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EDITORIAL

n this depressed economy you take your laughs where you can get them. I
recently visited a favorite barbecue joint, which sported a new sign among
the odd rusty license plates and memorabilia from days gone by. 

You know the kind of place I mean: You’re not sure when the floors were
cleaned last, but you don’t care because the food is good. If it were too pris-
tine, it would not be authentic. When you walk in, you can hear the sounds

of chopping and smell the smoked pork that is being cut into chunks, ready to hit
that toasted bun, soon to be topped with a drizzle of tangy barbecue sauce. 

The sign was actually a banner behind the cash register that read: “I was invited
to join the recession, but I declined.” 

This is going to be my new mantra: I am going to look up, not down. I am going
to dwell on the positive, not the negative. I am going to step back to get a new per-
spective, and think of new ways to tackle problems. Call it mid-year resolutions or
recession busters.  

This issue includes several articles that offer practical information related to
today’s economic realities. Our feature on auctions checks in with five auction firms
for an update on how the economy has affected auctions, what’s changed in that
market in the last two years, what type of equipment is in demand, and what they
recommend to operators bringing equipment to an auction.

Operators who have held on to “old wood” too long may want to consider turn-
ing that warehouse-hogging product into cash that can be used to revitalize their
routes with newer equipment. 

Michael Testa of The Michael Angelo Auction Co. put it simply: “Auctions are all
about making a stronger bottom line for our sellers. What auctions can do is put
cash in someone’s pocket. In today’s economy, that’s extremely important.”  

Rob Storment of Super Auctions said, “The key to this business is to let go of a
machine when it is through making a profit.” 

Our regular column, Redemption Formula, penned by industry experts Richard
Oltmann and Jim Chapman, looks at a missed opportunity: stagnant routes and
game rooms that are falling behind the curve when it comes to the game mix. 

While it’s understandable to fear investing in new equipment, Oltmann and
Chapman recommend: “Take the hit and re-invest in games that will bring you
more money, and will keep your customers coming back more often.” They cau-
tion: “We can’t expect what worked for us years ago to work today.”    

The FEC of the Month is the Dave & Buster’s in Utica, Mich., near Detroit. Jason
Basaj, Senior Amusement Manager for Dave & Buster’s, said, “Everyone has been
hit with tough times because of the economy, especially Michigan, which has the
highest unemployment rate in the country. You would think that could really dam-
age the revenue of a family entertainment center (FEC) like Dave & Buster’s, but
not only has this store not taken a hit in the pocket book, it actually has had some
of its busiest days in the past few months.” 

What’s their secret? Basaj credits the staff and the drive for guest satisfaction.
The location has 193 games to entertain guests, and a whole lot more. He is decid-
edly upbeat about today and the tomorrows to come. 

A positive attitude is paramount to success, in life and in business. The late
industry legend Sol Lipkin, who passed away in January at the age of 104, attrib-
uted his long and healthy life to working hard, maintaining a positive attitude, and
respecting your fellow man. I’ll take that to heart. ▲

BONNIE THEARD
Editor

We want to hear from 

you about any of the 

articles in this issue or

topics you’d like to see.

E-mail:

(editorial@playmeter.net)

















stars faster than ever imagined. What
once took months and even years to
develop now happens in hours and
days. It seems that success isn’t meas-
ured in dollars and cents anymore, but
instead by Twitter followers and Face-
book friends.

In the middle of this new world
order is a company that not only
embraces technology and the immedia-
cy it provides, but also understands
how to make the present work with the
past. Incredible Technologies (IT) may
be turning 25, but when you look back
at this distinguished company’s legacy
two things stand out: an uncompromis-
ing belief in “the game” and an
unflinching dedication to the amuse-
ment operators and distributors who
are responsible for their success.

Depending on your point of view, a
quarter century can be considered a
brief moment in time—or an eternity.
But when you look at the evolution of
IT from a basement start-up to its posi-
tion as one of the most important man-
ufacturers and developers of entertain-
ment products in the country today,

oday, overnight sensations are
commonplace. The immediacy
of the Internet and social media

allow for unknowns to become super-
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Staying true to their

vision results 

in  25 years of

success for

Incredible  

Technologies.

Larry Hodgson (second from left,
standing) and Elaine (bottom, left)

along with the Play Meter staff, at a
trade show party in the early ‘90s.
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you can’t help but feel that this is only
the beginning for them.

It is with great respect for the
founders and their employees, and a
deep appreciation for the products of
IT, that Play Meter celebrates the com-
pany’s first 25 years. We wish them
many more to come.

THE EARLY YEARS
In July 1985, Elaine Hodgson and

Richard Ditton decided it was time
to do their own thing. But what to
name their new company? Elaine
came up with “Incredible Technolo-
gies” because she was looking for a
name that was all encompassing and
intentionally vague, so no matter
what direction they decided to take
the business, the name would be
appropriate.  

During the first few years they
worked for various companies design-
ing several consumer games for the
Commodore 64, Apple 2C, IBM,
Amiga, and Atari ST and had helped
create games for the popular publish-
ers Epyx, Mindscape, Cinemaware,
and Activision. 

An opportunity to develop the pin-
ball operating system and subsequent
programming, light and sound effects
for seven Data East pinballs got IT’s
founders back into coin-op. This suc-
cess gave them the confidence to start
creating their own coin-op video
games.

IT partnered with Ed Pellegrini to
develop a new bowling game for the
street market. Not realizing how popu-
lar the game was to become, Capcom
was given the rights to market the
game under the name Capcom Bowl-
ing. The game sold over 13,000 units
and received an Operator’s Choice
Award from Play Meter. IT had its first
coin-op hit.

THE STRATA ERA
The success of Capcom Bowling

gave IT the confidence to take on
even more coin-op development.
While IT still focused a great deal of

attention on work-for-hire consumer
projects, they also built a new hard-
ware platform and launched their own
coin-op brand, Strata. Many of the
early IT employees came from a coin-
op background, and the ideas were
fast and free flowing.  

“The influence of Capcom Bowl-
ing’s success was evident in many of
our sports-themed titles, including
tennis ,  basketbal l ,  bowling,  and
golf,” said Larry Hodgson, Vice Pres-
ident of Product Development. “But
we also focused on innovation and
worked to expand the boundaries of
video game genres. Products like
Wheel  o f  For tune ,  Pegg le ,  and
Arlington Horse Racing introduced
video into redemption, and games
l ike Ninja Clowns,  Time Ki l lers ,
BloodStorm, and Street Fighter The
Movie challenged the limits of tradi-
tional fighting games.” 

It was during this time that IT devel-

oped and nurtured its internal methods
of game design and development strate-
gies. It was also the time that a little golf
game known as Golden Tee was first
introduced to the world.  

THE GOLDEN AGE
In the late ‘80s Larry Hodgson

became obsessed with golf, and he
believed that he could create a full-
swing device that golfers could use
to improve their game. From this
idea was born the game that would
revolutionize the on-premise video
game market. 

RIGHT: Scott Morrison, during the
Strata years, in a trade show booth.

