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WE DO WINDOWS —

From Japan’s Game
Machine Magazine: past
and future vidgames from
Capcom, Taito, Namco
and other top coin-op fac-
tories will show up on
desktop computers, via
CDs, for the new Microsoft
Windows '95 operating
system. Microsoft has cre-
ated a joint venture called
“Gamebank” with Soft-
bank Corp., Japan’s lead-
ing software distributor, for
this purpose. Microsoft’s
worldwide sales network
will market Gamebank
titles. Microsoft chairman

Bill Gates and Softbank
execs unveiled plans in
Tokyo on June 23. By the
way, Sega’s not planning
to be a third-party supplier
to Gamebank, but Gates
did say Microsoft and
Sega are “jointly develop-
ing an operating system
which can be used for
both personal computers
and Sega’s Saturn.” The
1995 version of Windows,
the world’s most popular
computer operating sys-
tem, is slated for U.S.
release this month.

MUSIC LICENSING -

The Music Licensing
Coalition (made up of mar-
keting execs, barbershops,
restaurants, racetracks,
etc.) has started pushing
state-level legislation to
make ASCAP, BMI and
SESAC more accountable.
So far, seven states have
passed bills calling for the
societies to disclose which
artists they represent, dis-
close typical rate structures
for background music licen-
ses to comparable busi-
nesses, and have their field
investigators carry and
show credentials.

On June 26, ASCAP an-
nounced the first-ever per-
formance license for com-
puter transmissions of
music. Basically, they gave
the green light to a Califor-
nia-based “desktop radio
station” that downloads
tunes of your choice over
the Internet. This opens the
door for music download-
ing of all types. “Not just
the Internet,” said ASCAP,
“but online services, elec-

tronic bulletin boards, and
future systems that have yet
to reach the drawing board
...0ur license was carefully
crafted to anticipate virtually
all forms of new media.”
More next month.

The U.S. Senate Bank-
ing Committee held a one-
day hearing on dollar coins
in July, with witnesses
from the Federal Reserve,
federal agencies and the
banking biz. Most of the
government officials gave
projected statistics on sav-
ings, etc., which look good
for dollar coins. Even the
U.S. Mint (which dislikes
the dollar coin idea) admit-
ted it had no reason to dis-
pute those figures. Com-
mittee chair Sen. Alphonse
D’Amato seemed to shrug
off Mint qualms about pos-
sible public resistance to a
new coin, stressing that
savings are the significant
factor.

AMOA'’s National
Amusement Network,
Inc. is continuing its first
round of field tests, enjoy-
ing markedly improved
cash box collections.
Starting from June 27, a
total of 45 modem-linked,
networked NBA Jam:
Tournament Edition video
games began going on-
line across the Midwest.
Players — including 30%
female participation —
pay 50 cents for casual
play and $2 per credit for
tournament play. As of
July 20, NANI’s second
tournament concluded
successfully with prizes
like $500 TVs, 100 disc
CD players, mountain
bikes, etc. “l think we can
comfortably say our con-
cept has been validated,”
announced NANI past

NANI UPDATE -

president Craig Johnson
and current prexy Gene
Urso. “We've driven the
cash box up a lot higher
with relatively small
prizes, and we think we
can really push earnings
even more with bigger
tournaments.”
Participating operators
include (in Kansas):
Chilton Vending, CM
Dist., Hawk Vending, Bird
Dist., United Dist., Wyan-
dotte Music, Neon
Amusement, and Lee
Vending; (in Ohio): Gem
Music, Cadillac, Shaffer,
Big City, Elum, B&B,
R&Z, Red Baron, Stebel-
ton, and Lorraine Music.
A&H Entertainers (lllinois)
and Alpha Amusement
(Michigan) are also run-
ning a few NANI units so
nearby Williams/Bally-

Midway (game provider)
and Electronic Data
Systems (network cen-
tral) can check resullts.
Typical of startups for
complex systems, NANI
did have some minor
software or communica-
tions glitches; EDS and
WMS were fixing these at
presstime. Next step is
for NANI to offer “instant
win” play (vending prize
coupons on the spot)
and bigger tournaments
with larger prizes. For the
future, NANI says all
manufacturers are wel-
come to provide games
for network use. Several
factories have responded
positively to the invitation;
in fact one or two manu-
facturers have been call-
ing daily, wanting to get
in on the action ASAP.
Craig Johnson stated:
“Participating operators

and distributors have

been patient with any
hitches, and also very
positive, enthusiastic and
supportive.” Gene Urso
added: “The AMOA
team’s credibility with
participating operators is
very good.” He praised
Randy Chilton, Jim
Hayes, Phil Elum, Frank
Seninsky, John Klayh
and several other volun-
teers for outstanding
contributions. AMOA’s
Reneé Kissler has been
acting as NANI's tempo-
rary managing director,
and AMOA exec VP John
Schumacher is providing
steady time and effort.
NANI has now hired a
top-quality marketing
director (former Coca-
Cola exec) to sell network
ads and promos to big
retailers. A full-time NANI
director should be
aboard by September.
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The hit
television series is now
available as a coin-operated
video-game! Now you can
participate in all the fun and
excitement of SPEED RACER
utilizing Namco’s superior
driving game

D technology.

