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New from Betson & Crompton

* Unrivalled redemption machine
* Totally unique ageless design
* Amazing articulated digger arm
* Adjustable game length, adjustable
price of play
+ Realistic digital CD quality sound
* Full player involvement

BETSON ENTERPRISES

DIV. OF H. BETTI IND.. INC

303 PATERSON PLANK RD.. CARLSTADT. N.J. 07072-2307
IN'N.J. (201)438-1300 * TOLL FREE 1-800-524-2343

FAX (201)438-4837 ‘



NEWS BULLETIN

ing seminar on Wednesday, June 23, at the Chicago O’Hare Hil-
ton Hotel. The time is from 1-5 p.m. Registration is limited to 150
participants at a cost of $125 per person.

This important depreciation seminar will explain “how to make money

» TAX SEMINAR SET...AMOA will stage an income forecast- » CHANGES AT MERIT ... David Rubinstein has left his position

as Merit Industries’ vice president of sales to pursue other interests,
according to president Peter Feuer. Dave Myers has been promot-
ed from sales operations manager to fill Rubinstein’s position.

by cutting your video game-buying budget by 12 percent—and buy » INCREDIBLE TECHNO,LQGIES_ S.ETTLES SUIT....
justas many games.” It comes on the heels of a tax victory by AMOA On May 13, after two weeks of trial in the Circuit Court of Cook County,
president Craig Johnson and his company, Tataka. He received Incredible Technologies obtained a $1.3 million settlement of its
a private letter ruling by the IRS that allows Tataka to use the in- lawsuit against Atlas Distributing, Ed Pellegrini, and P & P Mar-
come forecasting method for machine depreciation. To learn how keting Inc. A unique feature of the settlement was the signing of
this ruling affects all operators, secure your spotin Chicago. Send a letter of apology that affirmed the “honesty and integrity” of In-
in the registration form sent by AMOA immediately; registrations credible Technqlogles. In the course of the litigation, accusations
will not be accepted over the phone. were made against the company that were retracted by the letter.
Incredible Technologies filed the lawsuit in January 1990 to recover
AAMA ELECTS OFFICERS, BOARD... At its annual meet- money owed to the company and to protect intellectual property
ing on May 17, AAMA elected the following officers: Steve Koenigs- rights to its computer hardware and software. Founded in 1985,
berg of State Sales & Service, president; Rus Strahan of NSM- Incredible Technologies designs, develops, and produces virtual
America, vice president; Frank Gumma Jr. of American Vending reality systems, point-of-purchase electronics, engineering develop-
Sales, secretary; Dave Patterson of SunBelt Amusement & Vend- ment tools, and, most notably, computer-based games that are
ing, treasurer; Marty Glazman of Kaneko USA, assistant secretary; manufactured and sold through Strata Group Inc. Its line of video
and Rick Kirby of New England Coin-Op, assistant treasurer. Koenigs- arcade games includes Capcom Bowling and Time Killers.
berg is the first distributor ever elected AAMA president. L - _ : ;
“Engaging in a lawsuit is a strain on any size company, but it was
Joining these six officers on the board of directors are Rich Babich particularly costly to us in terms of time and money,” said Elaine
of Colorado Game Exchange; Frank Ballouz of Fabtek; John Blouin Ditton, president and chief executive officer of Incredible Technol-
of James Industries; Bill Cravens of Leprechaun Inc.; Ray Galante ogies. “We proved our case and are satisfied with the settlement.
of Music-Vend/Dunis Distributing; Tom Keil of SNK COI’p. ofAmerica; Now we want to move forward and concentrate on mak]ng excel-
Hide Nakajima of Atari Games Corp.; Alan Schafer of Valley Recre- lent computer-based game products.”’
ation Products; Bill Rickett of Dynamo (past president’s council);
and Joe Robbins of Sega Enterprises (president’s advisory council). » SHOW-ME STATE GETS DISTRIBUTOR. .. There's a new dis-
In other news concerning AAMA: tributorship in Missouri: Mandina Distributing in Raytown. The com-
. . i b e . pany specializes in vending and amusement equipment, new and
* Director of investigations Bill Kidwell is retiring in July; his replace- used. Bill Mandina is the owner/president; Dan Mandole is the sales
ment is Richard Trindle, who has over 30 years of experience with manager.
U.S. Customs. “Trindle’s experience with fraud investigations ... . will
make AAMA's enforcement program even more effective,” said ex- Mandina Distributing qurrently represents American Laser Games,
ecutive vice president Bob Fay. Amutronics, Coinco, Dixie-Narco, Great American Billiards, Pioneer,
: = ] - Playfair Shuffleboard, and U.S. Games. The address is 9906-A East
During his five years with AAMA, Kidwell worked hard to decrease 53rd St., Raytown, MO 64133; the phone number is (816) 353-7115.
the flow of counterfeit boards. “Bill’s experience and dedication
ggi\ée made him a valuable part of the staff; he will be missed,” Fay » SEGA HIRES SHIPLEY ... Doug Shipley is the new national
. sales manager for Sega Enterprises’ coin-operated games divi-
* The team of Elliott Portnoy, Adam Ruttenberg, and Karin Walsh sion. He’s worked previously for Sports Sciences of Ohio and
of Arent Fox Kinter Plotkin & Kahn have been retained to represent Cleveland Coin International.
AAMA in Washington, D.C. “AAMA's government relations program
will be especially enhanced by Portnoy’s background and ex- » WILNER PASSES AWAY ... Play Meter would like to extend our
perience,” Fay said. “Prior to attending Oxford University, Elliott condolences to the family of Lou Wilner, who died of cancer on
worked on the staff of the U.S. Senate Democratic Policy Commit- April 5. He was 77.
tee, where he was actively engaged in an array of legislative matters.
= : . : i i : : Wilner’s coin-op career began in 1948, when he served as com-
AAMA's presence in Washington is maintained, in part, by attending misary officer at Maryland’s Fort Meade. His job included overseeing
a multitude of coalition meetings. Elliott will effectively represent the operation of slots. After leaving the service Wilner went to school
AAMA at these meetings as well as on the Hill. and obtained a law degree, but he decided to bypass the legal profes-
* Immediate past president Bill Rickett was named the 1993 recipient ~ Son and instead made the coin machine business his career. In
of the Joe Robbins Award at the association’s annual legislative 1968 Wilner started Willow Enterprises Inc., the Glen Burnie, Md.-
conference dinner. It's given for outstanding participation in, and based company that serves the states of Maryland, Virginia, and
contribution to, the coin-op amusement industry. Rickett was chosen Pennsylvania.
unanimously. “Under Bill’s leadership the association increased “My father was a very well-respected man in the coin machine in-
its membership from 70 companies in 1991 to over 115 in 1993; dustry,” said son Larry Wilner, who's run Willow Enterprises for the
Robbins said. “He's also been instrumental in helping to estab- past nine years. “He gave a lot of people their start, and he will
lish a solid international program and working relationships with be sorely missed.”
other international organizations.”
Rickett also presented this year's AAMA President’s Award to Frank  » STERN PROMOTED. ... And finally, congratulations to Gary Stern,