BELOW: From left: Scott Allie, Steve
Jaskowiak, Scott Morrison and Elaine
prepare for a big trade show in 1996;
at right: IT’s iconic “Swoosh” cabinet

was just a year old.
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The original Golden Tee Golf and
Golden Tee Golf II were modest suc-
cesses, and after a decision to drop
Strata and focus on IT, the company
needed a shot-in-the-arm. So it turned
to Hodgson and co-creator Jim Zielins-
ki to update the game. 

In 1995, new technology made the
game play experience more com-
pelling and Elaine and Richard were
convinced that Golden Tee 3-D Golf
was just the product that the street
market was waiting for. The only prob-
lem was nobody wanted it.  

“We shopped it to everyone, and I

mean everyone,” said Elaine. “We
even approached Electronic Arts.”

Since none of the big companies
were interested in investing in Golden
Tee, they decided to bring it to market
on their own. Today they laugh about
mortgaging their home and tapping
every line of credit available to them,
but at the time it was no laughing
matter.

“It was all or nothing. We had
everything on the l ine. But we
believed in the game and we believed
in ourselves,” said Elaine.

Looking back ,  the success  o f

Golden Tee 3-D Golf was two-fold: it
sold in large enough numbers that
operators asked for new course
updates, creating an ongoing rev-
enue source for the company; and it
launched one of the most important
developments in the history of the
amusement  indus try—the ITNet
system.

GET CONNECTED!
Richard Ditton is credited with cre-

ating ITNet (originally the Internation-
al Tournament System) and for envi-
sioning what a network of connected
games could do for the industry.  

“NANI (National Amusement Net-
work Inc.) was a good idea that never
had a chance in the marketplace at the
time,” he said. “Trying to get such
diverse parties as manufacturers, dis-
tributors, and operators to agree to
one set of standards and protocols was
impossible. But the concept was sound,
especially when it came to linking
players from around the world in com-
petitive events.”

This new technology allowed IT
to link its machines into one large
network, and conducting tourna-
ments and contests was a logical
extension of that concept. Although
operators at first were skeptical, the
hard work of Scott Morrison and
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LEFT: Standing, (l-r):
Leif Marwede, Jean-
Claude Van Damme,
Elaine, and Richard;
kneeling, (l-r): Ralph
Melgosa and Alan
Noon on the set of
Street Fighter the
Movie in 1995.

BELOW: Golden Tee
players celebrate their
$42,000 donation to
Make-A-Wish during
the 2008 Golden Tee
Players Charity
Championship.

C VER STORY

Peter Jacobsen (l) and Larry Hodgson at the
debut of Golden Tee 3-D Golf in 1996.
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from
the members of
Promo Nation

Thank You for 25 Years 
of Success

In that time...facilitating 
and supporting our operator group

To 25 more years...

Cheers!

Best wishes to     for
Continued Success 

from all of us at
Midwest Electronics



PLAY METER 38 JULY 2010

Mike Hanson convinced them to try
it. Since 1996, ITNet tournaments
and contests have generated over a
billion dollars in revenue for opera-
tors and locations.

Monthly International Tournament
System (ITS) contests resulted in the
creation of something that no one in
the amusement industry could have
ever predicted—a community of Gold-
en Tee players.

A LEAGUE OF PLAYERS
According to Scott Morrison, the

monthly Golden Tee 3-D Golf ’s ITS
tournament leaderboards were the
genesis of the player community. Cer-
tain player names consistently placed
at or near the top of the tournament
charts every month. When these top
players were invited to compete in the
first live Golden Tee National Champi-
onship, the company was stunned at
the response.

“We conducted the tournament
on the floor of the Amusement and
Mus ic  Opera tors  Assoc ia t ion
(AMOA) International Expo in Las
Vegas  in  1996,”  Morr i son sa id .
“Sure, the players who came from
around the country were there to
compete, but surprisingly, they also
came to meet the other guys who
they only knew by name. In these
first national tournaments the seeds
of what sprouted into the Golden
Tee player community were sown.”

Since then the Golden Tee player
community has purchased nearly one
million Golden Tee Gold Cards, and
have competed in over a million con-
tests featuring $50 million in prize
money. Their loyalty, passion, and
dedication for the game have driven
the company to continue to create
annual new course updates that both
tease and delight .  Every fal l  the
release of the new courses is still the
biggest day of the year for the amuse-
ment industry.

Technology advances again led the
company to update the game in 2000.
Golden Tee Fore! became a pop cul-

ture phenomenon that expanded the
ITNet system to over 20,000 games.
In 2005, Fore! segued into Golden
Tee LIVE, and now everyone is con-
nected during every game.

“As a manufacturer of high tech
software and hardware, technology
keeps pushing us harder and harder
everyday,” said Morrison. “But we’ve
always been careful not to push
change on our customers. We’re sensi-
tive to the fact that return on invest-
ment (ROI) keeps getting longer and
longer for operators during these chal-
lenging times. We want our games to
continue to be the best deal in the
industry.”

Golden Tee Golf celebrated its own
anniversary in 2009 when it turned
20 years old. When asked about the
future, the company said it plans to
keep the game meaningful and rele-
vant for years to come.

“Jim Zielinski isn’t the rollicking
young bachelor he was when we
first sat down to make Golden Tee,”
said Larry Hodgson. “He’s now a
married father of two, and though
he’s older—he’s also wiser—and that
wisdom has led him to create some
of the most challenging and enter-
ta in ing gol f  courses in the long
history of the game—and the players
love it.

ABOVE: Elaine
and Richard

pose as spies
for Secret

Service, a Data
East  pinball.

RIGHT: Richard,
David Thiel and

Elaine at the
beginning of IT.

Thiel was IT’s
first employee.

C VER STORY
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Sincere thanks for your continued support from all of our companies.

yea
rs

Congratulations to all of our friends and business associates at

Incredible Technologies for 25 years of innovation and creativity in

game design, development and deployment.

Elaine, Larry, and Richard, through your leadership you have

established a clear vision for growth and you created a true culture

of innovation for all of your team members within your company.

On behalf of Trent Looney, 3M Touch Systems; Rebecca White,

Money Controls International; Fred Kesselman, Catapult Global;

Jim Tsalidas, Advanced Input System; Jean Louis Drapeau,

Nanoptix; and Denny, Jim, and John, James Industries Inc. 

We wish you continued success for the next 25 years and beyond.
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“It amazes us that after all these
years the game still resonates with
men who want to socialize with their
friends while having a beer. We’re
thankful for every operator and loca-
tion that makes our games available
for their customers. It truly is a won-
derful partnership.”

MORE THAN GOLF
Since the debut of Golden Tee 3-D

Golf in 1995, IT developed a string of
hits that’s been unsurpassed in the
amusement industry.  

“We’ve always been more than
Golden Tee,” Elaine Hodgson said.
“But sometimes you need to remind
people because Golden Tee is such a
powerhouse.”