Race through 3 different
environments! Steer around
obstacles or jump
over them by pushing the i
button at just the right moment.
Exact timing with each characters’
special weapons gets the player to
the next checkpoint where weapons
are replenished and the race
es on!

Speed’s cutter weapon clears a
path to past the
competition!

Ninja's spike board causes

‘ Snake’s missiles have

Disburse
with the rap of your
fingertips!

-Link 2 cabinets for a 4 player
competitive game!

.Choose from 5 characters, each
with their own unique car and
weapons!

-Operator adjustable for winner
plays free, buy in option and
continue feature.

1995 SPEED RACER
ENTERPRISES INC. AllRights ™
Reserved. SPEED RACER is a Trademark of SPEED ™,

RACER ENTERPRISES, INC., and is used under license.
Game: ©1995 N?N%‘America Inc. AllRights Reserved.
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NAMCO AMERICA INC.
150 Charcot Avenue
San Jose, CA 95131
Phone: 408-383:3900
Fax: 408-383-0128

NAMCO LTD.

2-8-5 Tamagawa, Ota-Ku
Tokyo 146, Japan
Phone: 3756-2311

Fax: 3756-5967

Weight: 850 Ibs.

Dimensions: 65-1/2'H x 49-1/4'W x 67'D

Power Consumption: 200 watts

The Cutter
on the
Mach 5
clears a
path.

Ninja’'s
spike
board is
deadly.

Players
must have
sufficient
Jump Power
to launch
over a
river of hot
molten lava.

Players
re-enter the
race via a
helicopter after
being bumped off
a cliff.

Players choose
from 5 cars each
equipped with
unique special
weapons.

NAMCO AMERICA INC.

SALES OFFICE
877 Supreme Drive
Bensenville, IL 60106
Phone: 708:238-2248
Fax: 708:-238-9333



PLAYERS'