Gumma Jr., vice president of American Vending Sales. “Frank is
a very deserving recipient of this award,” Rickett said. “He’s a dedi-
cated AAMA member who goes the extra mile to ensure that AAMA
programs and events are successful.”

executive vice president/general manager of Data East Pinball, who
has been promoted to the board of Data East Pinball and Data East
USA. Look for coverage of the company’s Jurassic Park unveiling
party in this issue. :
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“Ouality is Our Family Tradition"

800-227-5813

IN CA 800-227-5814

Quality control personnel at Hoffman & Hoffman
checking diameter of token with micrometer

¢ Immediate same-day ship-
ment on stock tokens

e Quality artwork and design
service at no charge

¢ Hoffman & Hoffman tokens
are minted under the most
rigid quality control
standards.

e We match Old World crafts-
manship with advanced
technology.

e Hoffman & Hoffman has
the best prices and fastest
delivery for stock or custom
tokens.

* You can buy the best
tokens for less. Check
our prices and see.

HOFFMAN €y HOFFMAN

P.0. Box 896, Carmel, CA 93921
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mid-May to beat the drum for passage of dollar coin legislation. Other
concerns brought to the ears of senators and congressmen were the
telecommunications issue and Indian gaming, both of which will pro-
foundly affect our industry.

Interview: Charles Keechi 40
Gain a clearer understanding of the Native American Indian perspec-
tive on gaming in this insightful article. Features Editor Chris Caire
obtained an exclusive interview with National Indian Gaming Associa-
tion chairman Keechi on the day of his recent appearance on the
“Larry King Live” cable TV talk show.

Spring Buyer’s Guide 69
Redemption reigns supreme in our spring product catalog, which in-
cludes novelties, cranes and rotaries, roll downs and alley bowlers,
coin pushers, sports games, non-ticket novelties, specialty machines,
and bulk vendors (every giant gumball machine known to man).
Peruse at your leisure; a handy index follows.
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The stalwart crew at Coastal Amusement Distributors says, ‘‘Don’t take us
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TITLE FIGHT is
one of those games
" that no one walks
by without giving
it a try. And once
\) tried, few will resist playing just one
/KD more round. With side-by-side
25-inch monitors, TITLE
* FIGHT can match players agamst
— ¢ach other or against the games's
computer. A third option lets new
players buy-in to compete
against players battling the

computer.
PUT A pair of realistic
performance-tested
SOME heavyweight “glove handle”

