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Circlé 1 on reader service card.

_ ANN-MARGRET, the star of TOMMY, a Columbia
ok motion picture, enjoys the company of WIZARD,
'», WK o8 which was inspired by TOMMY. ~ |



MUSIC OPERATORS OF AMERICA

1975

INTERNATIONAL
MUSIC wwe
AMUSEMENT
MAGHINES
~ EXPOSITION

THE CONRAD HILTON HOTEL - CHICAGO, ILLINOIS
FRIDAY, SATURDAY, SUNDAY - OCTOBER 17-18-19

EX Po ‘7 MOA's International Trade Show for the Coin-Operated
Music and Amusement Industry and Allied Industries
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NEAENGITINGRASTRAGIIONGANES

FEATURES
INCLUDE:
B FULL FACTORY WARRANTY
M DURABLE CONSTRUCTION
M 19" MOTOROLA MONITOR
M SIDE MOUNTED KNOBS

M $500.00 LOCKING COIN VAULT
M ILLUMINATED COIN SWITCH
M .25/.50 CENT PLAY

M ELECTRIC COIN COUNTER

M 110/220 VOLT 50/60 HERTZ

M WEIGHT 150 LBS.

DUAL KNOCK-OUT 474

KNOCK-OUT and 474 are hoth INTERCHANGEABLE and will Play 1, 2 or 4 Player with Free Game Option.
DUAL will Play 2 or 4 Players Hockey or Tennis.

For Further Information Contact Your Distributor or

545 TERRACE DRIVE, SAN DIMAS, CALIFORNIA 91773 « (714) 599-8333 / (213) 966-1636

Distributor Inquiries Welcome
Circle 2 on reader service card.
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features

Getting Together by Association

Staff writer Del Leggett observes that new state
operators’ associations are coming alive all over with a
vigor. He talks with various association heads and MOA
officials about why state organizations are needed and
how to go about putting one together.

Computerized Pinball

With the introduction of a solid-state pinball game
apparently imminent, Associate Editor Sonny Albarado
elicits comments from the major pinball manufacturers
about their solid-state plans and discusses the potential
of solid-state flippers with electronics specialists and the
man who helped design what may be the first marketed
computerized pingame.

0ld Videos Get ‘Religion’

Technical Editor Perry Miller discovers companies who
will change both the appearance of your dying video
uprights and their insides. Miller sees much future
potential in this new aspect of the industry and obtains
comments about the need for such services from the
persons who provide them.

‘Black Box’ Secrets Revealed

An electronics manufacturer decides the coin industry
needs help learning to maintain and service its new
sophisticated equipment and sets out to accomplish
that goal by offering distributor-sponsored courses that
favor no manufacturer’s games and provide knowledge
about all of them.
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FROM  THE

Calendar

July 25-27:
Montana Coin Machine Operators
association, annual convention. Out-
law Inn, Kalispell, Montana.

Sept. 11-14:
Florida Amusement Merchandising

Association, annual convention.

Sheraton Towers Hotel, Orlando,
Florida.

Sept. 18-20:
West Virginia Music and Vending
Association, annual convention.
Heart O'Town Motor Hotel, Char-
lestion, West Virginia.

Sept. 19-28:
Illinois Coin Machine Operators
Association, annual convention.
Lincolnshire Marriott, N.W. Sub-
urban Chicago, Illinois.

Sept. 27-28:
North Carolina Coin Operators As-
sociation, annual convention. Holi-
day Inn, Charlotte, North Carolina.

Oct. 2-4:
Music Operators of Virginia, annual
convention. Howard Johnson Motor
Lodge, Richmond, Virginia.

Oct. 16-19:
National Automatic Merchandising
Association, annual national con-
vention and exhibit. The Rivergate,
New Orleans, La.

Oct. 17-19:
Music Operators of America, na-
tional annual convention and exposi-
tion. Conrad Hilton Hotel, Chicago,
Illinois.

EDITOR

We passed a sort of halfway mark when we published the May issue of
Play Meter. It was issue number six. It was our first issue on which we
used our own typesetting equipment. It marked an achieved paid
circulation of nearly 20 per cent of our original complimentary mailings.
And it was our largest advertising revenue producer up to that point.

But amidst all that progress, I still felt we had failed in one of our
goals--getting operators and other readers to give us a piece of their
minds. While we receive many letters praising us in general for our good
work, we seldom receive any mail commending us for a specific article,
criticizing us for something we’ve said or commenting about personal or
industry-wide problems.

It’s not that I don’t appreciate those generalized letters we get--we
thrive on them. But, to cite an example, we sometimes hear, always
second-hand, that so-and-so had this or that to say about something they
read in Play Meter. Yet, only once have we ever seen anything in writing
or heard anything by phone from the horse’s mouth.

To me, such incidents point to a severe problem within the industry, a
problem that may be too widespread to correct. It’s called apathy. But
it’s not apathy alone; it’s coupled with a sort of industry isolationism.

