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—Beginning in your
soft tip location NOW!

Get started with your PUB
TIME Qualifiers Tournament
Kit—everything you need to
run 8 weekly qualifying
tournaments and location*
championship. Each location’s
winners get a chance at the
state championship, then the
best shooters from men’s A, |
B & Cand women's A&B /
classifications move up to
the BIG MONEY

\PLAYOFFS at the —

1986 PUB TIME Darts
: $50,000
National Championship!
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May 30, 1985

Attention Members,

This letter is to inform you of a new communications system to service the industry
nationwide. This new communications system is called OMA (Operators-Manufacturers
Alliance). We are sure that you have read about this new communications system in all of the
industry trade magazines. The OMA will provide a communication link between operators and
manufacturers. Several 800 numbers will be provided for your convenience to call OMA if you
have any questions about any of your equipment from any manufacturer. This includes technical
information, marketing information, modifications; and to discuss your ideas and input on modifi-
cations of games presently on the street. Also, your ideas of future design of any piece of
equipment—i.e. video, pinball, shuffle alley, phonograph, pool tables, foosball, etc.

This communications system will be the start of a new bond between the manufacturers
and the operators. This sytem will in no way exclude the distributors. It is simply providing a
support system for the distributors and manufacturers to provide a better communication system
for the industry. We are sure that there have been times that you, the operator, have wanted to
contact a specific manufacturer in order to get advice, give advice, or to ask a specific questionto a
specific department, but fail to follow through with it. This is where OMA will help you, by making
calls for you and getting rapid replies. Your downtime will be cut to a minimum. Those of you who
have been successful in reaching the factories have sometimes been unsuccessful in reaching the
person or persons to correctly handle your needs. We feel that the industry is somewhat frag-
mented after the video boom. Now that business is settling down, we want to bring unity to the
industry through communication. There will be a $100 a year fee to join OMA. This cost is simply a
help to defray printing costs. The factories will be supporting OMA financially to offset overhead in
other areas. There is a form at the bottom of this letter for you to fill out and mail to OMA with your
attached check. Please reply as soon as possible.

Sincerely,

{ Joe Peters
President, OMA

1-800/222-1537 (in Texas) then dial 993417
1-800/225-0227 (outside Texas) then dial 993417

REGISTRATION FORM

Company Name:

Address:

City: State Zip
Phone: A/C ( )

Remit $100 with this registration form to this address:

OMA
1349 E. Seminary Drive
Fort Worth, TX 76115

------------------------------------- ------------------------------------J
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UP FRONT

Separating the Bulls
from the Chips

The June 15, 1985 issue of Play Meter has very few
pages of advertising in it. But that’s not because there’s still an
advertising boycott against the magazine by certain
manufacturers. Far from it.

The lack of advertising at this time of the year reflects a
lack of confidence by many in business for the immediate
future. Many equipment manufacturers and suppliers say they
can’t afford to advertise their products at this time of the year.
Business is bad, they say.

You’d think advertisement in Play Meter cost millions and
millions of dollars, rather than roughly what they’re asking an
operator to spend for one machine.

Some manufacturers and suppliers have even suggested
we run their advertisements for them free of charge, or at least
at great discounts. But it is not the practice of this magazine to
give away free advertisements to manufacturers just to make
the magazine look fat and the industry to look healthy and
bullish.

If certain manufacturers and suppliers have a crisis of
confidence in the future of this industry, we feel such shill
advertisements would be a disservice to those who, like us,
believe in the future of the coin-operated amusement industry.
So we are not going to pretend they’re bullish on the industry
when, in fact, they’re afraid to re-invest in the industry at this
time. Play Meter’s goal is not to deceive the industry, but
rather to act as a mirror reflecting exactly what the industry
feels about itself. And, today, many in the industry apparently
don’t have much faith in the future.

When solicited for advertising in this issue, one
manufacturer with current product on the market even went
so far as to say, “I'm not doing any advertising at this time. I'm
not doing anything at all. I'd sooner put my money in the bank
and draw interest, than put it back in the industry at this time.
I'll get aggressive again in September.”

The industry is filled right now with a lot of these self-
fulfilling prophets. Business has always been bad in the
summertime, they say; so business this summer will also be
bad. Yet still they want operators to demonstrate confidence
in the market by buying anyway.

It’s a seasonal thing, they say. Things will pick up in the
fall, and they’ll be ready to introduce new equipment and
advertise again. That’s not bullish. It’s just plain bull. You don’t
turn aggressive salesmanship and marketing on and off like a
faucet. What we’re faced with here is excuse-making. We're
making excuses why we can’t do things, instead of doing what
has to be done.

Nothing comes to he who waits.

Few people realize that Steven Spielberg’s greatest
contribution to the motion picture industry wasn’t E. T. It was
his discovery that millions of people didn’t leave the planet
Earth during the summer months. Obviously, he must have
noted that the only movie that had been able to outgross Gone
With the Wind, up until that time, was a made-for-summer
movie called Jaws. So, while those dummies at MGM and
Columbia Pictures were still thinking that the only time to
introduce new motion pictures was in the fall and at
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Christmastime, Spielberg started releasing movies in June!

Spielberg knew there were roughly as many people on the
face of the earth during the summertime as there were during
the other times of the year, and those people still had a desire
to be entertained. So he started a motion picture revolution,
summer releases, and presto! Box office smashes.

This summer more than 80 motion pictures will be
released. In fact, the motion picture industry now has three
different seasons—the summer movies, the fall movies, and
the winter movies.

Why won’t such pioneering instincts work for the coin-
operated entertainment industry? Simply because there still
exists, among the industry’s manufacturers, a pervasive
feeling of defeatism. Instead of trying to make things happen,
too many manufacturers have adopted the motto “Don’t just
do something! Stand there!”

Are we to believe that months with four or six letters, by
nature, spell doom and defeat for the coin-operated
entertainment industry? After slowly building a new product
momentum, with new, exciting releases, the enthusiasm has
suddenly died at the factory level. Manufacturers are
apparently waiting around for operators to make the first
move. And operators are waiting for manufacturers to do
something. It’s a stalemate where the industry keeps getting
staler and staler all the time because everyone is afraid to do
something out of the ordinary, to take that Spielberg risk.

So the next time a game supplier talks to you about the
need to be bullish on the industry, on the need for an industry
optimism, just pick up your most recent summer issue of Play
Meter magazine and see if he’s bullish or just full of bull. That
way you'll see if the person is just blowing smoke or if he really
believes what he’s telling you. Talk, after all, is cheap. The only
way you can tell the man is by where he puts his money. Those
who are afraid to re-invest in the industry and who are trying to
alibi their ways around it may blame the stars in the sky or the
seasons of the year for their lack of success. But the true
winners will be those who didn’t look for excuses.

We'd like to mouth empty words of optimism at this time,
but we feel it’s much more honest that we reflect the apparent
defeatist, grim attitude shared by most equipment suppliers.
Operators, looking to invest in the future, should be aware of
what manufacturers are bullish on this industry. They’re still
advertising at this slack time. And opertors can also tell which
manufacturers lack confidence in the future; they’re the ones
who can’t even afford to invest as much on an advertisement
as they’re asking an operator to invest for the purchase of a
single machine.

il P

David Pierson
Editor
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Letters to
the editor...

Vested interest?

When Frank Seninsky’s article on
UBI pool tables first appeared in your
magazine (Play Meter, Oct. 1, 1983), 1
called to register my displeasure that a
staff writer with vested interest could
exercise editorial privilege to promote
a competitor’s product. The article
should have been labeled “Advertise-
ment” so that it could have been evalu-
ated on the same basis as Mr. Senin-
sky’s company’s advertisement for this
product in the same issue. I'm sure the
majority of your readers and those
receiving the recent brochure (from
UBI which reprinted the article) were
not aware of Seninsky’s relationship to
UBL.

Charles P. Milhem
President

The Valley Company
Bay City, Michigan

REPLY:

This as other reviews,
brought out both the good and the bad
aspects of UBI’s pool tables.

[ have reviewed many different
products for the industry covering as
many manufacturers as is possible for
a route operator to do.

Reviewing a game usually means |
have to buy it! And I'm very choosy in
what I buy.

Mr. Milhem was displeased with
this because he believes
(wrongly) that I have a vested interest
in United. Yes, as an operator [ have
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review,

review

several United tables on my route and
am very familiar with the workings of
these tables. But I have sold United,
Irving Kaye, and Valley tables,
according to operator requirements. [
do not have any vested interests with
UBI. Operators get an honest evalu-
ation of all available equipment from
me because I don'’t have to push pro-
duct to meet quotas, and that’s the case
with my “relationship” with UBI as
well.

Many companies have asked me to
review their products, since a good
review would help sales. I have taken
the approach not to review products
that I feel would be bad investments
for operators. However, there are
many good products that [ have not
reviewed (and Valley pool tables
happen to be among them), because of
limited time, and not having the game
or table to work with.

As an aside, I'd like to say small
companies and usually
don't get the attention they deserve
even when a good product is intro-
duced. For that reason, [ have tried to
keep up with these companies when [
felt they had a worthwhile product.

Frank Seninsky
“Frank the Crank”

newcomers

Enjoyed 'Up Front’

I so enjoyed the Up Front article in
the May 1, 1985 issue (“Imagination is
our product”).

