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LOCATION DEMANDS
GETTING OUT OF CONTROL?

Al P 5 » e

Your word to your locations is your bond.
Shouldn’t you expect the same from your distributor?
Your locations judge you on three things:
honesty, your sincerity, and your ability to deliver.
That’s why, as your distributor, when we promise you a great price on a

laser disc game or immediate delivery on the latest hit, you can
bank on it.

CENTRAL

DISTRIBUTING COMPANY

3814 Farnam Street, Omaha, Nebraska 68131

402/553-5300
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UP FRONT

A pool table manufacturer recently called. Although his company had fallen on hard
times, it is under new management and re-emerging into the marketplace. The manufac-
turer called to say he was interested in exhibiting at a trade show. Like everyone else in the
industry, he heard that the manufacturers had scheduled a show (Amusement Showcase
International) only weeks before the operators’ show (Amusement Operators Expo). But,
like others in the industry, his company can not afford to go to both shows.

| explained that since Play Meterisan AOE sponsor, | would not want him to think my
comments were one-sided. | explained honestly that some of the major manufacturers had
canceled plans to exhibit at the AOE in order to support their own show. But l also informed
him that the AOE has more exhibitors than the manufacturers’ show.

“Look,” he said. “I really don’t care what manufacturers are at a show. | want to be
where the operators are.”

This simple statement has so much truth that it really hit home. The AOE owes its
success to the operators, not to the manufacturers though several major manufacturers
supported and will continue to support the show.

The seminars are one reason operators support the AOE. Seminars are planned
carefully around subjects imperative to operators in their continued quest for success and
information. These seminars have drawn operators to the AOE, and their quality will
continue to attract operators. This year the seminars are stronger than ever, and we
sincerely believe they will bring thousands of operators to the AOE once again.

AOEB4AOEBAAOEB4AOEB4AOEBAADEB4AOEB4AOEBAADEB4AOEBAADEBAAOEB4AOEBAADEB4ADEBAAOEBAADEB4AOEBAADEB4AOEBAADEBAADEBAADEBAADES4

“Look,” said the manufacturer. “I really don’t care

what manufacturers are at a show. | want to be
where the OPERATORS are.”

AOE84 AOEB4ADEB4AOEB4AOEB4ADEB4AOEB4ADEBA4ADEBAADEB4AOEBAADEB4ADEB4AOEBAADEBAAOEBAAOEBAAOEBAADEB4ADEB4AOEB4ADEBAADEB4ADESS

Be sure to read the stories in this issue that give more information on the AOE. On
page 8, Rufus King, Play Meter’s counsel, explains the AOE-AGMA lawsuit. In “Operators
Continue to Support the AOE,” on page 13, you will read facts that prove operators show an
interest in AOE "84. You'’ll also be able to compare AOE and ASI projected attendance and
exhibitor figures. And what could a little red hen have to do with the industry and the AOE?
See page 14.

Since Play Meter is still the leading industry publication, it will cover the manufac-
turers’ show. When the AOE started in 1980, Play Meter’s chief competitor did not even list
the show in its calendar of events nor did it cover the show for three consecutive years
because Play Meter sponsored the AOE. We heard numerous complaints from operators
saying they feltit highly irresponsible of any trade publication to ignore a major eventin the
industry. Other trade magazines did cover the show, though they were competitors also.

The Play Meter staff believes it is our duty to report fairly any industry event. The
manufacturers’ show is an industry event, and, even with Play Meter’s lawsuit in effect, you
will read a fair assessment of happenings at the ASI show and all other shows.

Valerie Cognevich
Editorial Director

PLAY METER, February 15, 1984



Letters to
the editor...

Phonograph petition

As executive vice president of the
Amusement and Music Operators
Association, I am writing to thank
you for urging your readers to sup-
port legislation to aid the jukebox
industry, H.R. 3858 and S. 1734. It
was helpful that you published a
petition that your readers could use
to collect signatures of persons sup-
porting the legislation.

However, I must point out an
inaccuracy in the preface to the peti-
tion which states that “[r]ecently
the music royalty companies slipped
a bill through U.S. Congress that
raises the rates jukeboxes must pay
to these companies by 525 percent.”
You should be aware that the Copy-
right Royalty Tribunal (CRT), not
Congress, raised the royalty fees
from $8 to $50 in 1980. Congress
initially passed the law in 1976
establishing a compulsory license
for jukeboxes and gave the CRT the
right to review these rates.

In the face of the 525 percent
increase, AMOA has worked with
members of Congress to change the
law. We have been very pleased with
the reception we have received. We
are particularly grateful that Rep.
Bob Kastenmeier (D-Wisc.), the
chairman of the House Judiciary
Subcommittee on Courts, Civil
Liberties, and the Administration of
Justice, has called a meeting of the
entire jukebox industry in Washing-
ton on February 3 to discuss this
issue. We are optimistic that this
meeting will lead the way to a final
resolution of the problem created by

PLAY METER, February 15, 1984

the CRT’s actions.
Leo A. Droste
Executive Vice President
AMOA
Oak Brook, Illinois

Editor’s Note: We thank Leo Droste
for bringing this matter to our atten-
tion. We are overwhelmed at the
number of responses we're receiv-
ing. To date, 1,100 petitions have
been returned with an average of 20
signatures each for a total of 22,000
signatures. Because the response has
been so stromg, and because the
deadline for returning the petitions
has been extended by the lawyers
representing our industry in this
struggle, Play Meter is publishing

the petition again in this issue on
page 11.

The new petition carries altered
wording in accordance with AMOA’s
suggestions. While Play Meter is
sending the first petition responses
along to industry attorneys as we
recetve them, we urge you to con-
tinue to gather responses by posting
the new petition at your locations.
(Locations that have already pro-
duced a good response are probably
the best places to put new petition
forms.)

We wurge you to continue to
respond to this effort. There is no
new deadline, but we ask you to
return the signed petition forms as
soon as possible.

Audio Visual

AV
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new and used
equipment
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1809 Olive Street
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(314) 421-5100
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The AOE-AGMA Lawsuit

Rufus King, Play Meter’s legal counsel, explains

and its partner, Conference

Management Corporation,
(Joint Venture, Inc.-JVI), will be
compelled to go all the way in
defending their 1984 show from the
Amusement Game Manufacturers
Association and Amusement and
Vending Machine Distributors
Association’s attack on it, either by
seeking an injunction again, or
claiming treble damages, or both.
When preliminary negotiations
failed last summer, leaving only two
choices, stand by and risk seeing
AOE destroyed, or fight, the part-
ners elected to fight. Once com-
mitted, against such powerful
adversaries who had struck without
warning and offered no quarter,
there was no alternative but to hit
back as hard as possible.

The lawsuit filed in federal court
in Virginia on September 22,
against AGMA and AVMDA and
their officers and directors, pulled
no punches. If ASI was not enjoined,
its sponsors faced a claim for three
times the damages actually caused to
AOE (unless AOE, with operator
support, turns out to be a total suc-
cess anyway), plus, possibly, exem-
plary damages and other long-term
relief against the two associations,
their individual officer- and director-
defendants, and even the associa-
tions’ manufacturer and distributor
members. But no one in the Play
Meter camp wanted that. It was
hoped some compromise settlement
could at least be discussed while
everyone was in New Orleans for
the AMOA Show, but AGMA
refused to meet with AOE spokes-
men. The aim was some arrange-
ment, such as combining the 1984
shows, which could have avoided the
forthcoming battle. But time has run
out, and neither Play Meter nor JVI
can change the course of events by
themselves.

Background of the Suit
8

I t now appears that Play Meter

A few years ago, when Gary Stern
and William O'Donnell Jr. began
promoting the idea of a manufac-
turers’ association for the amuse-
ment-game industry, Play Meter

“It should not
really have been
such a surprise that

AGMA
would try

to take over

operator oriented
AOE.”

00000000000000000000
joined wholeheartedly in the
general enthusiasm. AMOA had
always been primarily concerned
with music operators’ problems, and
leadership in the games field came
haphazardly from a few strong
manufacturers, a few independent
distributors and operators, and a
handful of effective state associa-
tions. There had long been a classic
split in the industry, Bally on one
side pushing “gray area” bingos, and
Gottlieb, with Williams, then Stern,
and then, briefly, Atari on the other,
defending the amusement-only
concept and image. (Gary Stern tells
his father’s story of a showdown 40
years ago between Dave Gottlieb
and Herb Jones of Bally. Gottlieb
proposed that a then-new industry
association take a stand against
gambling, and Jones rose, seconded
the proposal, and walked out, never
to return.)

By 1980 the bingos had been
driven out everywhere except from
a few isolated pockets like Tennes-
see, South Carolina, and parts of
Maryland, and all the majors except
Bally were joined in resisting the
spread of the new generation of gray

area video card and casino games
beginning to appear. The Mills-
Jennings case in Ohio, an early
triumph for the Ohio Music and
Amusement Association, was also a

“It was hoped some
compromise settlement
could at least
be discussed...but

AGMA refused
to meet with

AOE

spokesmen.”