From my experience, apathy in the industry starts at the top, with the
manufacturers. Too many of them care only about their newest product.
Problems that have developed with earlier models rarely concern them,
even when those early machines continue to be money-makers for
operators located out of the industry mainstream.

This apathy tends to spread downward to the distributor, though
distributor apathy isn’t caused by a lack of concern for the operator. The
operator is his bread and butter. What happens to the distributor is that
he gets caught in the middle, which forces him to become the chief
buck-passer. Warranties shrink to nothing, but he still must sell his
manufacturer’s product. Parts dwindle in supply as time passes until
they’re as scarce as buffalo nickels, yet he has to try to keep his
customers happy by having repair facilities available.

The complaints and the problems mount impossibly until he’s just too
tired to do anything about it except point at the the other guy and say,
‘““What do you want me to do? It’s their fault.”’

This apathy and apparent inability to find common goals drifts further
downward to the operator, who, faced with flimsy excuses and false
promises from the people who are supposed to help him, gets tired of
banging his head against the wall. He finally just shrugs his shoulders,
scratches his head and wonders what he’s doing in this business
anyway. If he’s been around a while, he’ll probably just go on struggling
in the dark, bitter and apathetic about trying to improve his lot or the lot
of his peers.

I hope to change that with this issue of Play Meter. We’ve created a
new ‘‘Bull Sheet,”’ a tear-out, postage-paid card that will hopefully tell
us a little about our readers and a little about us, too. You’ll find it on
page 51.

If you feel you’ve been ripped off, abused or treated fairly or if you
think something we’ve said makes sense, is inaccurate or just plain
crazy, we invite you to fill out the card, fold it and mail it to us.

We aren’t trying to create dissension or controversy within the
industry by doing this. We’re only trying to open lines of communication
that seem to have rusted shut long ago and let fresh air into stale rooms.
I hope you feel that way, too.

Sincerely,

¢

Ralph C. Lally,
Editor and Publisher




Editorial

gomes beanstalk shoots for stars

‘““The coin amusement machine industry will some-
day rival the movie industry for America’s leisure-time
dollar.”’

We’ve been hearing that statement with more and
more frequency of late and it’s no small wonder why.
Look at any of the news articles or features we’ve run in
Play Meter since January and you’ll notice that games
of all sorts are gaining acceptance in areas previously
unheard of.

Kiddierama in a bank. Atari, Bally, Williams in
airports. New manufacturers as well as established
ones in hotel lobbies, exclusive night clubs and dinner
clubs with sophisticated games. All manufacturers in
posh, clean, enjoyable family fun centers.

It’s easily seen that the coin-operated games industry
is going places--fast. And not a small part of that
forward movement is due to theexpansionof games
concepts brought on by the introduction of digital
electronics into the industry.

The minaturization and more varied performance
capabilities of ‘‘computer’’ technology has brought the
visionary to an industry that for too long seems to have
felt it had reached its utmost potential. That’s changed,
fortunately, and the change is noticeable in everyone
we talk to.

Industry old-timers and new-comers alike launch into
conversations of the exciting potential floating around
today for the operator who is imaginative and
profit-minded.

What’s even more encouraging and pleasing is
reading news articles like a Copley News Service story
which recently quoted William Doughty, chairman of
the board of Western Investment Counsel Inc. of
Phoenix, as believing that the nation’s ‘‘big money”’
interests are moving out of traditional stocks and
investing in entirely different types of companies--
specifically the entertainment field.

The big money in the country--the established
investment fortunes of people like Hunt, Hughes and
Mellon--appears to be betting its bankroll on young
people who are now coming into power, particularly in
the recreation-entertainment and information gather-
ing fields, Doughty said in the news article.

If some of that money finds its way into the coin
machine industry, we could see an even faster and
larger rise in the importance of fun centers and other
coin amusement concepts.

All we can say is ‘‘Keep on Playin’.”

PLAY METER




At long last. You can finally stop searching for news about your music and games business in the back sections
of other business publications. Play Meter has come to the rescue. Music and games is our bag — not only our
primary bag but virtually our only bag. If you're a businessman, it means our news and feature coverage is
geared strictly to your needs. Support Play Meter. Subscribe now and don’t delay. Be first in line for our next

big issue. And welcome aboard.

The Magazine for the
Music and Games Industry

COINIINUITSE]
PLAY METER

P.0.BOX 24170
NEW ORLEANS, LA. 70184



MAaloox

information

As a medium for
within an industry, you owe your
readers the promise that the content
of ads correspond with the truth.

Your edition containing Dyna-
mo’s ad stating their concern over
other manufacturers copying them
is a bit of seemingly false advertis-
ing.

The only orginality that Dynamo
has a right to claim is as the original
copy of a Tornado table. The
blueprint in the ad is remarkably
similar to one Tornado produced in
1971 when Bob Furr first unveiled
his Tornado table-including a ‘‘flat
textured glass playing surface.’’

His innovations of a counter-
balanced man and octagonal han-
dles soon followed.

When Dynamo placed their first
prototype on location, Tornado was
already a roaring success in the
Dallas area and the Dyanamo was
created to capitalize on that suc-
cess.