controllers let you throw body
blows, jabs, hooks, uppercuts,
or fend off your opponent’s
attack. If you're half the fighter
INTO YOUR you think you are you'll watch
the other guy’s face begin to
E A-RN INGS swell from your pugilistic
¢  pounding. But if you bob
when you should have
weaved, you'll get a canvas-eye
view of the referee counting
you out. A knockout or a judge’s decision in your favor will
send you into another fight with a new opponent, and a
- — : chance to show your stuff again.
' TITLE FIGHT is the kind of game that will put some
real punch into your earnings. Call today for the name of
the SEGA distributor in your area.
SEGA Enterprises, Inc. (USA)
275 Shoreline Drive, Suite 201,
Redwood City, CA 94065.
Phone: 415-805-3100.
FAX: 415-802-3120.

You've got to
try it. You just
know that you
can out punch
and out dance
that ugly, oversized
Neanderthal across the
ring. But, of course, if
you're wrong you
won't get carried
out of the ring
looking like the
butcher shop

floor. (Mo
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QUIPMENT POLL

POINT
GAME MFG. VALUE
ALLEY BOWLERS
1. Skee-Ball (Skee-Ball) 8.28
2. Smartball (Smart) \ 6.31
SPORTS GAMES
1. Sonic Blast Man " (Taito) 7.60
2. Shoot To Win (Smart) 7.20
3. Full Court Frenzy (I.C.E.) 6.86
4. Slug Fest (Williams) 6.78
5. Around The World (UETD) 6.40
6. Putting Challenge (I.C.E.) 6.27
7. UB-QB Football (National Sports)  6.16
8. Hoop Shot (Doyle) 5.93
9. Pop-A-Shot (Pop-A-Shot) 5.22
10. Arm Champs Il (Jaleco) 5.20
11. Hot Shot Basketball (Williams) 5.13
12. Championship (Grayhound) 5.00
Basketball
13. Bull Pen (Doyle) 5.00
SINGLE COIN PUSHERS
1. Rock N’ Roll (Betson) 7.60
2. Klondike (Betson) 7.57
3. Wedges Ledges (Betson) 6.13
4. Motherlode (BGS. Mfg.) 5.00
SINGLE CRANES
1. Clean Sweep (Smart) 7.96
2. Big Choice (Betson) 7.45
3. Skill Crane (Grayhound) 6.65
4. Action Claw (Betson) 6.43
5. Jumbo Crane (Grayhound) 6.42
6. Kramer Krane (Kramer) 6.25
7. Challenger - (Wedges/Ledges) 5.91
8. Hollywood Crane (Maxwell) 5.86
9. Top Choice (Betson) 5.71
10. Classic Jumbo (CCI) 5.25
11. Watch Crane (CCI) . 5.25
12. Tiger Paw (Drews) 517
CHILD-SIZE GAMES '
1. Bozo Basketball (Design Plus) 7.22
2. Shoot To Win! Jr. (Smart) 7.15
3. Super Mario Mushroom (Premier) 714
4. Bozo Grand Prize (Exit) 7.00
5. Skee-Toss B.C. (Skee-Ball/Betson) . 6.56
6. Kiddie Clown Rolldown (Bay Tek) 6.50
7. Kiddie Whac-A-Mole (Bob’s Space) 6.25
8. Jr. All American (CCI/UETD) 6.00
9. Lil’ Hoop Shot (Doyle) 5.58
10. Lil’ Dump The Ump (Doyle) 5.57
11. Barnyard Babies (Skee-Ball) 5.33
ROLL DOWNS
1. Spin To Win (Lazer-Tron) 7.33
2. Clown Rolldown (BayTek) 7.08
3. Roll Down (BayTek) 5.71
4. Pokereno (Seidel) 5.50
5. Rock 'N Roll (BayTek) 5.33
6. Bankroll (Coastal) 5.33
NOVELTY
1. Rock-N-Bowl (Bromley) 7.55
2. Feed Big Bertha (Smart) 7.52
3. Wacky Gator (Data East) 7.50
4. Wheel 'M In (Bromley) 7.50
5. Tic-Tac-Toe (Skee-Ball/Vari-Tech) 7.40
6. Pop-A-Ball (Coastal) 6.90

© o~

10.
11.
12.
13.
14.
15.
16.
17
18.
19.
20.
21.
22.
23.
24,
25.
26.
27.

POINT

GAME MFG. VALUE
NOVELTY (cont.)