1997 - World Class Bowling
1997 - Shuffle Shot
2000 - Big Buck Hunter (All ver-

sions done in collaboration with Play
Mechanix)

2001 - Big Buck Hunter Shooter’s
Challenge

2002 - Carnival King
2002 - Big Buck Hunter II
2003 - Touch IT
2004 - Silver Strike Bowling
2005 - Big Buck Hunter Call of the

Wild
2006 - Silver Strike Bowler’s Club
2007 - Target Toss Pro—Bags
2008 - PowerPutt Mini-Golf
2009 - Target Toss Pro—Lawn

Darts
2010 - Silver Strike LIVE

IT’S ALL ABOUT
THE GAME...

It would be easy for Elaine and
Richard to rest on their laurels and to
kick their feet up and relax. And who
would blame them if they did? But
retirement isn’t on the agenda as they
look to the future.  

“We still have work to do,” Richard
said. “There are over 20,000 games
connected to ITNet, and the players
who compete on those machines need
to get their money’s worth every
game. Our new Showpiece cabinet has

re-energized earnings wherever it’s
installed, but there are operators who
are reluctant to try them.”  

He continued, “We’re going to be
creating games for a new generation of
bar-goer that will be fun, engaging,
and addictive, and just as important—
they will fit into their lifestyle and
make sense. 

“Operators are at a crossroads. If
they expect gaming to save them, then
they may as well go to a casino now

and roll the dice because it’s no sure
thing. Great games that provide com-
pelling entertainment that’s socially
relevant will always be in demand on
the street. That’s the secret to success,
and that’s what we’ll always strive to
achieve.”

...AND IT’S ALL ABOUT
THE PEOPLE

When Elaine is asked what keeps
her coming to work after 25 years,
she’s quick to answer that it’s the peo-
ple: “The people who have built IT
from the beginning and stayed even
when it looked scary; the people who
have been with IT for only a short
time with high energy and new per-
spectives; vendors that help solve
problems; customers that utilize IT’s
goods and services for their livelihood;
and players who love our games. We
thank them all and truly appreciate
each of their roles in the process.” 

Elaine encourages everyone to help
keep a good thing going.

For more information on IT, call
(800)262-0323; Web (www.its
games.com). ▲

C VER STORY

Nearly one million Golden Tee Gold Cards have been purchased by players since 2000.

“Great games that
provide compelling
entertainment that’s
socially relevant will
always be in demand
on the street.That’s the
secret to success, and
that’s what we’ll always
strive to achieve.”
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From your

friends at

Congratulations to
for 25 years!

Elaine,

As part of an elite group of women in executive
positions in our industry, I salute you!

Congratulations!
Lauran Bromley

2525

from everyone at 

H.A. Franz & Co.
Houston     •    Dallas     •    San Antonio

1-800-392-5623    1-800-724-0760    1-800-595-9536

CONGRATULATIONS!
Here’s to Another Successful 25

We congratulate the 
entire team at     for 

25 years of innovation.

From your 
friends at
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How does a company stay ahead in the highly competi-
tive world of entertainment for 25 years?    

Elaine Hodgson and Richard Ditton, Founders of
Incredible Technologies (IT), shared their views on this
subject with Play Meter on the occasion of IT’s 25th
anniversary.

Even with a well-established brand such as the Golden
Tee sports video franchise, the ever-changing market-
place and the depressed economy present challenges.
There is always a new kid on the entertainment block:
yesterday the iPhone and Wii; today the iPad.

“We’re inventors and experimentalists,” said Hodgson.
“We’re always trying something new, and will continue to
do so in the future. We add new aspects to our games,
add new business features,
and add more ways to bring
more money into our games
every year.”

She added: “Richard and
I are good partners, and
have a good balance, which
has helped us survive. And
our connection with the
players has helped us be a
strong manufacturer, ever
since we started the tourna-
ment system.”

Ditton said, “IT leads the
way in providing tools for
promotions. Gone are the
days of just setting games
in a bar and waiting for people to play them. You have to
promote your equipment. In effect, you become a promo-
tions company, and give people reasons to play your
games.” 

Hodgson and Ditton are acutely aware of the allure and
availability of advancing and competing technology. Ditton
commented on the power of the iPhone: “What you can
hold in your hand, and access, is greater than what we
were developing 10 years ago.”   

Hodgson said, “The iPad puts the Internet, e-mail,
books, maps, and relevant applications (apps) close to
you on a big screen format. The games are good, which is
where the trouble lies for coin-op. We can’t deliver some-
thing with all this power in a bar or an arcade for $500. 

“Steve Jobs at Apple has done more to affect the coin-
op industry than anyone else. The iPhone and iPad are
compelling, and so good they take our attention away. The
real genius is in the simplicity of the user interface. It’s been
made easy to use the apps that can be downloaded.”

To sum up, Hodgson said, “Access to good technical
devices is easy. You don’t have to drive somewhere for
entertainment. It’s unfortunate for our industry, but it’s part

of our society. Our audience is young people with discre-
tionary time. We have to understand what they are using,
and reach them.”

Following that strategy, IT utilizes social media sites
such as Facebook, MySpace, YouTube, and Twitter to
communicate with its player base and get them more
interested in IT games. For example, when a player gets a
great shot on Golden Tee, he can upload it to YouTube
and let his friends know. When you play a Golden Tee
game, you can go to Facebook and say where you are
and who you meet while playing the game. 

“Golden Tee is a wonderful brand,” said Hodgson, “and
it is still one of the most popular games available. We
recently released an update for Silver Strike Bowling—Sil-

ver Strike LIVE. We want to
keep engaging the player
base, and bringing in new
people. There is always a
new person turning 21, and
going out to the bars. We
look at everything that is
new and current, explore
what is successful, and
learn from it.”

Ditton said, “That’s what
we did with the showpiece
cabinet; i t ’s a modern
update to our product line.” 

Hodgson explained,
“People are accustomed to
big, high resolution moni-

tors. We have to look as good as what they have in their
homes.”

Hodgson cautioned, “We cannot lose sight of the
industry we are in: the entertainment industry. We are not
in the business of making money out of a box. We are
entertaining people, and getting them to pay for it, so we
had better know how to entertain them. We cannot give
them poor equipment because they have other options.
We have to figure out how to continually entertain people
in our market.” 

She continued, “If there is any lesson to surviving for
25 years, it’s that you don’t stand still. You embrace
change, take advantage of it, and look further ahead. We
all have to be realistic, and plan correctly. The industry will
not be the way it was; it is going to be different. We have
to be open to change because that is what we are all
going to face. You can’t think about the last 20 years, but
think ahead to the next 10 years.”    

When asked to cite the company’s biggest accomplish-
ment, Hodgson replied, “We never missed a payroll. We
always met our commitments. We did what we said we
would do. And we’ve taken care of our people.” ▲

Richard Ditton and Elaine Hodgson of IT.

Keys to longevity
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It's all about the company!

Congratulations on 
25 years of success!

From your friends at

Thank You 
and congratulations 
for an “incredible” 

25 years

From everyone at AVS
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CONGRATULATIONS

on 25 Years of Success!
From your friends at

From your friends at

on your 
25th Anniversary
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Billings, MT
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Congratulations 
Incredible Technologies!