TOP GAMES NOW IN OPERATION, BASED ON EARNINGS-OPINION POLL OF OPERATORS

best location videos hest video software

MODEL/MANUFACTURER RATING DIST. MODEL/MANUFACTURER RATING DIST.
> 1 VIRTUA COP (Sega) (5) 877 14% | D 1 STREETFIGHTER:ALPHA [H] (Cap)(1) 9.60 5%
» 2 VIRTUA FIGHTERS 2 (Sega) (6) 867  26% » 2 MORTAL KOMBAT 3+ [H] (Midway) (4) 9.01 86%
3 KILLER INSTINCT+ (Midway) (8) 830  58% 3 X-MEN: CHILDREN OF ATOM [H] (Cap.) (6) 7.97 63%
» 4 SOLITAIRE CHALLENGE Dynamo) (13)  8.18  12% » 4 RAIDEN DX [V] (Fabtek) (10) 7.76 18%
» 5 MEGA TOUCH I+ (Merit) (8) 815  29% » 5 SUPER SIDEKICKS 3 [S] (SNK) (3) 7.75 9%
» 6 POINT BLANK (Namco) (5) 8.00 4% 6 VIOLENT STORM [H] (Konami) (5) 7.67 7%
7 TEKKEN+ (Namco) (6) 7.84  34% B 7 GAL'S PANIC 2 [V] (Kaneko) (20) 7.44 10%
» 8 MEGA TOUCH Iil (Merit) (1) 7.1 8% » 8 BUST-A-MOVE [S] (Taito/NeoeGeo) (7) 7.38 51%
9 REVOLUTION X (Midway) (12) 746  44% » 9 SUPER SIDE KICKS 2 [S] (SNK) (14) 7.25 17%
10 TOUCHSTAR BONANZA+ (N.LT.) (3) 7.43 8% 10 BLOOD STORM [H] (Strata) (9) 7.18 12%
+ indicates game was produced in both dedicated & software forms 11 RAIDEN I [V] (Fabtek) (19) 6.98 45%
* indicates game was also produced in deluxe form
12 BUCKY O’HARE [H] (Konami) (10) 6.90 11%
hest deluxe “iueos » 13 SAMURAI SHODOWN Il+ [S] (SNK) (9) 6.89 59%
(itcdowns, cookpits, arcade atractons) » 14 ZED BLADE [S] (SNK) (1) 6.80 5%
1 DAYTONA USA* (Sega) (15) 9.60 48% B 15 AGGRESSORS OF DARK KOMBAT [S] (SNK)(5)  6.80 5%
2 CRUIS 'N USA% (Midway) (10) 915  64% 16 GAL’S PANIC [V] (Kaneko) (17) 6.75 13%
3 T-MEK (Atari) (11) 883  14% B 17 AERO FIGHTERS 2 [S] (SNK) (12) 6.69 32%
» 4 COPS (Atari) (2) 8.83 7% 18 TWIN EAGLE Il [V] (Seta) (11) 6.67 10%
> 5 WING WAR (Sega) (3) 8.50 5% » 19 WINDJAMMERS [S] (D.E./NeoeGeo) (14) 6.64 15%
» 6 RIDGE RACERS 2 (Namco) (2) 7.91 13% B 20 GREAT 1000 MILE RALLY [H] (Kaneko) (4)  6.55 12%
7 RIDGE RACERS (Namco) (19) 7.87 18% [H] horizontal  [V] vertical ~ [S] system  [R] retrofit
8 SUZUKA 8 HOURS (Namco) (30) 7.86 17% Ion ninball v
» 9 FAST DRAW SHOWDOWN (A.L.G.) (4) 7.86 8%
10 OUTRUNNERS (Sega) (21) 770 219% » 1 THEATRE OF MAGIC (Bally) (4) 8.81 46%
§ R et et sootvanioms | > 2 P D @ i B
» 3 WORLD CHALLENGE SOCCER (Prem) 3)  8.33 4%
P 4 BAYWATCH (Sega) (3) 8.18 16%
Bona fide operators who would like to b - 2
participate in our Players’ Choice and/or 0 ADDAMS FAMILY (Ball) (41) i 79%
Redemption surveys, contact RePlay 7 WORLD CUP SOCCER (Midway) (14) 7,57 44%
Magazine at P.O. Box 2550, Woodland 8 SHAQ ATTAQ (Premier) (7) 744  26%
Hills, CA 91365; phone: 818/347-3820. 9 ROAD SHOW (Williams) (8) 7.38 35%
10 STAR TREK (Williams) (17) 7.35 63%
D> avaiable brand new at certain distributors; number following brand shows months on chart including this one.

RATING: Operators were mailed “ballot sheets” listing games in active operation in U.S. locations and game centers and asked to “rate” the eaming
performance of each on the “1 to 10" measure: 10 for “power-house earnings,” 9 for “excellent,’ 8 for “very good game,” 7 for “good game,” 6 for “decent game,” 5 for “just
average,” 4 for "below average,” etc. The written votes were tallied up and divided by the actual number of times the specific game was rated. Hence, the decimal points.
DIST.: The percentage of the surveyed arcade and street location operators who have the item on location.
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Lost your game players? Get ‘em back with

fBd.aAC
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It’s New, It’s Different, It’s a Game for Everyone!

A game with Universal Appeal. control all the play with
Remember the 80’s? Those were great years for just a Trackball! They
coin-op. Game players flooded locations and fell in get Ball-Slammin’
“love with video games. Women, Men, Boys, Girls, Action, Multiple Arenas
the young and young-at-heart brought their and 6 Selectable
entertainment dollars into your locations. Do you Characters.
remember your top-earning games? They were the And they can’t play
ones that anybody could play. Now, even if they’ve Orbatak at home.

never played a video game, they can play Orbatak.
See for yourself how Orbatak can bring

A Trackball - All new income to your location!
the Control
they need. e 25” Dedicated Cabinet

Hardware/Software OEM Kit

diy's siiies gaemee * Conversion for your ALG CD-ROM System

are technologically

better than ever. But All versions use our 32-bit/600 Megabyte Technology
many are so

complicated to play
that only hard-core

gamers can enjoy them. We designed Orbatak to be M[nln A" b

different, to bring the players back. Orbatak players

Wl L ASER GAMES,
Visit your American Laser Games distributor today or call us at (505) 880-1718.
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TOP TICKET GAMES NOW IN ARCADES, BASED ON EARNINGS-OPINION POLL OF FUN CENTER OPERATORS

