: toc_10_2]10.2  Capital Requirements and Use of Funds
The business needs $2,475,000 to open: leasehold improvements, attractions, the arcade, the cafe kitchen, technology, permits, professional fees, deposits, opening inventory, launch marketing, pre-opening training and a working capital reserve, itemized below. The founders contribute $750,000 and an SBA 7(a) loan provides $2,000,000 at 10.25% over ten years.
The loan is repaid from operating cash, no distributions are taken in the first three years, and the reserve carries the building while weekday trade builds.
[bookmark: toc_10_2_1]10.2.1  Use of Funds
	[image: ]
	●  Leasehold Improvements	26.3%
●  Attractions	36.4%
●  Arcade Games & Prize Counter	9.3%
●  Cafe Kitchen Equipment	3.4%
●  Furniture, POS & Technology	3.0%
●  Licenses, Permits & Inspections	0.6%
●  Professional Fees	1.4%
●  Deposits & Pre-Opening Rent	3.6%
●  Initial Inventory	1.6%
●  Launch Marketing	2.4%
●  Pre-Opening Staffing & Training	1.8%
●  Working Capital Reserve	10.1%



	Use Of Funds
	Amount

	Leasehold Improvements
	$650,000.00

	Attractions
	$900,000.00

	Arcade Games & Prize Counter
	$230,000.00

	Cafe Kitchen Equipment
	$85,000.00

	Furniture, POS & Technology
	$75,000.00

	Licenses, Permits & Inspections
	$15,000.00

	Professional Fees
	$35,000.00

	Deposits & Pre-Opening Rent
	$90,000.00

	Initial Inventory
	$40,000.00

	Launch Marketing
	$60,000.00

	Pre-Opening Staffing & Training
	$45,000.00

	Working Capital Reserve
	$250,000.00



[bookmark: toc_10_3]10.3  Income Statement (3 Year projections)
	
	Year 1
	Year 2
	Year 3
	Total

	Revenue
	$1,933,249.50
	$2,223,236.92
	$2,556,722.46
	$6,713,208.88

	
	
	
	
	

	Cost of Sales
	$347,984.91
	$400,182.65
	$460,210.04
	$1,208,377.60

	General Costs
	$0.00
	$0.00
	$0.00
	$0.00

	Revenue Specific Costs
	$243,589.44
	$280,127.86
	$322,147.03
	$845,864.33

	Personnel Costs (Direct Labor)
	$104,395.47
	$120,054.79
	$138,063.01
	$362,513.27

	
	
	
	
	

	Gross Margin
	$1,585,264.59
	$1,823,054.27
	$2,096,512.42
	$5,504,831.28

	Gross Margin (%)
	82.00%
	82.00%
	82.00%
	82.00%

	
	
	
	
	

	Operating Expense
	$1,251,021.46
	$1,361,274.69
	$1,488,065.88
	$4,100,362.03

	Payroll Expense (Indirect Labor)
	$541,309.86
	$622,506.34
	$715,882.29
	$1,879,698.49

	General Expense
	$709,324.95
	$738,323.70
	$771,672.25
	$2,219,320.90

	Bad Debt
	$386.65
	$444.65
	$511.34
	$1,342.64

	Amortization of Current Assets
	$0.00
	$0.00
	$0.00
	$0.00

	
	
	
	
	

	EBITDA
	$334,243.13
	$461,779.58
	$608,446.54
	$1,404,469.25

	
	
	
	
	

	Additional Expense
	$452,500.00
	$441,766.42
	$460,411.11
	$1,354,677.53

	Long Term Depreciation
	$247,500.00
	$251,946.47
	$257,059.92
	$756,506.39

	Gain or loss from Sale of Assets
	$0.00
	$0.00
	$0.00
	$0.00

	EBIT
	$86,743.13
	$209,833.11
	$351,386.62
	$647,962.86

	Interest Expense
	$205,000.00
	$184,500.00
	$164,000.00
	$553,500.00

	EBT
	($118,256.87)
	$25,333.11
	$187,386.62
	$94,462.86

	Income Tax Expense / Benefit
	$0.00
	$5,319.95
	$39,351.19
	$44,671.14

	
	
	
	
	

	Total Expense
	$2,051,506.37
	$2,203,223.76
	$2,408,687.03
	$6,663,417.16

	Net Income
	($118,256.87)
	$20,013.16
	$148,035.43
	$49,791.72

	Net Income (%)
	-6.12%
	0.90%
	5.79%
	0.74%

	
	
	
	
	

	Retained Earning Opening
	$0.00
	($118,256.87)
	($98,243.71)
	

	Owner's Distribution
	$0.00
	$0.00
	$0.00
	$0.00

	Retained Earning Closing
	($118,256.87)
	($98,243.71)
	$49,791.72
	$49,791.72



[bookmark: toc_10_4]10.4  Balance Sheet (3 Year projections)
	
	Year 1
	Year 2
	Year 3
	Total

	Assets
	$2,460,344.63
	$2,285,978.00
	$2,247,455.00
	$2,247,455.00

	Current Assets
	$232,844.63
	$265,959.73
	$433,362.20
	$433,362.20

	Cash
	$213,353.23
	$243,544.63
	$407,584.83
	$407,584.83

	Accounts Receivable
	$423.73
	$487.28
	$560.38
	$560.38

	Inventory
	$19,067.67
	$21,927.82
	$25,216.99
	$25,216.99

	Other Current Assets
	$0.00
	$0.00
	$0.00
	$0.00

	Long Term Assets
	$2,227,500.00
	$2,020,018.27
	$1,814,092.80
	$1,814,092.80

	Gross Long Term Assets
	$2,475,000.00
	$2,519,464.74
	$2,570,599.19
	$2,570,599.19