You are a real 
industry showpiece!

May you enjoy another 
25 years of success.

All the best.

Congratulations 
Incredible Technologies!

You are a real 
industry showpiece!

May you enjoy another 
25 years of success.

All the best.

LAI Games salutes 
Incredible Technologies for 

25 years of excellence in coin-op! 

Your dedication to innovation has 
helped make our industry great.

Congratulations to

IT’s 25th and best 

wishes for the future!

Donovan Fremin

985-447-4713



Congratulations     on your 25th Anniversary
One Quarter at a Time!

Here’s hoping the next quarter century will prove equally successful!
from Carol Lally and staff at
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ust reading the menu will make you hungry: Philly
Cheese Steak, Teriyaki Sirloin, Parmesan-crusted Chick-
en Caesar Salad, Blackened Chicken Pasta, Bananas

Foster Pie, and Frosty Mug Cookie Sundae. Yum!
If you think that is tempting, try your hand at playing

the 193 games on the Million Dollar Midway. Then cross
over to the 12 billiard tables and four shuffleboard tables,
and step up to one of two
bars for a refreshing brew
while checking out sporting
events shown on 25 high-
definition TVs.

The Dave & Buster’s store
in Utica, Mich., is a testament
to the company’s long suc-
cess story. The dining/enter-
tainment complex chain
began in 1982 and now has
60 locations.

Despite the downturn in
the economy, this store is
f lourishing. Jason Basaj ,
Senior Amusement Manager
for Dave & Buster’s, said,
“Everyone has been hit with
tough times because of the
economy, especially Michi-
gan, which has the highest
unemployment rate in the
country.”

He continued, “You would
think that could really dam-
age the revenue of a family
entertainment center (FEC)
like Dave & Buster’s, but not only has this store not taken a
hit in the pocket book, it actually has had some of its
busiest days in the past few months.”

Why the steady traffic? Basaj said, “The reason is the
excellent staff and the drive they have for guest satisfaction.
In rough times, the FECs that do well probably have one
thing in common, and that’s making sure the guests are

taken care of. If you take care of them, they will take care
of you.”

Basaj supervises 10 stores in the region: two in the
Chicago area; four in Ohio, including Cincinnati, Cleveland,
and two in the Columbus area; Maple Grove, Minn.; Indi-
anapolis, Ind.; Wauwatosa, Wis.; and the Utica, Mich., store.

The 55,000-square-foot location opened on March 31,
1998; it’s about 20 miles
from Detroit. The expansive
game room features 60 per-
cent redemption games and
40 percent video games. 

According to Basaj ,
“Redemption is king here,
with about 80 percent of
revenue coming from re-
demption games in the Big
Midway.”

Popular items at the Win-
ner’s Circle prize center
include pub glasses and shot
glasses with the D&B logo,
large D&B playground balls,
and D&B sweatshirts and T-
shirts. Larger prizes include
the Nintendo Wii, Xbox 360,
and PlayStation 3, as well as
games for the systems. 

Party rooms accommo-
date private and corporate
events; sports events are
broadcast with the store’s
Direct TV package.  

Half-Price Wednesday is a
popular promotion scheduled through the summer. The
location also offers Eat & Play Combos with a variety of
different meals that come with a D&B Powercard good for
use in the Million Dollar Midway. The D&B Powercard
works in conjunction with Sacoa Playcard System card
swipe hardware. For more information, call (586)930-
1515; Web (www.daveandbusters.com). ▲

FEC OF THE MONTH
Bonnie Theard

Michigan Dave & Buster’s  
thrives in tough times

vitalstatistics
Facility: 

Dave & Busters

Location: 
45511 Park Ave., Utica, Mich.

Opened: 
March 31, 1998

Size: 
55,000 square feet 

Attractions: 
12 billiard tables, four shuffleboard tables, two
large party rooms, Million Dollar Midway with
193 games, Winner’s Circle prize redemption
center, full-service restaurant, and two bars
with high-definition TVs for sports viewing.
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ommend to operators bringing equip-
ment to an auction. 

Auction & Real Estate Sales of
Nashville, Tenn., has conducted auc-
tions of coin-op equipment since 1994;
Super Auctions of Huntington Beach,
Calif., has more than 20 years of expe-
rience; The Michael Angelo Auction
Co. of Cincinnati, Ohio, has hosted auc-
tions for 12 years; Auction Game Sales
of Rockvale, Tenn., has held amuse-
ment equipment auctions since 1981;
and Yorkfire Auctions of Phoenix, Ariz.,
entered the field one year ago.  

RECENT CHANGES
According to Rob Storment of Super

Auctions, “Our firm noticed a downsiz-
ing of operations for major family
entertainment centers (FECs) in the
past few years, and our company

Going once,

uctions have proven to be a viable
avenue for operators to sell equip-
ment, to invest those dollars in new
purchases, and to seek out recent
games in good condition to supple-
ment their routes. 

Auctions can be held on-site
at an entertainment facility or

at a larger venue on a
regional basis. Bidders are
usually a blend of operators

and homeowners. Homeowners attend
auctions to find favorite nostalgic
games to provide entertainment
options at home for family and friends.  

Play Meter checked with a number
of auction companies to find out how
the economy has affected auctions,
what’s changed in this market in the
last two years, what type of equipment
is in demand today, and what they rec-

going twice,

sold to.....

Bonnie
Theard
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became a specialist in attracting buyers
of these assets that were previously
being sold in bulk to one or two indi-
vidual operators.

“A lot of first time auction buyers
are attracted to these types of auctions
because of the condition of the equip-
ment and various items that would
complement their existing locations.
It’s not uncommon to have as many as
1,000 bidders actively bidding on
these prime amusement assets and
accessories, and actively traveling vir-
tually worldwide.” 

Michael Testa of The Michael Ange-
lo Auction Co. commented, “We’re
seeing fewer buyers, and there has
been a big shift in what people are
looking for. Where once we sold an
arcade game for $2,500, this year the
same game may bring $1,200 or
$1,000.”

Testa continued, “Companies used
to sit on hundreds of games in ware-
houses; now they want to alleviate
those storage costs. There are three
ways to pay for items at the auction:
cash, company check, and credit card.
We’ve seen an increase in the use of
credit cards, even from bigger FECs.” 

Mark Floyd of Auction Game Sales
said, “We’re seeing fewer newcomers
to the amusement equipment industry,
and many of the experienced business
owners are retiring. Equipment prices
seem to have fallen, and less new
equipment comes out. Operators tend
to hold on to better pieces, as there
are fewer options for replacement.”

EFFECT OF ECONOMY
The Great Recession has impacted

auctions. Chuck Ryan of Auction &
Real Estate Sales commented, “The

economy has a dramatic influence,
some good and some not so good.
While equipment prices through con-
ventional distributors have soared, the
prices at auction have remained strong.
A piece of equipment will bring what it
is worth at auction. Overall, it seems
that the amount of equipment at auc-
tions has increased dramatically.” 