J. D. Meacham

Director of Communications
and Research

AMOA

Chicago, Illinois

Unsatisfied customer

In November 1984, I answered an
ad in Play Meter by Cal Distributing
Company, San Jose, California, for a
Pole Position II kit.

We sent a bank check to Cal Dis-
tributing Company and it was
deposited in the bank. But I have not
received the merchandise.

[ was able to contact them on the
phone once in November and they told
me the check had been overlooked and
they had sent the kit. Since that time |
have sent them letters and many phone

calls, but have received no answer.
They use a phone message answering
machine and only answer those calls
they want to.

As of this date, I have received no
money or kit and [ am sending data to
Consumer Fraud, Postal Inspection,
etc.

Norman Levine
President

Bell Vending, Inc.
Buffalo, New York

REPLY:

Cal- Distributing is currently in the
process of procurring and sending to
Mr. Norm Levine, owner of Bell Vend-
ing, one Pole Position 11 ki1, as pre-
viously ordered.

Cal Distributing has been closed

for quite a while. We are currently in

the process of organizing all accounts
receivables and payables, as explained
to Mr. Levine on several occasions.

He has launched a one man
libelous attack on the company. This is
something, however, for our attorneys
to resolve. Our concern is to get Mr.
Levine his merchandise post-haste.
Within two weeks, we will ship Mr.
Levine his kit as ordered, as it will take
that long for us to procure the
merchandise.

We honestly hope, once Mr.
Levine has received the merchandise,
he will be as anxious to communicate
our fulfillment of his order as he has
been to complain about the length of
delivery.

We sincerely hope this letter has
helped straighten out this unfortunate
problem.

Rick Schott
Cal Distributing Co.
San Jose, California

YOU CAN BUY THE <=
BEST TOKENS_ /:25"»)

= CHECK OUR
PRICES AND SEE!

HOFFMAN & HOFFMAN tokens are
minted under the most rigid quality control
standards. We match Old World craftsmanship with
advanced technology. HOFFMAN & HOFFMAN has
the best prices, fastest delivery, and highest quahty
tokens in the nation

CUSTOM TOKENS SHIPPED IN 10 DAYS
HOFFMAN & HOFFMAN i)
P.0. BOX 896, CARMEL, CA 93921
800-227-5813
IN CA 800-227-5814




A cause the industry
should rally around

Operators of coin-operated
amusement equipment probably have
at their disposal one of the most effec-
tive means of helping locate missing
children in the United States today.
Video games.

A recent one-hour national telecast
can probably best illustrate how a con-
certed effort by our industry can help
combat one of the most terrifying
crimes today—kidnapping. The special
one-hour telecast showed pictures and
told the stories of several missing chil-
dren; and, within hours after the tele-
cast, two children—both sisters—were
recovered. In their case, they had been
abducted by their father who had kid-
napped the two girls after a court
decided against giving him custody.
Ironically, the two girls didn’t even
know they were missing. Their father
just told them their mother didn’t want
to see them again. It was only by
chance that they even learned they
were, in fact, missing. Both of them are
teenagers. There are thousands of
similar stories in the United States.

According to nearly all published
reports, the biggest percentage of
missing children are victims of
parental abduction like these two girls.
Still more missing children are, in fact,
runaways. And the rest are kidnap
victims, abducted by strangers—that
is, someone other than the children’s
natural parents or guardians.

In all three cases, we in the coin-
operated amusement industry have an
opportunity to help locate missing
children. A volunteer organization
formed by video operators has set up
toll-free hot line numbers to help in
this cause. The group is called the
Video Operators Childrens Alert Line
(VOCAL), and VOCAL has won the
endorsement and support of industry
groups and associations. It’s time for
us to do our part.

VOCAL has embarked on an
ambitious program of printing posters
of two missing children along with per-
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sonal information about those two
missing children. Also, the organi-
zation has set up a toll-free hot line to
help locate these children.

What VOCAL hopes is that every
operator in the country will place these
posters on the sides of their games in
the hope that someone playing the
games will recognize one of the faces
and help locate a missing child. And,
quite frankly, the VOCAL program
has excellent chances of success
because our games are located where
children congregate. And , if a child is
the unknowing victim of an abduction,
as was the case mentioned earlier, it’s
possible the child can be reunited with
his family. And in the case of runaways
and stranger abductions, these posters
might also help locate a missing child.

For a long time now the coin-
operated amusement industry has
been like a rebel without a cause, it’s
been an industry without a purpose.
Video games are a waste of money,
they say. A waste of time. Video games
have been criticized as being totally
without socially redeeming value.
And, now that the industry has settled
down to a more moderate level of busi-
ness, a lot of industry people are like-
wise doubting their purpose.

But whether the video game vigi-
lantes like it or not, the fact remains
that our video games are in nearly all
the places where children congregate.
And it’s simply because of that that
this industry has an opportunity to
demonstrate that video games can help
with a great social problem.

But, in truth, a program like this
can work only if the entire coin-
operated amusement industry gets
behind it and works to make it happen.
So Play Meter magazine will reprint
the VOCAL posters in each twice
monthly issues of Play Meter. We ask
you to photocopy these posters and
place them on your machines and to
rotate the posters (perhaps with each
machine collection). With that kind of

saturation, chances are we can help
find some missing children.

You will find the new VOCAL
poster in each issue of Play Meter.
There is no copyright problem. In fact,
VOCAL asks you to photocopy the
poster and post it in a prominent
place—Ilike on your video games.

Additionally, to show a consoli-
dated industry effort on this behalf,
Play Meter is asking for poster spon-
sors. At the bottom of each poster,
Play Meter will print the name and
logo of the manufacturer, distributor,
or operators’ association or organiza-
tion that donates $250 to sponsor a
particular poster.

Please note none of this money will
go to Play Meter. In fact, those who
wish to sponsor a poster, should make
their checks payable to the Hide and
Seek Foundation. Those wishing to
maintain anonymity can request per-
haps a line such as “This poster spon-
sored by the coin-operated amusement
industry” or some similar language.
This money will go to help defray the
costs of maintaining the toll-free hot
line.

We ask all industry organizations—
public, private, profit, non-profit—to
support this worthwhile industry
cause. If ever there was a cause which
is perfectly suited for the coin-operated
amusement industry, this is it. The
physical placement of our machines in
locations which children frequent, and
children’s attraction to them attest to
the good results our united industry
effort may achieve.

As operators, we must post these
posters on our machines.

As distributors, we must encour-
age our operators to post the posters.

As manufacturers, we must support
financially a cause which helps accen-
tuate the positive about our industry.

Perhaps no longer an industry
without a purpose, we as an industry
now have an opportunity to demon-
strate our social responsibility. °
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Erin Lynn Fisher Beau Dylan Arceneaux
D.0.B.: January 8, 1983 D.O.B.: June 7, 1982
Hair: Blond Hair: Blond
Eyes: Blue Eyes: Blue
Height: average
Weight: average Disappeared September 3, 1983

from Nacogdoches, Texas
Disappeared February 13, 1984

from Lakewood, Colorado

If you have information about either of these children please
call: 1-800-235-3535

Y;@ Distributed by:
Q Hide and Seek Foundation, Inc.
® L] L] L]
F vioconl B VeOeCeA-lL

Video Operators Childrens Alert Line
P.O. Box 14574

Volunteers Can Call (503) 232-9293 Portland, OR 97214

Please make as many copies as needed and post in your locations.
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Jukebox compromise reached

The Amusement and Music
Operators Association (AMOA) and
the performing rights organizations
(BMI, SESAC, and ASCAP) reached
an agreement in principal on April
17 concerning the compulsory juke-
box license fees imposed on juke-
box operators in 1978, but jukebox
operators are less than enthusiastic
with the agreement.

The agreement, signed on May
13 in a Washington D.C. ceremony
presided over by Representative
Robert W. Kastenmeier, chairman
of the House judiciary subcommit-
tee, ended a turbulent battle in
which AMOA, representing the
jukebox operators, questioned the
fairness of the license fee, fought to
have it abolished, then agreed to a
compromise for reasonable fees.

The accord allows a 20 percent
($70) rebate in 1985 and 1986 to juke-
box owners who have paid the $50
license fee. In 1987, when the license
fee will be at least $60, a rebate will
be allowed for any amount over
that, provided at least 116,000 juke-
boxes are registered by the end of
the year. The rebate will be similar in
1988 only if 115,000 jukeboxes are
registered by the end of that year.
The agreement also set up a
mechanism for future compromises
between the parties.

The AMOA (MOA at that time)
was formed in 1949 to fight the
threat of losing the exemption juke-
box operators had against paying a
royalty fee. The exemption remained
intact until Congress revamped the
entire Copyright law in 1976. The
exemption had been in effect since
1909.
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AMOA was unable to maintain
the jukebox exemption, and Con-
gress decreed operators pay a com-
pulsory jukebox license fee which
would be paid to the performing
rights societies for the operators’
commercial use of the songwriters’
intellectual property. The Copyright
Royalty Tribunal, a governamental
body set up by Congress to adjudi-
cate jukebox copyright fees, raised
the per-jukebox fee from the initial
$8 in 1978 to $50 in 1984.

However, that increase was not
related to the profitability of
operating jukeboxes commercially.

Erratum

In an advertisement in the
May 15 issue, Play Meter maga-
zine wrontly included a toll-free
telephone number for operators
to call for information about the
new Triv-Quiz 1l video trivia
game from Status Game Corp.
of Newington, Connecticut.

This was in error.

Status Game Corp. does not
have a toll-free number.

