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EDITORIAL

recently traveled to Thibodaux, La., to interview Donovan Fremin of Delta
Music Inc., President of the Amusement and Music Operators Association
(AMOA). Among the many topics touched upon was the importance of
involvement in associations, both state and national. 

Fremin said something that resonated: “You may have a good idea that you
keep to yourself. That idea could change the whole industry in your state. One idea
can change your business positively or negatively. When you get everyone
involved, there are better chances of coming up with ideas that will make your
business better.”

Then it was time to travel to the annual AMOA Council of Affiliated States
Meeting in Phoenix, where a record 69 attendees came from 27 states. The whole
point of this meeting is to exchange information, learn from your contemporaries,
and return to your business with a fresh outlook and possible solutions to problems
that others also face. It’s a mind meld worthy of Mr. Spock.

Years ago I asked a number of operators for their New Year’s resolutions. One of
those operators told me his resolution was “to get out of the office more often.”
When you get out of your comfort zone and the daily routine of your business to
attend events such as the AMOA State Meeting, you are making one of the best
business decisions you’ll ever make.

In addition to more ideas and a greater understanding of what is going on in
our industry around the country, at this meeting you also begin new friendships
that prove valuable. When you have friends in other states you can call them, com-
miserate, and brainstorm. You add to your support group with others who know
what it’s like to stand in an operator’s shoes. 

When I do my one-minute interviews in the aisles of trade shows, invariably I
find a common thread in the comments: the importance of networking. Norm Far-
ber of BFC Enterprises in Missouri said: “I come to the show to get ideas and to
meet with other members of the industry, which I feel is more important than the
equipment. It’s the exchange with other people that matters most to me.”

William Fannasy of National Novelty Co. in Pennsylvania said, “I place a high
value on networking and fellowship at the trade shows.” Mike Pappas of Fair Share
Amusement Co. in Illinois said, “I do come to the show to look at the games, but
that’s secondary. I come for the camaraderie with friends and competitors in the
industry.” These comments at trade shows apply in spades to the AMOA State
Meeting.

I’ve always said that this meeting is my favorite meeting of the year. Where else
can you find the leaders of the industry gathered in one room unselfishly sharing
all they know to help others and therefore help the industry?

Past AMOA President Howard Cole of Cole Vending said in 2007: “I’ve been
coming to this meeting so long it doesn’t seem like a meeting to me; it’s more like a
family reunion. The whole idea behind this meeting was to create continuity
between the states and between the states and AMOA. It has turned into one of the
most important meetings on our calendar; it’s become a big event. Whenever I
come to this meeting I go back home with good ideas and some new friends. It’s a
great tool for states to find common ground and share ideas.”

If you have an opportunity to attend the AMOA State Meeting in 2013, take it.
You’ll be more than glad you did. ▲

BONNIE THEARD
Editor
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articles in this issue or

topics you’d like to see.
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have to spread the word that you add
value to your business by becoming a
member of AMOA. AMOA has the
resources and information to help you
improve your business.”

Newcomer Jeff George of Wyoming
Amusement commented, “We are fight-

Education
Sixty-nine attendees from 28

states gathered in Phoenix Feb.
9-11 for the annual Amusement

and Music Operators Association
(AMOA) Council of Affiliated States
Meeting at the Renaissance Phoenix
Downtown. 

The agenda was packed with state
reports; two manufacturer panels; a
legislat ive update from Michael
Zolandz of SNR Denton; a report from
the Jukebox License Office (JLO); and
operator panels on gaming, leagues,
healthy state associations, and state
tournaments and promotions.   

Additional activities included a man-
agement session for state association
executives, a factory tour at the head-
quarters of Pyramid Technologies, a
golf outing, a welcome reception, and a
group dinner.   

Attendees came from Alabama, Ari-
zona, California, Colorado, Florida,
Georgia, Iowa, Indiana, I l l inois ,
Louisiana, Maryland, Michigan, Mis-
souri, Massachusetts, Minnesota, Mon-
tana, Nevada, New York, North Dakota,
Ohio, Oregon, Pennsylvania, South Car-
olina, South Dakota, Tennessee, Texas,
Wisconsin, and Wyoming.  

AMOA President Donovan Fremin
of Delta Music Inc. said, “This meeting
has the best of every past meeting all
rolled into one. Everyone has a positive
outlook on the economy and the indus-
try. We’re accomplishing a great deal at
this meeting. We have the largest num-
ber of new attendees we’ve seen in
recent years. That’s what we need: new
blood.”

Fremin added, “As I’ve traveled to
state meetings across the country I

have noticed an increase in attendance,
which indicates that operators are get-
ting more involved in state events. That
involvement will help them learn and
survive. This full room is a testament
to that involvement. Hopefully, this
trend will continue all year long,
reflected in increased attendance at the
upcoming Amusement Expo, state
meetings this year, and other AMOA-
sanctioned meetings.” 

Fremin also said, “One of my catch
phrases is ‘Add value, add AMOA.’ We

AMOA MEETING

The theme “Getting and Staying in the
Game” set the tone for this AMOA
annual conference.

Andy Shaffer of Shaffer Services and
Emily Dunn of Tom’s Amusement Co.

game on

Gaines Butler (l) of Metro Distributors
and Greg Trent of Beyer and Brown.

Jeff George (l) of Wyoming Amusement
and Nick Stratus of Top Music Co.
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ing smoking bans in Wyoming right
now and it’s good to see what’s hap-
pening in other states. Networking is
the bulk of the benefit of being here.
I’ve learned a lot about how different
states run their pool and dart leagues.
I can take these ideas back with me to
share with all the members of my
association. It’s been very educational.”

Another first-time attendee, Nick
Stratus of Top Music Co., said, “The

networking opportunities at this meet-
ing are the most important, and hear-
ing input from operators all over the
country. Coming here has given me a
lot of ideas I would never have
thought of. I appreciate everyone
being candid.”   

The meeting was in the able hands
of Emily Dunn of Tom’s Amusement,
State Association Committee Chair,
assisted by Hal Williamson of Gard-

ner’s Up North, Mary Lavine of Bulls-
eye Games, Larry Elbert of Camden
Amusement, and Jerry Johnston of
Amusement Unlimited. 

Johnston commented on the value
of the meeting: “There are a lot of
things I don’t have an answer for, but
there is someone in this room who
does. These meetings are terrific for
networking and very good for the
industry.” 

Lori Schneider, Deputy Director of
the AMOA, made the preparations for
the meeting. Each attendee received a
binder that included helpful handouts
on the legislative outlook for 2012,
leagues and state tournaments, and
state profiles. 

Hallmarks of this meeting are the
camaraderie and free-f lowing
exchange of information laced with
humor, which makes for a memorable
event that is highly anticipated every
year. 

STATE REPORTS
Larry Elbert moderated the state

reports. “I am impressed by this large
group,” he said. “This is the meat and
potatoes of the meeting. Each state
will tell us about their experiences and
what we can learn from them to take
home to apply in other states.”

The main topics of discussion were
successful state dart and pool tourna-
ments, smoking bans, excessive taxa-
tion, membership, Internet gambling,
gas prices, DUI laws, and the spread of
sweepstakes games.  

Following are excerpts from the
state reports:

Alabama: Nick Stratus of Top
Music Co. said the smoking issue is
surfacing in his area (Mobile), “We
think a proposal may be coming to
ban smoking in restaurants that serve
food.” The state does not have a state
dart or pool event.  

Arizona: Kris Gilmore of Troy
Vending said the state association is
small but still trying to get authoriza-
tion to use Golden Tee LIVE for tour-
naments or contests. In addition, she

AMOA MEETING

Past AMOA President Gary Brewer (l) of
Brewer Amusement Co. and AMOA Presi-
dent Donovan Fremin of Delta Music.

Seated: Mark Dittman (l) of North Ameri-
can Gaming and Alan Chaffe of A.A.
Amusement; standing: Michael Martinez
of N2 Entertainment.

Karen and Donivan Molitor. Bruce Dentice and Nancy Lucas.

Mary Lavine (l) of Bullseye Games and
Past AMOA President Marion Paul of
Fannie Farkle’s.

From left: Larry Bershtein of Capitol
Amusement, Ron Ries of KD Amuse-
ment, and Jenny Duede of Iowa-OMA.
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said, “DUI laws have affected our busi-
ness. We are now able to have card
games on countertops in Phoenix.”    

California: Michael Martinez of N2
Entertainment said there is no state
association but it is hoped that one can
be established. 

Colorado: Rich Babich of Game
Exchange of Colorado expressed frus-
tration with the lack of interest in
forming a state association. The state’s
rigid smoking ban has been devastat-
ing to the amusement industry, mean-
ing more equipment stored in ware-
houses. He cautioned, “If you don’t
reinvest in your business, your busi-
ness may take a downward spiral.
Excess equipment is not healthy.”

Florida: Greg Trent of Beyer &
Brown said the state does not current-
ly have an active association. “We
have sweepstakes games operating all
over the state,” he said, “and there is
debate in the legislature about it.”

Georgia: Gaines Butler of Metro
Distributors said the top issues in
Georgia are the continuing increases in
licensing and permit taxes. There are
two classifications of games: Class A
for pinball, jukeboxes, and pool tables;
Class B for machines that dispense any
prize and opportunity to win some-
thing. Class B carries a hefty fee.
Efforts are under way to move chil-
dren’s redemption into Class A.   

Indiana: Kim Paugh of the Indiana
Amusement and Music Operators
Association (IAMOA) said that smok-
ing bans have been proposed in the
state legislature. A big issue in Indiana
right now is the right to work issue.
Membership is steady and the associa-
tion is tournament-driven.   

Illinois: Richard Mitchell of the Illi-
nois Coin Machine Operators Associa-
t ion (ICMOA) said the l icensing
process is proceeding in the video
gaming program approved but not yet
implemented. He offered a caution for
states that add a gaming program that
partners operators with the state:
“Don’t take your eye off amusements.” 

He added: “Our challenges are the

impact of the smoking ban and our
efforts to defeat sales taxes and other
things that may affect our industry.
Our state dart tournament numbers
are up but pool is down and we’re
working to improve that segment. A
strong board is essential; it makes a
big difference. Our board members
are all competitors but they come
together for the association.” 

Iowa: Ron Ries of KD Amusement
said that 60 to 70 percent of opera-

tors belong to the state association
because it’s a requirement to partici-
pate in the state tournaments. Ries
said, “We’re growing to the point
where our problem is finding a big
enough venue to expand.”