. Hungry Hungry Hippos (/.C.E.) 6.83

. Whac-A-Mole (Bob’s Space) 6.71

. Flip 'N Win (Planet Earth) 6.71
Dump The Ump (Doyle) 6.70
Cracky Crab (Namco) 6.69
Robo-Bop (Coastal) 6.67
Pop-A-Tac-Toe (Coastal) 6.63
Hop-A-Tic-Tac-Toe (Data East) 6.56
Bank It (Capcom) 6.36
Can Alley (Bob’s Space) 6.29
Super Bank It (Capcom) 6.20
Big Mouth (Meltec) 6.00
Pop-A-Slot (Coastal) 6.00
Fuddy Duddies (Gamco) 5.75
Awesone/Hi-Tension (Sega) 5.56
Shoot Out (Meltec) 5.50
Digger’s Prize (Betson) 5.33
Circus Hi-Rise (Skee-Ball/Vari-Tech) 5.33
Boogiemen (Gamco) 5.11
Knock Down (Meltec) 5.08
Body Match (ccn 5.00

VIDEO & PINBALL COMBINED

MO. ON MO.IN
CHART TOP 10
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GAME

. NBA JAM (Midway)

. Mortal Kombat (Midway)

. Virtua Racing (Sega)

. The Addams Family (Bally)

. Twilight Zone (Bally)

. Lethal Enforcers (Konami)

. Suzuka 8 Hours (Namco)

. Street Fighter Champ (Capcom)
. Time Killers (Strata)

. White Water (Williams)

. Race Drivin’ (Atari)

. Creature From The Black Lagoon

(Bally)

. Terminator 2 (Midway)

. Street Fighter !l (Capcom)

. Terminator 2 (Williams)

. Rocky & Bullwinkle (Data East)
. X-Men (Konami)

. Fish Tales (Williams)

. World Heroes 2 (SNK)

. Hard Drivin’ (Atari)

. Final Lap 2 (Namco)

. Star Wars (Data East)

. Dracula (Williams)

. Fun House (Williams)

. Fatal Fury 2 (SNK)

. Steel Talons (Atari)

. The Getaway (Williams)

. Lethal Weapon 3 (Data East)
. Street Fighter Il (Premier)

. Race Drivin’ Panorama (Atari)
. Three Count Bout (SNK)

. Elvira (Midway)

. Whirlwind (Williams)

. Aero Fighters (McO'River)

. Cue Ball Wizard (Premier)

. Mad Dog McCree 35"'/50" (Betson) 26

3
9
7
15
2
8
10
14
5
4
32
4
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3
5
9
1
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QUIPMENT POLL

POINT LONGEVITY . POINT LONGEVITY
GAME VALUE POINTS GAME VALUE POINTS
1. Street Fighter Champ 8.43 815 1. NBA JAM (Midway) 9.46 177
(Capcom) 2. Mortal Kombat 9.04 532
2. Time Killers (Strata) 7.96 248 (Midway)
3. Street Fighter Il 7.68 1,478 3. Virtua Racing (Sega) 9.00 387
(Capcom) 4. Lethal Enforcers 8.76 437
5 FaiFuy 2 (oM 704 1o o
. § 5. Suzuka 8 Hours
6. Three Count Bout (SNK) 6.89 44 (Namco) 8.52 430
7. Aero Fighters 6.79 325 6. Race Drivin’ (Atari) 7.88 1,649
g WC%’?_;V”) (SNK) 875 - 7. Terminator 2 (Midway)  7.71 1,077
. World Heroes :
. 8. X-Men (Konami) 7.52 692
9. Road Riot (Atari) 6.72 819 -
10. Turbo Out Run (Sega)  6.68 1,434 = and Diiyin ,(j"a”) =8 e
11. Golden Axe-Revenge  6.63 75 1? g't’;ae'l '}270’215( (:g;;’) ;'gg 1’523
12, gsg:)Wrestle Fest 6.54 843 e E‘q‘;grel)D”"i”' Panorama . o Ep.
o Tec_:hnqs) 13. Mad Dog McCree
13. Art Of Fighting (SNK) ~ 6.47 273 SEMET (G . —
14. Sunset Riders 6.35 687 (EisiS0) :
(Konami) 14. Mad Dog Il Lost Gold
15. Rai Den (Fabtek) 6.26 724 3857/50” (Am. Laser)  6.73 142
16. In The Hunt (Irem) 6.24 8 15. Super Chase (Taito) 6.59 97
17. Super High Impact 6.13 725
(Midway)
18. Final Fight (Capcom) 6.05 1,196
19. King Of The Monsters 2  6.00 162 PI N BALLS
(SNK)
20. Lethal Weapon (Ocean) 5.93 24 POINT LONGEVITY
21. Clutch Hitter (Sega) 5.92 479 GAME VALUE POINTS
22. Track-Pak (Leland) 5.89 693 1. The Addams Family 8.88 927
23. Fatal Fury (SNK) 5.85 324 Ball
. (Bally)
24. Skins (Irem) 5.76 90 2. Twilight Zone (Bally) ~ 8.85 111
25 (CCZF;)CC°O’;‘T')B°W““9 =63 ’ 3. White Water (Williams) ~ 7.93 192
26. Turtles In Time (Konami)  5.62 175 = g{:fiuizgirgr?‘(ggﬁy) S A
27. Spider-Man (Sega) 0.62 ! 5. Terminator 2 (Wiliams)  7.68 1,253
28. High Impact Football 5.50 595 6. Rocky & Bullwinkle
(Midway) ’
29. Warriors Of Fate 5.50 * (Qata Sasl) - #i88 1=
(Capcom) 7. Fish Tales (Williams) 7.45 417
30. Tetris (Atari) 5.45 « 8. Star Wars (Pata East) 7.24 300
31. Captain America 5.44 531 9. Dracula (Williams) 7.18 78
(Data East) 10. Fun House (Williams) 7.14 1,388
32. Addams Family 5.42 47 11. The Getaway 6.98 628
(Ocean) (Williams)
33. Knights Of The Round  5.39 164 12. Lethal Weapon 3 6.91 441
(Capcom) (Data East)
34. WWF Super Stars 5.37 * 13. Street Fighter Il 6.91 72
(Am. Technos) (Premier)
35. Super Baseball 2020 5.35 508 14. Elvira (Midway) 6.82 1,507
(SNK) 15. Whirlwind (Williams) 6.80 1,306