00000000000000000000
victory for seven leading U.S. manu-
facturers, who intervened in the case
to support the Ohio attorney
general. (Play Meter readers will
remember that this publication,
since its first issue in 1974, has
spoken for amusement operators,
and, while not opposing legalized
gambling, has consistently resisted
all those in the industry who would
damage the amusement-only image
by confusing, defying, or corrupting
law enforcement in order to run
illegal gray area devices.)

AGMA was first named ADMA
(Amusement Device Manufacturers
Association), and one reason was
that its founders wanted to welcome
companies like Bally and (at that
time) Williams, who had legitimate
slot machine products i.e., “devices,”
openly aimed at Nevada, Puerto
Rico, Atlantic City, and foreign
markets. The original ADMA
position on gambling was that it
would take no stand on legalizing
casinos, lotteries, charity events, etc.,
preserving its options on gray area
issues and illegal operations, and
admitting anyone who had at least
some amusement-only products.

PLAY METER, February 15, 1984



Even so, Bally stayed out. But it soon
became clear that radical changes in
the directions of industry leadership
were being made through ADMA
anyway. The Mesquite case, a shoo-
in Supreme Court victory for amuse-
ment-only games, was derailed by
industry lawyers who claimed it was
too risky to face the High Court with
our tainted image and dubious story.
Industry resistance to the spread of
gray area games was terminated.
Cooperation with municipal author-
ities, industry responses to genuine
problems and trouble spots, and the
development of industry-oriented
model ordinance provisions, were

000000000000OCGOCGOOOOOS
“.behind a smokescreen

of hype and hoopla,
the manufacturers
began focusing
even more narrowly
on problems that
concern only their
own interests...”

halted. Even the bland public rela-
tions program launched jointly by
AGMA, AVMDA, and AMOA was
dropped.

Then in mid-1982 a major shift
took place. Bally moved in openly as
a member, the name of the associa-
tion was changed to AGMA, and
behind a smokescreen of hype and
hoopla (Bally had fielded a hype-
and-hoopla man named Tomlinson
to promote bingos, with unsatisfac-
tory results in 1971.), the manu-
facturers began focusing even more
narrowly on problems that concern
only their own interests: copyright
infringements, speed-up and con-
version kits, FCC compliance, UL
standards, etc. Subjects affecting the
future of the industry and the
welfare of operators—gray area
invasions, blue sky artists, signs of
real organized crime infiltration,
hostile lawmakers, unreasonable
local regulators, unfair taxes, loca-
tion ownership, coin-operated
lotteries, saturated markets, “duds”
and “dogs,” and low quality engi-
neering—seem to have become
taboo.

It should not really have been

PLAY METER, February 15, 1984

such a surprise, then, that AGMA
would try to take over operator-
oriented AOE, when the latter
proved it could succeed handsomely
carrying out a strictly amusement-
only policy and sponsoring no-
holds-barred seminar discussions
over the entire range of operator
interests. It was not surprising,
either, that the takeover attempt
last summer should be high-handed,
without warning or any attempt to
open peaceable negotiations before
announcing ASI.

It was only a little puzzling, from
a lawyer’s viewpoint, that the move
was so clumsy.

“..time has run out,
and neither Play Meter
nor JVI can change
the course of events

by themselves.”
00000000000000000000

The Antitrust Case

No one denies that if the manu-
facturers approached it fairly and
reasonably, they could join together
and put on a national trade show of
their own, to promote the sale of
their own games. That would be
legitimate competition and might
be wholesome for the industry. But
pursuing a lawful end by unlawful
means is as wrong as if the end itself
were unlawful.

For example, I have a perfect
right to plant my cornfield next to
yours, or open my game room across
the street from you. But I cannot
lawfully poison your plantings, or
claim falsely that your game room is
a source of Legionnaires disease—or
firebomb you. And by the same
token, under this country’s antitrust
laws which have been on the books
for nearly a century, I cannot
organize a boycott against you by
corn-buyers or corn-seed sellers, or
game room patrons. I cannot
destroy you as a competitor even by
cutting prices if to do so would
create a “monopoly” of a market in
which I am not restrained by the
ordinary forces of competition.

Specifically, the antitrust laws
known as the Sherman and Clayton
Acts make it illegal, both as federal
crimes and as bases for recovery of

treble damages, for two or more
persons to conspire, which means to
act in concert with a common
purpose, to restrain trade or com-
merce ‘unreasonably” or by “unfair
practices.” It is self-evident that in a
small industry like ours, with oaly
two existing national trade shows,
manufacturers who control most of
the exhibits cannot agree to launch a
new show at almost the same time
and place as one already announced
by one of their potential rivals. That
amounts to illegal restraint (i.e., not
mere fair competition). The only
defense to such charges would be
proof by each of the associations and
their officers and directors that
every one of them had acted inde-
pendently, without any common
purpose of mutual agreement. But
that is refuted by admitted facts: it
was publicly announced at the outset
that the decision to stage ASI was
reached, and the time and place
chosen, at a meeting of AGMA'’s
board of directors who met in
Alexandria for that purpose, among
others, in May 1983.

Thereafter, other acts were taken
in concert and by mutual agreement
to further carry out the purpose of
destroying AOE. These, too, have
been publicly announced and
admitted, including the withdrawal
and cancellation of space by exhib-
itors who had already signed up for
AOE, the refusal to sign up by others
who had made tentative commit-
ments and who had participated in
prior shows, and express agree-
ments which constitute, in effect, an
unlawful boycott. The manufac-
turers’ community is so small there
is also a strong inference that simul-
taneously pulling their advertise-
ments out of Play Meter was done by
unlawful agreement.

By becoming a participant and co-
sponsor, AVMDA has tied itself to
all the acts and agreements charge-
able to AGMA, even if it has not
added independently to the con-
spiracy. At the same time, and also
by mutual agreement, the associa-
tions and their officers and member
companies have sought to injure
AOE independently—unfair prac-
tices and unreasonable restraint of
trade—by what the courts some-
times characterize as “dirty tricks.”
These "dirty tricks” include claims
that attendance at AOE 1983 had

9



declined from prior years, false
announcements that important
exhibitors at AOE would not be
attending when some such exhib-
itors had already signed contracts
for space at the-show, and deliber-
ately picking a time, out of the whole
year's calendar, and a place, out of
the entire United States, which
would discourage everyone from
attending AOE by causing the two
shows to be in direct conflict (since
few attendees will be able to go to
both).

A second and separate Sherman
Act claim, with the same entitle-
ment to treble damages, arises from
the facts that the entire amusement
game industry is so small that there
are only two annual trade shows
now supported by industry mem-
bers, and that the deliberate destruc-
tion of even one existing competitor
would create a substantial “monop-
oly.” Again the facts supporting this
claim cannot be disputed; if some
newcomer wanted to launch a
national boat show or a national
automobile show, his impact on the
competitive market would be
obviously quite different from the

800-227-5813
IN CA800-227-5814
OR 408-625-5333
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effects of ASI being scheduled on
top of AOE. A third competing
game show, fairly scheduled at a
different time and place, might not
have triggered the monopoly pro-
hibition, but AGMA and AVMDA
are stuck with their decision to make
such a direct attack on AOE.
Another claim or count will arise
under state law (in the first suit the
Virginia State Code), since nearly
every state separately prohibits
conspiracies and boycotts which
have the purpose of willfully,

The RICO Count

The antitrust laws include criminal penalties for viola-
tions, but most antitrust cases turn on civil claims for
treble damages. The federal RICO statute is primarily cri-
minal, though it also authorizes civil remedies, treble
damages and other drastic civil relief. RICO ties directly
into the anti-gambling laws of all 50 states (even Nevada
outlaws unlicensed subterfuge devices), as well as into a
whole bouquet of federal criminal sanctions. Actively
promoting the sale of gray area devices in interstate com-
merce,as is ASI's announced and admitted intention, puts
everyone connected with the February show directly in
the RICO line of fire

The JVI partners dropped their suit, containing a
RICO count, "without prejudice,” because the remedy is
so drastic and far-reaching, and to see if some fair com-
promise could be worked out—as AGMA and AVMDA
had indicated. No one wants to pull the RICO trigger in
our industry family squabble. But no meaningful
response came from ASI RICO is still an awesome
weapon, and JVI still has all its options.

maliciously, and unfairly injuring
any business enterprise conducted in
that state, regardless of whether
interstate commerce is affected. On
this state ground alone, the JVI
partners will probably be entitled to
all damages caused by AGMA and
AVMDA, as well as an injunction.

And even if that were not enough,
the admitted actions of AGMA and
AVMDA in causing certain exhib-
itors who had already bought space
at AOE to withdraw and breach
their contracts with JVI creates a
separate and distinct cause of action,
for intentional interference with the
contracts and tortious inducement
of breaches.

Finally, for the state law claims as
well as for the federal antitrust and
restraint-of-trade violations, JVI
may be entitled to exemplary or
punitive damages, besides three
times its actual losses, if the court
and jury are convinced that what
was done by AGMA and AVMDA
was willfull and done with intent to
injure or destroy AOE. And of
course, with any recovery, JVI may
be awarded all its attorneys’ fees and
litigation costs. °

"Quality is Our
Family Tradition"

HOFFMAN &y HOFFMAN

CARMEL-BY-THE-SEA CALIFORNIA 93921-08%
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TEAR OUT THE PETITION FORM
ON THE NEXT PAGE AND HAVE
ENOUGH QUALITY, READABLE
COPIES MADE FOR EACH OF
YOUR JUKEBOX LOCATIONS.
FOR BEST RESULTS, HAVE
LOCATION OWNERS DISPLAY
THIS PETITION NEAR THEIR
JUKEBOXES ORIN A SIMILARLY
NOTICEABLE SPOT. MAIL PETI-
TIONS AS SOON AS THEY ARE
COMPLETED TO PLAY METER:
P.0O. BOX 24170, NEW ORLEANS,
LA 70184.