Operators who may have
called the toll-free number
erroneously should note that
there is only one Triv-Quiz 1l
video trivia game, and the
correct telephone number for
factory information about that
product is available only by
calling 203/666-1960.

Play Meter apologizes to
Status Game Corp. and to its
customers whom our error may
have confused. U

For Play Meter magazine’s
annual operators’ survey in 1978
showed the average weekly gross on
a jukebox was $52. And operators
were being required to pay an $8
fee. Then in 1984, when the per
jukebox rate was increased to $50,
Play Meter’s survey showed opera-
tors averaging a weekly gross on
their jukeboxes of $40.

The declining profitability of
jukebox operators was reflected ina
continuing decline in the number of
jukeboxes licensed by the federal
government. In 1978, 143,396 juke-
boxes were registered with the
copyright office. However, the
number was down to 103,062 in
1984. But the copyright office and
the performing rights societies
maintain that the decline reflects a
growing number of operators not
registering their jukeboxes. So the
new agreement between the AMOA
and the performing rights societies
included the quota of registrations.

Prior to that agreement, U.S.
Representative John Breaux of
Louisiana and Senator Ed Zorinsky
of Nebraska introduced a bill to
Kastenmeier’s judiciary subcommit-
tee for final resolution. Kastenmeier,
who had stated he disagreed with
the Copyright Tribunal’s decision to
raise the fee from $8 to $50, pushed
for a compromise resolution be-
tween the parties through negoti-
ations in place of the Breaux/Zorinsky
bill.

The Breaux/Zorinsky bill called
foraonetime $50 royalty fee on new
jukeboxes and a one time $25 fee on
used. AMOA and the performing
rights societies met on numerous
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occasions with the objective of
reaching a compromise.

The May 13 signing of the agree-
ment was the culmination of these
meetings, and a disappointment to
operators. Said David Dougan of
Indiana Amusement and Music
Operators Association, “The general
attitude among operators is that
nothing was gained. In just two
years (1987) we will be worse off
than we are now.”

Added Thomas Wyscaver of
Colorado Coin Industries, “The fee
just keeps going up and it’s just too
high. This fee has hurt the jukebox
business.”

David Goudeau of the Louisiana
Amusement and Music Operators
Association put it like this. “The
agreement wasn’t what we hoped
for. Money talks, contrary to what
anyone believes, and the perform-
ing rights organizations have a lot
more at their disposal than AMOA
does. | guess we better take what we
can get.”

And Kem Thom of the Associated
Buyers’ Club in Chicago said, “The
AMOA did whatit had to. | think we
came out ahead under the circum-
stances.”

The circumstances Tom referred
to were obvious to some operators.
The performing rights societies,
with unlimited resources, could
have held out far longer than
AMOA. And though operators were
disgruntled over the outcome of the
negotiations, all admitted that
AMOA did the best it could.
“ASCAP was prepared to fight until
AMOA went bankrupt,” said Gou-
deau. “So what we ended up with
was all AMOA could have done.

Thom added, “Operators will
benefit a lot more in the long run
than if nothing was done. It was a
no-win situation, but we got every-
thing we could.”

And Dougan agreed with the
others, saying,“I’m not happy about
the decision, but I’'m not critical of
AMOA. It was at a stalemate. | don’t
think AMOA could have done more
against the performing rights soci-
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eties. They have more resources.”

And if a favorable aspect of this
agreement can be found, itisin the
coming together of the two sides.
Said Thom, “They used to look
down on us. But now they realize we
are businessmen and the industry is
not all the gold and glitter it was
reputed to be. | think they now
understand and won’t treat us like
nobodies again.”

AMOA conceded that the agree-
ment may notbeallithopedfor, but
justified it by saying in a newsletter
to members, “While it (the agree-
ment) does not go as far as AMOA
would have liked, the Government
Relations Committee took into
account considerable expense and
uncertainty of a prolonged legisla-
tive battle. The copyright societies
have far greater resources than
AMOA and are prepared to spend
whatever it takes to block legislation
they oppose. As a result of this
agreement...AMOA will have devel-

oped considerable rapport in
Washington by its willingness to
negotiate.”

The leaders of the performing
rights organizations, Hal David of
ASCAP, Edward Cramer of BMI, and
Robert Thompson of SESAC and
president of AMOA John Estridge
issued this joint statement at the
conclusion of the May 13 meeting,
“This agreement opens the door to
cooperation between creators and
copyright owners of music and
jukebox operators—cooperation
that has never existed before.”

For the future, jukebox owners,
although receiving a modest rebate
for the next two years, will pay
higher fees after that. The compul-
sory license fee will be no less than
$60 in 1987 and probably in the $65
to $75 range. And in specifying a
registration quota, based on current
registraion figures, operators should
be prepared to pay the higher fee
that year. °

Moriarity, Taito America.

Atari Games.

[ ]
AAMA elects board of directors

Members of the American Amusement Machine Association
(AAMA) 1985 board of directors elected May 17 during the asso-

ciation’s annual meeting in San Francisco are:
Back row (left-right): Norman Goldstein, Monroe Manufac-
turing and Distributing; Frank Ballouz, Nintendo of America; John
Britz, Bally Manufacturing; Bob Lloyd, Data East, U.S.A.; Paul

Front row (left-right): Joe Dillon, Williams Electronics; Ira
Bettelman, C.A. Robinson; Joe Robbins, Kitkorp; Shane Breaks,

<
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NEWS

Louisiana to define gambling devices

In an attempt to curb the pro-
liferation of video credit poker
machines in Louisiana, representa-
tive Emile “Peppi” Bruneau intro-
duced a bill whereby gambling
equipment would be more accu-
rately defined by law. According to
Bob Nims, AMA distributor in New
Orleans, “The bill stemmed from a
disagreement in definitions of a
gambling machine between the
state attorney’s office and the
Department of Public Safety.”

The current law states that a
gambling device isany slot machine,
any machine with a cash automatic
pay out device, or a pinball or other
ball machine equipped with a
mechanism to release the number
of free plays.

The new bill will retain the above
definition of a gambling device but
will add the following: Any video
machine which accepts coins or
credits for the purpose of advancing

the odds or benefitsto the player for
successful completion of the object
of play or which may reward a cum-
ulative total in excess of fifteen
games or replays.

A comment made by one of the
house members before the vote was
called, brings back memories of
what many opponents of gray area
games said could happen. Repre-
sentative Singleton stated, “If we’re
going to outlaw some types of video
games, let’s just outlaw them all.”
according to the Louisiana Amuse-
ment and Music Operators (LAMOA)
president David Goudeau, “When
Representative Singleton made that
statement, several representatives
left the room so the vote was
delayed another week.”

And though Goudeau attended
the meeting, the LAMOA has
decided to remain neutral on the
issue. Said Goudeau, “The board

took a vote and decided we would
not be for the amendment or
against it. The board felt that no
matter which side we took, we
would lose members. (The associ-
ation currently has about 70 mem-
bers.) We will make no stand what-
soever on this bill.” Nims added that
the association is in a transition
period while looking for a new
executive director and were unable
to have a meeting to determine the
facts.

Should the bill pass, the credit
pokers will still be illegal but law
enforcement officers will be able to
confiscate games by definition
instead of having to observe payouts
as is the case now. Said Goudeau, “If
the bill passes we’ll be right where
we are but they can take the games
on sight. However, if the bill does
not pass, the games will still be
illegal, it is just a little harder to
prove.”

Seidenfeld resigns, Jenkins promoted

Glenn K. Seidenfeld, Jr., vice
president, secretary and general
counsel, has decided to leave Bally
Manufacturing Corporation to
pursue a new career in commercial

Glenn K. Seidenfeld, Jr.
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real estate development effective
July 1, 1985.

Robert E. Mullane, president
and chairman of the board, an-
nounced that Neil E. Jenkins will be
promoted to secretary and general
counsel of Bally, July 1, 1985.

“We are extremely sorry to see
Glenn leave. He has served Bally
admirably, and we wish him the best
in his new endeavor,” Mullane said.
“However, we are extremely fortu-
nate to have an attorney of Neil
Jenkins’ caliber and talent already
serving the company which will
make for a smooth transition,”
Mullane added.

Seidenfeld, who joined Bally in
1976 after associations with a major
Chicago law firm and the Securities
Exchange Commission in Washing-
ton, D.C., will remain as a consultant

for Bally for the next year and a half,
according to Mullane.

Jenkins joined Bally in August,
serving as associate general counsel
and assistant secretary. °

Neil E. Jenkins
PLAY METER, June 15, 1985



Marcus and Pellegrini
form Atlas Distributing

Jerry Marcus and Ed Pellegrini
have opened Atlas Distributing, Inc.
in Chicago. The two industry veter-
ans had formed ] & D Distributors
with the purchase of Atari Distribu-
tors in Chicago. The two then pur-
chased the assets of Atlas Music
Company and moved into the exist-
ing building, changing the name to
Atlas Distributing.

Marcus noted that many of the
Atlas personnel will remain with
Atlas Distributing, including Mac
Brier, who will remain in sales. Paul
Wiederaenders and Pat Thorton,
formerly with Atari Distributing, will
join the new Atlas Distributing staff.
Mike Mazzaroli will join the staff as

parts manager. Mazzaroli was with
London Distributing for the past
nine years.