Results are based on monthly Equipment Poll ballot returns. Point Value: average of ballot ratings on ascale of 1-10.
Longevnty Points: determined by standings in Video & Pin Combined column (#1 game receives 60 pomts #2 game
receives 59 points, etc.) * Indicates new or reappearing games.
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| t’s as plain as it could possibly

be: we are creatures of habit
and just don’t like making
changes. We don’t like it even
when it means things will be
easier and better.

Think about it for a minute. Can
you remember sometime in the
not-so-distant past when a
change was called for and you
swore you weren't about to?

For many of us that time was
when our first computer was de-
livered to the office door. I remem-
ber it well. I was perfectly content
banging out stories on my inno-
vative Selectric II typewriter.
After all, it had been a step up
from the manual typewriter I had
been using, although basically
the same knowledge was needed.

Iwas shown exactly how to use
it. The salesman was so enthusi-
astic about the features that it
never occurred to him that he lost
me somewhere right after he said,
“This is how you turn it on.” So I
kept using the typewriter. It was
inevitable that one day the Selec-
tric would crash on me, leaving
me with no other choice than to
use that darn computer.

How do I feel about it now? I
cannot believe I used to spend so
much time typing and retyping
stories that I can now edit and
move around on my computer.
I’'m more creative because I can
let myself go, knowing how easy it
will be to delete, add, or move

FROM THE EDITOR

stufflater. I know that eventually
I may have changed over in the
normal course of things, but
when my typewriter broke I was
forced to make the change.

I've talked with operators who
were reluctant to trade in their
manual accounting systems for a
computer. They were happy with
things and weren’t sure if a com-
puter was going to work. Of
course, all of you who made that
change are kicking yourselves for
not doing it sooner! Can you even
imagine going back to the old
way?

Our office must have been one
of the last holdouts for a FAX ma-
chine. We could get something
overnight, and that seemed fast
enough. Our first FAX machine
took over four minutes per page
and drew quite a few groans from
those sending things, but it prov-
ed how much we needed to
change. We are now on our se-
cond machine and, yes, we are
asking ourselves, “How did we
ever do without it?”

And how could we talk about
change without mentioning juke-
boxes. When the industry chang-
ed to 45s from 78s, there were
many who said it would never
work. However, once 78s were not
readily available, the change was
made. Now we're changing to
CDs, yet still there are skeptics.
However, as 45s become history,
the change will be inevitable.

Why should we change?

The coin-op industry is now
campaigning for a change that
we feel is vital—the dollar coin.
The list of advantages is im-
pressive, yet it is very difficult to
convince the public that it would
be a change for the better
because no one wants to change
if they can help it. The Susan B.
Anthony dollar coin was a total
disaster, but one of the reasons
was that the dollar bill was still
being printed. It’s even harder to
convince anyone to change when
the old way remains an option.

We must all push for a dollar
coin and at the same time con-
vince lawmakers to do away with
the paper bill. The industry will
become stronger once there’s a
reasonable pricing increase op-
tion, as there will be with a dollar
coin. But we have to admit that it
will be hard to make the change
and understand the reluctance
the public feels. When I'm writing
the “Ten Years Ago’” column in
2003, I'm sure I'll look back to 1993
and wonder why it took so long to
make such a worthwhile
change. [J

@Wﬂ;ﬁw«:ﬁ

Valerie Cognevich
Editor
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THEY RELLED B1S FRAMILY.
[HEY DESTROYED HIS CAREER.
SOMEONE™S GONNR PRY.

NEW FROM CRPCOM.

JINISHEY\

DELIVERING PROFITS WITH R VENGEANCE.