a“ev howliers RATNG  PAYOUT sllootlng games RATNG  PAYOUT
» 1 ICE BALL (I.C.E.) 7.86 M+ » 1 BIG MOUTH Il (Meltec) 6.85 M
» 2 LIGHTNING (Skee-Ball) 6.88 M- » 2 LAZER-TRON (Lazer-Tron) 6.81 M
> 3 SKEE BALL (Skee-Ball) 6.78 M- 3 VINE CLIMB (Skee-Ball) 6.80 L
P 4 FAB-U-BALL (Fab. Elect.) 6.63 M- » 4 WATER RACE (Bob's Space Racers) 6.67 L
» 5 SMART BALL (Smart) 6.22 M » 5 CRITTERS (Exidy) B:57- L
hall toss snorts games
» 1 SIMPLE SIMON (Amer. Sammy) 7.15 M > 1 SUPER SHOT (N.S.G.) 8.67 M+
2 DUMPTHE UMP (Doyle) 619 il » 2 RAGE IN THE CAGE (Fun Merch.) 7.93 M
> 3 KLLERT-REX (Smar) A ud > 3 TWO MINUTE DRILL (Taito) 7.80 L
» 4 MAGIC MR. X (American Sammy) 5.60 M > 4 SHOOT TO WIN Il Smart) 770 M-
» 5 SKEE TOSS B.C. (Fun Merchants) 513 L+ > 5 FULL COURT FRENZY Il (LC.E) 799 M
klddle games 6 STRIKE ZONE (Purple Star) 714 L
7 FULL COURT FRENZY (I.C.E.) 7.06 L+
1 COIN CIRCUS, JR. (Amer. Sammy) 7.67 M
8 HOOP SHOT (Doyle) 6.43 M-
» 2 LI'L HOOP SHOT (Doyle) 7.60 M
9 U.B.Q.B. (N.S.G.) 6.32 L+
» 3 SHOOT TO WIN JR. (Smart) 7.40 M-
10 AROUND THE WORLD (U.E.T.) 6.30 M
» 4 CIRCUS HI-RISE (Skee-Ball) 7.09 L+
5 BOZO BASKETBALL (Design Plus) 6.91 M- toke“ ac‘ion games
no‘,emes » 1 CYCLONE (I.C.E.) 9.98 H
» 2 SMOKIN’ TOKEN (Seidel) 9.74 H-
» 1 SWAMP STOMP (Lazer-Tron) 8.73 M
» 3 DINOSCORE (Planet Earth) 9.30
» 2 SPIDER STOMPIN' (Jaleco) 8.71 M
» 4 SCREAMIN’ SLOPES (Midway) 9.00 H
» 3 WHEELIN-N-DEALIN' (Lazer-Tron) 7.67 M+
) » 5 THE MASK (Data East) 8.82 M+
» 4 LAXPOGS (Noel Industries) 7.43 M
» 6 ROLL FOR GOLD (Benchmark) 8.76 H-
» 5 POGGER (Lazer-Tron) 7.33 M
» 7 WHEEL-EM-IN (Bromley) 8.64 H-
pushers » 8 ROCK-N-BOWL (Bromley) 8.63 H-
» 1 KLONDIKE (Fun Merchants) 9.1 M+ » 9 FLING SHOT (Planet Earth Ent) 8.60
> 2 JUNGLE JIVE (Coastal) 8.83 H- » 10 SUPER ROCK-N-BOWL (Bromley) 8.30
» 3 FLIPPA WINNA (Fun Merchants) 8.67 M - -
» 4 ROCKN ROLL (Fun Merchants) 8.50 M+ "Ideo reuemnuon
» 5 WEDGES/LEDGES (Wedges/Ledges) 8.11 M » 1 THE DEALER (CCI) 8.33 M+
2 DOUBLE CHEESE (Midway) 8.08 H-
rolidowns > 3 POP-A-BALL (Coastal) 7.93 M
» 1 LITE-A-LINE (Seidel) 7.58 M
» 2 QUACKERS (Seidel) 7.13 M- whackers
» 3 SPINTO WIN (Lazer-Tron) 7.00 M 1 WACKY GATOR (Data East) 8.05 M
» 4 POKERINO (Seidel) 6.71 M- > 2 RIBBIT RACIN' (Lazer-Tron) 7.80 M
» 5 ROLLDOWN (Bay-Tek) 6.55 M 3 CRACKY CRAB (Namco) 6.53 M
PAYOUT: L (low, 4 tickets or fewer per game), M (medium, 5 to 8 tickets), H (high, 9 tickets or more) - - -
Page 8 . August 1995 RePlay Magazine
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Player rotates large

neon disk with steering
wheel while directing ball
towards bullseye.