A\,




5 A PETITION -, -
JUKEBOKX

We support relief for the nation’'s
jukeboxes from the 525 percent rate
Increase In jukebox copyright royalty fees
established by the Gopyright Royalty
Tribunal. We urge passage of S 1734 In

the Senate and HR 3858 In the House of
Representatives.

NAME CITY

PLAY MEVER

P.O. BOX 24970
NEW ORLEANS, LA 70184-9988
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s the Amusement Operators
AExpo nears, early show sta-

tistics prove once again that
the AOE will continue to receive
operator support.

The fifth annual AOE will be
March 9-11 at the O'Hare Expo
Center in Chicago.

Conference Management, which
manages the AOE, reports it has
received more operator requests for
AOE information than it did at this
time last year. At this time in 1983,
Conference Management received
1,150 operator requests. As of
January 10, the company received
1,176 requests for AOE '84 infor-
mation.

“Our promotion has been real
strong,” said Daryl Komar, Confer-
ence Management vice president of
conference planning. "All the
interest from the business reply
coupons is slightly stronger than it
was yesterday.”

Operator interest in the AOE
remains strong despite the fact that
approximately 2,000 operators went
out of business in 1983. (See Play
Meter’s State of the Industry report,
November 1, 1983, p. 42.)

“The industry isn’t doing as well
as it did last year. I think we are
going to stay in the same ballpark

PLAY METER, February 15, 1984
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Operators continue

support AOE

for (AOE '84) attendees,” Komar
explained. "I can only assume oper-
ator attendance is going to be in the
same proportion.”

Huge attendance increase
Despite a decreasing operator
population, operator interest has
increased for AOE ’'84, and this
interest is typical of past AOE
shows. AOE attendance has grown
dramatically in the past five years.
AOE ’'83 drew 8,245 confirmed
attendees—a huge increase from the
AOE '80 attendance of 909. In
comparison, the 1983 AMOA Show
in New Orleans, the association’s
35th show, had 9,079 attendees.
Bill Leahy, director of communi-
cations for Amusement Showcase
International, told Play Meter that
show officials expect about 6,000 to
7,000 operators and distributors at
the ASI, to be held February 17-19 at
the Chicago Expocenter. Yet, when
questioned about how officials
determined this projected attend-
ance figure, he replied: “That’s just
an estimate that we have been
working with based on our conver-
sations with the Amusement Game
Manufacturers Association and the
Amusement and Vending Machine
Distributors Association.”

Another indicator of strong oper-
ator support at AOE "84 is a poll that
appeared in the November issue of
another industry trade publication.
Poll results show that 6 percent of
those questioned about spring
shows said they will attend the ASI
show. However, 18.2 percent said
they will attend the AOE. According
to the poll, three times as many
operators plan to attend AOE "84
than the ASL

And it's apparent that many
exhibitors want to be where the
operators will be. Conference
Management estimates that about
20 exhibitors pulled out of AOE '84
after AGMA announced it would
stage its ASI show. But in the last 30
days, 25 exhibitors who dropped out
of AOE 84 for various reasons have
signed up again for the event. Lisa
Ryan, Conference Management
senior account representative,
projects that operators attending
AOE '84 can expect to see about 150
exhibitors in more than 350 booths.

According to the most recent
figures released by ASI representa-
tives, only 75 exhibitors have signed
up for the ASI show with only seven
booths still available. Although it was
requested twice, Play Meter never
received an ASI exhibitor list. @
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A Fable:

S

The Little Red Hen

Once upon a time a cat and a dog and a mouse and a
little red hen all lived together in a cozy little house.

The cat liked to sleep all day on the soft couch. The
dog liked to nap all day on the sunny back porch. And the
mouse liked to snooze all day in the warm chair by the
fireside.

So the little red hen had to do all the housework.

She cooked the meals and washed the dishes and
made the beds. She swept the floor and washed the
windows and mended the clothes.

She raked the leaves and mowed the grass and hoed
the garden.

One day when she was hoeing the garden she found
some grains of wheat.

“Who will plant this wheat?” cried the little red hen.

“Not I,” said the cat. “Not I,” said the dog. “Not I,”
said the mouse.

“Then I will,” said the little red hen. And she did.

Each morning the little red hen watered the wheat
and pulled the weeds.

Soon the wheat pushed through the ground and
began to grow tall.

When the wheat was ripe, the little red hen asked,
“Who will cut this wheat?”

“Not I,” said the cat. “Not I,” said the dog. “Not I,”
said the mouse.

“Then I will,” said the little red hen. And she did.

When the wheat was cut, the little red hen asked,
“Now who will take this wheat to the mill to be ground
into flour?”

“Not I,” said the cat. “Not I,” said the dog. “Not I,”
said the mouse.

From THE LITTLE RED HEN by Paul Galdone, published by
Clarion Books/Ticknor & Fields, a Houghton-Mifflin Co., New York,
Copyright © 1973 by Paul Galdone.

“Then I will,” said the little red hen. And she did.

The little red hen returned from the mill carrying a
small bag of fine white flour.

“Who will make a cake from this fine white flour?”
asked the little red hen.

“Not 1,” said the cat. “Not I,” said the dog. “Not I,”
said the mouse.

“Then I will,” said the little red hen. And she did.

She gathered sticks and made a fire in the stove.
Then she took milk and sugar and eggs and butter and
mixed them in a big bowl with the fine white flour.

When the oven was hot she poured the cake batter
into a shining pan and put it in the oven. Soon a delicious
smell filled the cozy little house.

The cat got off the soft couch and strolled into the
kitchen.

The dog got up from the sunny back porch and came
into the kitchen.

The mouse jumped down from his warm chair and
scampered into the kitchen.

The little red hen was just taking a beautiful cake out
of the oven.

“Who will eat this cake?” asked the little red hen.

“I'will!” cried the cat. “I will!” cried the dog. “I will!”’
cried the mouse.

But the little red hen said, “All by myself I planted
the wheat, I tended the wheat, I cut the wheat, I took the
wheat to the mill to be ground into flour.

All by myself I gathered the sticks, I built the fire, I
mixed the cake. And all by myself I am going to eat it!”

And so she did, to the very last crumb. After that,
whenever there was work to be done, the little red hen had
three very eager helpers. °
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“The Little Red Hen’

and the AOE
have a lot
1n common

Na'a'aaaee’a’aasse’a’s%
By Valerie Cognevich
2222222222202 2%

t's often the case that the more
Icomplicated things get, the more

simply they can be stated. We
believe the story of "The Little Red
Hen” states simply what is at issue
in the AOE/ASI controversy. The
manufacturers—Ilike the cat, dog,
and mouse—sat idly by as The Little
Red Hen (ie. AOE) fashioned a
show to address the operators’ needs
at a time (spring) when a show was
needed.

Now they want the show for
themselves. Of course, The Little
Red Hen did not, in this case, build
AOE all by itself. There was a lot of
support. But that support came
from operators, not manufacturers.

It's curious to note the manufac-
turers’ collective amnesia on, for
instance, AOE '81 when the manu-
facturing giants, members of
AGMA, boycotted AOE, saying it
would never succeed. Where were
they when the show needed support?

Where was Atari at AOE ’81?

Where was Bally at AOE '81?

Where was Stern at AOE '81?

Let’s see where they were. Here is
an excerpt from Play Meter's report
of that show (Play Meter, June 1,
1981, p. 25):

“There was never any question
the wide ranging seminar progam

believing that there was only
room for one trade show and that
being the AMOA show in the fall.
So many exhibitors decided
against exhibiting at the second
annual AOE.

What they did not anticipate
was the truly phenomenal turnout
by operators who had heard from
other operators who had attended
the previous year that the show
was indeed worthwhile. The word
had gotten out to the rank and file
operators, but apparently it didn’t
make its way back to the factories.

Less than a month before the
show, there was a definite trend of
growing attendance at the show.
And major factories, which had
previously opted to stay out of the
show, began to couch their bets by
making sure their game would be
on the floor of the show.

Bally's new pinball game
appeared in the booth of supplier
Big State Supply of Fort Worth,
Texas, a subsidiary of Wildcat
Chemical Company. Williams’
new pinball and the cocktail ver-
sion of its first ever video
appeared in the U.S. Billiards
booth (since principals of U.S.
Billiards also operate a distri-
buting firm which represents
Williams). And Stern Electronics’
new pinball and video found their
way onto the floor of the show via
the International Totalizing Sys-
tems exhibit. It was a curious
arrangement with some of the
biggest manufacturers noticeably
absent from the show but some-
how present nevertheless.

Then as people poured through
the doors of the exhibit hall, the
exhibitors and "non-exhibitors”
watched in utter disbelief, “Phe-
nomenal,” “fantastic,” “great,”
“super,” "totally unexpected,”
“amazing,”—none of them had
expected a turnout like this.