Storment contributed, “The econo-
my has definitely affected prices and
the amount of machines auctioned at
our weekly consignment auctions held
throughout the U.S. Our company has
reached out to homeowners via radio,
TV, newspapers, press releases, Inter-
net marketing, print advertis ing,
brochures, and other methods to help
keep prices stabilized.”

Corey Hauge of Yorkfire Auctions
said, “The economy has reduced the
number of machines at auction, and

A crowd bids on
games at a Super

Auctions event.

“What auctions can do is put cash in someone’s pocket.
In today’s economy, that’s extremely important.”
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the quality of the machines has been
declining as well.” 

Floyd commented, “The economy
has definitely affected both the num-
ber of machines and the types of
machines coming to the auctions.”

For Testa, it’s not
so much the econo-
my, but the approach
to auctions: “The
majority of our auc-
tions are absolute,
meaning we are seri-
ous about sel l ing
games; we’re not
testing the water to
see what someone
will pay. Everyone has a magic num-
ber for an item. It does not matter
what you paid for it brand new; that’s
irrelevant. It produced for you, and
now it’s time to move it on.”

Testa added, “We’ve seen a lot of
operators closing shop, and some of
the older generation of operators are
scaling back and only buying the
cream of the crop for their locations.
Auctions may have as many as 500 to
600 games, a real mix of the good, the
bad, and the ugly.

“If you are thinking of retiring, it’s
time to push those old games out. Auc-
tions are a great platform for doing
that. We expose the games to a greater
market.”

HOMEOWNER MARKET
Are more homeowners or fewer

homeowners looking for equipment
for recreation rooms? The answer
varies greatly.  

“Homeowner attendance at our
auctions has increased,” said Ryan.
“We find that they will pay more for
equipment than operators will pay.”

Hauge agreed: “I am seeing more
homeowners looking for equipment.” 

Storment said, “Fun is what we sell.
We are in the nostalgia business; our
prime target is male, age 24 to 45,
with a growing family. People are stay-
ing home more and enjoy making
their own in-home game room with

the games they
love to play, all
at affordable
prices.”  

Floyd is having a different experi-
ence: “Fewer homeowners are looking
for equipment for home recreation
rooms. Most homeowners don’t have
the disposable income to purchase
these items like they did a few years
ago.”

“Homeowners don’t have a concept
of the value of the games,” explained
Testa. “They get shell-shocked when
we sell a game for $3,000. Homeown-
ers often want a classic game really
cheap.”  

Testa mentioned another market
for used equipment. “The untapped
market is the foreign market,” said
Testa, “a great destination for arcade
games. A game may have had its run
of popularity in the U.S. but be fresh
and new overseas. We had a buyer
from Mexico who purchased games for
an amusement park opening. Forty-
five percent of the games were what
would be considered ‘a horse that’s
already been shown.’”  

POPULAR EQUIPMENT
What type of equipment is most in

demand at auctions? Hauge put it sim-
ply: “Pinball machines, no contest.”

“Pinballs are still the hottest sellers,”
offered Storment, “and any type of
older, classic arcade games from Atari,
Midway, Nintendo, Stern, Williams,
and other companies. Operators are
looking for newer items, especially

redemption games, shooting games,
and driving games.”

Ryan said, “Interactive games that
are not available on home systems are
in demand. Video games and pinball
machines are still desirable items for
homeowners for game rooms.” 

“We’re seeing a lot of interest in
redemption games and kiddie rides,”
noted Testa, “and the better video
games. Of course, it changes like the
weather.”

Floyd said, “There is not really a
definit ive type of equipment in
demand. Operators are basically look-
ing for equipment that is a proven
earner and less of the filler type of
equipment.”

PART WITH OLD WOOD
When a game has served an opera-

tor well, it may be tough to part with
it. Nostalgia aside, many operators take
advantage of auctions to clear their
warehouse of old wood to reinvest in
new products.

Storment said, “I can understand an
operator’s point of view that it is hard
to let the older equipment go. The
operator remembers that he paid
$1,900 for that machine six years ago.
But that piece has been rotated
throughout his route, and hopefully he
has made a nice return. Now it’s essen-
tially costing him money sitting in a
warehouse.”

He continued, “We’ve seen this
over and over. The key to this business
is to let go of a machine when it is
through making a profit. I’ve watched

The staff of Yorkfire
Auctions check

games.

An FEC auction conducted outdoors
by Super Auctions.

FEATURE
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the largest operators in the market.
They do not warehouse items. When
the machine is no longer profitable,
they auction it and use the proceeds to
buy the next latest machine. 

“Our firm specializes in emptying
out warehouses for our auction cus-
tomers at no upfront fee from the
operator or amusement firm, and get-
ting these items to auction.”  

Ryan commented, “Unfortunately,
some operators can’t turn loose of the
original price they paid for that old
piece of equipment, and will let it sit in
a warehouse and lose value rather
than load it up for auction. Many
savvy operators bring older, non-
productive equipment to auction to
get the most for their equipment,
take the cash, and buy more equip-
ment for their routes.”

Floyd said, “As collections have
decreased, operators are becoming
more willing to part with the older
equipment. This creates cash flow
to allow for the purchase of new
equipment as they try to increase
their revenue. They are also more
willing to sell their old equipment
in an attempt to clear out ware-
house space.”

Hauge had another take on this
subject. “The trend I see on the West
Coast is that operators are using
Craigslist to dispose of the ‘old wood’
instead of at auctions. I am not sure if
auction houses are seeing the same
trend in the Midwest and on the East
Coast.”

DISTRIBUTOR ROLE 
Do distributors play a role in auc-

tions? “Yes,” said Floyd, “they are also
trying to increase their cash flow and
clean out warehouses.”  

Ryan commented, “Several distribu-
tors are not only taking trade-ins to
auction, but also selling new equip-
ment at auction. Some have found
they can set up a booth at an auction
and generate sales demonstrating new
equipment to the large number of
operators at auctions.”

Storment said, “We have worked
with several distributors coast to coast.
We help stimulate new sales with a
trade-in day. We collect the older
machines, and apply proceeds to that
distributor’s customer accounts receiv-
able. I think distributors can see how
working with auction companies can
be a profitable revenue stream, and
can help assist operators who have
warehouses of older equipment that
the public craves.”

He added, “This can also help stim-
ulate new sales for the distributor in
opening up a new channel that doesn’t
compete with other operators. When

we began our firm, our platform was
always two markets: the home market
and the operator market, and that was
pre-eBay. This has been a cornerstone
of our growth ever since.” 

RECOMMENDATIONS
What do the auction companies

recommend to operators who want to
bring equipment to the auction? 

Cleanliness is important. Hauge
explained, “I recommend that opera-
tors bring in equipment that is work-
ing. The value of a machine that is in
working order will often sell for more
than double what it would sell for if it
is not working.” 

Floyd agreed: “Take the time to
clean the equipment and make sure
that it is n proper working order.
Good, clean, working equipment will
bring more money at auction.”