Dimensions:

(single with seat)
28'Wx 60"Hx 60" L
350 Ibs.

Exciting neon colors

Attractive headers

Sturdy cabinet construction

Exciting sound effects

High capacity front load

ticket dispenser - (6000 tickets)

Play and vend programmable

Bankable for strong visual impact

Hi-tech movable graphics and scoring
Digital settings and game/ticket accounting

627 15th Avenue, East Moline, Il 61244 RIES N Local (309) 755-5021 A Fax (309) 755-1684

Call Fun Industries for Nearest Distributor
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They're feeling like superheroes these days
over at Merit Industries, with countertop

videos and electronic dart games that can
make money for the street operator “faster

than a speeding bullet.” Cartoon art on our
cover features Merit prexy Pete Feuer as
“Captain Zap” and sales & marketing VP
Dave Myers as “Mega Man.” Hey, it shouldn’t
take a bolt from the blue to make you realize
the power of Merit’'s MegaTouch touch-
screen units (available with factory financing)
and newly upgraded Scorpion dart games.
Read more in our Cover Story, inside.

RePlay Magazine, August 1995, Volume XX, No. 11.
RePlay Magazine is published monthly by RePlay
Publishing, Inc., P.0. Box 2550, Woodland Hills, CA
91365. Subscription rates per year (all mailed by
Priority Mail): United States...U.S. $65.00 Canada and
Mexico...U.S. $85.00 (Canadian currency...$120.00).
All other foreign countries $220.00 per year (Air Mail),
$80.00 Steamer Mail (Surface). Please address sub-
scription applications to RePlay, P.0. Box 2550,
Woodland Hills, CA 91365. Copyright 1995 under the
Universal Copyright Convention. All rights reserved.
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EDITORIAL

unng the next year or so, it’s just possible that America’s

street operators will have a rare chance to outshine the
arcade biz and grab trade leadership in innovation, profits and
prestige. That’s right: route operations don’t automatically have
to be “ghetto-ized” into a sub-market of aging equipment and
grubby locations (as some people may perceive them). In fact, if
street operators boldly take full advantage of their opportuni-
ties, they could start the 21st century as kings of the coin-op
hill.

everal trends are looking up. Their number one location, the

tavern, seems to be doing better. “This business is thriving
again; people are coming out of the woodwork!” exclaimed
Rick Hynum, editor of Night Club & Bar magazine. Today's tav-
erns see coin-op entertainment as more crucial than ever. Ta-
verns also enjoy relative customer stability; patrons are less
likely to defect to fancy home entertainment. Plus, taverns en-
joy more product stability: music and well-promoted league
games mean rock-steady earnings, not dependent on fresh hits.

Even hi-tech can work to the street operator’s advantage. A
closer look reveals most of the modem-based systems com-
ing down the pike are aimed right at the street. Darts and juke-
boxes are street location products. AMOA’s National Amuse-
ment Network was conceived of, by and for the street operator!
Routes, not arcades, will get the first widely available chance to
grab these technologies. They’ll get the first chance to exploit
computers and modems, to build new levels of service, efficien-
cy, promotion and marketing.

s always, the street operator must be willing to “meet the

market where it’s at.” Many of today’s taverns are upgrad-
ing from yesterday’s working-class, independent neighborhood
bars to larger, upscale places; these require a more professional,
flashier operating approach. Street ops can provide this with
hi-tech; in turn, this means embracing computers. But street
vendors have proven they’re up to the challenge (“All of the
personnel here are computer literate,” route owner John Neville
declared in last month’s interview). In sum, many factors are
merging to create a rare “window of opportunity” for the street.
It won't last long...maybe a year or two, before other forces
move in. But for now, the route guys are in an ideal position to
make the future their own.

st Wf——
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. Lieberman Music Company is
the oldest One-Stop for
" Jukebox operators in the
" US.A. We carry a huge
selection of current CD’s,
golden oldies and 45 R.P.M.
records on our computerized
inventory. We still do special
orders and back-order those
out-of-stock ifems. We can
design set-ups to match
your location’s musical
preferences and all orders
placed by 1:00 pm ship the
sal Ime day! You'll appreciate

S
pd

A serwce So, join satfisfied
operators from coast fo coast
and call or write for a free
catalog from LMC today...