The operators had spoken, and
the manufacturers were taking
note.”

was getting high marks from
everyone, but there was a serious
question as to how interested
operators really were in a no non-
sense seminar program which
dealt with the nuts and bolts of
their operations. An industry
trade show designed with the
operator in mind, they said, would
never succeed. So many exhibitors
refused to exhibit at AOE '81,
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They were taking note then; they
want to take the show now.

Three years ago they said it
couldn’t be done. Now they think
they're the only ones that can do it. I
wonder who they think they are
fooling?

Isn’t it an ironic twist of fate?
AOE '81 was an overwhelming suc-
cess despite the manufacturers, not

because of them. Nearly every major
U.S. manufacturer came to and exhi-
bited at AOE '82, in effect, following
the operators—wanting to be where
the operators were.

Now, though operators seem bit-
terly resentful of them, the manu-
facturers believe operators will
follow them to the manufacturers’
show forsaking AOE, a show that
owes its success to the operators.
Very few can afford the time or the
money to attend two shows scarcely
three weeks apart.

Some manufacturers may be
offended by a story like “The Little
Red Hen.” If they find it disturbing,
then they have gotten the point.

Instead of acting like spoiled little
children, they should look inward to
find the real reason the industry is in
such dire straits. It is they who have
created such depressed market con-
ditions—not the operators, not
AOE, and not Play Meter.

Instead of conspiring to canniba-
lize an industry that is already suf-
fering, the manufacturers could
have put forth the time and effort
they are spending trying to sponsor
a show to take a serious approach to
addressing vital industry issues.
Somewhere along the line, the
spoiled child realizes he can’t always
get what he wants.

The operators got their message
across in 1981, and the manufac-
turers heard and responded. We
believe that the operator response
(or lack of it) at the manufacturers’
show will deliver the message as
clearly and as simply as “The Little
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How would you compare the
AOE to other trade shows?
What would you say to opera-
tors who never attended AOE or
are undecided about going this
year?

I was very pleased with the semi-
nars and the floor show at last year’s
AOE show. The AOE is operator
oriented. The majority of operators
today are smaller operators as
opposed to the big concerns owned
by the manufacturing companies,
and the AOE is more representative
of individual operators. If operators
are concerned about the industry
and their place in it, I'd say they
should attend the AOE and support
it.

Dean Tangalakis
Fantasy Zone
Ypsilanti, MI

The AOE seems to be the best
show around so far. I wish some of
the other shows would pattern
themselves after it. The nice thing
about AOE is that they don’t charge
you for it.* They also tend to try to
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FOR

INFORMATION:

BY DAWN ADORNO

keep the kids out. I think it's a good

deal, but it seems we don't get the

support from people we should be

getting support from—Iike the

AMOA. They don’t tell you about
the AOE.

Rodger Boots

RD’s Quarter Arcade

Cedar Rapids, IA

*Editor's Note: Exhibition admis-
sion is free to all attendees who
show a business card. Seminars are
825 per session if operators have
registered before February 17.
Registration postmarked after
February 17 or made at the door
costs 835 per session. For more
information, contact Conference
Management Corporation at 203/
852-0500.

We plan to go to the AOE because
it's in Chicago, and that’s close to
here. It's a chance to get a whole per-
spective of the industry as far as
equipment goes and a chance to
renew old contacts and try to make
new ones.

J. H. Diltz
Diltz & Sons
Mishawaka, IN

We usually attend all the shows.
The AOE show was better than the
AMOA because there were no kids
there and you got to talk more to the

vendors. I enjoyed AOE’s seminars.
I met a lot of people who were
attending the seminars who gave
me a lot of information. We're fairly
new in the business and picked upa
lot of information at the show from
vendors who have been in the busi-
ness for 25-30 years. We've learned
more about the industry at the AOE
than we have learned by being in
business. We also go to the show to
see if we can get better prices on the
equipment.
Tom DilNardo
Advanced Amusements
Jersey City, NJ

I have been to past AOE shows. |
thought the exhibits were good and
found the location
negotiations and service helpful
Compared to other trade shows, I'd
say the AOE is as good as any.

Larry Cooper
B & L Ventures Inc.
Tucker, GA

seminars on

I go to the show to look at new
equipment and to find out how
operators can sustain buying new
equipment. I'm particularly inter-
ested in kits because the video
market took a dive. We go to the
show to find out what the hot games
are. Compared to other shows, the
AOE is a better variety of things. I
think it's necessary for operators to
attend the show and benefit by what
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it has to offer. I plan to attend the
seminars this year, and I think other
operators should go to the seminars
to see what's going on in the indus-
try. If the factories don't get it
together, the business is going to go
down. And when the operators go
down, the whole 9 yards go. People
need to be aware, and that is why
they should go to the show.
Gary Domino
American Amusement
Morgan City, LA

I would definitely recommend the
AOE show to other operators. If
you're involved in the business and
can be there, you should be there. I
think the AOE is a good show, but
I'm not going this year because I
can't afford it. I bought too many
video games.

Joe Swan
Montana Games & Promotion
Butte, MT

We only attend the AOE and the
faill show. I don't think we need any
more shows. The AOE is an
excellent show. The technical semi-
nars seem to be good.

Lowell Simmons
Automatic Music & Games
Painesville, OH

The AOE is a good show. I think
the AOE has what's needed for a
great showing of equipment. I also
like the way in which the AOE tries
to regulate the "gray area” pieces. |
like the AOE's ethics. 1 would
suggest that operators attend the
show because AOE complements
operators and is doing everything in
the best interest of the operator.

C. Edward Holland
A-Musements Inc.
Virginia Beach, VA

Cover Credit
Special credit goes to the Starship
arcade in Jacksonville, Florida.
The January 15 cover featured
the arcade in conjunction with a
story dealing with characters in
promotions.

The Video Outpost
ADVANTAGE:

Put any two video games
ANYWHERE?

How many protitable tocations have yvou passed up because of security

risks? How many outdoor locations could be producine protit

right now? The all-steel. weather repellant. vandal resistant

Video Outpost makes nearly all locations possible
Count your potential new locations tonight and call us tomorrow!
For more information on the many features of The

Video Outpost, or the name of the distributor nearest
you, call:

ALL-WEATHER AMUSEMENTS
5 Patricia Lane ® Spring Valley. NY 10977
914/354-3095

PUZZLED ABOUT
RESTAURANTS AND ENTERTAINMENT
WHILE YOU'RE IN CHICAGO
FOR THE AOE?

GET SOME TIPS IN THE APRIL 1 ISSUE.
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Don Osborne’s
sudden death
shocks industry

By Mike Shaw

on Osborne, the man who
Dcreated and carried out a

national campaign to defend
video games against anti-video
game sentiment threatening the
industry’s peak years, is dead at age
41. Osborne died December 31 at his
home in San Jose of a heart attack.

As Atari’s vice president of mar-
keting, Osborne confronted anti-
video forces with his Community
Awareness Program (CAP), a two-
part public relations plan for oper-
ators and distributors fighting
restrictive local regulation and anti-
video game mawkishness.

With CAP, Osborne upgraded the
coin-op industry’s public image. The
public became aware that the indus-
try is comprised of people who care
about youths. Through CAP, the
public also heard that the industry is
filled with creative minds interested
in developing computer era enter-
tainment for eager youths rather
than, as industry detractors accused,
destroyers of the moral fiber of the
nation’s children.

“There’s so much misunder-
standing that surrounds the indus-
try,” Osborne said, speaking of the
need for a public relations effort.
“Not that we aren’t concerned about
the same things parents are, like
truancy, but we don't believe video
games have been the cause.” (Play
Meter, February 1, 1983, p. 83-85)

Osborne developed the Com-
munity Awareness Program with
characteristic vigor. He developed a
professional videotape presentation
with accompanying printed mate-
rials portraying several socially
cognizant people noting videos’
positive experiences and youths’
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interactions with them.

Industry’s use

Although CAP was the industry’s
most developed program to combat
anti-video game inanity, Osborne
was never satisfied with its use by
the industry.

“I don’t think we got the kinds of
response from the field that we
should have,” he told Play Meter. ']
still talk to distributors who say they
don’t have public relations problems
.. .but these things have an ugly way
of surprising you.”

To make up for others’ unwilling-
ness to campaign for the industry’s
image, Osborne took to the road,
representing Atari at events where
he could publicize the positive side
of video game playing. He appeared
on television and radio shows to
debate misconceptions about videos
and to allay parental fears about
videomania.

Operators and distributors united
on local fronts to stem the rampage
of anti-video game regulation, but
on a national basis, nothing was
more effective than Atari’s cam-
paign in convincing the nation the
anti-video efforts were based on
irrationality and misunderstanding.
No one did more than Osborne to
establish the image of video games
as wholesome, contemporary enter-
tainment.

Osborne came to Atari in 1977
after 12 years of work in educational
technology. He joined the Sunny-
vale firm as a sales manager and
later was elevated to director of
national sales. Recognizing Os-
borne’s indominatable energy and
his flair for public appearances,

Atari extended his sales duties to
include all facets of its coin-op
marketing program in 1982, con-
sequently making him a vice presi-
dent. In 1983, with the hiring of
long time distributing executive
Jerry Marcus, Osborne concentrated
on the company’s marketing strat-
egies.