Dynamo has certainly done an
excellent job of marketing what was
originally Bob Furr’s concept. But
to claim to be the innovators
scolding the herds of others who
have jumped on the ‘‘Texas-style’’
bandwagon seems to be a true case
of false advertising.

And, if you're interested in
seeing a ‘‘dynamic promotion,’’
take a look at what Tournament
Soccer is doing with their Quarter
Million Dollar Tour.

Duke Dinex
7902 Kostner
Skokie, IlI.

I want to thank the editor of Play
Meter for allowing Dynamo Corp.
the privilege of responding to the
above letter concerning an adver-
tisement we initially ran in Play
Meter in the June issue, and which
we plan to run in additional future
issues.

PLAY METER

The primary point to the ad and
the key to the reason why Dynamo
is in the fussball manufacturing
business is industry demand. Prior
to the original Dynamo table, no
legitimate coin machine operator or
distributor could purchase what has
become known as the ‘‘Texas style”’
table. Thus, we at Dynamo, have
the right to claim we originated the
availability of this style table to the
coin machine industry.

We recognize and thank Mr. Bob
Furr of Tornado for providing the
basic innovations which enable the
Texas style table to elevate table
soccer from a game to a sport, the
basics of which are controlled

offense and defense.
In addition, we feel we have made

some very significant and innova-
tive contributions that have enabled

the operator to realize a larger net
profit from operating fussball ma-
chines. Specifically: a hard, long-
lasting, rough surfaced ball; one
piece cabinet with slide out play-
field; drink racks built in on top or
off the end; ball banks mounted to
enable quick replacement, distinc-
tive butcher block paneling; and the
most significant of all, a functional
“‘no cheat’’ ball drop mechanism. It
is accurate and fair to trace the
ancestry of almost all of the
industry’s “‘Texas style’’ tables to
the Dynamo table, as many of our
own innovations have been included
in these particular tables.

Lastly, our Research and Design
Division is constantly seeking new
and improved design prototypes to
improve playabilitv for the players
(Continued on page 35 ____

= 1,2, 30r4Players

= Free Game Option

= 19" Motorolla Monitor
= Electrical Counter

= |solated Cash Box

= Joystick Controls

s Durable Construction

= Top Also Detachable

\—/-

TV COCKTAIL TABLE

Featuring the Game

SYRVIYAL

SIZE: 32”7 x 327 x 29"

(81 cm x 81 cm x 74 cm)
WEIGHT: 148 Ibs.

(67 kg)

= Attractive All Mica Cabinet
= Hinged, Locked Top Opens for Service

= 1 Quarter for 1 Player Against House
or 2 Players Against Each Other

= 2 Quarters for 3 Players Against House
or 4 Players Against Each Other

A

S/ BILLIARDS, Inc.

Amityville,N.Y.11701

*PIed IIAIIS JIPBAI UO G L)

TEL 516-842-4242
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Cinman of the month

Ponk, Ponk-

the bouncing
blip blitzkrieg

A PLAY METER
interview with
Nolan Bushnell,
board chairman
of Atari.

“Some new merchandising methods are needed, possibly
using tokens or pay-one-price or something like that, so that
Johnny can spend three hours of action-packed fun in the game
center and spend only five bucks.”

\

In 1965, a University of Utah engineering student, who
had put in some parttime work at a local arcade,
decided amusement games needed to be zapped and he
thought he had the proper zapper when he taught the
university computer to play a few wierd games.
The concept was born, but it wasn’t until 1970 that
inexpensive technology caught up with Nolan Bushnell,
now chairman of the board of multi-million dollar Atari
Inc., and allowed the computer prodigy to build what is
generally regarded as the first feasible video game,
Computer Space.

Originally, you see, it had been Bushnell’s idea to
program a small computer for various games and allow
players to use video terminals located away from the
computer. But the costs involved in that concept in the
mid-sixties were prohibitive.

Bushnell waited and the cheap technology available
in 1970 started him working on his old idea again. But
then he discovered he didn’t need the computer at all
and that the game concept could be worked out with
only a printed logic board.

Like all good pioneers, he tried to sell his idea to
bankers, but like good bankers, they weren’t buying.
Which forced him to build Computer Space on his own
and sell the rights to another company. He got a piece
of the pie, but not what he felt he deserved. But now
that his concept had been proven, he could proceed
more or less on his own.

PLAY METER

He began building Pong, the legendary video game
that really launched the solid-state revolution in
coin-operated games because of its relative inexpen-
siveness and its more easily understood play concept.

He had signed an agreement with Bally, however,
and felt obliged to offer Pong to them. They refused i,
though, because they didn’t like the fact that it had no
one-player mode and because they thought it needed
video men instead of paddles, Bushnell says.

He went back to Los Gatos, where he founded his
factory, disappointed. But Bally’s rejection turned out
to be a windfall for Bushnell’s future. As he explains:

“We were still very small and very, very short on
money, but at the same time we had produced a
number of machines and sold and placed them
ourselves. They earned fantastically and word spread
locally among the operators, who spread the word to
their distributors.”’