In regard to legislation, Ries said
the association has a lobbyist on
retainer, which is a wise investment
since he is “able to give us timely
information.” Ries added, “The legisla-
tion we’re watching this year is Inter-

Lori Schneider of AMOA and Ted Furkin
of Pyramid Technologies.

David Corey (l) of OCMA and Rick
LaFleur of I.F. LaFleur & Son.

From left: Bobby Hogin of Hogin Amuse-
ment, Donivan Molitor of Donivan’s Vend-
ing Service, and Rob Whitehouse of PAI.

Denis Smith of Vend Music of Nevada
and Kathy Oligmiller-Miles of Rushmore
Amusement.

Bonnie Theard of Play Meter talks with
Richard Mitchell of ICMOA.

John Schultz (l) of AAMA and Mike Maas
of AMI.



PLAY METER 30 MARCH 2012

net gambling. The state sees dollar
signs if they can tax it. We’re also look-
ing at higher gas prices, which may
make it harder for customers to decide
if they are going to go out at night.” 

Louisiana: Mona LaCombe of the
Louisiana Amusement and Music
Operators (LAMOA) said, “Once you
becoming a gaming state there are
never ending changes and interpreta-
tions of the laws and regulations. Gam-
ing has reached its saturation point
across the state. Louisiana has a state
smoking ban but bars and casinos are
exempt. The new approach is at the
local level. Cities need to have that
conversation before a proposal on
smoking gets into the local agenda.
After the smoking ban went into
effect, restaurants with poker machines
saw a drop of 54 percent in revenue.”  

Maryland: Larry Bershtein of Capi-
tol Amusements spoke about the asso-
ciat ion’s successful reception in
Annapolis that draws half the legisla-
ture and helps make good contacts.
The big issue in Maryland is sweep-
stakes games.  

Michigan: John Pascaretti of Pas-
caretti Enterprises said the annual
state dart tournament is a major rev-
enue producer for the association. The
state is in the second year of a smok-

ing ban. He said, “We’re interested in
the outcome of the smoking ban chal-
lenge in Ohio.”

Minnesota: Tim Zahn of American
Amusement Arcades said, “We have
significant pool and dart tournaments.
We still push for sales tax relief. There
is talk about having a state-run casino
in Minneapolis to fund a new stadium
so we will have to be watchful.”

Missouri: Norm Farber of BFC
Enterprises said “We have a lobbyist
on call all the time. It’s been smooth
sailing the last few years. We don’t
have a state smoking ban, but we do
have local ones.”

Montana: Tim Carson of Amuse-
ment Services said it’s been an event-
ful year with line games approved for
the state video gaming system. Imple-
mentation began the first of the year.
Carson said, “We did extensive train-
ing and marketing. When you’re
launching something like that you
need a positive outlook from the loca-
tions if you want good results.”

He added, “As we go forward, our
biggest concern as an industry is Inter-
net gambling. We’re hoping to work
on an awareness program so people
understand that gambling on the Inter-
net is illegal.” 

New Jersey: Frank Seninsky of

Alpha-Omega said, “Every single
redemption game and crane in New
Jersey is automatically classified as a
gambling device since 1959. We have
been able to get variance licenses for
family entertainment centers (FECs).”

Nevada: Dave Palmer of Mountain
Coin said, “Our state association mem-
bership is sl im. We had a strong
December; people are tired of holding
back and are actually going out and
spending money.” A cautionary note
on Internet gambling: “If gaming enti-
ties own most of the Internet gaming
sites, it would be beneficial for them.”

North Dakota: Dwight Wrangham
of the North Dakota Coin Operators
Association said, “Our association cov-
ers 90 percent of coin machine opera-
tors in the state. We’re an active group.
What keeps us together is paying
attention to legislation and supporting
our state tournaments.   

Ohio: David Corey of the Ohio
Coin Machine Association said the
association has seen an increase in
players for its state dart and pool
championships. Sweepstakes games are
becoming a problem in Ohio; it is
hoped that regulations will stem the
spread of the games. 

The legislature authorized video
lottery terminals (VLTs) to be installed

AMOA MEETING

From left: Carol and Jerry Johnston of Amusement Unlimited,
Sabrina Mokuahi of Incredible Technologies, and Kris Gilmore of
Troy Vending.

From left: Dave Courington of Valley-Dynamo, Past AMOA Presi-
dent Jim Stansfield of Stansfield Vending, and Dwight Wrangham
of NDCOA.
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in seven horse race tracks as an exten-
sion of the Ohio Lottery, and four casi-
nos are coming on board: in June in
Cleveland and Toledo and then in
Cincinnati and Columbus in 2013.
The casinos bought the racetracks and
now two companies will own all 11
facilities. 

Corey said, “When we talk to legis-
lators about legalizing skill-based
games with payouts and VLTs in bars,
we emphasize that this would help out
small businesses in Ohio.” The
statewide smoking ban is being chal-
lenged on constitutionality as a private
business property rights issue.

Oregon: Jerry Johnston of Amuse-
ment Unlimited said the Oregon Lot-
tery has confiscated countertop games
from 12 companies, citing a statute
from 1992. This has been a problem
for three years. Interpretation of the
statute is aggressive and selective.
Johnston said, “We introduced a
change in the statute and the governor
would not sign it. Networking and con-
tacts are important. Montana has an
advisory panel that works with their
lottery. In Oregon we’ve set up an
advisory panel to work with legislators.
Remember: When you need a friend
it’s too late to make one.”  

South Carolina: Ed Chermak of

Green Coin Machine said the associa-
tion is a very small group. He said,
“The video side of the business is
dying on the vine. Thank goodness for
digital jukeboxes; if not for them we
would have a hard time staying in the
coin-op business.”

South Dakota: Kathy Oligmiller
Miles of Rushmore Amusement said
the state video lottery system is more
than 20 years old, and is a major con-
tributor to the state’s general fund.
The state smoking ban that went into
effect in November 2010 has adverse-
ly affected machine revenue. Since
only poker and keno were allowed on
the games all this time, a regulatory
change authorized line games in the
hope of improving revenue.  

Oligmiller Miles said, “It’s been a
grueling, arduous path to approval,
certification, training, communication,
and deployment. It’s too early to gauge
the impact of the line games. It’s not
taking off as we hoped it would. As the
economy improves that could change.” 

Tennessee: Bobby Hogin of Hogin
Amusement said the associat ion
achieved another victory regarding
smoking bans, convincing the legisla-
ture to approve smoking in locations
for patrons age 18 and over.  He said,
“We have a lobbyist who keeps moni-

toring legislative activity for us.”
Gary Brewer of Brewer Amuse-

ment Co. said, “I’m sure every state
here has outdated laws that affect our
industry. States are watching these
laws and using them as a revenue
source as they write citations. If we
continue to be passive, allowing these
old laws to be on the books, they will
come back to bite us.”   

Texas: Larry Lindelow of Vending
Resource Inc. said, “The state budget
has a shortfall so the state will come
after everyone to raise more money.”
He said the local level is to be watched
closely as well, citing the city of Hous-
ton’s efforts to create a game room
license.

Virginia: Charles Rowland of
Games Games People Play spoke
about sweepstakes games coming into
Virginia from North Carolina. He also
said that tobacco shops that make
their own cigarettes in the store are
now considered manufacturers and
must get a manufacturing license, but
the federal government has stopped
issuing such licenses.  

Wisconsin: Bruce Dentice of Sam’s
Amusement said membership is high
for the association due to the fact that
operators must be a member and buy
a charter in order to participate in the

From left: Mark Dittman of North American Gaming,Tim Zahn of
American Amusement Arcades, Larry Lindelow of Vending
Resource, and Denis Smith of Vend Music of Nevada.

From left: Vince Gumma of American Vending Sales, AMOA Pres-
ident Donovan Fremin, Sam Westgate of J&J Ventures, and Tim
Carson of Amusement Services.
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state dart and pool tournaments.  
Wyoming: Jeff George of Wyoming

Amusement said the state association,
which started in 1993, is small but the
state dart and pool tournaments have
been successful. “For a state with a
small population, we do well.”

SPONSORS
Sponsoring companies and associa-

tions included: American Vending
Sales, AMI,  Arachnid, Amusement
and Music Operators of Texas, Bay Tek
Games, Ecast, Firestone Financial,
Grand Vision Gaming, Incredible Tech-
nologies, Indiana Amusement and
Music Operators Association, JLO,
Louisiana Amusement and Music
Operators Association, Minnesota
Operators of Music and Amusements,
Music and Vending Association of
South Dakota, Montana Coin Machine
Operators Association, North Dakota
Coin Machine Operators, Ohio Coin
Machine Association, Oregon Amuse-
ment and Music Operators Associa-
tion, Pyramid Technologies, MEI, Moss
Distributing, Payment Alliance, Raw
Thrills, Sega Amusements, Shelti,
Superior P lush, Tennessee Coin
Machine Association, TouchTunes, Val-
ley-Dynamo, and the Wisconsin
Amusement and Music Operators
Association. 

For more information, call (800)937-
2662; Web (www.amoa.com). ▲

Look for details on the operator panels
next month.

AMOA MEETING

Pyramid Technologies is proud of what it has to offer the coin-op industry. Sixteen opera-
tors who attended the Amusement and Music Operators Association (AMOA) State

Council Meeting in Arizona toured the facility to see what the hype is all about. Play Meter
decided to tag along and find out just what makes Pyramid so successful.

Located in the Sonoran Desert in Mesa, Ariz., Pyramid has been building bill acceptors
for over 20 years. Pyramid is the only bill validator that is made in the U.S. David Mays,
Owner and Engineer, has focused on design, performance, quality, and customer service to
bring Pyramid to the forefront of currency validation.

With six in-house engineers, two mechanical, two electrical, and two technical, Pyramid
Technologies can provide great customer service and customize its product to any applica-
tion that a customer needs. Presently, its bill acceptors are functional in 86 different curren-
cies throughout the world.

“If our customer has a problem with a unit, we have a problem. We will put our heads
together and fix it,” said Pyramid’s Ted Furkin.

He continued, “By having our engineers in-house we can get to work on the problem
immediately. If we find a problem with our own unit, we call our customers and tell them
about it rather than wait for them to run into problems on their own.” Furkin adds that the
company’s Web site offers tutorials for those who would like to troubleshoot any problems.

“We have very low employee turnover and that is why we are able to put out such a
superior product,” explained Pyramid’s Kristina Chevalier. Pyramid’s employees are cross-
trained to know everything necessary for quality control.

“We are a team working together,” Chevalier said, “And we are an excellent team.”
Attending operators enjoyed milling around the facility to see the many different produc-

tion stations and the shipping department. If a station is not in use, Pyramid requires that it
be fully covered in order that dust does not settle on the equipment and cause problems.