In a company often criticized for
ignoring coin-op concerns in favor
of its home game business, Osborne
worked tirelessly to keep vital
Atari’s coin-op interests.

“The management of Warner has
assured me we are an important
division of this company,” he once
said, bristling at the suggestion
Warner may abandon its coin-op
venture. "If I didn’t believe them, I
wouldn’t be here.”

Fitting tribute

Osborne’s death was shocking to
the industry because of his youth and
apparent good health. Even in
the midst of the holiday vacation
season, his funeral services in San
Jose were attended by hundreds of
industry people nationwide.

“The number of people and the
facets of his life they represented
were an impressive and fitting
tribute,” said one Atari employee
who had worked closely with
Osborne.

“What makes his death a little
easier to bear is that Don lived every
day of his life like it was his last,”
eulogized a member of Osborne’s
marketing staff. "He was involved
in everything at Atari, from the

"development of a new game idea all

the way to tracking the game’s
performance on location.” °
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A & A Company

1930 Greenspring Drive
Timonium, MD 21093

Phone: 301/252-1020

Cable: PARKWAY

President: Irvin Kovens

Sales Mgr.: Ed Kovens

Product line: capsules, eggs, stamp
vendors, video games, cigarette and
candy machines, pinballs, coin
counters, and drink vendors

ACCA Industries Inc.

407 Blade Avenue

Cincinnati, OH 45216

Phone: 513/242-0161

President: Jim Ernst

Sales Mgr.: Jack Samad

Product line: Mini-Mite children’s
video games; coin-op radio control-
led cars and boats

Air-Table-Hockey

P.O. Box 1024

Boulder, CO 80306

Phone: 303/444-9164

Pres. & Sales Mgr.: Mark J. Robbins
Product line: Formica-top, air-
cushion hockey table, mallets &
pucks for same; tournaments & pro-
motions

Air Vend

9817 Valley View Rd.

Eden Prairie, MN 55344

Phone: 612/944-3604

Toll-Free: 800/328-7952
President: Dave Bobert

Exec. V.P.: George Hean
Product line: vending machines

Alcohol Breath Analysis, Inc.
532-A East Maryland

Phoenix, AZ 85012

Phone: 602/277-3770

President: Ronald T. Sgrillo

Sales Mgr.: Kathy Lusk

Product line: coin-operated alcohol
breath analyzers

Alcohol Countermeasure
Systems, Inc.

8568 Stone Road

Algonac, Ml 48001

Phone: 313/961-3405

Telex: 06968538

President: Jack George

V.P./Gen. Mgr.: Felix J.E. Comeau
Product line: breath testing
machines

Alter Enterprises

410 Rt. 15 South
Wharton, NJ 07885
Phone: 201/361-0066
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President: William A. Alter

V.P.: Newton A. Parker

Sales Mgr.: Earl A. Heller
Operations Mgr.: N. Tyson Parker
Product line: coin operated remote
control amusement equipment

American Arcade Specialty Co.
525 1st. St.

Rock Island, IL 61201
Phone: 309/788-2962
President: Thomas Leon
Sales: George Pappas,
Bosanac, Joe Delphino
Product line: novelty items,
shooting galleries, shooting guns

Mike

American Shuffleboard Co., Inc.
210 Paterson Plank Rd.

Union City, NJ 07087

Phone: 201/865-6633

President: Mary Cusano
General Mgr.: Nicholas Melone
Product Mgr.: Richard Delfino
Sales Mgr.: Sol Lipkin

Service Mgr.: Leo Stelter
Product line: shuffleboards, pool
tables, bumper pool tables

Amusement Equipment
Mfg., Ltd.

701 E. Eighth St.

P.O. Box 307

Eldon, MO 65026

Phone: 314/392-7122
Toll-free: 800/325-3353
President: N. Earl Veatch Jr.
Sec./Treas.: N. Earl Veatch Jr.
Sales Mgr.: Jack Eckart
Service Mgr.: Velda Simmons
Product line: kiddie rides

Amusement Service Co., Inc.

1950 Howell Mill Rd.

P.O. Box 19755, Station ‘N’
Atlanta, GA 30325

Phone: 404/351-0414

President: Leon Sokolic

Product line: Vivid Vision Videos -
coin-operated VHS systems

Amusement Technology Inc.
1200 Memorial Ave.

Asbury Park, NJ 07712

Phone: 201/774-3000
Toll-free: 800/272-1371
President: George Braverman
Sales Mgr.: Merrill Braverman
Service Mgr.: Richard Cook
Product line: kiddie rides

Arachnid, Inc.

208 N. Madison St.

Rockford, IL 61104

Phone: 815/962-3919

Toll-free: 800/435-8319

Telex: 270576

President: Paul F. Beall

V.P.: Steve Tillery

Sec.: Mike Tillery

Ass’t. to Pres.: Sam Zammuto

Dir. Sales & Mktg.: Marcio Bonilla
Product line: electronic dart games;
countertop reaction games, home
reaction games, electronic balloon
inflators

Atari, Inc.

(Coin-Op Division)

790 Sycamore

Milpitas, CA 95035

Phone: 408/262-4490

Telex: 172959

Service No.: 408/943-1120

CEO, Chairman: James Morgan
President: John Farrand

Dir. Spec. Mkts: Dick Needleman
Int’l Sales Mgr.: Suzanne Elliott

Mgr. Mktg Serv.: Mariann Layne
Operations Mgr. Spec. Mkts.:
Lenore Sayer

V.P. Eng.: Dan Van Eldren

V.P. Creative Des.: Lyle Raines
Regional Sales Mgr.: Bob Harvey
John Hill

Dir. Tech./Serv.: Darl Davidson
PR Mgr.: Margaret Lasecke

V.P. Int’l Sales: Shane Breaks

Far East Manager:

Rivington Hight Jr.

Product line: video games

Auto Photo Co.

350 Lear Ave.

Costa Mesa, CA 92626
Phone: 714/540-8082

Shuffleboards

are coming
back strong!

Write or call for details on our
complete line of shuffleboards

And ask about our revolutionary
THE AMERICAN CLASSIC II

Since 1928
4
mereean
SHUFFLEBOARD CO.

210 Paterson Plank Rd
Union City, New Jersey 07087
(201) 865 6633
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Toll-free: 800/854-3557
V.P. Sales: J. Schill
Product line: coin-op photo booths

Autorovo

400B Lansdown Rd.

P.O. Box 907
Fredericksburg, VA 22404
Phone: 703/373-2853
President: Benny Voss
Product line: kiddie rides

B

Bally Midway Manufacturing Co.
10601 W. Belmont Ave.

Franklin Park, IL 60131

Phone: 312/451-9200

Telex: 72-1596

President: David Marofske

Exec. V.P.: Stanley Jarocki

Dir. Mktg.: Steve Blattspieler

Ed Schmidt (Pinball)

Cust./Serv. Mgr.: Dick Konopa
Product line: electronic video
games, flipper pinball, novelty
equipment

Bhuzac International
384-A Foster City Blvd.
Foster City, CA 94404
Phone: 415/341-5200
Toll-Free: 800/262-4700 (outside
CA)
TWX: 910-374-3000
President: Satish Bhutani
Op. & Cust. Serv. Mgr:
Lynn Watson
Product line: exclusive agent for
Zaccaria, Italy video games, pinballs,
and other coin-op devices

Bob’s Space Racers

427 15th St.

Daytona Beach, FL 32017
Phone: 904/677-0761
President: Robert C. Cassata

Brunswick Corporation/
Brunswick Division

525 West Laketon Ave.
Muskegon, MI 49443
Phone: 616/725-3300
President: Aaron Deskins
V.P. Mkt.: Fred Kaplowitz
Sales Mgr.: James Bakula
Service Mgr.: Bob Maule
Product line: billiard tables,
billiard supplies, accessories

Buchert Marketing

450 Caredean Dr.

Horsham, PA 19044

Phone: 215/675-5800

President: James Buchert

Product line: electronic video
games

C

Sales Directors:
Larry Berke (Video)
Paul Calamari (Pinball)
Advg./Sales Pro. Mgr.:
James Jarocki
Service Mgrs.:
Andy Ducay (Video)

%COIN OPERATED ALCOHOL

BREATH ANALYZER
FOR PUBLIC ACCESS

Product line:

eALL
ELECTRONIC

*EASY TO USE

*INSTANT
READOUT

*PATENTED
PROCESS

MODELS AVAILABLE
*FLOOR

sWALL

*COUNTER

PROVIDES PATRONS WITH INFORMATION THEY
REQUIRE, BAR OWNERS WITH A MEASURE OF SECURITY.
“RESPSONSIBLE” DRINKING OUR HOPE FOR THE FUTURE

WORLD MANUFACTURERS OF
= ALCOHOL BREATH TESTING EQUIPMENT FOR

COUNTERMEASURE  enscrciment meuc access
= SYSTEMS INC.