9549 Penn Avenue South ¢ Bloomington, MN 55431

(612) 887-5299 or 1-800-879-0321 Ext. 248 or 284




SPECIAL FEATURES

CD PLAYER TWEAK

Philips Electronics has modified its
new CDM-12 player at the request
of three jukebox manufacturers.
Starting later this year, the player
will read “bandwidth” (information
tracks) differently, enabling the
player to accept imperfect discs.
Petails onkh. caiain e pg. 72

REMEMBERING BILL

The name Bill O’'Donnell and the
name Bally will forever be linked in
industry history. One of the most
widely respected men in coin-op
passed away in July. Here’s our
RABUTE v i nn, e pg. 45

FLORIDA TAXES

The tax picture in the Sunshine
State is complicated, but we got a
smart guy to explain it to us.
Manley Lawson is chairman of the
Florida Amusement Machine
Assn.’s legislative committee. He
says the new law avoids immedi-
ate destruction of the industry and
now they’re ready to push for
“taxes we can live with”........ pg. 53

THE AUCTION BIZ

Auctions are getting more action
these days. From coast to coast,
operators are putting used equip-
ment on the block and finding out
what it's really worth. Distributors
like it because the operators can
apply the cash to new game buys.
Some auction experts tell us what

fEalimeans: il pg. 57
BOBIBONBEA S . 120
BUYERSEBUERENIN s 133
COVERISTORY St e 105
DATEBOOKE e 132
ERANKGIABKSE S 102
FUN CENTER FEATURE .. .. .. 97
GRAREVINE el i 27
JAPANESE CHART .......... 92
EATIINIMIE SIE e e e e 130
EERIER EROMEURGOPE . ... .. 34
NEWSIBIGEST . - nt 15
NEWIBROBUETS i i o 123
ONYOURMARK . ........... 28
OPERATOR INTERFACE . . . . .. 60
TECHNICALTIPS .......... 110
TOURNAMENT NEWS ... ... 116
VITASTITEES € Sl gt 131
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01 PUBLISHER

hen Bally’s Bill O’Donnell

passed away last month, I took
a moment to consider how dramati-
cally the company had changed its
business direction since his years.
When I came into the business in the
early '60s, Bally built pinballs (both
amusement and bingo varieties), an
occasional novelty game and Iots
and lots of slots. That very same
company today doesn’t build a single
amusement game but instead runs
340 health fitness facilities for a
member enrollment of over four mil-
lion people. This changeover wasn'’t Bill’s doing (he’d retired long
before that got underway). But it does show how a company can
change its stripes if that’s what management wants. And, yes, the
health club chain seems to be profitable!

omeone recently told me that change is the hardest thing a

human being can do. Whether that’s a matter of quitting ciga-
rettes, changing residences or any of the other mini-traumas we
sometimes have to tough out, it requires energy and courage.
There’s another mini-trauma about to visit this industry in the
form of that dread phrase “new technology” which may have to be
faced by even the most inert among us because “business as
usual” may not be so “usual” in the times ahead.

personally am about as inert on new tech as they come. I am

only slightly ahead of my father, who used to jump when the
phone rang as if calls only announced plane crashes (he also
yelled into the receiver as if there was a hose instead of a wire con-
necting him to the other party). I am a computer illiterate who still
uses a typewriter to do stories (the only one left here) and does the
books on a hand-written ledger. However (that’s a big “however”), I
have people here who know all about computers, modems and the
desktop publishing regalia I can’t even turn on.

o, if you're like me, and plan on going to the AMOA in New

Orleans, better bring along some computer-literate staffers this
time. There might be some very different ways to put music and
games into locations either being shown or discussed there...
“advances” (if you will) you’d better be familiar with if, or rather
when, we see what’s behind “curtain number three.”

Gl
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With Midway'’s
WRESTLEMANIA®,
players can reach

for wrestling’s biggest
stars... and slam

them to the mat!
Featuring the World
Wrestling Federation'’s
biggest, baddest
grapplers, captured on
video at Midway Studios
and digitized for real
wrestling action.

' 61 -1000 = Fax (312 ) 961- 10%0‘

eration e oo and WrestleMania are registered trademarks of TﬂanSporta, ‘ listinctive character names S and likenesses areftradenel
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NEWS DIGEST

1 NEW VIDEO

Williams/Bally-
Midway hosted distribu-
tors to a July 12 meeting
and product introduction
for the Bally pin Jackbot
(the second Pinbot
sequel). Also shown was
the new licensed Wil-
liams pinball Indy 500, as
well as the licensed Mid-
way video WWF Wrestle-
mania. All three games
should probably hit the
U.S. market this month,
said the firm’s Roger
Sharpe. According to
London-based trade mag
AB Europe, WMS has
also nailed down the
license to this summer’s
hit film “Congo,” based
on Michael Crichton’s
bestseller, for a fall pin-
ball release. ABE also
said WMS is thinking
about an Elvira sequel
and maybe a pin based on
Mortal Kombat: the Movie
(which arrives in theaters
this fall, starring
Christopher Lambert).
Behind the scenes, WMS
has completed its annual
summer “pause” for
inventory-taking and pro-
duction line revamping.
The staff roster has also
been revamped with the
departure of recent hires
Tammy Russo and Barb
Rosenthal from the mar-
keting department.
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TRADE'S
SUMMER
WEATHER:
PARTLY CLOUDY,
PARTY SUNNY