Rick LaFleur of I.F. LaFleur & Son in North Dakota commented, “This new bill acceptor
is a beautiful piece. It is cost effective and most importantly, it works. The efficiency is
impressive and that translates into the price.”

Besides opening their doors to the AMOA operators, Pyramid hosted a lunch break at
the nearby Painted Mountain Golf Resort.

For more information, call (480)507-0088; Web (www.pyramidacceptors.com). ▲

From left: Rick LaFleur, Hal Williamson, Donivan Molitor, Kristina Chevalier, Gaines
Butler, and Ted Furkin.

AMOA operators tour
Pyramid Technologies

From left: Mona LaCombe of LAMOA,
John Pascaretti of Pascaretti Enterpris-
es, and Norm Farber of BFC Enterprises.
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Do you anticipate any drastic changes in the industry in the
next 12 to 36 months? 

Phil Cohn, TouchTunes: Consolidation continues, legislation is
challenging, and it is more difficult to get revenue streams from ven-
ues. It will become even more important for us to communicate our
value to the end users. It’s all about competing for that entertainment
dollar. Trends are driving consumer behavior, such as social network-
ing. Those who are investing in research and development are really
going to have a windfall over the next three years because con-
sumers are going to demand
it. Innovation is critical.

How has the current eco-
nomic climate helped refo-
cus your business?

David Cohen, Firestone
Financial: Despite the reces-
sion we are staying committed
to your business. We’ve reas-
signed staff and focused on
our customers and the issues
they face. We’ve kept in touch
with customers to find out
what we could do to help
them. We offered restructuring
programs and extensions on
debt. We’ve changed from a
transactional company to a
more customer-focused com-
pany, and we’ve become more
strategic about how we
approach this industry.

John Margold, AMI: It’s not
just economic conditions that are affecting us; it’s a combination of
economics plus smoking bans and Angry Birds. I’ve seen consolida-
tion in the operating community. Operators have to do more with less
and they heed help. We can help by reducing their operating costs,
such as service costs, through our 24/7 tech support. We’re reinvent-
ing ourselves with new revenue stream products and prices that
make it attractive to upgrade.

What changes have you seen in the operating community?
Rob Whitehouse, Payment Alliance: When I set up ATMs at trade

shows 12 years ago, 90 percent of the people who passed by were
not interested. Now that has changed and everyone wants to know
more about the ATM industry. The biggest difference today for ATMs
is that there are a lot more rules to play by, such as requirements for
ADA (Americans With Disabilities Act).

Sabrina Mokuahi, Incredible Technologies: Operators are really
taking stock of their businesses, determining what’s not necessary,
tightening finances, and looking in warehouses to see what games
they can trade for newer equipment. I see more operators network-
ing, which is why everyone is here. We want to help you grow and
promote your business.

What do you see as the keys to success for operators?
Dave Courington, Valley-Dynamo: Promotions, promotions, pro-

motions; also leagues, tournaments, and contests to maximize
income from products you already have. It’s all about providing enter-
tainment value. Successful operators have foresight and flexibility.
They don’t sit home every night; they look at trends in their bars and
design promotions such as Midnight Madness because today’s gen-
eration does not come in until 10 p.m. A successful operator never
had a failure; he had a learning experience.

Ryan Smith, Ecast: Re-evaluation, reinvention, and reinvestment.
If the business is relevant, the return on investment is there. Opera-

tors have to look at their busi-
nesses with new eyes. They
must embrace new technolo-
gies early on to beat their
competition. The best opera-
tors are more proactive than
reactive.

What role will national
and state associations play
in the future?

Chris Felix, MEI: Associa-
tions are a great benefit; they
are what will help this industry
continue on. Case in point: I
have never seen a meeting
like this. It ’s an incredible
opportunity to find out what
works and what doesn’t, and
what can be learned to
improve your business.

Rick Rochetti, Bay Tek
Games: I see things happen-
ing much quicker for state and

national associations. Operators must be prepared to go to war and
fight for what is needed to keep our industry going.

Do you see any market trends or social changes that could
have an impact on our industry?

Mark Struhs, Raw Thrills: Relevance is the key word. How do we
say relevant as individuals and as companies? Today we have pow-
erful, superior technology. Game play can be greatly enhanced by
using social networking and offering credit card payment (a natural).
We can use technology to make our jobs easier. Rather than be
afraid of trends, embrace them.

What tools does your company use to attract new and talent-
ed people?

Pete Gustafson, Sega: “We are constantly looking for new ideas
to add to our portfolio. Talent comes in all shapes and sizes. We con-
tinue to capitalize on that talent to add more lines that make us a
one-stop shop, and to develop partnerships that result in games that
are relevant and fun.”

Tim Carson, Grand Vision Gaming: “We have an elaborate
process for how we develop games. We’re lucky with the talent we
have on board. We’re operators who build games to operate our-
selves and sell to other operators. We recognize that we need to cre-
ate products that will generate continuing revenue streams.” ▲

Game maker sessions

Bruce Dentice (l) of Sam’s Amusement Co., talks with Mark Struhs
(c) of Raw Thrills and Rick Rochetti of Bay Tek Games.

Manufacturer panels answered questions that ranged
from the economy to the keys to success.











BEYOND THE
PLAYFIELD

Goldfarb returns to Haiti: David Goldfarb,
President of Prime Time Amusements, recently
returned to Haiti to help with continuing efforts
to restore basic services to the country, which is
still suffering from the devastating effects of the
earthquake that struck the country in January
2010. Goldfarb traveled with the United Nations
and the Brazil army. This was his fourth trip in

two years and he will return soon.
Goldfarb commented, “I have seen some progress but not really

enough, especially with all of the money that was poured into
Haiti. The most pressing needs at the moment that need to be
addressed so they can move forward are the obvious: education,

shelter, food, and sanitation. What needs to be implemented is, rather than just give
them a fish, they need to understand how to catch a fish.”

Goldfarb said that the best thing that can be done in the future is to support the right
organizations. He mentioned (GLOBALDIRT.org), a group of doctors, nurses, and ex-
military that work as a disaster response team in global relief efforts. ▲
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ers of TreePaad Fun Center, a 25,000-
square-foot FEC in Malta, N.Y., are in this
business for all the right reasons. 

Garrand said, “A lot of people open
entertainment centers and it is just a
business for them, but for Candy and
me...this is who we are.” 

The indoor center opened in 2007
in Glen Falls, N.Y., and was later moved
to a larger location in Malta, N.Y., in
order to accommodate the center’s
expansion. Depending on the season,
there are 40-46 employees on staff. 

Attractions include Fort Ballocity
(PrimePlay), a three-story, interactive,
soft foam ball play arena and indoor

We often talk about the bene-
fits that family entertainment
centers (FECs) bring to their

communities. Whether through hosting
charitable events, donating to various
causes, providing jobs, supporting local
businesses and schools, or just bringing
families and communities together in a
fun location, entertainment centers
enrich our lives and give back in so
many ways. 

The owners of TreePaad Fun Center
are a shining example of how an enter-
tainment center can “pay it forward” and
lead by example for future generations.  

Patti Garrand and Candy Cross, Own-

playground that is most likely the
largest Ballocity attraction in the U.S.;
Spider Zone (Extreme Engineering), a
challenging climb through webbed
straps that culminates in a ride down a
large, 20-foot inflatable slide; Jump
Shot, a vertical action sport that allows
you to shoot hoops with an opponent
on a unique trampoline platform;
LaZer Runner laser tag; Extreme Rock
Climbing; a 40-game video and
redemption Game Zone that was laid
out, set up, and programmed by Alpha-
Omega Amusements & Sales/AEM,
Fluff-n-Stuff (from Bears2Go); a soft-
play toddler area; and Coliseum
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SCORING
SUCCESS

TreePaad Fun Center gives back
A shining example of how an entertainment  center contributes to the

character and values of a whole community.
By: Frank Seninsky and Tracy Sarris

TreePaad staff showing the
gifts purchased for its annual

Chamber Angel.



chase gifts for an annual Chamber Angel,
they bring in food items and do collec-
tions for local pantries, and have done
fundraisers for lots of great causes that
include: Junior Diabetes Research Foun-
dation (JDRF), Youth Coalition, Water for
Africa, To Love a Child, Team Teagan,
Support one Family, Brave Will Founda-
tion, Play for the Pantry, Osaka Benefit,
March of Dimes, the Homeless Youth
Coalition, and many more.

They have run as a team in the
Relay for Life and several participated
in the Susan G. Komen Foundation 5K
run. In 2009, TreePaad and its staff
hosted a benefit for a
local family that lost
all of their posses-
sions in a fire. The
benefit, and coincid-
ing food drive, went
so well that TreePaad
and the very gener-
ous donors were not

Bounce, the newest attraction. 

PARTIES AND STAFF
Of course, one of the most memo-

rable activities at TreePaad is its full-
service birthday party where the party
group is in the hands of an experi-
enced, fun, and enthusiastic party
coach who leads the children into a
magical birthday adventure.

Frank Price of Birthday University
asked Garrand what she thought was the
best part of the birthday parties her facili-
ty offers. Her answer was “the staff.”

“They are terrific kids,” Garrand
said. “This age group is tough for a lot
of people, but if you hire the right kids,
they will find you more kids because
they want to work with the best kids in
the area. If you treat them right, they
will go out of the way for you and do
everything they can.” 

TreePaad’s party coaches are given
the freedom to design their own parties
so they all bring a unique
flair to the event. “Some like
magic, some like jokes, some
sing and dance. One of our
guys comes out doing the
Kazachok, a traditional Russ-
ian folk dance, which makes
the parents laugh hysterical-
ly,” said Garrand. 

Many of the kids working
at TreePaad have been there
since its opening five years
ago. Upon leaving for col-
lege, Kate Silfer, an
employee, wrote,
“There are very
few jobs available
to teenagers that
incorporate so much fun
into each workday. I enjoyed every day
I worked there, and have many friend-
ships that I hope will last. I know I will
be beyond lucky if I ever find another
job as great as this one.”

What’s truly amazing is how much
the young staff at TreePaad supported
and was personally involved in the vari-
ous community programs that the center
sponsors. The staff raises money to pur-

only able to help the family with
money, food, and supplies, but also
helped another family who also lost
everything in a fire.

These young men and women are
learning about assisting those in need
and building character during their
time at TreePaad. They are finding out
first-hand what their generosity can
bring to the lives of others.