The word mushroomed and Bushnell was able to
borrow against orders from three distributors to put his
firm into business. From then on it has been
well-known history. Atari produced not games, but
amusement concepts, continually trying to live up to its
image as the pioneer of electronic games with
Bushnell’s eternally optimistic frame of mind at the

fore.

(See next page)
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“Even if we’d do repairs for free, if an operator has a game
down for two weeks, it will cost him more than any repair costs.
So, that’s really why we want the distributor...and the operator

to have a repair capability.” /

Knowing of his farsighted reputation, we asked him
what he felt the future holds for the industry he chose to
revolutionize.

PLAY METER: Do you think we've scratched the
surface as far as the games go?

BUSHNELL: Yes, we've scratched the surface, but,
gee, there’s so much left to do that it staggers the
imagination.

You see, we're just seeing a situation where the coin
machine industry is just starting to scratch the surface
of what I'd call marginal acceptability. There are still
many, many people who equate coin machines of any
form with gambling. An awful lot of people look at it as
an unsavory diversion that our children do. There's an
awful lot of what I'd call bad image.

But it’s turning, changing. Statistics that we’'ve done
show that presently, less than two per cent of the
country’s populatiion represents coin machine revenue.
That’s almost insignificant. That means our players are
a very small segment of the population.

PLAY METER: That’s an interesting way of looking
at it.

BUSHNELL: So, what we’re striving for is to jump
that to four per cent. When we get four per cent
contributing 90 per cent of the revenue, we've doubled
the size of the coin machine industry.

PLAY METER: How do you do that?

BUSHNELL: Well, it's almost happening by itself.
There are beginning to be more coin machines in the
mainstream of life. There are an awful lot of people who
have never gone into a beer bar in their lives, never
gone to a bowling alley in their lives and probably never
will go to either of those places in their lives. And many
of them are nowhere near an amusement park and if

14

they are, they think they're there to ride the rides and
not go into the penny arcade.

But what do we do? We put them in hotel lobbies.
Maybe that’s another .01 per cent. Airports, too, but
there are still many people who don’t go to hotels and
don’t fly; people who are not making over $10,000 a
year family income. They have money to go to movies,
but they don’t do much more.

That’s where the new, small regional games center
plays a part. The biggest problem there is who is your
competition. Where are they spending their leisure
dollars? You're competing against the small restaurant,
hamburger joint, drive-in place or movie house.

PLAY METER: How does an arcade go about
competing against a well, drive in restaurant or movie
house?

BUSHNELL: Let's take another look at the coin
machines in a typical 30-piece arcade. You'll find,
usually, that there is a tremendous amount of assets
that are idle a good deal of the time. Your assets in a
good location are maybe alive 10 per cent of the time.

So okay, Johnny’s taking his girl out for a date and he
can see he can take her to the movies and spend five
bucks. Well, in the typical quarter arcade, five bucks
isn’t going to last very long and Johhny wants to be
able to entertain his young lady for three or four hours.

Some new merchandising methods are needed,
possibly using tokens or pay-one-price or something
like that, so that Johnny can spend three hours of
action-packed fun in the game center and spend only
five bucks. If you work through the mathematics, you'll
find there’s plenty of machines there; it’s just how do
you figure out how to funnel him to different machines
so that there aren’t long lines behind any one game.
Maybe you give him 100 tokens for five bucks or three
bucks and schedule how many tokens it will take to play
certain machines based on demand. In other words,
perhaps it takes five tokens to play a Tank, but only
one to play a Pong.

PLAY METER: All of what you said seems to make
sense.

BUSHNELL: This way Johnny can see that if he
spends his tokens stingily, he can maybe spend five
hours in there and you're just as happy because he’s
playing machines that would have been idle anyway.
Plus, now you can compete.

PLAY METER: Have you tried that yet?

BUSHNELL: We have a pilot program in the works
right now. It’s the old idea of management promotion;
how do you generate traffic. Perhaps, we have the best
possibilities because we don’t have to give pizzas away
to get people into our joint. We can give a few games
away.

When vyou think about the typical amount of
promotion that goes into nickel and dime items for
sale that don’t have near the margin that coin machines
do, it’s a sin that our operators aren’t getting off their
ass and running it like a sophisticated business.

The biggest problem we have is the fact that it’s been
a good industry for so long that we haven't had to work
to make a buck.

PLAY METER: That seems to be what happened
with the booming video cocktail table market and the
way blue-suede-shoe men jumped into it. What are
your feelings about the tables and about the marketing



methods controversy?

BUSHNELL: I think it’s been good for the industry
because it’s got a lot of operators off their ass.

PLAY METER: In what way?

BUSHNELL: Operators have somehow gotten the
idea that their areas are fully saturated. You know, I've
talked to guys so many times and their idea of going
after a location is going to a place that’s already got
gamcs and trying to buy it with a checkbook.

A lot of these guys, if you'd have told them to go into
a nice cocktail lounge, they'd have told you no chance.