Marcus said the company will
retain the address and phone num-
ber of Atlas Music, 2122 North
Western Avenue, Chicago, Illinois
60647. The company’s telephone
numberis312/276-5005. Though the
building is undergoing rennova-
tions, Atlas Distributing is open for
business.

Marcus said the company, which
will be carry most major lines,
including Rock-Ola jukeboxes, has
asits goal “tobe Chicago’s one-stop
distributorship.” 8

VonderHaar joins Play Meter

Joseph A. VonderHaar, Jr. has
joined the Play Meter staff as direc-
tor of advertising. He helped co-
ordinate the AOE show this past
March and was asked to stay on.
Prior to joining Play Meter, he
worked for Johnson & Johnson
subsidiaries, lolab and Vascor,
Proctor and Gamble, and the
Carnation Company in various sales
management positions.

Said VonderHaar on his new
position, “l was introduced to
Play Meter and the coin-operated
amusement industry while selling
booth space for this year’s AOE
show. | thought nothing of the
remarks from exhibitors at the
show who told me over and again
that they were impressed, not only
with the show’s attendance, but also
with the quality of buyers, until |
realized that Play Meter was, in fact,
the sole vehicle for promoting this
industry event. Right there | saw
firsthand the influence that Play
Meter has in the coin-operated

PLAY METER, June 15, 1985

amusement industry. In my years in
other industries, | have never seen a
magazine so widely read and
regarded by the industry it serves as
Play Meter. I'm excited about Play
Meter’s role in this industry and the
challenge it offers for me. °

THE
CALENDAR

July 9
Missouri Coin Machine Council
Annual Business Meeting, The Gas
Light Room, Macon, Missouri. Contact
Art Hunolt, 816/359-3022.

July 12-13
Pennsylvania Amusement and Music
Machine Association’s Annual Con-
vention, Valley Forge Sheraton/Con-
vention Center. Contact PAMMA at
717/737-5675. Toll-free in Pennsyl-
vania 800/521-7778.

July 13
Washington Amusement & Music
Operators Association Quarterly
Meeting/Nomination of Officers,
Thunderbird Motor Inn, Yakima,
Washington. Contact Yvonne Kline,
509/457-5891.

July 19-21
Minnesota Operators of Music &
Amusements Annual Summer
Outing & Seminars, Radisson Arrow-
wood Resort, Alexandria, Minnesota.
Contact Hy Sandler, 612/927-6662.

July 19-21
Montana Coin Machine Operators
Association Annual Meeting, Leven-
goods Convention Center, Kalispell,
Montana. Contact Phil Benson,
406/543-5119.

August 16-18
Wyoming Candy, Tobacco, Coin
Vendors Association Annual Con-
vention, Holiday Inn, Sheridan,
Wyoming. Contact Tom Kilty,
307/635-6467.

September 5-8
North Carolina Coin Operators Asso-
ciation, North Carolina Exposition of
Games & Music, Adam'’s Mark Hotel,
Charlotte, North Carolina. Contact
Bobby Earp, 919/584-5833.

WHAC-A-MOLE

Everyone loves
Whac-A-Mole!

Customers love to play
and you'll love the way
it pays. Call us and
let us tell you more.

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

Manufactured in the U.S.A
Makers of amusement games since 1970
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Auction held to help missing children

Thirty operators and distribu-
tors, and manufacturers, Konami,
Greyhound, and Data East donated
equipment to an auction held May
18 in Portland, Oregon, to benefit
missing children.

The Video Operators Children
Alert Line (VOCAL) was started by
the Skill Game Operators Associa-

ctlon volunteer, Uomonic Phillips, demohs[ratlng use o
Shuffle Bowler donated by Benjamin Vending.

tion in Oregon in September 1983
and merged with the Hide and Seek
Foundation in September 1983.
Both agencies devoted to finding
missing children benefitted from
the auction which raised $3,350 for
VOCAL.

State associations throughout
America have shown their concern

Founders of the Hide and Seek Foundation, Linda and Ernie Rivers,
welcome the public to the day’s activities.

14

for missing children by joining the
VOCAL Program which is now
active in 12 states with 1,200
participating operators. VOCAL
sends operators posters of missing
children they can circulate in their
locations, and stickers to be placed
on machines containing ‘800"’
numbers and local emergency
numbers children can call when
helpis needed. Money raised by the
auction will be used to fund these
programs.

The benefit auction was coordi-
nated by the Parent’s Club of a local
school that arranged for the hall
and over 60 volunteer workers.
A silent auction was conducted
during the first hour allowing guests
to bid on items donated by local
merchants including electric beer
signs, mirrors, free dinners, movie
passes, an RCA/VCR, and gift certi-
ficates. Also available were books
designed for instructing children
in personal safety as well as video
tapes of “Strong Kids Safe Kids”
starring Henry Winkler.

The theme of child safety was
emphasized as Hide and Seek
volunteers and local police finger
printed and offered video tape
printing of children.

Hide and Seek has assisted in the
recovery of more than 150 children
already this year compared to 91
recoveries in all in 1984.

The Hide and Seek Foundation
and its VOCAL Program are made
up entirely of volunteers. Since
there is no charge for services
rendered, the foundation relies on
the generosity of individuals and
corporations to keep its program
and services functioning. If you are
interested in making a donation or
sponsoring a fund raiser, please
contact Chet Thompson, National
VOCAL chairman at 1410 N.W.
Johnson St., Portland, Oregon
97209. Telephone 503/294-0746. e
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Greater Southern
hosts open house

Greater Southern Distributing
Co., Atlanta, Georgia, hosted an
Open House, May 10 and 11. Its cus-
tomers were treated to great food,
great buys on new and used equip-
ment, and service and general infor-
mation seminars conducted by
factory personnel from Rock-Ola,
Nintendo, Dynamo, and Arachnid.
There were also representatives
from Bally Midway and Atari.

Greater Southern, with the co-
operation of Atari, Bally Midway,
Dynamo, Konami, Nintendo, and
Williams, presented a number of
door prizes.

According to vice president
Rubin Piha, “Greater Southern has
demonstrated that it is fully com-
mitted to the continued growth and
development of the coin-op amuse-
ment industry. Through such affairs
we are able to better educate and
inform our customers of the latest
developments in the industry in
order that they might realize a more
profitable and efficient level of
business.” °

Williams reports
2nd quarter earnings

Williams Electronics reported
second quarter net income of
$824,000 or 11 cents per share com-
pared to a netloss of $2,979,000 or 40
cents per share in the second quar-
ter of fiscal 1984. Revenues of
$22,132,000 for the second quarter
of fiscal 1985 were up 25 percent
over second quarter revenues of
$17,665,000 for the corresponding
period in the preceding year.

Louis J. Nicastro, chairman of the
board and president, said that while
the coin-operated amusement
game industry as a whole remains
soft, Williams” income reflects sig-
nificant improvement in coin-
operated revenues and operating
results, and further improvement is
anticipated in the third quarter. e
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Glazman nabbed for ACS contribution

Digital Controls executive vice president Marty Glazman is
carted off to jail by two police officers. His arrest, and subsequent
conviction for impersonating an executive, was part of a countrywide
sweep of prominent Atlanta area businessmen conducted on behalf
of the American Cancer Society. The ACS “Jailathon” resulted in a
plea of quilty by Glazman who was released after paying his fine, a
contribution on the behalf of Digital Controls to the ACS fund drive. ®

CUSTOM DESIGNE,

COINS-TOKENS
MEDALLIONS

ALUMINUM - BRASS - BRONZE - SILVER - GOLD

VAN BROOK OF LEXINGTON, INC.
PO.BOX 5044, LEX.KY. 40505

(606) 231-7100
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Pete Entringer

Audio Visual Amusements (AVA)
of St. Louis held its open house May
29, celebrating the new spring line
of coin-op amusement equipment.
A strong turnout of St. Louis area
operators attended the one-day
exhibit, as did representatives from
15 different factories.

But perhaps more noteworthy
than the annual spring line was the
simultaneous celebration May 29 of
AVA’s move to 1901 Delmar Avenue.
For Peter Entringer, president of
AVA, the move to the new location
was, in fact, a move back to where
he started in business 23 years ago.

“In October, 1962, | was on my
way to Baltimore to work for a tool
manufacturer,” Entringer recounted.
“l stayed with some friends in St.
Louis for about a week and, for
some reason, answered a job adver-
tisement for a vending machine
salesman position. | was interviewed
for the job here at 1901 Delmar

- Avenue and hired by George Glass

AVA returns to its roots
with open house

for what was then called George
Glass Distributing. And here | am
today, 23 years later, back at 1901
Delmar Avenue.”

While a move to earlier quarters
might mean a move to less spacious
quarters to most in this industry
during this post-video game bust
era, with Entringer, that’s not the
case. The move from his previous
address marks also an increase in
square footage from 13,400 to 15,000
square feet at his present address.

The open house, besides cel-
brating the recent move, also
marked the first time Pete Entringer
has represented the Williams Elec-
tronics line. That’s a line he picked
up as a result of his recent purchase
of L&R Distributing from Lew Rubin.

Entringer describes today’s oper-
ators as “wise”” and “conservative”
and says, “They have increased their
level of debt and are ready to buy.
But,” he continues, “having been
trapped once before, they're wary
and it’ll have to be quality merchan-
dise.”

Toward that goal, he says his
operators “will try what | recom-
mend, but they buy what makes
sense to them. And that’s based
solely on the cashbox results.”