COMMUNITY INVOLVEMENT
TreePaad also participates in TAKE

25, a program of the National Center for
Missing and Exploited Children (NCMEC)
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Mike Traylor, a Saratoga County Sheriff’s Deputy, and K-9 officer
Koda were on hand at the TAKE 25 event.

Deputy Traylor and Koda
mingling with the children
during the TAKE 25 event.

TreePaad staff with the food donations they
collected for the Malta Food Pantry.
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‘80s, most video games, bulk vendors,
jukeboxes, and cranes only accepted
coins. Today, operators report that bill
acceptors and credit card payment meth-
ods generate more than 50 percent of
their revenues.

How many products did Impulse
offer at that time compared to the full
product range you feature today?

As the name implies, our company
and product line was fashioned around
“impulse novelty games.” Impulse games
specifically referred to grip testers, love
meters, fortune tellers, and weight scales.
The concept and mission statement that
the company was founded on is “timeless
themes built to last a lifetime.” 

In the following years, Impulse strate-
gically added such items as the stackable
sticker machines, the Play More-Win

Commitment to detail and treating
customers with honesty and
integrity reflect the foundation of

Impulse Industries. Based in Sun Valley,
Calif., the company manufactures games,
cranes, and quality plush and bulk items. 

The company was founded in 1986
and is celebrating its 26th anniversary
this year. Jim Plescia, President of Impulse
Industries, started the company with his
wife and soon began manufacturing
“impulse games.” The company quickly
grew and the array of offerings increased. 

Play Meter spoke with Plescia to find
out more about the company’s new prod-
ucts, services, staff, and what they’re
doing to help operators. 

What is the biggest difference
you see in the market today com-
pared to 1986 when Impulse
opened for business?

In the ‘80s, operators could be suc-
cessful offering just one category of coin-
op vending such as video games, bulk
vending, cranes, or jukeboxes. 

Today, most successful operating com-

panies are offering many or all of those
categories. Operators who have not diver-
sified have found themselves only able to
maintain smaller street locations.

Another big difference between the
‘80s and now is massive inflation.
Amusement, bulk, and snack operators
have hit a price point plateau of
around $1.

This is due to the logistics of cus-
tomers not having more than three or
four quarters to spend. Also contribut-
ing to the decrease in coin revenues
was the introduction of public coin
counting machines in most grocery
chains nationwide.

As a result, it has been mandatory for
operators to introduce bill acceptors and
credit card payment methods on all
forms of vending machines. Back in the

COVER STORY

Impulse Industries 
provides value

Built on a strong founda-
tion of loyalty, Impulse

Industries continues its
tradition of quality.

The Impulse Industries team, (l-r): Lydia Plescia, Vice President, Jim Plescia, Presi-
dent; Heather DeLuca, Business Development; Larry Fineman, Sales Director; Cecil-
ia Fajardo, Merchandise/Logistics Specialist; Jon Sanborn, customer.

“Win it or Buy it Now” crane with Big
Eyed Babies merchandise.
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Heather De Luca, Business Development
Director for more than five years.

Our two top technicians, Willie Gutier-
rez and Mario Galvan, have each been
with the company for over 12 years.
Shipping and receiving has been done
by Jorge Duran for more than 15 years

and route manage-
ment has been Juan
Coreas’ job for more
than 20 years.

Production and
purchasing is handled
by Robert Aguirre
who also runs our

Sun Valley warehouse. Our talented
graphic artist, Cruz Cristobal, took the
position four years ago and is vital to
our custom art themes.

In addition to our long time employ-
ees, Impulse has grown to include over
40 full time employees at our home
office in Sun Valley. Impulse also
employs several long time contractors
for special projects. Impulse is proud to
be growing its staff in spite of a tough
economy.

More interactive pinball vending game,
designer bulk stands, balloon pump
vendors, and the antique classic ver-
sions of the love meter, grip tester, and
fortune tellers.   

Soon after, Impulse introduced its
first racing coin funnel, a themed coin
wishing well which allows two players
at a time to race coins down a hyper-
bolic funnel reaching speeds of
40mph. This is a perfect, no-mainte-
nance unit for malls or other larger
venues. Unlike all others of its type, it

is built entirely out of steel, making it
virtually impossible to scratch or break
into.

These innovations have allowed oper-
ators to diversify and grow in their exist-
ing locations, in many cases, without tak-
ing additional floor space. 

Impulse introduced its first crane into
the market in early 2004. Our goal was
to design a U.S.-built high-end crane at a
price just slightly higher than the imports.

Today, our cranes feature three exclu-
sive game play options: “Xtra Play,” “Win-
ner Every Time,” and “Win It or Buy It
Now.” These three features ship standard
on all Impulse cranes, allowing instant
changes to meet the needs of any loca-
tion. Other benefits include all-steel con-
struction, high product visibility and

capacity, and custom colors and graphics.
Impulse’s newest addition to its

amusement line is the versatile Flash Play
skill game/prize merchandiser. Flash Play
can be set up as a skill game prize mer-
chandiser or an automated retail product
dispenser.

As a skill game, Flash Play easily con-
verts from one game to another provid-
ing a fresh new game and look. With its
intuitive on-screen menu, Flash Play can
be set up to award large, high value
prizes and/or smaller, lower value prizes

in the same machine.
Flash Play set up

as a merchandiser is
named the IB IN-
store. This is perfect
for selling items like
watches, jewelry, or
bulk vending items. This creates a
great way for bulk operators to diversi-
fy by selling bulk items for more than
$1 per vend. 

How has the staff grown over the
years?

Impulse is proud to recognize its dedi-
cated staff, which have been with us for
many years. Our sales staff includes Larry
Fineman, Sales Director for 15 years;
Cecilia Fajardo, Toy Expert and Logistics
Specialist for more than seven years; and

Impulse warehouse employees (l-r): Robert Aguirre,
Production/Purchasing; Mario Galvan, Senior Technician; Willy
Gutierrez, Senior Technician; Cruz Cristobal, Graphic Design.

“Winner Every Time” crane.

iBIN merchandiser



focused on the bulk capsuled toy seg-
ment. Our goal was to create high
value mixes so that operators could still
vend 1-inch toys at 25-cents and 2-
inch toys at 50-cents. 

Today, $1 vends are showing increased
success. However, we have still found that
the lower price points produce the highest
grosses. We will continue to design high
value, 2-inch toy mixes that have a per-
ceived value of $1, with a price that allows
operators to offer it at 50-cents.

Through the years Impulse has contin-
ued to improve its toy display manufac-
turing techniques from bright catchy
graphic designs to professional clam pack-
aging because Impulse realizes that great
displays can make or break a good mix.

As we developed the “Winner
Every Time” ball crane, we quickly
realized the keys to the success of the
program included a high value ball that
attracts players while still being cost
effective for the operator. 

Another key is the complete rotation
of new ball themes to keep it fresh and
new. Additionally, it is very important to
load the balls
facing forward
to show the
entire col-
lectible series

Your wide range of product
offerings includes themed cranes.
What are some of the most popular
themes today?

In an effort to break the old stereo-
type notion of never being able to win
crane games, Impulse developed its “Win-
ner Series” cranes. The first in the series
to be introduced was the Xtra Play crane.
This crane features a single claw concept
that allows the players to try to win a
plush prize but guarantees a smaller prize
win every time.

The next crane in the winner series
was our Winner Every Time crane.   The
specially designed claw and exclusive
high capacity cabinet creates a “wall of
balls” that kids can’t resist.  

This design allows children of all ages
to finally play a crane and win a high
value prize every time. This crane has
been well received by location owners that
say the number of wins creates repeat cus-
tomers. Parents like it, as it represents a
fun time and a good value for $1. 

The most innovative and popular
crane in our winner series is our Win it
or Buy it Now crane. This feature allows
customers to play the crane in a skill
mode or purchase the item for a set price.
Players can also build their credits to the
purchase price in hopes of winning prior
to reaching the purchase price. When the
prize value is reached, a voice prompt
tells the player “you’re in buy it now
mode, play until you win.” 

What makes our cranes so unique to
the industry is that all of the “winner
series” program settings are standard fea-
tures that allow for easy conversion to
any of the three “winner options” or
straight skill play. Four program options
are in every crane. 

Our themed cranes are very popular,
as we have always offered our custom
graphics. We strive to create equipment
that doesn’t clash with the location’s decor.
This approach allows a route operator to
present a full line of equipment designed
to match the theme of any location. That
is a competitive edge that can get the
attention of location decision makers. 

Are you seeing more interest from

the operating community in cranes,
bulk vending machines, and novelty
games as more operators diversify? 

The National Bulk Vendors Associa-
tion (NBVA) joining with the Amuse-
ment Expo is a natural evolution result-
ing from the growing diversification of
route operators.

Operators have been diversifying con-
sistently for the last decade. The bulk
operators are turning to cranes and other
amusement games while amusement
operators are handling more bulk vend-
ing, as locations want to deal with one
operator whenever they can. 

In our opinion, it is an absolute
requirement for bulk operators to expand
their scope of offerings, as failing to do so
will result in their ultimate failure. 

As travel costs increase, developing
more revenue from each location not
only makes sense but also is a matter of
survival. Operators can pick up three to
five hundred more dollars per month in
the same location with a crane and a
bulk vendor than just bulk alone. The
key to Impulse’s success is the ability for
operators to continue to offer different
forms of amusement vending that do not
compete for the same coin.

Impulse began to design and import
toys in 2004. Our initial efforts were

COVER STORY

Playmore interactive
pinball game 

Coin Orbitor 
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kind of impact.
While our inflatable balls and plush

toys are extremely popular for the cranes,
we also design several of our own 1-inch
and 2-inch toys in capsules.

The 2-inch Deadly Ducks are very
popular and are hard to keep in stock.
Our 2-inch Magic Tricks and Spy Under-
cover are also considered to be some of
the best of this type of toy mix.

Are you introducing any new prod-
ucts at the Amusement Expo in
March?

In our plush line, we are introducing
our custom designed Enchanted String
Dolls for the cranes. Each collectable
character features its own positive words
of encouragement, adding great value to
this series. We also offer a large, atten-
tion-getting poster for this series. 

We now have in stock our new Paw
Pals, an 8-inch plush line, following the
successful Big Eyed Babies.  The
adorable Paw Pals feature large eyes,
large paw pads, and a collectable story
with each piece.

What else will you have on display
at your booth at the Amusement
Expo?

We will also introduce the production
version of our new Flash Play, a versatile
skill game and high value merchandiser.
Now designed with a bigger cabinet and
larger merchandise capacity and display.

As a merchandiser, the IBINstore runs
advertisements on the high-resolution dis-
play. Showing products animated on the
screen adds tremendous interest and
value to the featured products. 