We tried to sell cocktail tables clear back when and
were singularly unsuccessful through our regular
distributor organization. It was just a thing that nobody
was ready for. We ended up building and selling some
in Tokyo as early as mid-1973. The operators over there
were a bit more aggressive and did rather well with it.
But we could get no interest whatsover in the states.

So, we were approached by National Entertainment
and we said, ‘‘Sure, we’ll build you a cocktail table.”’
They went out, beat the bushes and placed the tables
on location and suddenly you had operators scrambling
around, trying to protect their locations, trying to buy
cocktail tables. Not because they wanted to, not
because they thought it was a good idea, but to sort of
protect their down side.

Then they started collecting their money out of the
things and found out they were making money. But that
would have never happened had it not been for the
suede shoe guy. You can see it happening still today.
The suede shoe guy is hitting hardest right here in

California and that’s where the cocktail table run was in
the last six months. Now they're pushing East and
suddenly, you see demand spring up in the East.

PLAY METER: Does Atari plan to do something in
the cocktail table market?

BUSHNELL: Yes. We've got our first table--I should
say our second run of cocktail table games--coming off
the line June 25, called Goal Four. We modeled it after
our successful World Cup game that we're marketing in
Europe.

PLAY METER: You don’t think it’s too late to be
jumping into that market?

BUSHNELL: Not at the price. The game’s good
enough to stand on it’s own.

PLAY METER: Now that we’ve talked a little about
the future and the present, let's get back to the past.
Why was there such a small monitor on the Pong in
comparison to later games?

BUSHNELL: Remember, we were scientists at the
time and we knew perhaps too much about the human
eye and about the right way to do things.

When you're standing right on top of a monitor, it’s
generally undesirable to see the line structure on the
screen. It’s been shown to give people headaches and
all the other things that tv does. A smaller monitor, the
12-inch, turned out to be the largest size in which the
line definition becomes somewhat obscure. Also, when
you re standing that close, you don’t have to move your
head. It becomes an eye motion, which is much more
nleasing and comfortable.

(See next page)

“"When you think about the typical amount of promotion
that goes into nickel and dime items for sale that don’t have
near the margin that coin machines do, it’s a sin that our
operators aren’t getting off their ass and running it like a
sophisticated business.”’

PLAY METER

—

I also really have a hard time accepting copying of any
form. What it really does is it destroys earnings on almost all
levels. What you’re doing in copying...is spending a lot of
engineering costs that have to paid for somewhere. And it is
ultimately paid for by the operator.”

15




Technically, the small monitor is better in terms of
the player and everything else. It was only reluctantly
that we changed to the bigger ones because you have
more reliability problems the bigger you go, the
energies that are involved are worse. There are lots of
problems with the bigger monitors, but it appears that
the big gaudiness attracts people, which ultimately
pushed us into the bigger ones.

PLAY METER: Okay, Pong was in production and,
as we all know, took off like a rocket in all parts of the
country. And then, competition set in, right?

BUSHNELL: Right. I guess to go along with that a bit
further, the first test location we had was a place called
Andy Capp’s Tavern. One of the owners of the place
also happened to be the financial vice-president of
Ramtek, so he evidently saw some of the earnings
reports...

PLAY METER: And Ramtek at that time was just an
engineering firm?

BUSHNELL: They made display terminals for the
medical instrumentation market.

PLAY METER: They weren’t in the games field at
all, but they were in a related field so that they could
easily give you some competition if they wanted to and
saw the potential?

BUSHNELL: They saw the potential, saw how much
money we were making and started a reverse
engineering thing on it. I guess at the same time, Allied
and a few of the folks heard it was doing well and they
understood there was this tiny California company that
had a great product and they ought to jump on it.

I don’t think any of them realized how fast we could
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get our production up. We were up to about 1,000 a
month in February and March of '72. At the end of
March, Ramtek hit the market with theirs. And by
April, we were banging them out at darn near a
hundred a day. I guess by June the market was pretty
well filled with single paddle games.

Then we introduced Space Race. Ran it for a couple
of months. Then came in with Pong Doubles.

PLAY METER: Pong Doubles, although it was very
good, disappointed a lot of people because they felt it
obsoleted their two-player game.

BUSHNELL: That’s right.

PLAY METER: Which caused the first big rage
among the operators...

BUSHNELL: You see, we were really forced into
Pong Doubles.

PLAY METER: Because of the competition?

BUSHNELL: Yes. We weren’t planning to release
Pong Doubles until the following spring and Allied
came on with their Tennis Tourney. Like you say, I felt
it was necessary for the operators to get more earnings
out of their Pong singles before they jumped on top of
Pong Doubles.

I try to think of it as the common cash box theory;
that is, there’s so much money out there that’s going
into games and maufacturers get a certain percentage
of that back. But only a healty operator can make a
healthy distributor can make a healthy manufacturer.
So we always try to make sure our products don’t
obsolete ourselves; that is, let’s make something that
will give incremental earnings, rather than earnings at
the expense of other machines.