Entringer says most of his opera-
tors today are “kits and systems
buyers’” but added, “I don’t think

the ordinary kit business will be
around much longer. Smart opera-
tors will be buying systems like Nin-
tendo’s and Cinematronics’.”

He said action during his open
house reflected that trend, with
Nintendo and Cinematronics systems
doing extremely strong.

“I thought Mayhem was a good
game,” Entringer said. “But, after
seeing every operating company in
here today—and | mean every oper-
ating company—purchase Mayhem,
either as a dedicated game or as a
systems kit, | have great hope for
Cinematronics for the future.”

He qualified that by adding, “A
system is only as good as the soft-
ware in it, however, and now Cine-
matronics is going to have to keep it
up, like Nintendo.”

Nintendo is a favorite subject of
Entringer’s. He has steadfastly repre-
sented that company’s product line
since the days of Radarscope and
Sheriff, long before Donkey Kong.
And so he takes special pride in his
fulfilled prediction concerning this
game maker.

“Three years ago,” Entringer
said, “I predicted Nintendo would
be number one in thisindustry. And
I was right. And that’s because they
did something right by the operator.
Since late March alone, | have gone
through over 500 UNI system Kkits.

7

Rob Boldt of Cinematronics shows off
- the company’s Mayhem 2002.
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Frank Ballouz of Nintendo looks on as a playefﬂ
tries his hand at VS. Duck Hunt.
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That should tell you how strong Nin-
tendo is right now in this market.”

He told Play Meter, “I think
we’re coming back as an industry.
Most of the people who are going to
be shook outare getting shaken out,
and | see the survivors getting
stronger. | see any further shakeouts
coming at the factory ievel. As for
that, | see four or five factories, with
a number of smaller factories serv-
ing the industry.”

Among the product exhibited at
the AVA open house were the
following: Nintendo’s VS. system
with games Excitebike, Ice Climber,
Golf, Baseball, and Super Punch-
Out!, and Cinematronics’ Cinemat
system with Mayhem 2002. In pin-
ball, Premier Technology showed its
Chicago Cubs, El Dorado, and Ice
Fever; Williams, its Sorcerer and
Space Shuttle; and Zaccaria, its
Magic Castle and Clown. Other
videos exhibited included Pitfall 11,
Lost Caverns from Sega; Inferno
from Williams; Roller Jammer from
Nichibutsu; and Road Fighter and
Yie Ar Kung-Fu from Konami.
Nomac’s Pub Time Darts, jukebox
offerings from Wurlitzer and See-
burg, foosball and pool tables from
Dynamo, and a shuffle bowling
game (Strike Zone) from United.
Also exhibited were the countertop
Digital Controls game Tactician and
the upright trivia game from Merit
Industries, Trivia Whiz.

A number of companies offered
enticing door prizes at the St. Louis
showing. Among them were Nin-
tendo, which gave away a Honda 70
dirt bike; Cinematronics,which
donated a Mayhem upright video;
Digital Controls, which gave away a
Tactician countertop game; Konami,
which gave a Super Basketball kit;
and Merit, which donated a trivia
kit. Others donating prizes included
Williams, which gave away a Sorcerer
pingame; Premier, which donated
some Chicago Cubs baseball equip-
ment; Seeburg, which contributed
with a Sony disc player; and
Dynamo, which offered one of its
home foosball tables. Nomac pitched
in with five home party darts.
Universal contributed to the opera-
tor giveaway with an Indoor Soccer
kit. And PGD of San Diego offered
one of its trivia kits. °
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Representatives from 15 factories join Pete Entringer and the AVA crew
for a team picture.

Dynamo’s Bill Rickett (center) shows one of the construction features
of the factory’s pool table.
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COINMAN
INTERVIEW

TODD

ERICKSON

Todd Erickson started his own company, Summit
Amusements in 1974 in St. Paul, Minnesota. But he had
been in the business many years before that, cleaning
machines in his uncle’s arcades. That first job, cleaning
machines, apparently made quite an impression on
young Todd because today he is one of the most out-
spoken operators on the need for operators to clean up
their act and work their machines.

Todd, who is a member of both the AMOA and his
state association (Music Operators of Minnesota),
operates close to 1,000 machines today. His employee
payroll varies seasonally from four to 20. Cost conscious,
Todd believes a great part of the industry’s survival
depends upon operators cutting their costs and the manu-
facturers standardizing their equipment to help operators
achieve that goal. A hands-on technical man at heart,
Todd says his route consists of about 70 percent videos,
20 percent pinballs, five percent pool tables, and five
percent jukeboxes.

He argues that operators blow away a lot of their
potential game profits by not properly adjusting their
games. While admitting that he’s going more and more
toward video game conversions, Todd insists that his
smart game adjustments have helped him milk more life
out of the original games than most other operators. Says
he, “The average operator is probably heavier into
conversions than [ am because of what I do in terms of
game adjustments.”

A speaker at last year’s AMOA and the recent AOE

shows, Todd lectures operators on the specifics of game
adjustments. His seminars were strongly received at both
shows because of his down-to-earth approach to game
operating.

A longtime resident in the St. Paul, Minnesota, area,
Todd and his wife, Leslie, have two children, aged six and
three.

PLAY METER: What’s the main thing operators should
be looking at today?
ERICKSON: Game adjustments. A tremendous amount
of the games come from the factory set on the conservative
side, which they should be when they’re brand new. After
all, if it’s a brand new game, you don’t want to give it
away and have people playing for an excessive amount of
time on it. But, as the game gets older, you have to back it
off so the player can get a little more for his quarter.
You see, we're selling entertainment, and entertain-
ment is worth more when it’s new. It’s just like with the
movie industry. You won'’t find first-run movies running
for 99 cents. It’s generaly the movies that have been
around for awhile that are running for 99 cents. Movie
theaters know they have to make adjustments, and we
have to do the same thing in our business.

PLAY METER: You say the games coming out of the
factories are set conservatively. Do you find that they are
generally set right?
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ERICKSON: I'm saying they may be set right. Let me
give you an example. Bally’s Eight Ball Deluxe was set
right, but Williams’s Joust pinball was not set right.
When it came from the factory, it would award only 13
percent replays, and ten percent of that was match. By
contrast, Eight Ball Deluxe was giving 30 percent replays.
The Jousr was set way too low, and that was reflected in
my earnings.

So I reset the Joust and put it out again. And that
Joust pinball did as well as my Karate Champ and Pole
Position I combined! The reaction to the Joust pinball
after I made the game adjustments was just phenomenal.
It was the dominant, number one piece, doubling any-
thing else in the location. Here was a game that was
originally set to award 13 percent replays: and, by
adjusting that to award 30 to 35 percent, | had a super
game. And that’s just one example of a game the manu-
facturer couldn’t sell; but, by me, the operator, readjust-
ing the game, [ was able to put it out there and beat the
best games in the country with it. So what I’'m saying is
you've got to stay on top of game adjustments. If you got
that game initially and recalibrated it, it would earn half
again what an Eight Ball Deluxe makes. Now, it doesn’t
have the location longevity of an Eight Ball Deluxe: so
you’ll end up movingitevery three or four months. But to
get that kind of income out of it is sensational.

PLAY METER: You mentioned a Williams and a Bally
pinball. Do you perceive any tendencies on the part of
any of the factories in this area of initial game adjust-
ments?

ERICKSON: Actually, you have to take each game
individually. But Williams, if anything, tends to run
its games tighter out of the chute. Space Shuttle, for
instance, is in the 15-20 percent range; but, for a game like
Space Shuttle, 1 like to run it conservatively in the begin-
ning because if people are going to stand inline to play it,
it makes sense to do that. That goes back to what I said
before about brand new games. And if a game is going to
attract more players to it, like Space Shurtle did, and
increase my pinball revenue 33 to 50 percent, like it did,
I’'m going to run that game lean. If [ have that newness
going for me, I don’t want to give it away. If they're
standing in line for 50 cents, are you going to drop the
price to 25 cents? Not hardly. If they're going to stand in
line and pay 50 cents for 60 seconds—like they did when
lasers first came out-—you might as well get the big
money.

PLAY METER: What are you looking for to clue you in
when to start making game adjustments?

ERICKSON: You're looking for adropinincome. Once
the game starts dropping below that number one, two, or
three spot, that’s when I start making my adjustments. I
will never monkey with my best game. I don’t care if it’s
playing 60 seconds or five minutes. If it’s my number one
game, I'm very hesitant to make adjustments with it. But,
after it drops below, say, the top three games, I'try to find

out what is going on and why.

I know that somewhere between 25-50 percent
replays is where I want to be. If it’s a good game, maybe I
can get away with a 25-30 percent range. If it’s a game
that’s somewhat marginal or that I bought used or older,
I may be running it in the 40-50 percent range. And if the
game doesn’t have much substance to it, I may find I’'m
better off just to rotate it to another location.

PLAY METER: All this pinball percentaging, how
much does it translate into in terms of collections?

ERICKSON: It means a 30 to 40 percent increase in
revenue. And a lot of operators out there today don’t
realize that. They don’t realize what can be gained by
game adjustments. They say things like they don’t have
time to make game adjustments. That’s generally when |
ask them if they operate jukeboxes. And, if they do, [ ask
if they just go into their one-stop, close their eyes, and

take whatever records they happen to grab. And, of
course, they tell me no, that they take the time to choose
what records to play. So then I tell them that game repre-
sents a significant investment on their part, and how
come they don’t have ten minutes to adjust that game if it
can mean 30-40 percent more money to them? And then
they’ll tell me they never thought of it that way.