As a skill game, Flash Play has several

of balls. Displaying them in our exclu-
sive high capacity Wall of Balls crane
creates an amazing stop in your tracks
impact.

The old school plush merchandising
method of mixing generic and licensed
plush in a 50/50 or 80/20 mix to keep
costs down produced moderate results, at
best. Also, the plush size and weight vari-
ations did not allow for easy stadium
loading or consistent win ratios.

Faced with these challenges,
Impulse entered the plush industry
with the following goals in mind: 

-Design a series of themed col-
lectible plush, which are true retail
quality at a generic price.

-Create name tags on each plush char-
acter telling a story or giving words of
encouragement for the players.

-Manufacture each plush series with
an exact weight of 140-150 grams.
This ensures consistent win ratios for
players and operators.

-Mechanically design plush to sit
properly on the exclusive Impulse sta-
dium display.

-Power Poster Program: Like any retail
merchandise, advertising and display are
key. All of our plush series offer large,
colorful, attention-getting posters signify-
ing a whole new series has arrived.

-Pre-package sets allowing fast and
easy filling with the whole series in each
carton.

What are some of your most popu-
lar toy items?

Impulse’s plush toys are true retail
quality. They include items like the Big
Eyed Babies, the Belly Button Buddies,
the Paw Pals, and the new Enchanted
String Dolls.

They are mixed in pre-packaged sets
to allow for fast and easy placement in
the cranes. Our exclusive stadium boxes
provide a stair-stepped placement of the
plush toys so they are displayed in the
very best way. An optional poster behind
the plush toys adds to the marketing
appeal, encouraging the players to collect
all 12 of the characters in each series.
Our market tests have proven that a com-
plete theme change, including the poster,
creates a huge spike in sales. Sprinkling in

new licensed pieces
has never had this
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Love Meter

Voodoo Dolls

The Playmore Jr.



SUMMATION:
Impulse will be utilizing exciting new

technologies as they become available.
Some of the areas that Impulse is expand-
ing into are cranes and merchandisers
with Wi-Fi capabilities for reading coin
meters, using smart phones or credit
cards as payment methods, and color
monitors offering advertisements of mer-
chandise and interactive games. 

Impulse sees these technologies
bringing all vending information to the
Internet, allowing operators ultimate
real-time control and superior service
to their vending program.

Finally, Impulse will continue to
design new equipment and merchandise
with its eye on the future while continu-
ing to hold true to its commitment of long
term earning performance.

For more information, call (818)767-
4258; Web (www.impulseindustries.com). ▲

games in one and can be changed to new
games instantly.

What are operators telling you at
trade shows about the types of games
and supplies they are looking for?

The general consensus that operators
are sharing with us at trade shows is their
interest in finding machines that have
long term earning potential. Many games
and merchandisers start out strong, but
the fad fades quickly. In some cases the
earnings drop so dramatically within the
first year that operators are reluctant to
continue to expand in that category. 

One of the cornerstones of our manu-
facturing philosophy is to design units
that will stand the test of time and are
built to last a lifetime.

Our new Flash Play is designed to
address the concern of obsolescence with
the ability to easily change games without
buying a whole new cabinet. We might
even say that Flash Play is a real “game
changer” for our industry.

How important is your presence at
industry trade shows?

Impulse feels that our presence at the
trade shows is very important and allows
us to introduce new products and meet
with the many customers that have made
us successful for over 25 years. 

When customers purchase equipment,
they want to be assured that they will get
support for that machine for many years
to come. We’ve been around for a long
time and it is important to personally reas-
sure customers that we will be around for
a long time to come. We are very proud
that all of our equipment is still manufac-
tured by Impulse here in the U.S.

What advice do you give a new
customer who is just branching out
into the types of machines in your
product portfolio? Do you help them
make selections?

Everything is about location, location,
location! Impulse assists operators in cre-
ating opportunities that will maximize the
earning potential in that location. 

We offer operators powerful tools to
land new locations. As an example, we
offer customized brochures with the
operator’s company name. We also offer

custom graphics that match the decor of
the prospective location with their logo
on the equipment. This gives the operator
a competitive edge and creates far more
interest from the location.  

We make equipment and product rec-
ommendations based on the type of loca-
tion the operator has or is looking to
land. As an example, in a full size super-
market we would advise the following: a
plush crane; a skill merchandiser Flash
Play; a Playmore interactive pinball; a
bulk and sticker rack; and a weight scale
by the restroom.

This power package offers a diverse
equipment line and security that the
operator will be the predominate service
provider for that location.

New operators need to consider many
factors when making their purchasing
decisions. Here are some helpful consid-
erations: Do they want to be involved in
merchandise stocking and re-stocking
such as cranes and bulk vending? Or
would they prefer a merchandise free
route such as weight scales.  

A variation in this area would be the
Playmore interative pinball game as it
only requires one product and can stay
unattended for long periods of time. As
an interactive ball vending game, players
enjoy the challenge of trying to win more
than one ball. This game has a fast return
on investment, and is totally mechanical,
making it ultra dependable. It is recom-
mended for almost any location and like
our other equipment, is often themed for
the location.  

Other considerations would include
the distance to travel. As an example, a
great location with a crane may require
bi-weekly service. Another consideration
would be the type of vehicle required to
maintain their route. Larger equipment
requires trucks with lift gates whereas a
weight scale could be transported in a
smaller vehicle.

One of the best bits of advice we can
offer is that operators consider investing
in equipment with long term proven
track records of successful earnings.
Cranes, bulk vending, and weight scales
have been around for almost 100 years.

COVER STORY
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capsuled and crane toys to properly sup-
port its equipment line and route needs.
Today Impulse offers a full line of exclu-
sive bulk vending toys, crane balls, and
plush.

Expanding past its bulk vending roots,
Impulse has proudly entered into the
amusement sector with its Winner Series
Cranes in 2004 and more recently the
Flash Play skill merchandiser.

Jim takes pride in the fact that many
long time customer/operators have been
very successful following the recommen-
dations and suggestions made by
Impulse. Following his passion, Jim has
never seen his role in manufacturing as
a job. It has truly been an expression of
his creative talents.

Jim said, “What a profound world we
live in where we have the opportunity to
manifest our thoughts into reality. I love
what I do. The machines I’ve dreamed
up will likely be around entertaining peo-
ple much longer then my stay on this
planet.” ▲

Jim Plescia was born and raised in
Southern California in the North
Hollywood/Sun Valley area. The

company’s corporate offices still reside in
Sun Valley today.

Jim has always had a passion for cre-
ating and inventing. His first vending
machine was designed when he was
only nine years old. The machine was
made out of a cardboard box and dis-
pensed small Halloween candy bars.
The dispensing machine had two nickel-
sized coin slots so that you could choose
between two different candy bars. Jim
designed the machine to have the coin
slide down a cardboard chute, slip
through a nickel size slot and release the
candy bar.

The trick was to keep the nickel from
dispensing with the candy bar. Jim per-
fected this by creating a slot just large
enough for the nickel to fall through but
not the candy bar. Jim later used this
same technique to design his weight
scale coin slide, which sorts all other
coins from quarters. Today, Jim’s compa-
ny is the largest weight scale manufac-
turer in the U.S.

For Jim’s eighth grade science proj-
ect, Jim invented The Homework
Machine. This electronic machine was a
metal panel where you would insert
homework questions and a light bulb
would illuminate next to the correct
answer. Jim got an A for this project. The
true reason Jim built The Homework
Machine was that he hated homework.

The next year, Jim took a metal
shop welding class in school. He
quickly earned a trip to the principal’s
office for cutting a penny on the metal
cutter. That summer Jim’s dad bought
him a welding machine so he could
build his first go-kart.

He later sold that go-kart for $1,500.
He used the money to move into his first
apartment with his girlfriend Lydia Polise-
na, whom he later married. Jim and
Lydia have been together for 30 years.

Jim was first introduced to the
vending machine business while still
in 11th grade. He was shown the
trade by Don Lemke of Advance

Manufacturing in Sun Valley.
Advance Manufacturing was a bulk

vending manufacturer and toy distributor.
Jim credits Don for much of his manufac-
turing experience and strong business
ethics. While at Advance, Jim was pro-
moted to general manager and equip-
ment product development. Jim and Don
worked on several projects together
including the Advance sticker machine.
Advance would later be sold to A&A
Global which still produces the Advance
sticker machine today. With Don’s
encouragement, Jim and Lydia began
building their own bulk vending route.

While Jim was work-
ing at Advance, Lydia
worked on building the
bulk-vending route. This
allowed Jim the necessary
time to develop his first
Impulse games, Dr. Love
and Gina the Gypsy. The
feedback they got from oper-
ating the route would prove
invaluable in developing
equipment designed around the needs
of locations and operators.

In 1986, Jim and Lydia founded
Impulse Amusements, which would later
become Impulse Industries. As the com-
pany grew, Jim and Lydia continued to
play different roles. Jim was in charge of
management, sales, and product devel-
opment. Lydia worked on graphic arts,
bookkeeping, and sales.

As Impulse continued to grow, it
became apparent that the company
needed to expand into manufacturing of

RIGHT: Jim at age 9 with his first
candy-dispensing machine.Jim with his first self-built go-kart.

Jim and Lydia Plescia in 1982.

Jim and Lydia
Plescia.
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SSBilliards, locat-
ed in Hopkins,

Minn., is a pinball
lover’s haven. With
the largest collection
of publicly playable
pinball machines in
the Twin Cities, a host of popular and nostalgic arcade
games, and five regulation-sized pool tables, the game room
is a popular hangout for friends, families, travelers, and regu-
lars. The relaxed atmosphere, unique game selection, and
rich history have turned it into a local hangout and a genuine
pinball destination.

This year marks the game room’s 40th anniversary, an
extraordinary feat for a location opened during a time when the
average lifespan of a game room was only a year or two. Upon
hearing of this milestone, Play Meter decided to chat with the
owner of SS Billiards to find out about its history, secrets of
staying in business for so long, and upcoming events. 

Part of the appeal seems to lie in the community

a tmosphere  tha t
permeates  the
place. Owner Lloyd
Olson is a long time
indus t ry  member
who i s  a l so  an
active participant in

the pinball “community,” a surprising network of people
who share a common appreciation for both the sport and
art of pinball. His welcoming attitude and love for the
game, combined with a solid repertoire of exciting games,
are other aspects of SS Billiards’ staying power. 