	Accumulated Depreciation
	$247,500.00
	$499,446.47
	$756,506.39
	$756,506.39

	
	
	
	
	

	Liabilities & Equity
	$2,460,344.63
	$2,285,978.00
	$2,247,455.00
	$2,247,455.00

	Liabilities
	$1,828,601.50
	$1,634,221.71
	$1,447,663.28
	$1,447,663.28

	Current Liabilities
	$228,601.50
	$234,221.71
	$247,663.28
	$247,663.28

	Accounts Payable
	$28,601.50
	$32,891.72
	$37,825.48
	$37,825.48

	Income Tax Payable
	$0.00
	$1,329.99
	$9,837.80
	$9,837.80

	Sales Tax Payable
	$0.00
	$0.00
	$0.00
	$0.00

	Short Term Debt
	$200,000.00
	$200,000.00
	$200,000.00
	$200,000.00

	Long Term Liabilities
	$1,600,000.00
	$1,400,000.00
	$1,200,000.00
	$1,200,000.00

	Long Term Debt
	$1,600,000.00
	$1,400,000.00
	$1,200,000.00
	$1,200,000.00

	Equity
	$631,743.13
	$651,756.29
	$799,791.72
	$799,791.72

	Paid-in Capital
	$0.00
	$0.00
	$0.00
	$0.00

	Common Stock
	$0.00
	$0.00
	$0.00
	$0.00

	Preferred Stock
	$0.00
	$0.00
	$0.00
	$0.00

	Owner's Contribution
	$750,000.00
	$750,000.00
	$750,000.00
	$750,000.00

	Retained Earnings
	($118,256.87)
	($98,243.71)
	$49,791.72
	$49,791.72

	
	
	
	
	

	Check
	$0.00
	$0.00
	$0.00
	$0.00



[bookmark: toc_10_5]10.5  Cash Flow Statement (3 Year projections)
	
	Year 1
	Year 2
	Year 3
	Total

	Cash Received
	$1,955,638.11
	$2,249,407.56
	$2,586,818.69
	$6,791,864.36

	
	
	
	
	

	Cash Paid
	$1,817,284.88
	$1,974,751.42
	$2,171,644.04
	$5,963,680.34

	COS & General Expenses
	$943,380.56
	$1,017,021.49
	$1,092,174.69
	$3,052,576.74

	Salary & Wages
	$645,705.33
	$742,561.13
	$853,945.30
	$2,242,211.76

	Interest
	$205,000.00
	$184,500.00
	$164,000.00
	$553,500.00

	Sales Tax
	$23,198.99
	$26,678.84
	$30,680.67
	$80,558.50

	Income Tax
	$0.00
	$3,989.96
	$30,843.38
	$34,833.34

	
	
	
	
	

	Net Cash From Operations
	$138,353.23
	$274,656.14
	$415,174.65
	$828,184.02

	
	
	
	
	

	Assets Sell
	$0.00
	$0.00
	$0.00
	$0.00

	Assets Purchase
	$2,475,000.00
	$44,464.74
	$51,134.45
	$2,570,599.19

	Net Cash From Investments
	($2,475,000.00)
	($44,464.74)
	($51,134.45)
	($2,570,599.19)

	
	
	
	
	

	Amount Received
	$2,750,000.00
	$0.00
	$0.00
	$2,750,000.00

	Loan Received
	$2,000,000.00
	$0.00
	$0.00
	$2,000,000.00

	Common Stock
	$0.00
	$0.00
	$0.00
	$0.00

	Preferred Stock
	$0.00
	$0.00
	$0.00
	$0.00

	Owner's Contribution
	$750,000.00
	$0.00
	$0.00
	$750,000.00

	
	
	
	
	

	Amount Paid
	$200,000.00
	$200,000.00
	$200,000.00
	$600,000.00

	Loan Capital
	$200,000.00
	$200,000.00
	$200,000.00
	$600,000.00

	Dividends & Distributions
	$0.00
	$0.00
	$0.00
	$0.00

	
	
	
	
	

	Net Cash From Financing
	$2,550,000.00
	($200,000.00)
	($200,000.00)
	$2,150,000.00

	
	
	
	
	

	Summary

	Starting Cash
	$0.00
	$213,353.23
	$243,544.63
	

	Cash In
	$4,705,638.11
	$2,249,407.56
	$2,586,818.69
	$9,541,864.36

	Cash Out
	$4,492,284.88
	$2,219,216.16
	$2,422,778.49
	$9,134,279.53

	Change in Cash
	$213,353.23
	$30,191.40
	$164,040.20
	$407,584.83

	Ending Cash
	$213,353.23
	$243,544.63
	$407,584.83
	$407,584.83



[bookmark: toc_10_6]10.6  Break Even Analysis
	
	Year 1
	Year 2
	Year 3
	Total

	Starting Revenue
	$0.00
	$1,933,249.50
	$4,156,486.42
	$4,156,486.42

	Net Revenue
	$1,933,249.50
	$2,223,236.92
	$2,556,722.46
	$2,556,722.46

	Closing Revenue
	$1,933,249.50
	$4,156,486.42
	$6,713,208.88
	$6,713,208.88

	
	
	
	
	

	Starting Expense
	$0.00
	$2,051,506.37
	$4,254,730.13
	$4,254,730.13

	Net Expense
	$2,051,506.37
	$2,203,223.76
	$2,408,687.03
	$2,408,687.03

	Closing Expense
	$2,051,506.37
	$4,254,730.13
	$6,663,417.16
	$6,663,417.16

	
	
	
	
	

	Is Break Even?
	No
	No
	Yes
	

	Break Even Month
	-
	-
	Aug '28
	

	Days Required
	-
	-
	29 Days
	

	Break Even Revenue
	-
	-
	$5,860,968.06
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