Ryan said, “It never ceases to

amaze me that even seasoned opera-
tors will pull equipment off location
and take it straight to auction in dirty
condition, not working, or missing
locks. Cleaning equipment prior to an
auction can increase the value by
$100 or more. Removing route locks,
replacing them with cheaper locks, and
leaving the game location-ready will
make the equipment bring far more
money at auction.”

“You have to be realistic about the
value of the equipment,” said Testa. “If
it’s not the day for a Rolls-Royce to be
sold, it won’t be sold. But if you want
$4,000 for a game that in today’s mar-

ket is going to fetch only $2,000,
that’s unrealistic. I love my truck,
but I know it’s not worth what I
paid for it originally.”

Testa posed a question: “Where
can you come but to a public auc-
tion and sell a large volume of
arcade games? A coin-op auction is
an event that’s been advertised to
attract interested bidders. We try to
bring in new blood and draw new
people to the auctions. We offer
live auctions and interactive auc-
tions on the Internet so bidders can

bid in both worlds. The biggest strug-
gle is that you are buying a used item.
You need to know how to work on the
games if you are new to the amuse-
ment business.”  

Testa added, “If you are thinking of
retiring, it’s time to push those old
games out. Auctions are a great plat-
form for doing that. We expose the
games to a greater market. When you
sell in a controlled market like an
eBay platform, you have only so many
eyes looking at it. Is every auction suc-
cessful for the auctioneer? No, but we
offer items in a competitive environ-
ment.” 

In conclusion, Testa said, “Auctions
are all about making a stronger bot-
tom line for our sellers. What auctions
can do is put cash in someone’s pock-
et. In today’s economy, that’s extreme-
ly important.” ▲

Games arrive
at Yorkfire
Auctions.

“The economy has definitely affected both the number of
machines and the types of machines coming to the auctions.”
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www.playmeter.comCLASSIFIEDS

READERS/
ADVERTISERS

We do not knowingly accept ads
for copies or licensed games 
involving a third party. We do not
print prices on games currently in
production. We encourage 
advertisers to include their name,
address, and phone/FAX numbers
for the purpose of credibility. We
do not accept ads from companies
who consistently advertise 
products they do not have or from
companies that we receive
multi-complaints about.

PLAY METER
MAGAZINE

Play Meter’s classified advertising is primarily intended for: buyers and sellers of used equipment, support and supply
firms and employment opportunity ads. You may pay by check, money order, Visa or Mastercard. The deadline is usually
before the 12th of the month prior to issue (example: August ad must be in before July 12). Send ad orders to Play Meter
Magazine / P.O.  Box 337 / Metairie, LA 70004 or fax: (504) 488-7083.

FOR MORE INFORMATION, CONTACT CAROL LEA: (504) 488-7003
If you have problems with or questions about any advertiser, PLEASE CONTACT US. We keep a file on all complaints.
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MONITOR
GET WELL KITS

SAVES TIME AND MONEY
ON MONITOR REPAIRS!

Monitor repair kits repair picture 
warping, blacking out, smearing, jail
bars, vertical shrinking, etc. All kits

come with easy to install instructions
and free technical help.

Kit101: Electrohome GO7-CBO 19" 17 parts - $7.95

Kit201: Wells-Gardner K4600 series. 21 parts-$6.95

Kit202: Wells-Gardner K4900 series. 16 parts-$7.95

Kit203: Wells-Gardner K4800 series. 16 parts-$7.95

Kit204: Wells-Gardner K7000 series. 17 parts-$6.95

Kit206: Wells-Gardner K6100 X-Y monitor.  Includes 

6 deflection transistors, diodes, etc.  30 parts- $14.95

Kit220: Wells-Gardner U2000. 33 parts-$8.95

Kit221: Wells-Gardner U5000. 34 parts-$8.95

Kit225: Wells-Gardner U2000, U5000 vertical repair 

kit Includes TDA1771 vertical IC. 7 parts-$8.95

Kit240: Wells-Gardner K7201. 18 parts-$7.95

Kit244: Wells-Gardner K7203. 32 parts-$7.95

Kit250: Wells-Gardner K7400, K7500. 39 parts-$8.95

Kit260: Wells-Gardner D9200. 64 parts-$9.95

Kit301: Nintendo Sanyo EZ-20. 25 parts-$6.95

Kit302: Nintendo Sharp 19". 24 parts-$7.95

Kit802: Hantarex MTC-9000. 19 parts-$7.95

Kit810: Hantarex Polo monitor. 27 parts-$7.95

Kit830: Neotec NT27, 29, 31 series. 52 parts-$8.95

Kit832: Neotec NT2700,01,02, NT3500,01,02 

series repair kit. 53 parts-$8.95

Kit834: Neotec NT2500, NT2501, NT2515C, 

NT25E repair kit. 37 parts-$8.95

Kit920: For Pac Man, Ms Pac Man logic board. 

Eliminates hum bar in picture. 4 parts-$6.95

DISCOUNT! Buy ten kits and take
$1.00 off each kit.

FLYBACKS! Electrohome, Hantarex,
Wells-Gardner, Neotec, etc. $24.95ea

We make kits for every monitor.  Just ask
for your make and model number.

ZANEN ELECTRONICS
888-449-2636 (orders only)

806-829-2780, FAX 806-829-2781

Zanenelectronics@aol.com

★MUST SELL★

Best offer by July 15th
Call (713) 922-8672

(7) cherry games
(13) redemption games
(1) big air compressor
(20) wood benches 
(2) helium tanks
(2) redemption prizes cabinets
(2) video game cabinets
(1) jumbo skill crane
Fun Time sign letters 
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Amusement
Entertainment
Management, LLC

“In The End, The Best Consultant Always
Saves You More and Costs You Less”

A division of Alpha-Omega Amusements, Inc., 12 Elkins Road, East Brunswick, NJ 08816
Contact Frank Seninsky or Jerry Merola at (732) 254-3773, e-mail us at 

Profitwizz@aol.com or Fseninsky@aol.com, or visit our website at www.AEMLLC.com

❏ Project Feasibility Studies   ❏ Architectural Design & Theming

❏ Game and Attraction Sourcing, Purchasing, and Resale Services

❏ Business & Marketing Plan Creation  ❏ Facility Upgrading and Revitalization

❏ Operating and Performance Audits

Frank Seninsky, President

Alpha-Omega Sales, Inc., 12 Elkins Road, East Brunswick, NJ 08816
Fax: 732-254-6223 E-mail: Fseninsky@aol.com, or visit Web Site: http://www.AlphaOmegaAmus.com

ALPHA-OMEGA SALES, INC. Established in 1969  
Alpha-Omega Sales is a leading force in the coin-op entertainment industry. 

We sell both new and reconditioned video, redemption, and pinball to foreign & domestic
markets. Games are reconditioned to your satisfaction, and come with a 60-day guarantee.
Call us for complete details, and our full 13-page Price List!