HISTORY
Olson’s father became an operator after World War II and

had a route in Minnesota until 1970. In 1972, with Olson’s
help, his mother, Mabel DeMar, purchased the game room from
a man named Sam Snelling. Snelling owned and operated SS
Billiards for two years with only six pool tables, a cigarette
machine, and a pay phone. 

LAUNCHING THE
RUBY GOOSE 

ANNIVERSARY

SS Billiards Owner Lloyd Olson traces four decades of bringing pinball madness to the
Twin Cities. By: Courtney McDuff

SS Billiards in 1973.
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The Hopkins City Council approved the license transfer at a
meeting on the night of September 19, 1972. The mother-son
duo opened the business the next day at 3 p.m. and the first
customer came through the doors an hour later. He played two
dollars worth of quarters and the business was off and running. 

During the family’s first years as owner-operators, they
saw industry trends come and go. Air hockey was popular in
1972. A year and a half later, it was foosball. Meanwhile,
video games were quickly gaining popularity. By 1979, the
video fad was on. 

DeMar sold Olson her interests in February 1979 and con-
tinued to help out until October 1987 when she retired. In
1983, the video game bubble burst and Olson described things
as “lackluster” until around the 1980s when the industry began
to pick up again. Beyond the resurgence in video games, pinball
began garnering more interest and quickly became a bigger
part of the business.

By 1990, pinball, according to Olson, was “probably at its
zenith.” During the ‘90s he gravitated towards a more niche
market and by 2000 SS Billiards was predominately pinball
oriented. 

LAUNCH THOSE GEESE
For SS Billiard’s 40th anniversary, Olson will be throwing

the Ruby Goose Pinball Party. The goose theme shows up regu-
larly in event names, game room merchandise, and on the Web
site. And it has an interesting and funny back-story. 

Olson explained, “The ‘launch those geese thing’ is a long
story. I pretty much suck at playing the games. Helen Keller
could beat my scores. In the mid 1970s the games didn’t have
battery back ups to retain memory the way they do today. If
you unplugged a game, all scores would return to zero. With
only three initials available to store names, I’d ironically put in
‘LTG’ for ‘Lloyd the Great.’ I was pretty far from great when it
came to games.”

He continued, “I was asked to choose a nickname when I
began posting on Pinball News Room so I put in “LTG :).” I was
asked many times what it stood for. Back in about late 2000 I
had customers that screamed “let loose the ducks” and some-
one posted on Pinball News Room that LTG stood for ‘launch
those geese,’ and it stuck.”

March 2, 2011 marked the first of many pinball events held
at SS Billiards. The first “Launch Those Geese” party was a hit
that day and has since grown and evolved into many more pin-
ball events. At this year’s Ruby Goose Pinball Party, to be held
Sept. 20, all pinball machines will be on free play. Soft drinks
and hot dogs will be available along with Famous Dave’s ribs
and pizza from Pizza Luce. Other contests and tournaments will
round out the excitement of the event. 

40 YEARS OF BUSINESS
In a time where many owner operators are feeling the

pressures of the economy, SS Billiards is celebrating its
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40th anniversary. Olson claims that the key to his success
lies in doing things a little bit backwards. 

Olson said, “The industry used to have a seven-year cycle.
We never came out of the one from the 1990s. I honestly think
you do everything the opposite of everyone else. I’ve never
advertised. I’ve never had a listed number. That has always
worked for me.”

Times have changed a bit and SS Billiards’ number is now

available through a simple Google search. The game room’s
Facebook group, created by a regular patron and now moderat-
ed by Olson himself, has around 350 members. The social
media platform allows regulars and those who wish to one day
visit SS Billiards to communicate and stay informed about
upcoming events and pinball news. 

The game room has seen a wide demographic range within
the past 40 years. Olson said, “I’ve been here so many years,
I’ve seen a huge spread. We get a lot of business around the
holidays when people are in town. We get a lot of travelers who
drop the wife and kids off at the Mall of America and come
here. Travelers have become a big part of my business.”

Olson has maintained an array of pinball games over the
years but some are always popular. Medieval Madness by

Williams is a perennial favorite, along with Twilight Zone by
Bally and Attack From Mars by Williams. There are currently
20 well-maintained games available for play. 

While the nostalgic factor of the older games remains a sell-
ing point, pinball is far from dead. Olson said, “We’re having
some exciting times in pinball. Steve Ritchie is back with Stern
Pinball. Jersey Jack Pinball is doing the Wizard of Oz pinball
game. Now 12 years later, it’s some of the most exciting times
we’ve seen in pinball.”

Though a pinball aficionado and regular attendee of the Pin-
ball Expo, Olson doesn’t have a personal collection. He does,
however, have a favorite game, “My favorite pinball is Capcom’s
Kingpin. They built approximately 10. All Capcom games fea-
ture lamps so they do a hell of a light show. In sudden death,
the flippers get sluggish and red lights come on. The game is
gangster-themed; I just always got a kick out of playing it.”

Another recurring event, Pinball Circus, is a two-night,
tournament-heavy, fun-filled pinball extravaganza. The $25
entry fee covers food, tournament entry, and all games on
free play. Olson realizes that because the ‘amusement indus-
try’ is always down with the economy, not everyone has the
extra change for pinball these days. He said, “I let people
know that if anyone’s been laid off or is unemployed to see
me. I’ve let people in for free or cheaper.” 

Through 40 years of ups and downs, Olson has remained in
operation and continues to enjoy his work. He said, “My dad
didn’t want me to be in the industry. But I ended up in it and
have been blessed to see so many great shows, technology, and
good people. I’ve gotten to see a lot of great things.”  

For more information, call (952)938-9259; Web
(www.ssbilliards.com). ▲

ANNIVERSARY

Lloyd Olson, Owner of
SS Billiards.

"I let people know that if
anyone’s been laid off or is
unemployed to see me. I’ve let
people in for free or cheaper."
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10
second
interview

with...
Vince Gumma, President of American Vending
Sales (AVS), got his start in the industry at a young
age working for his father, Frank Gumma Sr. He is on
the Board of Directors of the Amusement and Music
Operators Association (AMOA) and currently resides
in the Chicago area with his wife Ralene.

My first job was:

order picker at a warehouse/retail store.

The last book I read was:

“The Girl That Kicked The Hornet’s Nest.”

My favorite type of music is:

rock/alternative. 

I wish I had the nerve to:

skydive. 

One thing I can’t live without is:
friendships.

One word that describes my personality is:

jovial. 

The best advice I ever got was:

deny, deny, deny. 

My favorite TV show is:

“Two and a Half Men.” 

If I could have dinner with a famous person that
person would be:

Bono.

My most cherished inanimate possession is:

my corkscrew.

SAY WHAT?
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On the Spot
Have you added a new category of
equipment to your route, or expanded an
existing one, and what are the results?

Mike Pappas • Fair Share
Amusements • Orland Park, Ill.

After 50+ years as a street operator,
we expanded into the redemption busi-
ness during 2011. We have added cranes
and merchandisers into our mix of equip-
ment.  I leaned heavily on the advice of
my industry friends from around the
country.  Their advice helped me avoid a

lot of costly rookie mistakes. I also learned a tremendous amount
from Frank Seninsky’s redemption Webinar. 

The results have been encouraging. I am seeing steady collec-
tions, my customers are very happy, and I can actually calculate
an ROI....something that doesn’t always exist with some of my
amusement pieces. I believe that over the next 18 months,
almost 100 percent of our tavern locations will have some type
of redemption equipment.

William Fannasy • National Novelty Co.
Harrisburg, Pa.

I have increased the number of ATMs on
my route, put out more cranes, converted my
league pool table locations to Diamond pool
tables, and charged the location a greens fee
for nights when there is a league. I’m getting
great results from players.

Scott John • Amuseomatic
Fredrick, Md.

Over the past few months Amuseo-
matic has added the TouchTunes new
Virtuo digital jukeboxes to the music
entertainment portion of the route.
These impressive jukeboxes have been
well received by our customers, resulting
in a decision to purchase more machines
in 2012. 

The digital jukebox segment of the business continues to
grow, and the added features through the new TouchTunes
machines will promote this trend. We are a leader in our market
area and continue to invest in entertainment machines that are
profitable for our client companies.

David George • Bell Music Co. • Akron, Ohio
We added equipment in four places: skilled gaming, digital

music, high prize value merchandisers, and ATMs. The results
have been great, although it has provided no “net gain” to our
revenue. It’s just replacing money from categories that aren’t pro-
ducing. Video is dead, as are touch screens, and I don’t see them
coming back due to technology. 

Rick Ellis • Ellis Amusement Inc.
Meridian, Idaho

Since 2007 we have added ATMs to our
amusement game route. The addition of
ATMs has helped to diversify and add prof-
itability to our company. 

We also partnered with International
GAMCO to provide logistical support for
the Idaho Lottery’s TabBoxx and TouchTab gaming devices. That
program has continued to yield positive revenue streams, and we
continue to grow our presence in the gaming sector of the enter-
tainment industry. As always, we welcome new concepts, prod-
ucts, and opportunities within our industry when they become
available. 

Keith Myrmoe • Great Amusement Inc.
Sioux Falls, S.D.

I did not add a new category of equipment in 2011. We
focused on promoting existing equipment. However, my wife
Pam and I attended the Amusement and Music Operators Asso-
ciation (AMOA) Notre Dame Management Program in South
Bend, Ind., (a two-and-a-half-year program). During that period,
an instructor named Brad Circone gave a class on a Promotional
Menu for our business products. We brought these ideas back to
our managerial staff. 

One idea that a manager came up with was promoting our
Golden Tee equipment by designing a league that worked very
well, and after that a Players’ Loyalty Program. Our involvement
and networking with people in the AMOA and at Notre Dame
have had a major impact on our business. It’s a great experience.

Charles Rowland • Games People Play 
Richmond, Va.

We have not added any
new equipment but we have
made old drivers look like
new drivers. If you take a
$400 driver and add $800
in parts you can make it
look l ike a new $6,000
driver. 

We changed two Cruisin’
Exotica drivers from the 27-
inch monitor to a 32-inch
flat screen and added LEDs
to the upper speaker grills.
We also added LED lighting
to the seat speaker grill and
under the seat and used new chrome T-molding. We designed a
metal enclosure for the flat screen, had a metal shop make it,
and then had it powder coated. The game cabinets were cut to
accommodate the flat screens. ▲



but it has done so through a strategy of
steady innovation. Since debuting its first
Dr. Face unit in 1997, the company has
gone on to create such hits as Dr. Fash-
ion, Crazy Doctor, Pix-Mix Factory,
Photo-ID, Ping-Pong Kombat, Baby
Boom, Instant Photo Souvenir, and New
Generation Blue and Black. And then
there are the event photo booths, like the
Party’N’Go, Fold’N’Go, The Strip, The
Wall Strip, the Mega Strip, and the
Mega Strip Combo.