AND MEDICAL - INDUSTRIAL USE

1765 Shawson Drive, Mississauga, Ontario, Canada, L4W 1IN8
Telephone: (416) 671-2288 Telex: ALERT MSGA O69-58538

Sec./Treas.: Joyce Cassata
Controller: Wendell W. Hawes
Sales Mgr.: Robert Cassata
Serv. Mgr.: John Mendes
amusement games Phone: 314/392-7122
manufacturer—arcade, park
models, mobile models

Carousel International Corp.

701 E. Eighth
P.O. Box 307
Eldon, MO 65026

Toll-free: 800/325-3353
President: N. Earl Veatch Jr.

FOR ALL YOUR
VIDEO NEEDS

Call Nicole

available

e Complete Games
o Kits
e Parts & Supplies

Nicole

814/943-7752 (in PA)

for the lowest prices

ALWAYS READY TO SERVE YOU

Manufacturing, Inc.

Toll-Free: 1-800/458-3443
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Sec./Treas.: Velda Simmons

Sales Mgr.: Jack Eckart
Parts Dept: Del Springman,
Mike Scott

Product line: kiddie rides

Centuri, Inc

245 West 74th Place

Hialeah, FL 33014

Phone: 305/558-5200

Toll-free: 800/327-7710

Telex: 803694

Vice Chairman: Martin Altman
President: Arnold Kaminkow
V.P./Sales: Ivan Rothstein
V.P./Operation: Martin Jasso
Sales Mgr.: Tom Siemieniec
Service Mgr.: Ladon Brown
Product line: full line of video
games, accessories

Cinematronics Inc.

1841 Friendship Drive

El Cajon, CA 92020

Phone: 619/562-7000

Toll-free: 800/854-2666

Telex: CINEMAT 697891
President: Jim Pierce

Dir. Mktg.: P. Thomas Campbell
Mgr. Cust. Serv.: Sue Pierce
Product line: coin-operated vide
games

Compunetic Devices
(Bio-rhythm Supply Co.)

3353 S. Highland Drive #505

Las Vegas, NV 89109

Phone: 702/731-1418

President: Zachary Katz

Service Mgr.: Larry Sager
Product line: Bio-Rhythm 111,
Compu-Pulse heart rate machine

Computer Amusement Systems
915 Broadway
New York, NY 10010
Phone: 212/929-8355
Toll-free: 800/221-7660
Telex: 220883 TAUR
President: Sam Kendes
Dir. Mktg.: Martin Stuart
Mktg.: Steve Geiger,
Fred Klein, Sidney Estrom,
Josh Halpern
Sales Mgr.: Sam Kendes
Service Mgr.: Al Richards
Product line: computer portrait
systems, black & white and full color
system

Computer Instruments Corp.

100 Madison Avenue

Hempstead, NY 11550

Phone: 516/483-8200

TWX: 510-222-4189

President: Herbert H. Adise
V.P./Med.Div: Burton H.Birnbaum
Sales Mgr.: Burton H. Birnbaum
Product line: Model 7719CCO0 coin-
operated fitness computer

PLAY METER, February 15, 1984

P.O. Box 3232
Montgomery, AL 36109
Phone: 205/272-2460
President: H. Jack Windsor
Sales Mgr.: Chris Koontz
Service Mgr.: Bill Windsor

Computer Kinetics Corporation
31129 Via Colinas #701

Westlake Village, CA 91362

Phone: 213/991-2199

Chairman: J.P. Nelson

President: R.R. Calverley

Sales Mgr.: Adrienne Podell
Service Mgr.: Garl Satterthwaite
Acctg: Brenda Heinrich

Buyer: Bobbie loimo

Product line: countertop amuse-
ment games, upright videos,
countertop videos, conversion kits

tables

Convertible Video Systems
31 Watermill Lane

Great Neck, NY 11021
Phone: 516/466-8484
President: M. S. Greenman
V.P.: Peter Robinson

V.P.: David Jones

Continental Manufacturing
611-623 Holt Street

Product line: coin-operated pool

: 7
:
,
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* of the classic Whac-A-Mole.
B

games and they just keep growing in popularity.

With progressive difficulty level, unlimited score, high
score of the day, a selector switch for beginner,
intermediate, or advanced play and micro-
synthesized sound on some games, they just
keep getting better and better. You can profit
by learning more about our popular
and dependable games.

Call us and let us tell you more about
our entire line of successful games.

Ask about our distributor discount.

Bob’s Space Racers, Inc.
427 15th Street, Daytona Beach, Florida 32017
Telephone: 904-677-0761

Makers of amusement
games since 1970

Capture all the fun and charm

ully Buster and Pattie Cakes are two kiddy games
we have added to our exceptionally popular line of
arcade games. Children of all ages love these

Manufactured in the U.S.A.
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A Golden Oldie
b

Special Limited Edition

The new vintage-styled
* * nostalgic * *

JUKEBOX—*1050”

Perfect for the game room in

homes, pizza parlors, soda

fountains, corner bars, and
restaurants.—CALL:

CORPORATION SONATA

619/282-7568

Sponsored by

Play Meter Magazine

Managed by

Conference Management Corporation

THE INDUSTRY
EVENT FOR:

Amusement Suppliers
Distributors Manufacturers

Be a part of the largest Exhibit

Hall in the industry. Well over
500 booths. AOE '84 is sure to
be the best show ever—attract-
ing thousands of large volume
buyers, qualified decision-
makers. Meet these potential
customers face-to-face as you
“show off"” your products and
services.

Don’t miss this opportunity to
be a part of the most success-
ful industry Event . . . Call Lisa
Ryan TODAY to reserve your
exhibit space.

(203) 852-0500

Product line: convertible systems
for coin-op TV games

Coreland Corporation

of America

881 Sneath Lane 112A

San Bruno, CA 94066

Phone: 415/583-5148

President: Mike Yamamoto
Product line: software developers

Corporation Sonata, S.A.

P.O. Box 4217

San Diego, CA 92104

Phone: 619/282-7568

Factory Rep.: George Furgueron
Product line: factory rep. for nostal-
gic jukebox

Cosmos Inc.

530 Essex Dr. East

Las Vegas, NV 89107

Phone: 702/877-8882

Product line: conversion kits and
video games

D

Data East U.S.A,, Inc.

470 Gianni St.

Santa Clara, CA 95050

Phone: 408/727-4490

Toll-free: 800/538-5129
President: Robert E. Lloyd

V.P. Sales: Tom Petit

Liaison: Tadashi Yokoyama
Mktg. Mgr.: Edrick Haggans
Admin. Ass’t.: Linda Ware

Engr. Mgr. Tom Wieske

Cust. Serv. Mgr.: David Mariant
Pro. Supervisor: John Noland
Productline: interchangeable video
games, laser products, novelties

Destron, Inc.

5945 N. Rogers Ave.

Chicago, IL 60646

Phone: 312/286-7200

Toll-free: 800/621-5139

Chairman: Donald P. Desmond
President: David R. Knez

Exec. V.P.: Donald Gentry

V.P.: Christopher Stanford

Product line: Bio-Rhythm machines,
astrology forecasters, bulk mer-
chandisers, Main-Event boxing
game

Deutsche Wurlitzer

403 E. Gurler Road

DeKalb, IL 60115

Phone: 815/756-2771

Sales Mgr.: Carol Houbatby
Product line: jukeboxes, accessories

Digital Controls, Inc.

5555 Oakbrook Pkwy., Suite 200
Norcross, GA 30093

Phone: 404/441-3332

Toll-free: 800/441-3332

Telex: 543642

President: Mike Macke

V.P. Operations: Fred Benschine
Nat’l. Sales Mgr: Al Cofer
Dir./Spec. Projs.: Moira Shanahan
Inside Sales Mgr.: Sherry Hanvey
Serv. Mgr.: Carlos Aguiar

Product line: Little Casino | & II,
pure amusement only countertop
card games 4 in 1; Countercade,
interchangeable video and laser
disc countertop cabinet

Direct Connections, Inc.
4138, Eagle Rock Blvd.
Eagle Rock, CA 90065
Phone: 213/256-3394
President: Chris Anderson
V.P.: Brian Hayden

Sales Mgr.: Ben Laberto
Service Mgr.: Kenny Dent
Product line: video games

Dufferin, Inc.

318 Holbrook Dr.

Wheeling, IL 60090

Phone: 312/520-0420

President: Bob Nixon

V.P. Sales: Hank Hayes

Product line: Bowlingo bowling
alley, billiard tables, cues, and
billiard cloth

Dynamo Corporation

1805 S. Great Southwest Pkwy.
Grand Prairie, TX 75051

Phone: 214/641-4286

Toll-free: 800/527-6054

Telex: 732432

President: William G. Rickett
Exec. V.P.: H.L. Coats

V.P. Sales & Mktg.: Mark L. Struhs
Product line: pool tables, soccer
tables

E

Eagle Conversions

25 Eagle Street, Bldg. #5
Providence, Rl 02908
Phone: 401/274-0540
President: Frank Gaglione
Product line: video games

Eastern Micro Electronics
12D World’s Fair Drive
Somerset, NJ 08873
Phone: 201/469-9690
Toll-free: 800/624-0055
President: Ching-1 Hsu
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V.P./Mktg. & Sales: Marshall Caras
Product line: conversion kits and
complete games

Electro-Sport, Inc.
3170 Airway Avenue
Costa Mesa, CA 92626
Phone: 714/979-1550
Toll-free: 800/367-1035
Chairman: Bob Burr
President: Tom Pierce
V.P.: Bill Doonan
Field Sales Mgr.: John Travelletti
Sales Adm.: Terry Stone
Serv. Mgr.: Bill Turner
Eastern Regional Mgr.:
Vince Francischetti
Product line: gun and laser disc
games

Elektro-Mobiltechnik GmbH

8994 Seminole Blvd., Suite 1
Seminole, FL 33542

Phone: 813/392-1293

Mgr.: Wayne McKnight

Product line: Electronic «cars,
motorcycles, kiddie rides, and
remote control models

Entertainment Enterprises, Ltd.
25 Hutcheson Place

Lynbrook, NY 11563

Phone: 516/593-5050
Toll-free: 800/645-2162

President: Jed Forman

Mktg. Mgr.: Richard Cardinale
Product line: video card games,
Face-Off ice hockey, video
horserace games, and video
countertop games

Enter-Tech Ltd.