I think, to a large part, people in this industry just
got lazy. They got to the point where they just lost track
of reality. They got used to putting out a lot of marginal
videos and having people stand in line to play them. But
those days are gone. The player today is more educated
and much more selective about what he plays.

PLAY METER: What about readjusting the pingames
from three balls to five balls?

ERICKSON: I tried that during the video boom when
pinballs were down, and I got atemporary increase, but it

T —
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wasn’t a lasting thing. People like to win today; so |
would rather dole out more play in terms of free games
rather than go to five balls. But, again, every game is
different. Five balls might be still another avenue for
games that are commercially dead. There’s no one right
answer on how to operate the games. I can do things
which might work for me and three or four other people;
and another person might do the same exact thing and it
won’t work for him. Extra balls might do it for
somebody.

Here’s something I did once that worked. I had a
game that just didn’t seem to go; so what I did was throw
in an extra free play where it’s not supposed to be. And
then, all of a sudden, kids started playing the game. And
you know why? They thought the game was broken, and
that’s why they were winning. That actually worked for
me. Now, it may not be 100 percent on the up-and-up, but
if something works and brings in the money, then that’s
what I want.

Something else you should be looking for on your
pinballs is how many people win at each replay level. 1
bought a used pingame called Splir Second from my dis-
tributor. In fact, [ bought every one he had. I checked the
bookkeeping functions on the game and found that on
one of the games no one had ever beaten the second
replay level. The games were still on the factory settings.
So I reset the percentages and put the game back onloca-
tion. And the operator who had this game before me and
had sold it to the distributor asked me why I bought those
dogs. He said they were no good. So I opened the coin
door and showed him the meter, and he was stunned.
Those supposed dogs, if set up correctly, can, in many
cases, outsern Eight Ball Deluxe. Split Second was just a
superb game. It also happens to be Harry Williams’s last
game.

PLAY METER: You were talkingabout the importance
of monitoring both first and second replay levels. How
many players should be able to reach the second replay
level?

ERICKSON: At least a fourth to a half of the people
who make it to the first one. You see, you've got to give
your players the opportunity to win. You have to give
him his money’s worth. You want to treat him like you
would want to be treated yourself.

PLAY METER: Soyou’resaying the operator shouldn’t
begrudge giving the player additional playing time?
ERICKSON: Exactly. Every good game is a game
people have learned to play so well that they can play
excessively long. Galaga is an example of a long-playing
game that’s still a good game today.

Actually, the operator may have, to a certain extent,
gotten a little greedy when the games were going good. If
he had his way, he would keep his games playing at a
minute and a half. In fact, that’s the explanation I got
from Atari when I asked why they put Food Fight out at
such a tight setting. Food Fight is a game that came out of

the factory at the wrong setting. I bought that game on a
closeout, reset it, and it became my number one game for
two to four weeks. So, when I asked Atari why they set
the game so tight, they said they had asked some Bay area
operators; and the Bay area operators said they wanted a
minute and a half game so they could get the maximum
dollar return.

But you can’t begrudge the player for playing for a
long time on the game if he gets good at it. If you have a
game that the player spent a lot of money learning to
play, I want him to be able to play for at least 10 or 15
minutes. But I'm talking about maybe one percent of my
players. If we look at how the business changed, back
when a game was doing $300 to $400 a week, the game
was going steady; so extra playing time meant lost
revenue. But today, with games doing $50 to $75 a week,
the operator can afford to let the player play a little
longer.

PLAY METER: You mentioned how adjusting your
pins can improve collections. Now our conversation
seems to be getting into videos. What can an operator do
there to improve his revenues?

ERICKSON: Of course, we're not dealing with per-
centages of replays there. What we’re dealing with there is
game time. Let me give you an example of Williams’s
Robotron. When that game first came out, it averaged
only 60 seconds per play. Now [ don’t know how
Williams did their testing, but I know that game started
out immediately with good income, then dropped very
quickly. It was at that point that I made my game adjust-
ments. | went to a more liberal game difficulty setting. |
added two lives to the player’s playing time, and the game
shot right back up. Even today, there are times when my
Robotrons are getting into the top ten. Now, with
Robotron, it’s to the point where I've gone back to the
original factory settings because I allowed my players to
get very good on the game. You have to realize that every
game is different.

Let’s take another game, Atari’s Tempest. Tempest
is a difficult game. So I willalways go to five lives and put
them on easy settings. I will generally drop my bonus
level to around 16,000 on that game. If you make those
kinds of adjustments, you’ll find it’s still an excellent filler
piece. I took that game during the height of Ms. Pac-Man
and, by loosening it up, was able to have my Tempests
beating Ms. Pac-Man. Again, it’s simply a matter of
giving the player his money’s worth. You're dealing in an
entertainment industry where there’s no one right
dNSwWer.

While I'm on the subject of Atari games, I'd like to
mention something about its newest game, Marble
Madness. Very creative game, a super hardware system.
[t’s the first of the new generation, as far as I’'m concerned,
by the new Atari; but I'm a little disappointed by the
cabinet because you canspilla Coke inthe speakers and it
will run down onto the circuit board. But the main thing
1s the game is too hard. They gave us, I think, just three
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adjustments on it. But we need a little more adjustment
leeway on it. In fact, [ think it’s to the point where they
should release another set of memory chips, allowing us
wider parameters in this particular game. It is probably
the highest initial grossing game I've received in the past
year and a half, except for the game’s shortness of life;
and that’s something that could be corrected.

In this area of allowing wide parameters for game
adjustments, I'll pinpoint Williams. On the Williams’s
games, we can adjust the lives anywhere up to nine, if my
memory serves me right; and, by adjusting it, give the
player a fair return for his quarter. The Japanese, for
some reason, have a different attitude on the games. and 1
hope they will start evaluating this particular area
because, generally, we are very limited with them. They're
only now starting to come across with a few more adjust-
ments as far as the difficulty ranges: but, as a general rule,
there are not as many potential adjustments in the
Japanese games.

PLAY METER: How much leeway should be built into
the game adjustment parameters by the manufacturers?
ERICKSON: It should range from very easy, in case |
want to place the game around little children, maybe in a
pizza parlor when it’s a couple of years old, to so difficult
that 99 percent of the people can’t play it. We need to
have enough parameters where we can adjust as neces-
sary so we can get our return on our investment,

PLAY METER: Then you wouldn’t agree that some
games are made for skilled players and others are made
for less skilled players?

ERICKSON: A lot of that is just game adjustments.

PLAY METER: Are there any other areas where an
operator can help his video game collections by game
adjustments?

ERICKSON: The high score to date can be very useful
to the operator. On pinballs, to have a realistic high score
to date can mean anywhere between a three to five
percent increase in revenues. On videos, it can mean
anywhere from a two to five percent difference. Maybe
that doesn’t sound like a lot; but a lot of times today we
may be dealing with less than a two percent bottom line
profit.

I have a friendly competitor up here who’ a big
operator, Norm Pink. And he can attest to the impor-
tance of resetting the high scores. He has his field collec-
tor reset all those numbers. Norm figures, evenina good-
sized location where it might take his man 15 minutes to
even a half hour to reset all the games, it’s still worth
doing it. And he’s right. It can have an effect on your
income. If you have an Eight Ball Deluxe, for example,
that has a high score of 7,000,000, that feature is doing
you absolutely no good. If fact, it might even be hurting
yvou because the average player knows there’s no way he
can reach that. If you travel around this country, you’ll
find that a lot of games obviously haven’t had their high

Eurocoin Tokens
Make Cents!

Stock Designs - Same Day Shipment
Custom Designs - 4 Week Delivery

Ask about our buy-back offer when
you convert to keyed tokens!
Call Collect on 606-254
9117/9127

Eurocoin International
PO Box 13127
Lexington

KY 40583

)

?.................Q.........O.CO....O.....

THE TICKET DISPENSER
—WITH EXPERIENCE

DELTRONIC LABS DL-1275 Ticket Dispenser is now
available in kits—for quick and easy installation on existing
video, pinball and novelty games.

For more than 7 years, top amusement manufacturers
have relied on DELTRONICS LABS for quality ticket dis-
spensers, backed by prompt and efficient service.

Now this time-tested dispenser is incorporated in kits for
the same dependable performance on your present games.

You can renew player interest with tickets for awards and
bonuses—and keep them playing again and again and again!

DELTRONIC LABS, INC.

Eight & Maple Avenue ® [.ansdale, PA 19446
215/362-9112 o Telex 317054

J

PLAY METER, June 15, 1985

N

b.O."OOO.............................0...

3



e—————

scores reset in a long, long time. I went into this one
arcade recently where they had several Centipedes, and
every single one of the Centipedes was maxed out at
999.990. There’s no telling how long it’s been since those
high scores were reset.

But this is another area where the manufacturers can
help the operator. If they would just put it in their book-
keeping that the game automatically resets the high score
to date every 500 or 1,000 plays or whatever, that would
save the operator the expense of even having to reset the
high scores to date.

PLAY METER: But, in general, you'd say there’s more
the average operator could be doing to improve his col-
lections than he’s presently doing?