The summer season, tradi-
tionally soft for sales, is notably
quieter than usual this year as
the trade waits for new late-sum-
mer hits and fall attractions to
prompt (we hope) a more robust
national cash box. One of the
trade’s leading manufacturers of
staple products is offering big
price incentives to goose up flag-
ging sales. Another top staple
manufacturer has laid off factory
line workers for current goods,
even while R&D continues on an
exciting new generation of prod-
uct. On the plus side, distribu-
tors at least now have some
promising new pins and videos
to sell — thanks to WMS,
Capcom, Sega and Premier. (For
a while there, the new ACME
stuff had run its course and little
else seemed to be “on the
shelves.”)

The operating level is an
equally mixed picture. Typical
(i.e., smaller) mall arcades are
still seeing slower customer traf-
fic in quite a few cases; leading
chains are summarily pulling out
of “iffy” spots, while looking to
open bigger stores (20,000 sq. ft.
and up) whenever the deal and
the demographics are right. Plans
for upscale “location based enter-
tainment” projects are perking
and bubbling all over the place.
Many street operators long ago
pulled in their horns and tight-
ened their belts; having cut back
to a solid level of core business
and viable locations, some route guys now
feel skies are brightening a bit.

Legalized gambling continues to spread,

providing a boon for those who hitch FECs
onto the casinos. Yet flashy new riverboat
and/or casino complexes are also driving

August 1995

one or two longtime street ops out of busi-
ness, as customers desert traditional loca-
tions. In all, it’s a very spotty “national
weather map” for the coin machine industry
as we head into the heart of summer, 1995.

Page 15



MOBILE RECORDS EXITS ONE-STOP BIZ

After decades as a landmark in the music one-stop business, Mobile Records’
president Maurice “Brud” Oseroff announced on June 22: “We have determined it
is best for our customers and ourselves that we sell certain of our assets to ATM
Distributing and immediately stop doing business.” Mobile became famous for its
fleet of roving Volkswagon minibuses, filled with vinyl platters, which visited
operators and distributors in their home markets. ATM is a longtime, full-service supplier to
indy music retailers and jukebox operators; it shares a 75,000 sq. ft. suburban Cleveland facili-
ty with sister company Arrow Distributing, a music rack jobber and discount store supplier.
ATM also runs a separate 5,000 sq. ft. place in downtown Cleveland for jukebox ops and local
accounts. With a huge CD and 45 record library, plus over 200 music-oriented employees, and
everything from music software to title strips, ATM was designated the “preferred music dis-
tributor” of the state operator association, OCMA. They can be reached at 412/391-8182 (toll-
free voice number: 800/245-4805). Mobile’s old fax order line, 800-458-0870, has also been
taken over by ATM. By the way, Mobile Publishing, Inc. remains a going concern with their
monthly jukebox
journal, Street
Beat, continuing
to appear as an
independent ser-
vice under the
guidance of editor
Jeremy Tepper.
And, former
Mobile Records
exec Harvey
Campbell has
struck out on his

GoEmEes T

D

Music Co. (Pic-
tured at left is
Brud Oseroff , 3rd
from left during
happier days at
Mobile.)

own with Harvey’s

GAMING NOTES: WMS/BALLY, SEGA/IGT
DEALS ARE ON

As reported last month,
WMS, Inc. (owners of
Williams/Bally-Midway) have
mounted a friendly takeover bid
to purchase slot machine manu-
facturer Bally Gaming, Inc.
Under a July 22 “definitive
merger agreement” approved by
boards of both firms, Bally
shareholders would get .55
shares of WMS common stock
for every outstanding share of Bally
stock, and Bally would sell or recapital-
| izeits German operations. Spokesmen
i for WMS said the June 22 agreement

supersedes Alliance Gaming Corp.’s
unsolicited bid to acquire Bally, which
was reported in the July 1 issue of
Gaming & Wagering Business. Our
phone calls to Alliance for additional
| information went unanswered. In other
gambling news, WMS Gaming is now
licensed to sell slots to Mississippi’s

booming casino market.