Phone: 732-254-3773  Toll Free: 800-253-4045

Frank
“The

Crank”
Seninsky

Reconditioned Sit-Downs
Afterburner Climax Dlx . $7,999
Crazy Taxi High Roller . . $1,999
Initial D3 Twin . . . . . $5,999
Lost World. . . . . . . . . $3,399
NASCAR Std . . . . . . . $3,999
Need for Speed U/G. $2,999
Ocean Hunter Env . . $2,999
Outrun 2 . . . . . . . . . . $2,499
S.F.Rush 2049 Sp. Ed. $1,999
Star Trek Voyager . . . $2,599
Star Wars . . . . . . . . . . $1,799
Tsunami Deluxe . . . . $3,999
Mario Kart Twin . . . . $9,999

Novelty
Boxer Coney Island. . $2,599
DDR 8th Mix . . . . . . $4,999
Drill-O-Matic . . . . . . . $1,799
Gravity Hill . . . . . . . . $1,299

Reconditioned Redemption
Atlantis 4 pl. . . . . . . . $3,999
Austin Powers 2 pl. . . . $999
Big Haul. . . . . . . . . . . $2,299
Break the Bank . . . . . $2,999
Cat N’ Mouse . . . . . . . $1,999
Cyclone Jr. . . . . . . . . . $1,799
Double Jam . . . . . . . . $1,599
Dozer . . . . . . . . . . . . . $1,999
Gold Coast 1 pl . . . . . $1,999
Gold Rush . . . . . . . . . $1,699
Goldzone 1 pl . . . . . . $1,999
Popcorn . . . . . . . . . . . $2,499
Ribbit Racin. . . . . . . . $1,299
Simpson’s Kooky Carn. . $2,999
Spin Doctor. . . . . . . . $1,599
Stop the Clock . . . . . . . $999
Ticket Troopers . . . . . $3,499
Titanic 3 pl . . . . . . . . $2,599

Reconditioned Video/Pball
Arcade Classic . . . . . . $1,299
Aliens Upright . . . . . . $2,999
Ghost Squad Evo. Dlx . $5,999
Golden Tee Fore. . . . . . $999
Gunblade Deluxe . . . $1,599
House of Dead 4 pl UR . $3,999
NASCAR Pinball . . . . $3,099
Mo Cap Boxing . . . . . $2,699
Monopoly Pinball . . . $2,499
Pirates of Caribbean Pball. $3,199
Ripley’s Believe It or Not $2,599
Silent Scope 2 . . . . . . $1,799
Space Invaders/Qix . . $1,699
Time Crisis 3 Twin Std . $5,999
Time Crisis Twin Dlx . $7,999
Top Skater Dlx . . . . . . . $1,099
Warzaid . . . . . . . . . . . $1,799
World Kicks . . . . . . . . . $999

LOOK
AT THIS NO ‘RISK‘ DEAL!!!

DEEP-DISCOUNT GAMES LEASE
Features Include:

☛ Choose the Games You Want
☛ Mid-Lease Rotation Options
☛ Generous Freight Allowance
☛ Fully Warranted Boards,

Monitors & Power Supplies
CONTACT:

JOSEPH CAMAROTA III
SALES MGR.

CONTACT
Parts Central

Your one stop source for all
game parts & accessories.

Our response time and 
commitment to our customers

remains unrivaled
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SEASIDESEASIDE
GAMINGGAMING

• ELECTRONIC COIN MECH  . . . . . . . . . . . . . . . . . . . . .$25

• ELO TOUCHSCREEN CONTROLLER  . . . . . . . . . . . . .$40

• 19” ELO TOUCHSCREEN  . . . . . . . . . . . . . . . . . . . . . . .$75

• CERONIX CHASSIS (2092/2093) W/EXCHANGE  . . . . .$100

• ITHACA 750 THERMAL PRINTER  . . . . . . . . . . . . . . . .$100

• CASH CODE AMZ PLUS DBA  . . . . . . . . . . . .$75(reduced)

• CASH CODE AMZ PLUS STACKERLESS DBA  .$75(reduced)

• PYRAMID/APEX 5400 STACKERLESS DBA . . . . . . . .$125

• GAME HARNESSES . . . . . . . . . . . . . . . . . . . Call for pricing

• METAL CABINET PARTS (POG/Cadillac Jack) . . Call for pricing

866-387-4263
www.seasidegaming.com

“NEW” 5-Player Blackjack
with Mars 2800 DBVs and Thermal Printer

42” LCD Monitor (only 1 left!).....$9,995

1-888-EZ1-PINS

www.valleyinvestmentpartners.com

1-888-391-7467
Email: sales@valleyinvestmentpartners.com

• 20 minute domestic, 5 minute golden triangle.
• Pins are guaranteed to be unique and for

single usage only. We do not recycle pins!
• Compatible with RKS files or eproms.
• Starting at 2 cents/pin.  Further discounts given 

based on quantity purchased.
• Fast delivery!

Are you paying too much for your
phone card sweepstakes pins?

7260 W. Azure Drive  Suite 140-715
Las Vegas, NV  89130
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Blue Bar 
Vending

Offering a complete line
of Bulk Vending 

Equipment and Supplies
All at Discounted Prices

800-869-0724
fax:626-337-6618

email: gsi99@yahoo.com
www.bluebarvending.com
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FOR SALE

QUARTERTIME AMUSEMENTS
(410) 358-8311 Michael

1. Claw Machines
2. Coin Changers
3. Ice Balls
4. Sports Arenas
5. Air Hockey Tables
6. Video Games
7. Punching Bags
8. Bill Breakers
9. Photo Booths