Quite frankly, we had a plan that Pong Doubles
wouldn’t have come until the following spring. We had
two other games that we were willing to slate in after
Space Race and we chose Space Race simply because
we felt that that would definitely not compete with Pong
because we knew Pong was primarily an over-16 game,
where Space Race was aimed at the 8-14 age bracket.

PLAY METER: How do you explain the poor resale
value of Pong?

BUSHNELL: Just too damned many of them on the
market. It’s just a thing that with each of the new
games that come out, a certain number of the older
paddle games were displaced.

What really happened was that because of the
reverse engineering process so many people jumped in
on top of Atari with their version of the paddle game
that by the time they hit the market, there was no
market left. So the manufacturer started cutting prices
to move inventory. Then the distributors were stuck
with inventory so that they had to cut prices. And the
operator was left with a deflated piece of equipment.

What also happened is people just plain got carried
away with the hysteria of the game and bought too
many of them. Instead of having the possibility of
moving the Pong game from location to location, by the
time the bottom fell out, there was one on every
location. so where do you go with them? Nowhere,
except to your warehouse.

I also really have a hard time accepting copying of
any form. What it really does is it destroys earnings on
almost all levels. What you're doing in copying, even in
reverse engineering a product, is spending a lot of
engineering costs that has to be paid for somewhere.

(Continued on page 53)

PLAY METER



Py ARG

SUPERFOOZ:
THE LOUSIER YOU TREAT IT,
THE BETTER IT LOOKS.

Many manufacturers have tried to SuperFooz really stands out.
bowl! you over with a long list of Because while other manufacturers
“exclusive’’ features. And if you've were busy dreaming up their
grown cynical about all of them, we “exclusive’ features, we were busy
couldn’t blame you. finding practical ways to make our
So when we tell you about our already-impressive features last longer.
texturized, tempered glass playing With little or no maintenance necessary.
surface, our hardwood handles and our Our cabinet is made largely by hand,
works-in-a-drawer coin trap in distinct contrast to the typical
mechanism, we don’t expect you to be assembly-line construction. Our fittings
instantly won over. are shaped with aircraft precision. And
In fact, if we lined up all the top-of- our quality control is absolutely
the-line tables—including the unyielding.
SuperFooz—you might say they all look Let us show you the SuperFooz. Kick
pretty similar. its tires. Slam its doors. Then take it out
But take a look at those same tables for a grueling test spin.
20,000 slam-bang games, 500 spilled
beers and 1,000 carelessly dropped Color brochure and full specifications
cigarettes later. That's when the available on request.

SPORTS Circle 4 on reader service card.
| SYSTEMS
INCORPORATED

322 Barnes Drive / Garland, Texas 75042/ (214) 494-1481

17



operating

Jukebox exemption

hit by subcommittee

The jukebox industry’s 66-year-
old freedom from other-than-con-
gressional review of its copyright
fees suffered a blow in early June
when Sen. John McClellan’s
(D-Ark.) Senate Copyright Subcom-
mittee voted unanimously to re-
move the industry’s long-held and
long-protected exemption.

But MOA Executive Vice-Presi-
dent Fred Granger commented only
that the bill has yet to go through
the parent Senate Judiciary Com-
mittee before which he and other
MOAofficials are expected to ap-
pear.

Granger's attitude was one of
“anything can happen to the bill
between the time it gets to the
parent committee and the time it
reaches the Senate floor.” In fact,
the exemption was retained in a
Senate bill last year only after a
last-ditch floor fight prompted by
jukebox industry lobbyists.

Ironically, McClellan’s subcom-
mittee action came during the same
week Granger, MOA President Fred
Collins, past president Russell
Mawdsley and others were testi-
fying on the other side of Capitol Hill
before a House Judiciary subcom-
mittee about the House version of
the copyright bill.

The House hearing had a
somewhat conciliatory air about it,
as the three performing rights or-
ganizations--ASCAP, BMI and
SESAC--and jukebox interests a-
greed upon the proposed $8 per box
per year fee.

But the conciliatory atmos-
phere dissipated when the jukebox
interests continued to press for the
copyright exemption and the per-
forming rights groups said they
would accept the $8 fee only if it is
subject to review every five years.
The jukebox fee is the only copy-

8

right fee that is currently exempt
from tribunal review.

MOA and jukebox interests are
concerned that if their copyright
liability is left open-ended by a
review clause, operators’ already
declining jukebox income will be
sliced even further. In his statement
to the subcommittee, Mawdsley
stressed the MOA’s position on
H.R. 2223 with figures indicating a
generally weak jukebox market. He
was supported by the three jukebox
manufacturers’ attorney Perry S.
Patterson, who told the hearing that

one manufacturer is down 20 per
cent in dollar volume this vyear,
another has laid off employes and
the third suspended production in
April. (That company has reportedly
resumed production as of this
writing.)

Mawdsley reiterated that MOA
(1) supports the proposed $8 juke-
box royalty as provided in Section
116 of the bill, (2) opposes any
increase in that proposed royalty,
(2) opposes any provision for read-
justment of that royalty through a
Copyright Royalty Tribunal or other-
wise and (4) opposes any fee for
registration of jukeboxes.