ERICKSON: Let’s put it this way. As I travel around, I
ask such things as “Are dart machines any good?” And
some operators will tell me they’re absolutely no good
because the location can put up its own dart game and the
customers can play for nothing. And other operators will
tell me that dart machines are the most fantastic things
they've got. They’ll tell me all their dart machines are
doing good; and, since they’re bringing in more people,
the other equipment is also going up. And I’'m finding the
same thing with countertop games. Some people will tell
me they’re fabulous, that if you place them right they can
earn as much if not more than an upright. And others will
tell me they’re just no good, that they just can’t place
them.

PLAY METER: And what does that tell you?
ERICKSON: That the operator can do with his business
what he wants to do with it. If he wants to do some crea-
tive marketing and go out and hustle things, he’s going to
find out they’re going to work for him. If the operator has
a positive feeling toward his business, and he realizes
what he can do, then he can do it. Positive attitude is the
biggest thing today. Our industry is not what it was three
or four years ago. But, if we work a little harder and do
what has to be done, it can still be a very viable business.
The operator has to have a little more pride in what he
puts out there. A lot of the games that are out there today
look like they’re early 1970 vintage. They’re filthy. A lot
of the conversion games are disastrous. If you have a
Robotron out there that looks like it’s seven or eight
years old. you can’t expect it to make anything for you.
The operator has to realize thisis a business that has to be
worked; and, if you don’t work at it, you’re not going to
make any money.

PLAY METER: You mentioned that manufacturers
should put into their bookkeeping function a way for the
machine to automatically erase the high scores after 500
to 1,000 plays. Are there other ways the manufacturers
could help the operator?

ERICKSON: Yes, but first the manufacturers are going
to have to understand how much it costs for us to operate
a machine. I've talked to any number of manufacturer
representatives, and none of them are really aware of how
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much if costs to operate a machine. The average pinball is
probably approaching $20 a week to operate. During the
open forum at this year’s AOE, one operator said his cost
for operating a pinball is $18.50; so what I'm giving is a
ballpark figure, plus or minus 25 percent. Videos cost
about $8 a week to operate, again plus or minus 15
percent. So it averages out atabout $10 a week to operate
a machine. And that’s not counting the actual cost of the
game or its depreciation or anything else. That’s how
much it costs if somebody just gives me the game free and
tells me to operate it.

Now. I mentioned this to one factory representative,
a well-known figure in this industry, and he couldn’t
believe me when I told him the average cost was $10 a
week. His exact response was, “Are yousure you're right,
Todd? That sounds awfully high.” And that’s what I'm
trying to point out. The manufacturers don’t have any
idea what our costs are. If we get a ball under the rubber,
for instance, it may be a very simple matter to correct; but
what they don’t realize is you have to send a man out
there to remove the ball from under the rubber. And
maybe he corrects the original problem and maybe he
doesn’t. And, by that time, you've lost anywhere up to
$25 to correct the problem.

Flipper assemblies are another problem. Generic
defects are directly related to cost savings, and flippers
are the biggest culprits. And the biggest culprits on the
pinballs are the flipper assemblies. And the biggest
culprits on the flipper assembly is the coil stop. We need a
lot of beef back there, but some manufacturers are still
using the smaller screws. Now, if we have to send a guy
out to take the flipper assembly apart to put ina couple of
more screws, it costs us $30 to $35.

In another area, if the operator looks at what he’s
purchased in bulbs for the past three, four, or five years
for his games, it’s just horrendous. The manufacturers
could help us out here by simply running it at slightly less
voltage. We could double the lives of our bulbs. It costs
me money when it takes my man a half hour or 45
minutes to do something that should be only a three to
five minute job. Forinstance, just look at the savings if we
had die-cast doors that have two holes set apart at a stan-
dardized distance. That way, if | want to put a security
bar across the front, it’ll take my man just a matter of
minutes because I'll know if I send him with a bar they’re
all going to fit the same. I'm not interested in having my
man go there, then have to go to a hardware store to get
some more washers because it turns out something’s
different on that game. When that happens, it wastes up
to a half hour or 45 mintues doing a job that should only
take three to five minutes. If we were standardized, we
wouldn’t have all that guesswork.

PLAY METER: The need for standardization is a big
part of the Todd Erickson message. Why is that?

ERICKSON: Non-standardization is creating high costs
for me. Locks, for instance, are one of my biggest pet
peeves. We've got %-inch locks, J%-inch locks, 1}4-inch
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1 . The ribbon-
cable connectors of
a legitimate board
will be of a higher
quality to ensure that
the band connection
between boards is
adequately main-
tained.

2. The connectors
of a legitimate board
will be of a higher
quality as determined
by the degree to
which they are coated
or uncoated to both
prevent corrosion and
facilitate a board’s
electrical connection
to the game.

3. A legitimate
board will be labelled
(ie., embossed not
hand-scratched or af-
fixed) with both the
game manufacturer’s
name and a model
number as opposed
to counterfeit boards
which often lack
either, particularly
the manufacturer’s
name.
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4. A counterfeit
board’s component
parts (ie., reo-stat
switches, etc.) will
likely be of an in-
ferior quality as
compared to a
legitimate board’s
component parts.

5. A counterfeit
board will likely have
obvious missing
parts (ie., chips,
heat sinks, etc.) as
determined by either
open mounting areas
or soldered-over
spaces.



6. A counterfeit
board will likely have
some chips soldered
directly onto the
board unlike legiti-
mate boards which
utilize socket holders
to protect the chips.

7. A counterfeit
board will likely have
a “‘hodge podge’’ of
computer chips un-
like legitimate boards
which contain chips
from a limited num-
ber of parts suppliers
as well as some
custom security
chips made by and
identifying the game
manufacturer. (Note:
custom chips, left
photo, scratched to

protect trade secrets).

8. A legitimate
game’s printed cir-
cuit board will be of
a higher quality as
determined by a

board’s composition,

thickness and lus-
trous green color.

9. The underside
of a counterfeit
board will often be
discolored (ie.,
typically, missing
part areas) through
the application of
heat indicating
alteration of or
tampering with used
legitimate boards.

10 The under-

side of a legitimate
board will have a
clean, quality solder-
wave pattern as op-
posed to counterfeit
boards which often
display a lack of
workmanship in their
solder patterns
through the use of a
lower grade solder
and lack of adequate
machinery.




locks, and more. I've got a man changing locks, adjusting
cams up and down. On a few of the doors, youcan’t use a
certain lock because the elongation holes are going the
wrong way. What all this does is make a major project out
of something that should be a two-minute job. Because
there’s no standardization, it’s become a complete hassle
for the operator, and it’s something that should have been
very easy.

And on/off switches, that’s another thing. There
have been times when I’ve had service calls because my
evening people didn’t know where the on/off switch is
located. I've had the location call, saying the game was
out, and we send a man out there only to find that the
on/ off switch was accidentally hit, like on Taito’s games
where a player can accidentally hit it with his foot because
it’s in the lower lefthand side. I know of one case, and this
was six or seven years ago, where a man was starting up in
the arcade business, and he bought an Atari Drag Race,
and he hauled it all the way down to the Daytona 500
race, but he wasn’t able to get the game to power up. So
he brought the game back to his distributor, very irritated
and complaining that the game didn’t work. Well, the
shop foreman plugged the game in, then reached down by
the gas pedal and turned the game on. The operator
didn’t know where the on/off switch was. Again, this is
not a major problem; but, when you start adding up a lot
of little stuff like this, it becomes very irritating. You get
Atari putting their on/off switch down in the back. And,
if you have a lineup of games, you can’t even use the

THERE IT IS

| TOLD YOU
WE’'D FIND IT

thing. They all have to be accessible, and they all have to
be in the same position.

Another thing is volume controls. I even asked the
owner of one of the game companies to show me how to
adjust the volume on one of his games. He looked at it for
a couple of minutes then said, “If I had the book, I could.”
But there wasn’t a book with that game. Now here was the
owner of the game company, and even he couldn’t adjust
the volume control! Taito, on its older games, had it
where you had to take out boards because it was buried in
the middle of one of the boards. And I'm paying a man
good money to do all this stuff. It might take him ten
minutes to do a very simple task. It took me about ten
minutes to adjust the volume on Karate Champ, by the
time I found the volume control. Now add that up over a
number of times for every single game. It makes the
operation of the games cost more, and that translates into
less money that we have as operators to buy more new
games.

PLAY METER: Relating specifically to the servicing of
the games, are there any other areas where standardi-
zation would help?
ERICKSON: The coin doors. There is probably not a
single good coin door made in this entire industry, and
coin calls are probably the biggest amount of calls we get.
If I'm right, the present system was designed back in 1948.
We're talking almost 40 years ago. Now we have a lot of
companies working on new electronic coin acceptors.
(continued on page 50)

BUYERS FIND
REAL TREASURE IN
PLAY METER ADS!

PLAY METER
ADVERTISING

504/488-7003

PLAY METER, June 15, 1985



The “Home Run Theory” and
other mangement models

By H. Richard Priesmeyer, Ph.D.

Though businesses differ and
offer a variety of management chal-
lenges, there are fundamental rules of
good management which are useful
universally. Here are some such rules
which have been packaged as models.
Each model is discussed and presented
graphically to make the concept easy
to remember.

Model #1: Fugitive Information

If you took geometry, but don’t
know geometry now, then you know
the definition of Fugitive Information.
It is everything you knew but forgot.

This first model shows the advan-
tage of representing ideas graphically;
it helps you remember. These graphic
models are pictorial representations of
key concepts. Remember the Smiley
Face and what it stood for? Now let’s
apply the technique to management.
There are some fundamental rules of
good management we should not
forget. You’ll be familiar with most of
these ideas, and the models will help
you keep them in mind.