1724 W. 4th St.

Tempe, AZ 85281

Phone: 602/968-7404

Toll-free: 800/528-1409

Telex: 165819

Exec. V.P.: P. M. Capen

V.P. Mktg.: Patrick Reed

Mfg. Mgr.: Robert Holland
Product line: Moppet video
(children’s video games), video
games, and amusement card games

Exidy, Inc.

390 Java Drive

Sunnyvale, CA 94089

Phone: 408/734-9410

Toll-free: 800/538-8402

Telex: 357-499

Chairman/Chief Exec. Officer:
H.R. “Pete” Kauffman

V.P./Engr.: Howell lvy

Exec. V.P.: Paul Jacobs

Dir./Spec. Projs.: Lila Zinter

Mktg. & Sales Mgrs: John Barone,
Mireille Chevalier

Product line: video games; elec-

tronic skeeball

F

F.W. & Associates, Inc.

2605 W. Tst St.

Tempe, AZ 85281

Phone: 602/894-2391
V.P./Sales: Ed Fochtman, Jr.
Product line: coin-op mini-cars

J.F. Frantz Manufacturing Co.
Division of Johnston Products Co.

627 Fifteenth Avenue

East Moline, IL 61244

Phone: 309/755-5021

Toll-free: 800/447-6768
800/322-0685 (lllinois)

President: Bud Johnston

Product line: target games

Funai/Esp Incorporated

3111 S. Valley View Bldg. E 120

Las Vegas, NV 89102

Phone: 702/362-4402

Toll-free: FAX 702/362-0483
President: Gregory Peters

Sr. V.P.: M. Kita

Sec./Tres.: Ken Carter

Sales/Serv. Mgr.: Johnny Peters
Product line: laser disc video games

Little Casino's New
Voice Option, Desirée,
Sweetens The Pot.

Digital Controls creates Desirée,
a sultry, sexy voice that sweet talks
customers as they play Little Casino
Iand IL

Desirée does more than just talk.
She makes money. Customers’ desire to
hear what she'll say next encourages
them to keep playing. The voice of
Desirée is recorded on ROM voice
memory for life-like reproduction.
Seventy-five different phrases heighten
player interest throughout the games.

Standard equipment on new Little
Casino II, Desirée is offered as retro-fit
enhancement for Little Casinos already
in the field. The voice option shows
Digital Controls’ commitment to extend
the earning capacity of its games.

(-
€
DIGITAL CONTROLWS
Digital Controls, Inc.
5555 Oakbrook Parkway
Norcross, Ga. 30093
(404) 441-3332/Telex #543642
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Manufacturers,

let us be your sales force, sign up
your distributors, handle your
sales and marketing programs,
and cut down on your operating
expenses.

Pete Petropoulos

Over 38 years of sales and market-
ing expertise with a proven record
and image second to none for
vending, soft drink bottlers, mili-
tary bases worldwide, music and
games, parks, malls, shopping
centers, arcades, hotels and
motels, and all phases of the coin-
operated industry speak for them-
selves.

Pete Petropoulos, Jr.

International
Sales Marketing
& Management
Consultants

EXECUTIVE OFFICES PENTHOUSE 2
1340 South Ocean Boulevard
Pompano Beach, Florida 33062
(305) 942-8054

SOUTHEASTERN OFFICE
James Taylor, V.P.

203 The South Chace
Atlanta, Georgia 30328
(404) 252-8371

EASTERN OFFICE

Pete Petropoulos, Jr.
P.0. Box 1020
Ellsworth, Maine 04605
(207) 667-3281 (Ext. 202)
(207) 667-8288
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G Manufacturing

1620 E. 30th

Cleveland, OH 44114
Phone: 216/781-4600
Toll-free: 800/321-3072
President: Ed Griffiths
V.P.: Joe Seider

Sec.: Norman Goldstein
Tres.: Andy Baumgardner
Product line: ball bowlers

Game Plan, Inc.

1515 W. Fullerton Ave.

Addison, IL 60101

Phone: 312/628-8200

Telex: 20-6098

Exec. V.P.: Wendell McAdams
Finance Officer: James L.Eterno
Mktg./Sales Mgr.: Hugh Gorman
Mgr. Engr.: Martin Rosenthal
Mfg. Mgr.: Don Reagan

Parts Supv.: Arlene DiGiacinto
Product line: video game, pinballs

Games by Merlin

3140 Polaris #22

Las Vegas, NV 89102

Phone: 702/873-7799

Owner: Sheila Fairfield

Product line: countertop games

Games of Nevada

2607 South Highland Dr.

Las Vegas,NV 89109

Phone: 702/732-1414

Owner: Mickey Wichinsky

Engr.: Nick Gutknecht

Video: Victor Tsao

R&D: John Rosenberger

Sales Mgr.: Duke Borusuite

Serv. Mgr.: Hank Danowski
Product line: amusement games,
specialty machines, video machines

Gametronix International, Inc.
8053 Bloomington Frwy. Suite 121
Minneapolis, MN 55420

Phone: 612/884-5922

President: Thomas ). Sweningson
V.P.: Lynn M. Sweningson

Product line: reaction testing games
for bartops, tables, arcades; and
other bartop games

Global Billiard

Manufacturing Co.

1263 West 132nd Street

Gardena, CA 90247

Phone: 213/327-0562

Torben W. Gramstrup,

Product line: Global coin-operated
pool tables and accessories

Greyhound Electronics
Route 37 & Germania Station Rd.

Toms River, NJ 08753

Phone: 201/341-5200

Toll-free: 800/222-0491 (outside NJ)
Chairman: Carmen Ricci
President: Edward Florimont

V.P. Sales: Tom Ricci

Product line: countertop and
upright video card games

H

Ed Hanna Co.

P.O. Box 290777

Davie, FL 33329

Phone: 305/474-5888

Owner: Edward A. Hanna
Product line: coin-operated
automatic photo studios and
component parts

House of Cards, Inc.

4641 Roswell Rd., N.E.

Atlanta, GA 30342

Phone: 404/255-5370

President: Michael Shannon

V.P. Sales.: Dick Shannon

Sales Mgr.: Bob Nolan

Product line: countertop amuse-
ment only machines

Imperial International

6 Empire Blvd.

Moonachie,NJ 07074

Phone: 201/440-6811

Nat’l Sales Mgr.: Mike DiMotta
Sales: Mike Cetinich

Product line: Premier soccer table

Innovative Concepts in
Entertainment, Inc.

590 Young St.

Tonawanda, NY 14150

Phone: 716/693-9535

Toll-free: 800/342-3433

President: Ralph A. Coppola

V.P.: Jack R. Willert

Gen. Mgr.: Manny Wagle

V.P. Mktg.: Steve Berstein

Product line: Chexx-lce Hockey
and other electromechanical games

Innovative Promotions
525 1st Street

Rock Island, IL 61201
Phone: 309/788-1264
President: Thomas Leon

Sales: George Pappas,

Mike Bosanac & Joe Delphino
Product line: gas go-carts,
animation, money machine, and fun
mirrors
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Interlogic Inc.

9806 W. Farragut Ave.
Rosemont, IL 60018

Phone: 312/671-0305
Toll-free: FAX 312/671-0533
Telex: 270359

President: Ben Har-El

V.P. Frank Bundra

Product line: conversion kits

International Mutoscope Corp
47-17 Fifth St.

Long Island City, NY 11101

Phone: 212/784-3800

President: Lawrence Galante

Sales Mgr.: Eleanor Warchol
Service Mgr.: Fred Kornhauser
Product line: voice recorders,
photo studios, plastic laminating
machines

K

K Enterprises

243 Dixon Ave.

Amityville,NY 11701

Phone: 516/842-4242

Telex: 143176 US Biliard Amit
Director: Richard M. Simon

Dir. of Sales: Len Schneller
Product line: coin-op & home pool
tables; Klub pool & air cushion
games

Kiddie Rides U.S.A.

604 Main St.

Davenport, IA 52803

Phone: 319/326-6467

Toll-free: 800/553-8000

President: Robert H. Versman
Sales Mgr.: Mel LaForce

Service Mgr.: Pete Gurko
Product line: kiddie rides,
children’s electronic games,
Cartoon Theaters, battery operated
rides, hydraulic rides

Konami, Inc.