The reason for such staunch
support of the $8 figure, Mawdsley
noted, is MOA's understanding that
the comprise agreement reached
with the performing rights organiza-
tions in 1967 “‘was intended to be a
complete resolution of royalty
claims against our industry. We
have stood by this compromise in
the expectation that all other inter-
ested parties would likewise do so.”’

RUSSELL MAWDSLEY, immediate
past president of the Music Oper-

ators of America, explains why
MOA members oppose any at-
tempts to Increase the jukebox
performance royalty above the $8

compromise and attempts to re-
move the jukebox industry’s exemp-
tion from copyright review. MOA
attorney Nicholas E. Allen sits
beside Mawdsley.
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The industry opposes any fur-
ther increase or readjustment in the
royalty rate, Mawdsley went on to
say, because:

“New jukeboxes cost up to
$2,500 each, as compared with a
maximum of about $2,000 ten years
ago...
“Our singles records now cost
an average of 75 cents per record,
which is a marked increase from the
60 cents which a typical operator
reported to this committee in 1965.

“Wages of our electronic and
mechanical technicians and our
other costs of operations have risen
even more drastically and are con-
tinuing to rise.

“On the other hand, jukebox
operators are unable to increase
prices per play so as to keep abreast
of their increasing costs of opera-
tions.”’

Mawdsley noted that while
some businesses can change prices
by merely increasing price tags,
jukebox operators have to consult
location owners, reduce the number
of songs a customer can play for a
certain coin and change his coin
receiving mechanism. ‘‘Prices of
two plays per quarter have been
established in some areas,” he
added, “‘but this is by no means
generally accepted.”’

Jukebox income is down, he
said, and from the paltry average
gross of $24 or so a week, the
operator must pay the location
commission and his own expenses.
“Any new royalty rate will impact
severly upon the industry,”’ he
stressed. Including the $8 perfor-
mance fee, the industry’s total
copyright payments will jump to
$8.5 million yearly, an increase of at
$3.6 million a year, Mawdsley told
the subcommittee.

Mawdsley also urged the sub-
committee to retain the present 2
cents-a-side mechanical royalty
rate, rather than accepting the
increase to 3 cents a side written
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into the bill. He asked the subcom-
mittee to require the music publish-
ers and composers to prove that an
increase is needed to compensate
them fairly for their product.

The MOA representative went
further and opposed as a matter of
principle the proposed new royalty
contained in H.R. 5345, which
would create a recording arts per-
formance royalty.

On the performing rights side.
composer Aaron Copland drama-
tized ASCAP’s appeal for relief by
arguing that many ‘‘serious’”’ com-
posers never see a jukebox and are
in no small way supported by the
earnings of their fellow pop writers.
““Accordingly, the fees ASCAP
would receive for jukebox perfor-
mances under the general revision
bill are of vital interest to me and to
other serious composers,’’ Copland
said.
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INTRODUCING MOA OFFICIALS
at recent House hearing on copy-
right revision was Rep. James R.
Mann of South Carolina [center]
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Fred Collins Jr. and MOA attorney
Nicholas E. Allen during a recess.
Mann did not sit on the subcom-
mittee, but /s a member of the
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Michigan free play bill
sits idle in legislature

A bill to allow ‘“‘free play’’ on
pinball machines in Michigan still
sits in the Michigan Senate Judici-
ary Committee, where it has sat for
over a month, but Music Operators
of Michigan Executive Secretary
Michael Spaniolo believes the bill
has enough votes to be reported
favorably to the full senate.

“It could sit there for quite a
spell,” Spaniolo told Play Meter,
because the committee chairman
has been out for three weeks and as
the senate nears the end of its
current session, it is having to deal
more and more with the tougher
issues of state finances and the like.

“If we don’t get any action on it
by July 15,” Spaniolo said, “‘we’ll
not get it until September, when the
fall session begins. Reaction to the
bill by committee members has been
largely favorable, he added, and

MOM is hopeful of its eventual
passage this year.

A similar free play bill died
without action last year because
an amendment that would have
prohibited those 18 years old and
younger from playing free play
machines caused delays in commit-
tee. The amendment was supported
by the Michigan State Police and
opposed by MOM.

Since that time, MOM officials
met with state police officials and
agreed to a possible compromise of
14 years old. Spaniolo noted,
however, tnat no effort has yet been
made to introduce any amendment
to prevent persons 14 and under
from playing free play machines.
Michigan operators realize, though,
that compromising for the 14 age
limit earns them respect and income
throughout the state, he added.
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Publisher plans
speech before
FAMA members

Play Meter editor and publisher
Ralph C. Lally Il is scheduled to be a
guest speaker at the Florida Amuse-
ment-Merchandising Association
convention and trade show Sept.
12-14.

The FAMA organization approa-
ched Lally some weeks ago to speak
about the amusement games indus-
try. He will be joined on the platform
by Dave Rose of the Vendo Compa-
ny, who will speak about the
vending industry.