Model #2: Unity of Command

In the late 1800’s Henri Fayol, a
successful businessman, made a list of
14 good ideas about how to manage a
company. One was the idea that each
employee within a company have only
one supervisor. That seems simple
enough, but it’s one of the most fre-
quently violated rules in management.
Most often the victims are secretaries
who are made unofficially accountable
to two or more managers within the
company.

Do you have employees who have
to answer to more than one super-
visor? If so, consider ways to reorga-
nize their work; perhaps rescheduling

or reorganizing to avoid conflicts.

Model #3: Organizational Inertia

Model three of a bowling ball roll-
ing down the alley suggests that com-
panies build inertia which must be
managed. Inertia here relates to the
methods and procedures the company
uses and the overall philosophy of the
firm. For example, have you ever
stayed in a losing location too long,
even after you knew you should pull
out? Did you ever buy too many of a
particular machine because it did well
in the past? Do you have a warehouse
full of used equipment? If you ans-
wered yes to any of these questions,
you're looking at the bad affects of
inertia.

Fortunately, inertia can be good
too. If your business is improving, put
more energy behind those things that
make it improve. Separate the strate-
gies that work from those that don’t
and push accordingly.

Model #4: Home Run Theory

One mistake some company presi-
dents make is thinking they must hit
another home run after having done so
once. Being successful once doesn’t
mean you can expect to repeat that
performance anytime soon. Swinging
for the fence may reduce the chance of
getting a hit. The best strategy is to
work and plan for those incremental
successes; that’s what makes a winning
business.

Model #5: Northbound Train
The Northbound Train model is
best described by the following: “This
train is going North. And we need
people who want to help us go North.
If you believe in the goals of this com-

pany, then we need you aboard to
help. If you don’t want to go North
then that’s O.K. too; but you need to
get off as soon as possible.”

This model points out the difference
between company goals and personal
goals. What a company needs are
people who have parallel goals to
those of the firm, who want the firm to
be successful because that makes them
successful, too.

The model also points out that
individuals are entitled to personal
goals even if those goals don't fit the
company, but they need to change
trains. As professionals we should not
just throw them off the train, but
should help place them elsewhere.

Finally, you can ask, “Which
employees are pushing North, and
which ones are only passengers along
for the ride?”

Model #6: Management Gap

Here’s a model that sets a standard
for your management personnel. The
Management Gap suggests the need
for a sufficient gap between the leaders
and followers within a firm. The top
bar represents leaders or supervisors;
the bottom bar represents followers or
subordinates. You maintain a gap
between the two by challenging super-
visors to do better; they in turn will
challenge subordinates to do better.

The Management Gap is the key to
improving employee performance.
With no gap, who provides direction?
Who maintains quality standards? The
president sets company objectives
which are challenging to managers
within the firm. They, in turn, will
place increased demands on others.
The accelerating demand for perfor-
mance will cause some to fail and those
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failures are the natural attrition every
firm needs.

Model #7: Recruiting Triangle

The recruiting triangle is a simple
idea with a valuable lesson. The three
corners of the triangle suggest hiring
employees in a three step process, pic-
ture, locate, and compare.

Picture the skills and personality of
the person needed. Consider the type
of job, level of responsibility, etc.

Then locate places where you are
likely to find that person. Remember
the old joke about the fellow who was
looking for a coin under a street light
even though he dropped it in the dark
alley? When asked why he was looking
under the street light he answered that
it was easier because he could see
better. Don’t look only where it’s con-
venient, look where you’re going to
find the people you need.

Finally, compare the applicant to
the picture. If you've ever interviewed
four applicants for a job, then asked
yourself which one was best, remember
you don’t necessarily need the best of
those four. None may be best for the
job. You need one that fits the picture.
Compare the person to the job, not to
other applicants.

Model #8: Equitable Pay

Model eight is a big “E” represent-
ing Equitable Pay but it isalso a graph
of how you pay your employees.

The horizontal scale along the
bottom of the “E” represents the
employee’s contribution, that is, how
hard that employee works and the
difficulty of the job. The vertical scale
represents how much he’s paid and any
benefits. The upward sloping line
suggests, then, that the more an
employee puts into the company the
more he should get out. Do your
employees get paid according to the
value of their contributions? It’s a
worthwhile exercise to rank the value
of your employees and compare their
pay.

The Equitable Pay theory suggests
that employees expect to be paid
according to their contribution, lining
up somewhere along the upward slop-
ing line. But an employee who gets
paid less than what he considers equit-
able, may feel his only choice is to cut
back on his contribution (get lazy, be
late, leave early) or increase his own

30

pay (steal). Maintaining equity and
fairness in paying employees can help
eliminate some of these problems.

Model #9: Delegation Pie

Is there anyone who doesn’t recog-
nize this model as Pac-Man? Let me
attach new meaning to the model and
call it the Delegation Pie.

Delegation, of course, is assigning
jobs and accountabilities to others.
The ability to delegate is probably our
final constraint in how much we can
do.

First, define your responsibilities,
and how you should spend your time.
That slice i1s the one that’s missing in
the model. Then slice up the rest of the

pie and give it to others.

When delegating to others remem-
ber to clearly define the job to be done,
provide sufficient authority to the
employee so he can perform the job,
then hold that person accountable for
the way the job is done. Though you
can never rid yourself of final account-
ability, it’s desirable to reward and
reprimand others according to the way
they do their jobs.

Model #10: Mack Truck Theory
Key employees may not be there
tomorrow. For whatever reasons,
including Mack Trucks, even key
employees may leave.
The model suggests that you should
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When hiring employees: Don’t look where it’s convenient.
Look where you're going to find people.

distribute your risk by distributing the
knowledge and know how. By training
other employes to fill the shoes of key
personnel, you can assign key em-
ployees more valuable tasks. Ask
yourself whether your key route col-
lectors being challenged. Remember
the Management Gap? It’s your job to
challenge them.

Model #11:
The Tomato Patch Problem

The model represents a tomato
patch and the dots represent individual
tomato plants. In the lower right cor-
ner is a water faucet and a bucket.
Your job is to maximize the produc-
tion of the tomato patch, but there is a
limit to how many plants you have
time to water. How then do you best
manage the tomato patch? How many
tomato plants should you have?
Should you let some die? Should you
hire others to help vou water them?

Have you taken on too many pro-
jects to give each one sufficient atten-
tion? You should frequently evaluate
all of your activities and maybe let
some projects die to devote more time
and attention to those that seem most
fruitful.

Occasionally you can justify hiring
others to help but sometimes maxi-
mizing overall performance requires
losing a few pet projects.

Model #12: The Gun

In the early 1400 a Spanish
warship was sailing the open sea. Each
sailor had been assigned specific duties
and one sailor’s job was to lash down
the hugh cannons lining the ship’s
sides. One night a violent storm raged;
and, to the horror of the sailor, he
heard the sound of one of those two
ton cannons rolling across the main

PLAY METER, June 15, 1985

deck. The sailor ran topside; and, as
the ship tossed, he saw the cannon
rolling back and forth, smashing the
main mast and crushing the walls of
the ship. Risking his life, the sailor was
able to rope the cannon down as it
hesitated against one wall. The next
morning the captain assembled all
hands on deck and presented a com-
mendation to the brave sailor, then
had him shot.

The lesson is never reward some-
one for solving a problem he created in
the first place.

Model #13: Motivation Stairsteps

Few people can give a simple defi-
nition of motivation. The Motivation
Stairsteps model provides a definition
of motivation and what it takes to
motivate employees.

Here are five steps on the Moti-
vation Stairsteps and an example of
each.

The first step is simply to be aware
of the problem (I know I'm over-
weight!).

The second step is to understand
the problem (I know why I'm over-
weight, I eat too much!).

The third step is to be concerned
about the problem (I know this isn’t
good for me!).

The fourth step, the critical one,
requires that you be truly dissatisfied
with the current condition (I definitely
do not like .being overweight, and I'm
going to change it!).

Only then can you be motivated.
So, motivation is dissatisfaction in
action. It sounds a bit corny but think
about when you really act to change
things.

Consider the following, does it fit
you? “I am aware that my company’s
revenue i1s down. I understand why my

Never reward someone for solving a problem
he created in the first place.

company’s revenue is down. I am con-
cerned about my revenue being down.
Am I sufficiently dissatisfied about my
company’s performance to be moti-
vated to change it?”

3Model #14: Seven Ports

This model has more to do with
managing yourself than your business.
[t suggests seven roles which we must
manage as individuals. The seven
ports in life are defined as job, family,
education, religion, health, leisure,
and community service. Each role
demands time, some more than others.
The challenge is to maintain a balance
since each is important.

Model #15: Tree Topping

The final model is used to refresh
our memory about all the others. Tree
Topping is taking a quick overview of
all the models presented: here they are
in quick review; Fugitive Information,
what you forget; Unity of Command,
only one boss; Organizational Inertia,
manage the momentum; Home Run
Theory, don’t swing for the fence;
Northbound Train, personal vs. com-
pany goals; Management Gap, main-
tain a challenge; Recruiting Triangle,
picture, locate, and compare; Equit-
able Pay, compensation matches con-
tribution; Delegation Pie, decide
what’s yours, delegate the rest; Mack
Truck Theory, train to replace key
employees; Tomato Patch Problem,
manage your time and tasks; The Gun,
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