This year marks the company’s 15th
anniversary. To celebrate, Digital Centre
will be introducing five new and versatile
products. These photo booths include a
wide range of features, such as gigantic
photo strips, video confessions option,

Digital Centre is a multinational
company founded in 1997 that
focuses on manufacturing photo

booths at affordable prices. The company
has factories and offices in both Europe
(Barcelona, Spain) and North America
(Miami, Fla.) and exports products to 45
different countries around the world. 

Started with a small family investment,
Digital Centre began in Spain after mak-
ing a deal with SNK Corp. in Japan. After
SNK Corp. filed for bankruptcy several
months later, Digital Centre decided to
stay in business by developing and manu-
facturing its own photo booths. The com-
pany currently has 19 employees.

Digital Centre has not only established
itself as a leader in coin-op photo booths,

real portable booths, new strip kiosk con-
cept, customizable software, social net-
work capabilities, and much more.

“The first unit was Dr.Face. It was a
hit worldwide, you can find several
units in operation still, in Dave &
Buster’s and other places,” said Digital
Centre’s CEO, Josep Tarres. “It was a
product where you could put your face
on a different body, and it matched the
skin color of the player with the one
from the character in the picture.”

In addition to the firm’s unique soft-
ware packages, another innovation in the
Digital Centre equipment line-up was the
company’s use of non-traditional cabinet
designs. Often looking more like video
games, the cabinets have a smaller foot-
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Digital Centre 
continues tradition of innovation

The Fold ‘n’ Go photo booth. The Mega Strip photo booth. The Wall Strip photo booth. The Strip photo booth.

COMPANY PROFILE



operating system powering a Mitsubishi
dye-sublimation printer with 600 vends
per roll of film.

“The industry has changed a lot. The
new digital options brought a lot of new
functions to the market,” explained Tar-
res. “The most important has been the
option to fully customize the units, and
the Internet functionality to send the pic-
tures to Facebook and others sites.”

He went on to say, “Small-footprint
photo booths are in demand for rentals
but also for coin-op locations that only
have limited space, or just don’t want big
structures blocking other income oppor-
tunities. The smaller units are giving
photo booth opportunities to new loca-
tions like small retail stores, fashion
stores, and event supermarkets.”

More recently, the company rolled out
its new “strip” line of photo booths, which
include the Mega Strip, Fold ‘N’ Go, and
Wall Strip. Each photo booth offers a
unique design as well as the ability to
print giant 6-inch by 16-inch photos. The
most unique standout feature is the
MEGA Strip, which measures six by 16-
inch strips, as opposed to the more tradi-
tional two by 6-inch strips. 

For more information, call (305)387-
5005; Web (www.digital-centre.com). ▲

print and offer attention-getting designs. 
For instance, Digital Centre’s heart-

shaped Baby Boom, designed specifically
to appeal to couples, offered a merged-
photo option that simulated what their
offspring might look like. 

“Creativity and innovation have
always been the strongest points at Digi-
tal Centre,” said Tarres. “By manufactur-
ing new ideas and innovations we want
to take the industry to the next level. But
we also believe in bringing the product to
the operators at the right price, so they
are able to make a profit and increase
their business.”

While the firm does produce a line of
portable “event” booths, 100 percent of
the firm’s product line is still in coin-op.
Digital Centre’s New Generation line-up,
while boasting a more traditional cabinet
style, is packed with features. 

Measuring in at a slim 29-inches
wide by 39-inches long by 78-inches
high, the unit weighs only 370 lbs. It
also includes a host of programmable
and automatic features, including the
ability to offer time-released seasonal
backgrounds for holidays such as St.
Valentine’s Day, Halloween, Christmas,
and Independence Day. 

Its sophisticated and ever-expanding
software package also allows for a a large
selection of frames, customizable hair-
styles, a choice of color, or black and
white images, as well as a choice between
vertical or horizontal formats. At the
heart of the unit is a Windows-based
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Josep Tarres
with the Wall
Strip photo
booth.

Digital Centre employees with the Wall Strip
photo booth.

The Party ‘n’ Go
photo booth.

The New Generation
photo booth.
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Plush Appeal

Plush Appeal, LLC
“The Mardi Gras Spot”
www.MardiGrasSpot.com

Phone: (504) 482-6100
Fax: (504) 482-4554

Not Just Plush!





TRAVEL
TRACKS
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March 14-16  PM
Amusement Expo
Las Vegas, Nev.
Las Vegas Convention Center
tel: (708)226-1300
e-mail: info@amusementexpo.org
web: www.amusementexpo.org

March 14-16
National Bulk Vendors Association (NBVA) Expo
Las Vegas, Nev.
Las Vegas Convention Center 
tel: (888)628-2872  
e-mail: info@nbva.org
web: www.nbva.org

March 14-16
China Attractions Expo
Beijing, China
Beijing China Centre
tel: +86-10-6882-5005
e-mail: caapa@163.com
web: www.caapa.org

March 25-28
ASD Merchandise Trade Show
Las Vegas, Nev.
Las Vegas Convention Center
tel: (800)421-4511
:e-mail: christopher.mccabe@nielsen.com
web: www.asdonline.com/lv/

April 13-21
Team Dart 2012
Las Vegas, Nev.
Bally’s Las Vegas
tel: (317)367-1299
fax: (317)387-0999 
web: www.ndadarts.com

April 17-19
DEAL
Dubai World Trade Centre
Dubai, UAE
tel: +971-4-343`645
e-mail: jacob@iec.ae
web: www.themeparksdubai.com

April 25-27
NAMA OneShow
Las Vegas, Nev.
Venetian/Sands Resort
tel: (312)346-0370
fax: (312)704-4140 
web: www.namaoneshow.org

May 24-June 2
VNEA International Championships 
Las Vegas, Nev.
Bally’s Las Vegas
tel: (800)544-1346
e-mail: info@vnea.com
web: www.vnea.com

March 1-3 
IAAPI Trade Show
Mumbai, India
Bombay Exhibition Centre
tel: +91-22-6523-1643 
e-mail: info@iaapi.org
web: www.iaapi.org

March 5-6
AmEx
Dublin, Ireland
Green Isle Conference Center 
tel: +353(0)21/431-6776
e-mail: info@coin-opnews.eu
web: www.coin-opnews.eu

March 5-7
SEM (Panyu Startoon E-Game Machine Expo) 
Guangzhou, China
Poly World Trade Center
tel: +86-20-2287-1721
e-mail: peterlee86@163.com
web: www.sem.chnam.com

March 9-11 
CIAE
Guandzhou, China
China Import and Export Fair Pazhou Complex
tel: +86-20-22106418
e-mail: info@grandeurhk.com
web: www.chinaamusement.com

May 10-12
GTI Asia Taipei Expo
Taipei City, Taiwan
Taipei World Trade Center
tel: 886-2-2760-7407 ext. 207
e-mail: gametime@taiwanslot.com.tw
web: www.gtiexpo.com.tw/

March 12-14   
Nightclub & Bar
Las Vegas, Nev.
Las Vegas Convention Center
tel: (888)966-2727
e-mail: mmitchell@guestex.com
web: www.ncbshow.com

March 13-15
International Pizza Expo
Las Vegas, Nev.
Las Vegas Convention Center
tel: (502)736-9500, ext. 520
e-mail: boakley@pizzatoday.com
web: www.pizzaexpo.com

March 13-16
ENADA Spring
Rimini, Italy
Rimini Expo Centre
tel: +39(0)541-744-214
e-mail: g.zoni@riminifiera.it
web: www.fierarimini.it

PM denotes Play Meter as an exhibitor.
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www.playmeter.comCLASSIFIEDS

READERS/
ADVERTISERS

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

PLAY METER
MAGAZINE

Play Meter’s classified advertising is primarily intended for: buyers and sellers of used equipment, support and supply
firms and employment opportunity ads.You may pay by check, money order, Visa or Mastercard. The deadline is usually

before the 12th of the month prior to issue (example: August ad must be in before July 12).
Send ad orders to Play Meter Magazine / P.O. Box 337 / Metairie, LA 70004 or fax: (504) 488-7083.

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

Check us out
online for the

latest in 
industry news! 

Sign up for our 
e-newsletter while

you’re there!
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MONITOR
GET WELL KITS

SAVES TIME AND MONEY
ON MONITOR REPAIRS!

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

come with easy to install instructions
and free technical help.

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

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

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

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

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

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

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

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

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

Kit225: Wells-Gardner U2000, U5000 vertical repair 

kit Includes TDA1771 vertical IC. 7 parts-$8.95

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

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

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

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

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

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

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

Kit810: Hantarex Polo monitor. 27 parts-$7.95

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

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

series repair kit. 53 parts-$8.95

Kit834: Neotec NT2500, NT2501, NT2515C, 

NT25E repair kit. 37 parts-$8.95

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

Eliminates hum bar in picture. 4 parts-$6.95

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

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

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

ZANEN ELECTRONICS
888-449-2636 (orders only)

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

Zanenelectronics@aol.com

FOR SALE

QUARTERTIME AMUSEMENTS
(410) 358-8311 Michael

Treasure Chest Crane
by United

Sizes

31”
42”
60”

Goliath 4x6
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email: ontheballvending@gmail.com

www.vendingrack.com

• New & Used 
Bulk Vending Equipment 

• Northwestern & Oak Available

• Free Shipping!

www.playmeter.com

Find 

us 

online
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Blue Bar 
Vending

Offering a complete line
of Bulk Vending 

Equipment and Supplies
All at Discounted Prices

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

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

email: ontheballvending@gmail.com

www.vendingrack.com

• New & Used 
Bulk Vending Equipment 

• Northwestern & Oak Available

• Free Shipping!