The association is expecting its
largest show yet, the FAMA news-
letter says, noting that most major
maufacturers will be represented.

The theme of this year’s conven-
tion, the newsletter notes, is ** |
Believe.” Citing recession, unem-
ployment and government stifling of
free enterprise, FAMA officials
state:

“In times such as these, Believing
in ourselves and in our systems is
perhaps uncomfortablly analogous
to that second teaspoon of sugar in
your morning coffee. It gets harder
and harder to swallow."”’

If you have all the answers,
how come there are other

operators in town? Maybe
Kiddierama has something.
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“"THE BLOCKBUSTER of the year," according to
California operator Gene Beley is Allied Leisure’s F-114
and his sentiments have echoed by operators and
distributors around the country.

Beley also reported he’s testing Chicago Coin’s new
Superflipper, a video pinball game inside a shortened
version of the standard pinball cabinet. He was a little
disappointed that he wasn’t provided with an
instruction card about optional play features, but he
found the switches himself and increased play appeal
and income by changing the factory-sent five ball game
to seven and adding free play. Chicago Coin “‘nearly
missed the boat, but it’s a good game and receiving
favorable reaction here.”

EXCEPTIONAL REACTION is what Tom Nieman,
Bally’s regional marketing director, reported recently
about Wizard, the four-player flipper game Bally
designed in conjunction with promotions for the rock
movie Tommy.

rOCKET
CHANGE

Wizard is the ‘‘largest pingame in Bally history,”’
Nieman proudly claimed, noting that despite the
obvious boost the movie gave it, the game is making it
on its own merits as well. Bally is ‘‘double-shifting
through the summer’’ to fill orders for the game, he
added.

EDCOE MANUFACTURING and Service co. of
Culver City, Calif., expects to introduce a new light
display cocktail table game within a month, Edcoe’s
John N. Hartsock, says. It will not be a video game, he
stresses, because ‘‘there are too many in that market.”’
The game will be housed in the same cabinet currently
used by Edcoe in its Video Cocktail Table Kit.

PM’S RALPH LALLY had lunch June 12 with Bill
Prast of Digital Electgronics and Bill Arkush of
Kurz-Kasch. The trio discussed new inroads in
solid-state games and Arkush’s activities at Kurz:
Kasch’s traveling electronics schools.

Lally also enjoyed a night in New Orleans’ Fat City
with U.S. Billiards’ Len Schneller June 16. Len likes to
show off his love stone to the local Cajuns, but they're
wise to him. They know a Broadway rock when they see
one.

PM’S JANUARY COINMAN of the Month, John R.
Trucano of Deadwood S.D., was recently elected
president of the Greater South Dakota Association, the
state’s chamber of commerce, according to the MOA
newsletter. Trucano, owner of Black Hills Novelty Co.
Inc., is a past president of MOA.

WE UNDERSTAND United Billiard’s President
Scott Daddis was hospitalized recently after a head-on
coilision involving his car and another car that jumped a
highway median. Fortunately, we're told, neither car
was going very fast and a possible fatal accident
avoided. Hope Scott recovers soon.
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Notre Dame scholars impart

business advice to operators

“This is not a social gathering,”
the 75 operators who attended the
MOA'’s late spring regional seminar
at Notre Dame University were told.
And indeed it wasn't.

From Day One, operators and
lecturers alike were on a “strictly
business’’ basis, trying to learn from
each other and trying to absorb vital
knowledge about an industry about
which “‘relatively little has been
written,’” as Dr. Gerry Sequin,
seminar coordinator and director of
the Notre Dame graduate program
in administration, put it.

The three seminar lecturers, all
experienced business scholars,
spent the two days of the confer-
ence giving the operators their
views on such things as employe
motivation, development and evalu-
ating new location potential and
controlling operations. The profes-
sors also swapped ideas with the

conference attendants during
workshop sessions.
Dr. William Sexton, associate

professor of management, told the
listening operators that employers
are often not sensitive enough
about their employes’ mental atti-
tudes. Seventy-five percent of an

SCOREBDRARD

employe’s job sucess depends on
his frame of mind at work and about
work, the professor said.

By holding positive attitudes a-
bout one’s employes, he noted
the employer can cultivate positive
attitudes within the employes a-
bout their work, which naturally
increases their efficiency and pro-
ductivity. Employes also need to be
challenged and stimulated in their
work and this can be accomplished
by giving them feelings of accom-
plishment with their tasks, feeling of
importance about themselves and
their work and feelings of responsi-
bility and recognition.

Operators interested in improving
their routes were given a lot of
advice by Dr. David Appel, chair-
man of the department of market-
ing, who told them that ““when | talk
of new locations, | am talking about
new ways of using the equipment
you have, not more of the same
locations.”

Imaginative thinking is needed by
operators looking for expanded
business, but who tend to get so
caught up in the day-to-day
problems of their business that
they don’t take time to develop an
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overall approach to seeking new
locations.

Appel suggested that operators
seek out the customer (location)
and find out what types of equip-
ment would be best suited for him,
rather than buy equipment and then
find places to put it. “If you first
have the c<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>