" Straight from the pages of Marvel Comics comes Capcom’s newest video m
smash. The Punisher - 20 years as Marvel’s most ruthless crimefighter. /Ny

Armed and considered extremely profitable, The Punisher features (CAPCOM
graphic graphics, killer sound, and the kind of action that players pay T
money to see. Lots of money. So call your distributor today to team up L
with The Punisher. Or call Capcom at (408) 727-0400. Trust us, you don’t

want him working for your competition.

©1993 Capcom USA. 3303 Scott Blvd. Santa Clara, CA 95054. The Punisher (and the distinctive likeness thereof) is a trademark of

Marvel Entertainment Group, Inc. and is used by permission. © 1993 Marvel Entertainment Group, Inc. All rights reserved.



The Gift of Life

Since St. Jude Hospital opened in
1962, it has forged new treatments for
childhood cancer and has helped save
the lives of thousands of children
around the world. But the battle has
just begun. You can join the fight. To
find out how, call 1-800-877-5833.

= g STJUDE CHILDREN'S
: RESEARCH HOSPITAL

Danny Thomas. Founder

all

HECON

You can count on us

Video Lottery Printer

¢ Easiest Paper Handling
System Available

¢ Meets All the Video
Lottery Industry
Requirements for
Today and Tomorrow

Call Us
1-800-524-1669

Member HENGSTLER International

I.ETTERS

More than one way
to count tickets

In response to the “Ticket
Tech” column in the February
issue titled, “How to eat your
tickets’:

The article assumed that there
is only one way to count and
dispose of tickets. Many new
operators look to Play Meter for
guidance as they get into redem-
ption and they were not given the
whole picture about this part of
redemption operations.

Ticket-counting scales are
often practical alternatives to the
Ticket Eater that Vic Fortenbach
discussed. While not downplay-
ing this method, I would like to
point out that scales are extreme-
ly fast in counting and dramati-
cally cut labor time behind the re-
demption counter. Customers of-
ten like to know how many points
they have without turning the
tickets in for prizes or areceipt at
the current time. A device that
destroys tickets immediately
means the customer can never
have their tickets back.

Many times ticket counts are
disputed by the customer. Elimi-
nating the tickets allows no way
to go back and reconcile the
count, while a counting scale pro-
vides that option.

Lastly, operators should be
aware that more controls are ne-
cessary when it comes to printing
receipts than simply spitting one
out of the shredder. There are si-
tuations where the Ticket Eater
is appropriate, but it is definitely
not the only way or the best way
to count tickets. Counting scales
should be recognized as a viable
alternative. [J

Rhonda I. Fletcher
National Sales Manager
ARMS Division

Bonita Marie Int.

Ticket handling is an important
part of redemption. There are
several schools of thought on
how to dispose of those tickets.
Vic explained one method and
Rhonda brought our attention to
another. It’s best to explore all
available alternatives before
deciding on the right choice for
your business. We welcome any
reader input on the subject. [J
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UP FRONT

oral issue or

- y 3 ) »

3

—_“~ economic issue?

ime to drag out the tired old

arguments against gaming
proposals:.“increased gambling
means increased crime, increased
corruption, increased compulsive
gambling, and other social ills.”
The person vocalizing this view-
point: Attorney General Scott
Hershbarger of Massachusetts,
who testified with these very
words at a mid-April hearing con-
ducted by the Joint Committee on
Government Relations. The focus
of the hearing: legalizing video
poker in the state.

Few issues raise the hair on the
back of everyone’s neck as quick-
ly as gambling. The cable pro-
gram ‘“Investigative Reports”
turned its attention to present
gambling and proposed gambling
in an April segment. The reporter/
host drew a parallel with another
emotional issue, saying, “The lines
are drawn; it’s like abortion with
dice.” While such a comparison is
a stretch, mention gambling ac-
tivities and you can brace yourself
for the rhetoric.

It’s time to stop confusing
morals and economics. What'’s
really at issue in Massachusetts,
and many other states, is this
quandary: how do we raise
revenue without raising taxes?
Hike taxes and voters could
render the equivalent of legis-
lative pink slips at the next
election.

Too often the answer is to
engage in a political tap dance
around the issue; test the waters,

rerun the cliches, let the media
“have at it,” and see who gets ex-
cited. Question its validity on
moral grounds and pave the way
for the only alternative known to
politicians: more taxes.

What does Massachusetts have
to gain from regulated gambling?
Millions in state funds, for
starters. Don'’t forget jobs. This
new industry would bring the
desirable by-product of gainful
employment and an increased
sales tax base. With a public/pri-
vate sector partnership the state
wins all the way around: minimal
investment in hardware (central
computer system only, no game
purchases) and support staff (field
inspectors and administrative
personnel), and a boost to small
businesses all over the state (coin
machine operators and locations
in every county, not just the big
cities).