3M Touch Systems . . . . . . . . . . . . . . . . . . . . . . . . . . . .39  . . . . . . . . . . .630-654-3927  . . . . . . . . . . .www.jamesindustriesinc.com
AAMA . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .31  . . . . . . . . . . .866-372-5190  . . . . . . . . . . .www.coin-op.org
Advanced Input Systems/Esterline  . . . . . . . . . . . . . . .39  . . . . . . . . . . .630-654-3927  . . . . . . . . . . .www.jamesindustriesinc.com
American Vending Sales (AVS)  . . . . . . . . . . . . . . . . . .43  . . . . . . . . . . .847-439-9400  . . . . . . . . . . .www.americanvending.com
AMI Entertainment Network . . . . . . . . . . . . . . . . . . . . .3  . . . . . . . . . . . .800-393-0201  . . . . . . . . . . .www.amientertainment.com
AMOA  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .19  . . . . . . . . . . .800-937-2662  . . . . . . . . . . .www.amoa.com
Amusement Services . . . . . . . . . . . . . . . . . . . . . . . . . .44  . . . . . . . . . . .406-294-0223  . . . . . . . . . . .www.amuserv.com
Andamiro USA  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .44  . . . . . . . . . . .310-782-3377  . . . . . . . . . . .www.andamirousa.com
Apple Ind. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .Cover 2  . . . . . . .718-655-0404  . . . . . . . . . . .www.appleindustries.net
Bay Tek  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .41  . . . . . . . . . . .920-822-3951  . . . . . . . . . . .www.baytekgames.com
Betson Enterprises  . . . . . . . . . . . . . . . . . . . . . . . . . . .5, 44  . . . . . . . . .201-438-1300 x3408  . . . . . .www.betson.com
Bromley Sales  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .41  . . . . . . . . . . .847-509-0240  . . . . . . . . . . .www.bromley-inc.com
Catapult Global  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .39  . . . . . . . . . . .630-654-3927  . . . . . . . . . . .www.jamesindustriesinc.com
Champion Shuffleboard  . . . . . . . . . . . . . . . . . . . . . . . .74  . . . . . . . . . . .800-826-7856  . . . . . . . . . . .www.championshuffleboard.com
Coast to Coast Entertainment  . . . . . . . . . . . . . . . . . . .79  . . . . . . . . . . .800-224-1717  . . . . . . . . . . .www.cranemachines.com
Delta Music Co.  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .45  . . . . . . . . . . .985-447-4713  . . . . . . . . . . .www.deltacoin.com
Firestone Financial  . . . . . . . . . . . . . . . . . . . . . . . . . . .14, 44  . . . . . . . .800-851-1001  . . . . . . . . . . .www.firestonefinancial.com
Fun Co. Mfg.  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .43, 74  . . . . . . . .800-808-5554  . . . . . . . . . . .www.funcomfg.com
Grand Products  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .43  . . . . . . . . . . .847-795-0400  . . . . . . . . . . .www.grandproductsinc.com
GTI Expo  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .65  . . . . . . . . . . .886-2-2760-7407 . . . . . . . . .www.taiwanslot.com.tw
H.A. Franz  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .41  . . . . . . . . . . .800-392-5623  . . . . . . . . . . .www.hafranz.com
Hoffman Mint  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .18  . . . . . . . . . . .800-227-5813  . . . . . . . . . . .www.hoffmanmint.com
IAAPA  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .21  . . . . . . . . . . .703-836-4800  . . . . . . . . . . .www.iaapa.org
ICT (International Currency Technologies)  . . . . . . . . .Cover 3  . . . . . . .510-353-0289  . . . . . . . . . . .www.ict-america.com
Impulse Industries  . . . . . . . . . . . . . . . . . . . . . . . . . . . .81  . . . . . . . . . . .800-446-7857  . . . . . . . . . . .www.impulseindustries.com
Incredible Technologies  . . . . . . . . . . . . . . . . . . . . . . . .Cover 4  . . . . . . .800-262-0323  . . . . . . . . . . .www.itsgames.com
Intercard . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .23  . . . . . . . . . . .800-732-3770  . . . . . . . . . . .www.intercardinc.com
James Industries  . . . . . . . . . . . . . . . . . . . . . . . . . . . . .39  . . . . . . . . . . .630-654-3927  . . . . . . . . . . .www.jamesindustriesinc.com
JVL Corp.  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .9  . . . . . . . . . . . .800-296-6657  . . . . . . . . . . .www.jvl-ent.com
LAI Games . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .7, 45  . . . . . . . . .888-211-6370  . . . . . . . . . . .www.laigames.com
Lieberman Companies . . . . . . . . . . . . . . . . . . . . . . . . .37  . . . . . . . . . . .800-879-0321  . . . . . . . . . . .www.liebermanmusic.com
McGregor Enterprises  . . . . . . . . . . . . . . . . . . . . . . . . .15  . . . . . . . . . . .888-706-0539  . . . . . . . . . . .www.videogaming.com
MEI  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .45  . . . . . . . . . . .800-345-8215  . . . . . . . . . . .www.meigroup.com
MidWest Electronics  . . . . . . . . . . . . . . . . . . . . . . . . . .37  . . . . . . . . . . .309-724-8395  . . . . . . . . . . .www.midwest.biz
Money Controls  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .39  . . . . . . . . . . .630-654-3927  . . . . . . . . . . .www.jamesindustriesinc.com
Muncie Novelty  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .4  . . . . . . . . . . . .800-428-8640  . . . . . . . . . . .www.muncienovelty.com
Nanoptix . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .39  . . . . . . . . . . .630-654-3927  . . . . . . . . . . .www.jamesindustriesinc.com
Northwestern  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .77  . . . . . . . . . . .800-942-1316  . . . . . . . . . . .www.nwcorp.com
Pipeline Games  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .55  . . . . . . . . . . .888-316-8544  . . . . . . . . . . .www.pipelinegamesinc.com
PKDF  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .17  . . . . . . . . . . .800-PKD-CURE  . . . . . . . . .www.pkdcure.org
Play Mechanix  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .29  . . . . . . . . . . .630-942-1070 ext 131  . . . . .www.playmechanix.com
PromoNation  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .37  . . . . . . . . . . .612-290-3354  . . . . . . . . . . .www.promo-nation.com
Sacoa/Play Card  . . . . . . . . . . . . . . . . . . . . . . . . . . . . .51  . . . . . . . . . . .866-438-7226  . . . . . . . . . . .www.playcard.com.ar
Shaffer Distributing Co.  . . . . . . . . . . . . . . . . . . . . . . . .43  . . . . . . . . . . .800-282-0194  . . . . . . . . . . .www.shafferdistributing.com
Starburst Coin  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .41  . . . . . . . . . . .888-977-4263  . . . . . . . . . . .www.starburstcoin.com
Stern Pinball  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .45  . . . . . . . . . . .800-524-5377  . . . . . . . . . . .www.sternpinball.com
Suzo-Happ . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .37  . . . . . . . . . . .888-289-4277  . . . . . . . . . . .www.suzohapp.com
Venco Business Music & Communications  . . . . . . . . .25  . . . . . . . . . . .800-762-9962  . . . . . . . . . . .www.vencomusic.com

Alpha Omega  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .90
Amusement Entertainment Management  . . . . . . . . . . . . . . . . . . . . . . .90
Amutronics Inc.  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .87
Auction Game Sales  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .93
Baton Lock  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .95
Betson Dist.  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .92
Big D's & Fat Pat's Graphix  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .95
Blue Bar Corp.  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .94
C&P Dist.  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .84, 88, 95
Coast to Coast Entertainment  . . . . . . . . . . . . . . . . . . . . . . . . . . . . .88, 94
Eldorado  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .88
Eletech  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .88
EnD Trading  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .84
Fun TIme  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .89
Green Coin  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .83
Incredible Techologies  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .91
Locking Systems Intl.  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .86
Pace-O-Matic  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .86, 88, 89, 94, 95
Palmentere Coin Operated Game Sales . . . . . . . . . . . . . . . . . . . . . . . .85
PB&J Entertainment  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .89
Penguin Amusment   . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .94
PNL Inc. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .88
QTech Business Products  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .86
Quartertime Amusements  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .94, 95
SeaSide Gaming  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .92
Seegurg Digital  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .96
Two Bit Score  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .92
Valley Investment  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .92
Zanen Elect.  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .89
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Really?

Wow!
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Join us online to view the magazine
and get the latest updates!

www.playmeter.comwww.playmeter.com

View our linkable
online pages at

www.playmeter.com
(click on current issue)

Sign up for our E-newsletter