Find 
us 

online

www.playmeter.com
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➺ Board Repairs
➺ Hard-to-Find Cabinet Parts
➺ CASHCODE Bill Acceptors

SEASIDESEASIDE
GAMINGGAMING

(866) 387-4263(866) 387-4263
www.seasidegaming.com

Children's Birthday 
Party Franchise 
Shares For Sale

Please write to 
kidsmktg@sbcglobal.net 

for details!
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www.playmeter.com

Find 

us 

online

We have reconditioned
Boxers in stock
(1 year warranty)

$2150
All parts for all Boxers available

www.coneyislandarcade.com
718-372-8811 • 973-610-8555

Our readers are always SEEKING 
new equipment and supplies

Advertise in 
Play Meter

1-888-473-23761-888-473-2376

Advertise in 
Play Meter

Be THE ONE they call...
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PUBLIC AUCTION LIVE ON-SITE &
SIMULCAST INTERNET BIDDING
Family Entertainment Centers & Operators
Coin-Op Arcade & Amusement 

AUCTION
Saturday, March 31, 2012

Auction 10:00am –Preview 8:30am

2224 Waycross Road
Cincinnati, Ohio 45231

This auction is packed with a great
selection of 300+ Jukeboxes, Kiddy

Rides, Coin-Op Pool Tables, Air
Hockey’s, Redemption, Wide Screen

Video Games, Deluxe Skill Cranes, Bulk
Vending, Alley Rollers, Video Arcade
Games, Pinball Machines, Electronic

Dart Games, Countertop Touch Screens,
Self Merchandisers, Classic Arcade

Games and more industry related items.

Live On-Site & Simulcast Internet Bidding
www.Bidspotter.com 

Does your company have
surplus Coin-Operated

Equipment, Bulk Vending
Machines, Novelty Prizes,

Service Trucks, Downsizing
or closing operations?

We travel Coast to Coast as National
Auctioneers for Family Entertainment Centers,

Coin-Op Inventory Surplus, Amusement &
Attraction Surplus, and Commercial Assets.

Our staff comes to you for on-site auctions or
consign to one of our regional consignment
auctions held throughout our great country.
Terms & Conditions: See our web site for further details

The Michael Angelo 
Auction Company

513-310-5118 / Toll Free (800) 394-6072
www.michaelangeloauctions.com

Or look for us on auctionzip.com
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Amusement
Entertainment
Management, LLC

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

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

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

❏ Project Feasibility Studies   ❏ Architectural Design & Theming

❏ Game and Attraction Sourcing, Purchasing, and Resale Services

❏ Business & Marketing Plan Creation  ❏ Facility Upgrading and Revitalization

❏ Operating and Performance Audits

Frank Seninsky, President
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Buy

Buy!Buy!

Buy  Your Own Jukebox!
Buy  Your Own Music!

Buy  Your Own Paid Public
Performance Licensing!

seeburgdigital.com
Email: sales@seeburgdigital.com (717) 884-9731
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FAX LIST OF PACKAGE YOU WANT, We will Deal. Need to move 200 plus games.
FAX OR EMAIL ME AN OFFER! We Want to Move a lot of Equipment

Package Deals on 10 or more games- bigger discounts We will beat all and any prices for same items. Plus our equipment is working on location, not sitting a warehouse.

A & A SALES INC.
Hip Hop Mania................................$495 
Home Run Derby ............................$295
House of Dead 33” .........................$695
House of Dead 50 “ ........................$995
House of Dead 2 .............................$995
Hydro Thunder s/d .........................$695
Jurassic park..................................$995
LA Guns 50” .................................$2295
Lost World 38”..............................$1295
Lost World 50” big cab .................$1895
Mace...............................................$295
Manx T twin..................................$1895
Marvel Hero....................................$295
Marvel vs Capcom 33” ...................$395 
Marvel vs Capcom 2 33” ................$495 
Marvel vs SNK 33” .........................$495 
Max Force.......................................$495 
Max Force 39” ................................$595
Max Tunes 2 twin..........................$2995
MoCap Boxing ..............................$1195
Ms Pac Man /Galaga ....................$1595 
NASCAR nice s/d deluxe 29”.........$795
NBA/Blitz .......................................$595
Ninja Assault ..................................$795
Off Road Challenge s/d ..................$495
Off Road Thunder s/d deluxe .........$495
Pac Man ded original......................$995
Percussion Freak drum game .........$495
Police 911 1 or #2 ..........................$795
Police Trainer 2 ..............................$495
Puzzle Bobble .................................$250
Raiden DX.......................................$395
Raden Fighter 2 ..............................$395
Raiden Fighter ................................$395
Raiden Jet ......................................$395
Ranger Mission 34” ........................$795
Revenge of Mars 2000 (pinball) ......$1895
Ridge Racer 2 twin .........................$495
Ridge Racer s/d..............................$295
Rowe Changers from......................$495
Sega Initial D #2 twin s/d.............$1395
Sega Rally twin...............................$595
Sega Super GT s/d .........................$995
Silent Scope 1 ................................$795
Silent Scope 2 ................................$895
Silent Scope 3 ................................$995
Ski Champ 50” ...............................$295
Sky Target 50” s/d .........................$895
Smashing Drive ..............................$595
Soul Caliber....................................$295
Soul Caliber 2.................................$495
Sports Shooting .............................$595
Star Wars 50 s/d ............................$795
Star Wars u/r..................................$895 
Strike Fighter s/d .........................$1295 
Striker 1945 #2 ..............................$295 
Target Terror Gold ..........................$995 
Tekken 5 .........................................$995 
Tekken 3 .........................................$295
Tekken 2 ...........................................$95
Tekken 4 .........................................$595
Time Crises 2..................................$595
Time Crises 2 Twin .......................$1195
Title Fight .......................................$295
Tokyo Cops s/d ............................$1195
Top Skater ......................................$495
Touch Screens from........................$295
Tsunami 33”....................................$595
Tsunami s/d big moving seat cabinet  . .$1795
Turret Tower big attraction piece 

spinning seat original cost over $35k 
Sell for..........................................$1795

Chicago Area - (847) 662-4141 • Fax (847) 244-6162 • email: a.a@ix.netcom.com

REDEMPTION GAMES
Basket fever ..................................$495
Big Haul twin.................................$895
Big Shot slot redemption ............$1495
Crazy 8’s .....................................$1895
Cyclone .......................................$1295
Cyclone Jr. ....................................$595
Dino Spin ......................................$995
Extreme 777 slot redemption ......$1795
Ghost Train....................................$395
Ghost Hunter.................................$495
Hoop it Up.....................................$495
Kings Castle..................................$995
Line Drive......................................$995
Lot of Fun big..............................$2995
Monopoly 2 player coin pusher...$5595
Monopoly redemption .................$2995 
Sea Wolf......................................$3895
Shoot It Out paddle game .............$795
Simpson Kooky Carnival .............$1895
Skee-Ball Dunk N Alley ...............$1795
Skee-Ball ICE Ball .......................$1795
Skee-Ball Basket Fever ...............$1295
Skee-Ball Bug Bash.....................$1295
Slam Dunk twin coin pusher .........$895
Smoken Token.............................$1695
Solar Spin .....................................$395
Sped Demon................................$1895
Spin N Win ..................................$2995
Sponge Bob ................................$2995
Super Rock N Bowl.......................$295
Triple Cheese slot .......................$1795
Wheel Em In ..................................$295
Wonder Wheel .............................$1795
Dinoscore......................................$495
Fever Chance ................................$495
Gold Zone 2 player......................$1495
Basket Ball Mc Donald’s twin......$1195
Punch Bag.....................................$895
Rock-N-Bowl .................................$295
Shoot Out soccer ..........................$895
Super Shot B-Ball........................$1295
Super Shot Jr. B-ball game .........$1295 
The Dealer.....................................$795
Token Machines ............................$895
And More Redemption-many have
duplicates 
Any games or anything you don’t
see please email or call, we most
likely have.

All Prices Subject To Change - Email with any questions - Not Responsible For Typo Errors.

Vapor Trail......................................$495
Virtual Cop .....................................$295
Virtual Cop 2 ..................................$395
Virtual Strikers ...............................$295 
Virtual Tennis 33”...........................$295
Warzade..........................................$995
Wing ...............................................$495
Zombie Revenge .............................$295

And Lots More Video 
-Many of above have multiple all are priced to
move-Plus have lots of electronic boards
-New original side art and control panel artwork 
-plus hundreds and hundreds of top glass and
artwork, game manuals etc
-Lots of pool tables all can be bought recovered or not
Rowe CD box also a Rock-Ola CD box
prices from ..............................$595.00
Plus lots of parts for CD juke boxes and 45 boxes

PRIZE DISPENSING  GAMES
American Idol prize .......................$795
Bling King crane............................$995
Candy Crane .................................$495
Capsule Craze...............................$995
Drill O Matic..................................$495
ICE London Crane jumbo ...........$1,795
ICE Plush Bus crane jumbo........$1,695
Light House................................$1,695
Line Drive......................................$595
Movie Stop.................................$1,295
Pit Stop cranes .............................$395
Prize Circus ..................................$395
Prize Zone.....................................$395
Punch Bag prize ............................$595
Red Zone....................................$1,095
Sega Game Show..........................$495
Shoot it Up Prize ...........................$595
Snake Charmer (stacker type) ......$895
Soccer Ball toss prize ...................$695
Soccer Crane prize .......................$695
Sonic Beat prize............................$895
Sports Arena.................................$395
Toy Soldier crane ..........................$895
Toy Soldier crane jumbo ...............$995
VIPs Touch Screen prizes .............$995
Whistle Stop...............................$1,195
Winning Shot.................................$695

and Many More Prize Games

VIDEO GAMES
Air Hockey ....................................$995
Ambulance s/d..............................$495
Area 51 .........................................$395
Area 51 33”...................................$395
Area 51 Site 4 ...............................$395
Ballistics s/d .................................$395 
Beach Head v/r 2000 ..................$1295
Beat Mania also different mixes ......$495
Big Buck Hunter 2.........................$495
Big Buck Hunter big ......................$495
Blade of Honor big sword game . .$795
Blitz...............................................$395
Blitz ded 39” .................................$395
Bounty Hunter .............................$1195
Capcom Vs SNK 33”.....................$395
Carnevil.........................................$395
Carnevil ded 39” ...........................$495
Centipede/Millipede ded...............$595
Confidential Mission 27”...............$895
Confidential Mission big cab 50”  .$1195
Crises Zone 27” ............................$895
Crises Zone 50” ..........................$1295
Cross Fire .....................................$495
Cruisin USA ..................................$795 
Dance Dance Solo (as is) ..............$495
Dance Dance 7th/ 8th mix twin .......2595
Dance Dance Super Nova Twin .....$2565
Dance Dance Extreme Twin.........$2595
Daytona USA Twins ......................$695
Dead or Alive 2 34”.......................$295
Deer Hunter ..................................$495
Dimahoo........................................$295
Drumania ......................................$495
Drumscape....................................$595
Gauntlet Legends 27”....................$395
Gauntlet Legends 39”....................$395
Gauntlet Dark Legends 27” ...........$395
Gauntlet Dark Legends 39” ...........$395
Golf IT Fore 33” ............................$595 
Gunbird .........................................$395
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