Are the oft-stated fears of gambl-
ing ills also applicable to the
socially acceptable forms, such as
lotteries, race tracks, and chari-
table gambling that exist in most
states? These appear to be shield-
ed from criticism. But legalized
video poker is fair game. Any new
gambling choices are seen as a
threat to the very existence of en-
trenched gambling ventures. Op-
position that originates from
these sectorsis strictly economic.

While nothing short of a Vulcan
mind meld will accomplish a
change in attitude, parties on both
sides should read between the

lines. Things are not always what
they seem. Take the phasing out
of the CD longbox. All that
packaging translates to moun-
tains of trash that will take eons to
biodegrade, say manufacturers.
They claim the changeover to the
5x5-1/2” jewel box without the 6 x
12” longbox exterior is based on
ecological grounds. Sounds
correct.

Look closer. The jewel box is the
world standard. The United
States is the last country to
eliminate the longbox. Five of the
six major manufacturers are own-
ed by foreign companies. Now
they can ship product anywhere
in the world and save the cost of
producing longboxes. Is this a
decision based on ecology or
economics? Retailers are now fac-
ed with added costs to properly
display the jewel boxes and pro-
tect these easily concealable
items from theft. Will consumers
ultimately absorb these costs in
higher unit prices?

Will low-stakes legalized video
poker really test our moral fiber,
or will its defeat guarantee a safe
respite for existing gambling ac-
tivities? Gambling is not a moral
issue but an economic issue. [

Bonnie Theard
Managing Editor
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pan Bennett, research and development.

oastal Amusement Distribu-
tors began six years ago in
Lakewood, N.J., when Lenny Dean
and Sal Mirando collaborated to
form a new company. Six years
hardly seems long enough to have
produced an array of hits like Pop-
A-Ball, Pop-A-Slot, Pop-A-Tac-Toe,
Noah’s Ark, Robo Bop, and Bank-
roll, to name some of the com-
pany’s impressive list of titles.
Although Coastal may be only
six years old, its founders have an
impressive number of years in the
business. Lenny’s experience
spans two decades, while Sal has
been in the industry since 1979.
Lenny was working for Universe
Affiliated, which was a customer of
Sal’s. The two men were business
associates through their respec-
tive companies as well as personal
friends living in the same
neighborhood.




When Universe Affiliated closed
its doors, Lenny and Sal saw the
future in redemption and decided
to form a company, building the
foundation on redemption. The
new venture’s main core business
was then, and remains today, in
redemption.

Sal calls Lenny a true pioneer in
redemption. While at Universe,
Lenny was the first to introduce a
triple crane and a coin pusher into
the American marketplace. Len-
ny’s entire focus was on redemp-
tion—not part time or as a side line,
as some distributors view redemp-
tion today, according to Sal.
“Many distributors treat redemp-
tion like an unwanted stepchild.
They are so focused on that new
video game that redemption takes
a back seat,” he said.

Coastal has been leading the
way in redemption and is happy
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Technical services/parts/shipping/receiving, (I-r): front row—Tom Hedderman, Ben
Johnson, Mike Emory, and Jim Hughes: back row—Meredith Trimel, Al Wunch, and
Jeff Fisher.

On the Robo Bop assembly line, (I-r): Jason Bixen, Joe Lingelbach, Michael Samuels,
Osvaldo Velez, and Kerry Sprague.

with the direction redemption is
taking in the market. Sal said, “We
feel that redemption is staying on
the right path. Of course, I feel that
redemption pieces right now are
geared toward arcades and not
made for bars and taverns. But
that could change.”

Sal explained that the redemp-
tion market is growing because ex-
isting arcades are devoting more
floor space to redemption, while
new arcades are planning redemp-
tion as a centerpiece. “We are
fighting for floor space in the ar-
cades,” he said. ‘“Video games
aren’t competing for floor space as
much because a new video game
will replace an existing one in six
months or so. However, since a
redemption game can last over five
years, we are fighting for more
floor space all the time.”

He added, “We are seeing arcade
owners devote more space to re-
demption pieces than they have in
the past. For example, the norm us-
ed to be 90 percent video and 10
percent redemption. Today, it’s
more like 70 percent video and 30
percent redemption. The ROl on a
video can’t compete with the ROI
of a redemption piece.

“Video games have distinct
peaks and valleys in earnings.

There's a sharp incline, a peak, and
then a sharp drop. Redemption, on
the other hand, has a relatively
slower climb, no sharp peak, and it
doesn’t have a sharp drop. It more
or less flattens out and stays stable
for many years. And I'd like to em-
phasize that word ‘stable’ because
it’s an apt description of a good
redemption piece.”

demption is by nomeans an absen-
tee business. “It is a very serious
business that takes an incredible
amount of time and effort. But the
rewards are there. I truly believe
that to run a successful arcade to-
day, you must have redemption,”
said Lenny.