20655 S. Western Ave., Suite 116
Torrance, CA 90501

Phone: 213/533-8644

Telex: 4720119 Konamer
President: Ken Ichiki

Exec. Assist.: Patty Vaccaro
Sales & Mktg. Mgr.: Mark Affif
Accts. Receivable: Kenji Shinkai
Serv. Mgr. Fumiaki Tanaka
Product line: Time Pilot conversion
kit video game

L

Laser Disc Computer Systems Inc.
66 Long Wharf
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BIG STATE SUPPLY CO.

Supplying the nation with parts and supplies
for all equipment needs — JUKEBOX, SHUFFLE-

BOARD, PINBALL, POOL, VIDEO, & FOOSBALL

Call Toll-free: 800/772-2708 (in TX)
800/433-2915 (national)

Mention this ad in Play Meter and get a special discount.

Introducmg th
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Entertainment System
from Marantz

A Unique New Form of Musical Entertainment

Now you can delight and fascinate your
guests with the fabulous SSINGALONG ™
Entertainment System which plays their
favorite music and lets them sing along by
displaying the lyrics of each song in time with
the music. This revolutionary development in
club entertainment combines the famous
PIANOCORDER® reproducing system with
our versatile new SUPERSCAN™ display con-
sole, an electronic screen composed of solid
state light emitting diodes (LED's).

Using factory encoded tape cartridges, the
SINGALONG system operates the piano keys
and pedals, producing an amazingly lifelike
performance, while the song lyrics dance
across the screen. Each song is programmed
with its own dazzling light and motion effects
to delight your guests. Our long playing car-
tridges contain about 67 old and new favorites
each, and additional tapes are available from
our extensive Pianocorder tape llbrary giving
you an almost limitless supply of music.

We'll also, program into your system an
advertising message of up to 200 words which
will be displayed on the screen continually while
the SINGALONG mechanism isn't playing.

The SINGALONG system is available in
both coin-op and free-play models, installed in
our handsome Ragtime Piano. It can also be in-
stalled in any other piano quickly and easily,
without impairing the piano’s structural in-
tegrity or tone. The SUPERSCAN console can
be placed anywhere, in single or multiple unit
displays, and it can be used independently of
the system as one of the most versatile user
programmed message centers on the market.

The SINGALONG system is virtually
service-free; in the unlikely event that you
ever have a problem with it, help is as near as
your phone. If there’s trouble with the con-
sole, simply ship it back and we'll send you a
replacement while yours is being repaired.

The MARANTZ SINGALONG system is
unique in club entertainment. It will captivate
your patrons play after play, night after night,
at a substantial savings to you in entertain-
ment costs. And because it’s self operating, all
you have to do is change tapes.

It'll pay YOU to take a look at the
MARANTZ SINGALONG entertainment
system. Call us toll-free at 1-800-438-7023 for
more information.

i Pl o2 N a0 WV 4

Marantz Piano Company © Post Office Box 460 ® Morganton, North Carolina 28655 * (704) 437-7135
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Boston, MA 02110 Loewen-America, Inc.

Phone: 617/720-0696 9213 Park Lane M
Also: 69 Aberdeen Franklin Park, IL 60131
Sﬁ”‘b”%%‘;;g‘éé 305261038 Phone: 312/451-1909
one: - President: Rus Strahan ; ;

President: Bob Walker Office Mgr.: Carol Strahan !I:A(a)gch Co3nzv6%r5|on Co.
V.P.: Thom Kidri 50 Bl v

om Kidrin Sales Mgr. Bob Lentz 820 Elmwood Ave
Product line: laser disc games, laser ~ Serv. Mgr. Mike Jablonski Provi :
ukeboxes A rovidence, Rl 02907
jukeboxe Product line: NSM phonographs Phone: 401/461-9389

Kevin Mclntyre
Product line: conversion kits for

AT LAST A REAL INTERCHANGEABLE GAME SYSTEM video games, interchangeable
The Magic Conversion SysrmTM games
“THE GLOB” Marantz Piano Company, Inc.
P.O. Box 460

Morganton, NC 28655

Phone: 704/437-7135

Exec. V.P.: Anthony M. Blazina
Product line: coin-operated player
piano; computerized signs

Details-An exciting Interchangeable Game. One of the hits of the A.M.0.A. Show.
Doing very well on location. You owe it to yourself to try this game.

“EEEKK”

Master Pitching Machine

4200 Birmingham Rd.

Kansas City, MO 64117

Phone: 816/452-0228

Sales Mgr.: Tony Cutolo

Product line: coin-op baseball
pitching machines & batting cages

Matrix Marketing Corp.
6407 Cecilia Circle
Bloomington, MN 55435
Phone: 612/944-0577

Sales Mgr.: Marshall Sektor
Product line: pay phones

Details-A new exciting game - fantastic graphics - a new experience in game play. To

be released now.
“TOP SECRET”

GAMES 3-4-5
DUE JAN/APRIL 1984

Meltec, Inc

1550 B Las Plumas Ave.
San Jose, CA 95133
Phone: 408/923-1302

President: Melvin J. McEwan
Manufacturer MAGIC CONVERSION CO. V.P.: Albina McEwan

P.O. BOX 3263, 820 EI.MWOOD AVE., PROVIDENCE, RI 02907 .
(401) 461-9389 V.P.: John McEwan

Service Mgr.: Mike McEwan
Product line: Boom Ball arcade
game

HMEEPHOZPIORE S Z -~

Ask your distributor for details on this Exciting Inexpensive System

Merit Industries
630 Woodland Ave.
P.O. Box 213
Cheltenham, PA 19012
Phone: 215/379-1000
Toll-Free: 800/523-2760 (sales &
serv.)
Telex: 831897
President: Peter Feuer
V.P.: Mort Ansky
Sales: Dave Weiss, Gene Auletto,
David Rubenstein, Barton Dumas
f Prod. Mgr.: Harry Fritz
» Cust. Serv. Mgr.: Bob Gaspari
Product line: amusement counter-

GleYelep XYL PR e top games
£ meltec ‘ ' M.H.l. Manufacturers
15508 Las Plumas Ave. ' Div. of Movie Hut, Inc.

San Jose, CA State Highway 38 West
95133 Elkland, MO 65644

28 PLAY METER, February 15, 1984

Some kids would
rather fight
than switch.

Video games come and g0,
but Boom Ball has lasting
appeal. With payback
averaging 3 to 6 months,
you can't lose. So bring
your arcade to life

with Boom Ball.

Call us today

(408) 923-1302.




AMERICA’S

If it's new and money making,
Kiddie Rides U.S.A. has it
and has it FIRST. We represent
the leading U.S. and European
ride manufacturers. FIRST with
h%/draulics, and consistently
FIRST in the Children’s

LEADER.

We maintain the largest
inventory of the latest, best
money making rides in the
marketplace. Our selection is
unparalleled in the industry.
Immediate delivery on
most rides. :

Y O UR

forsame day service and parts. AN

P-R\YFH P

KIDDIE

Best in service. Largest parts
inventory in the business
with 8 full time technicians to
assist you. Call TOLL FREE

RIDES USA.

11years in the Children’s
Amusement Industry.

| o

We are NEVER Ubtdt?ERSO%Di
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tournament-sized targets.

industrial products.

Question #1:
WHY ARE THEY BETTER?

® Better because they’re the only ones with INTERNATIONAL,

® Better because a special computer program (TRU-SCORE™)and two
microprocessors increase their scoring accuracy.

® They’re reliable and simply designed for field servicing because they
are made by IDEA, designer and manufacturer of high-quality,

® CENTURY DARTES, the classic, old-world game. ROYAL DARTES,
with the same quality and all the fine features in a lower-cost cabinet.
See us at: ASI Show, Booth #455 @ AOE Show, Booth #451
By IDEA, Route One, Sycamore, IL 60178 * 815/895-8188

© 1984 - Industrial Design Electronic Associates, Inc.
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The Norton Co.
Service Center

Manufacturers of:

High Ball ® Ten Pins
Happy Feet ® Happy Hammer

Servicing Midway Customers Also

Factory Trained Technicians

Contact: 813/963-2043
813/963-1964

30

Phone: 417/329-5414

President: Jack Clair

Sales Mgr.: Jack Clair

Serv. Mgr.: Bob Clair

Product line: Fun Chicken prize-
vendor, Heart Beat Scanner, pulse
rate monitor; Breath Alcohol
Scanner

Miracle Recreation
Equipment Co.

P.O. Box 275

Grinnell, 1A 50112
Phone: 515/236-7536
Product line: kiddie rides

Montana Billiards Supply and
Manufacturing Co.

134 Regal St.

Billings, MO 59102

Phone: 406/259-4898

President: George Frank

V.P. Tom Williams

Sales Mgr.: Tom Orth

Product line: manufacture pool
tablesand billiard room equipment;
wholesaler of billiard supplies, oak
cocktail bars, ball polishers

Mike Munves Corp.

30 Horton Ave.

New Rochelle, NY 10801

Phone: 914/636-5000

President: Joseph Goldsmith

Sales Mgr.: Ralph Hotkins

Product line: “Bat-A-Ball” baseball,
“Love Tester,” “Wheel of Love,”
Deluxe Mutoscope”

Murrey and Sons Co., Inc.

14150 S. Figueroa St.