He added that operators can no
longer use price as an excuse not to

‘““Many distributors treat redemption like an un-
wanted step-child. They are so focused on that
new video game that redemption takes a back

seat.”’

Sal and Lenny make redemption
sound almost too good to be true,
so we asked them about some of
the most common concerns they
hear from operators. While both
admit that there was a lot of confu-
sion about redemption a short
three years ago, much of that has
been cleared up as more operators
take the plunge. However, they
find that there is much more em-
phasis on redemption from larger
corporate chain locations than
with independents. Why? “It takes
money to make money,” Sal said.
“But show me any other business
that is not like that!”

They want to emphasize that re-

PLAY METER 16 JUNE 1993

try redemption. “There is very little
difference in the cost of a redemp-
tion piece and a regular video
game. However, I'll say again that
a redemption game will have a
much longer life span than even
the best video game.”

Other concerns from operators
include how to value the prizes and
the tickets and how much of the
gross profits to give away in prizes.
While this was a major concern
several years ago, according to
Lenny, the accepted norm now is
between 20 and 30 percent. Of
course, he added that traffic, the
location, and the region must also
be considered.
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73 1/2"x 26 1/4"x 30"

L
P Weight: 375 Ibs
®x

Robo-Bop

93" x 56" x 39"
Weight: 495 Ibs

Jumbo
Elephant

A 68" x 26" x 68"
Weight: 195 Ibs

Jungle .- 7
Jive

82 1/2"x 24 1/2"x 29 1/2"

Jungle
Jive

88" x 49" x 45"

Weight: 850 Ibs | iR rdatend
AVAILABLE IN
e -
Trash poh it
Can 61" x 27" x 39"
All Weight: 165 Ibs
ey
Melody 27 1/2"x 44"x78"
Mouse Weight: 295 Ibs

79 1/4"x 29 1/4"x 24 1/4"
Weight: 325 Ibs

Top Gun

81"x 33 1/4"x 75 1/2"
Weight: 525 Ibs

2-PLAYER

COASTAL
AMUSEMENT
DISTRIBUTORS, inc.

601 PROSPECT STREET
LAKEWOOD, NJ 08701 @ (908)905-6662 ® FAX: (908)905-6815

Amusement Machine
Manufacturer & Distributor




COVER STORY

Lefebre, Eric Sanders, and Karen Sprague.

More sub-assembly staff: Tracy Montalvo, Lamont Fields, Diane Brown, Pedro

From left: Alice Dickens, Mary Pedrosa, Luis Camacho Vega, Christine Wimmer, and
Doris Morgan in sub-assembly.

Another concern is local law en-
forcement misperception. “Redem-
ption is a relatively new concept
and given the public’s perception
of our industry, any new idea is a
hard sell,” noted Sal. But he added
that once law enforcement officials
see that redemption is good, clean
fun for the whole family, the mis-
perceptions should clear up.

The next logical question to these
two redemption experts: What
kind of redemption game is the
most popular? “Any game must
have player appeal and redemp-
tion is certainly no exception,” ex-
plained Lenny.

Sal added, “A redemption piece
must be fun for the whole family
and have all the traits of any suc-
cessful game. Ifthat weren'’t true, I
could build a game that was no
more than a coin acceptor with a
sign saying ‘deposit coin here’ and
a ticket dispenser with one saying
‘collect ticket here.’ ”

We asked Sal if he believed man-
ufacturers thought making a re-
demption game was easier than it
really is. “I don’t think anyone
thinks it’s easy. They're not saying,
‘Hey, if Coastal can do it, anyone
can do it!" For example, I look in
awe at what companies like Sega
are doing with video. It’s nothing

short of magnificent. From the
technical standpoint, a $15,000
price tag on one of those games
doesn’t scare me. By the same
token, I'm sure video game manu-
facturers look at Coastal and
wonder how we do what we do.”

As if manufacturing some of the
top redemption games wasn'’t
enough for this young company, it
also is the exclusive importer for
two United Kingdom companies:
Harry Levy—makers of Jungle Jive
and Mardi Gras coin pushers and
novelty games like Trash Can
Alley, Magic Mirror, and Sheriff
Shoota—and Whittaker Bros.—
makers of a long list of kiddie rides.

Coastal keeps at least 200 kiddie
rides and a wide assortment of coin
pushers and novelty games in in-
ventory in addition to a healthy
supply of its own games, which are
constantly in production. “If you
call us for a game, any game, we
don’t tell you to wait six weeks.
Anything we sell is only a phone
call away,” said Sal.

It takes a number of devoted peo-
ple to make a company successful
and Coastal has them. Sal and Len-
ny call many of their employees
“lifers” because they were with
them at the beginning and joking-
ly say they will die with them at
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their desks.

The experience among the ranks
of Coastal employees is impres-
sive. Salesman Bobby Kee<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>