Sega Gaming and IGT-Australia
announced an assembly and distributor-
ship agreement on July 17, giving the lat-
ter exclusive rights to assemble and dis-
tribute Sega gaming equipment in Aus-
tralia, New Zealand and New Guinea.
The two-year contract covers for Sega
titles and is described as the “first step”
in an evolving relationship between the
world’s largest slot maker and the
world’s leading vidgame factory.
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PHILLIP
MORRIS
BAGKS CIG
VENDOR
LIGENSE

Apparently believ-
ing the best defense is a
good offense, tobacco
giant Phillip Morris
U.S.A. on June 27
announced “Action
Against Access, a com-
prehensive voluntary
program to combat”
kids buying smokes.
Vending machines are
a major target of the
campaign. PM “said it
would support legisla-
tion to license cigarette
vendors and and pre-
vent youngsters from
buying smokes at vend-
ing machines,” report-
ed the Los Angeles
Daily News. PM fol-
lowed its press confer-
ence with nationwide
newspaper ads stating
that “We will join with
others in seeking state
legislation to prevent
minors’ access to ciga-
rettes in vending
machines” and “We
will intensify our
efforts to prevent the
use of our brand names
or logos an any items
marketed to minors,
especially video
games.” They're also
supporting super-
vised sales,
saying
“We

will join
with others to
seek state legis-
lation to require
that all cigarettes
be sold in sight of
— or under the
direct control of — a
sales clerk.”
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The players agree:
“We have created the greatest

Golf game ever!”
--Peter Jacobsen, Professional Golfer

N

I One to Four Can Play.

Select One of Three
Beautifully Designed
18-Hole Golf Courses.

Stroke and Skins Play.

Intuitive Golf Controls Allow
for Hooks, Slices, Backspin,
Long and Short Shots.

Reverse Angle and Instant
Replay Camera Views.

Varying Tee Zones anc
Pin Positions.

Leaderboard and Oth
Competitive High St
Features.

Adjustable Coinage
and Difficulty Sett »

Complete JAMMA
Compatible Horizo
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pntact your Local Distributor or Cal
ENTS INC. INCREDIBLE
] 4010 Winnetka
52 Rolling Meado
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= R AAMA and
IAAPA are congratu-
lating themselves on their first-
ever joint venture, the 1995
Asian Amusement Expo. Held in
Hong Kong during June, the
show was managed and orga-
nized by William T. Glasgow,
Inc. An estimated estimated
1,700 attendees toured 75
exhibitors in 111 booths, and it
seems good business was writ-
ten. Visitors (20 nationalities)
came from as far away as Israel
and Saudi Arabia. “Everybody

was very, very happy with
results of this show,” declared
AAMA Executive Director Bob
Fay. “It certainly accomplished
our goal, in partnership with
IAAPA, to make this the premier
Asian trade show. We believe it
will only get bigger and better in
the years to come.” The show
was reportedly dominated by
redemption factories; one or two
JAMMA member manufacturers
participated through their U.S.
subsidiaries. Next year’'s AAE is
planned for May 8-9, 1996.

OPS ASK, ALG DELIVERS!
(UPGRADES ON NEW
SHOOTING GAME)

American Laser Games sold out all the 33" versions of
Fast Draw Shootout, and now they’re shipping a 25” monitor
version that incorporates additional features requested by
operators. The new unit has about the same footprint as a
pinball (28” x 63”). It boasts external volume control so you
can hear those clever one-liners in noisy locations. A teflon
insert in the holster makes each draw feel quick and slick, yet
reduces wear and tear. New software now gives a tournament
option featuring a select group of gunfighters to ensure an
even match. A colorful, clearly written instruction panel has
been added into the onscreen instructions; it’s right under the
screen. Bill acceptor and ticket dispenser are optional.
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excitement now...earnings always...

BATMAN FORE

| Sega Pinball and the
: Caped Crusader strike

: again to bring you the _['_3\
' pinball sensation of the Py
: summer! In the theaters 8 ~—“§£

and in your locations,
Batman™ Forever will
pack ‘em in!

/\/./

FOREVER
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302.630.830

| 31012208 e
675,011,110

CREDITS 8

TEAM
TOTALSE

BALL 3

367,125,510

PLAYER 4

With our exclusive team play,
Batman and Robin can pair up
against Two-Face and The Riddler!
Try doing that on someone else’s
game.

Display effects so stunning, you'll
swear they were done on the Bat-
Computer!

Your crime fighting reflexes will
have to be razor sharp to get to the
top of the tower! Make the wrong
move and it’s curtains for the Dark
Knight!

Batman and all related elements are the property of DC Comics TM & © 1995.

Take hold of the Grip to
blast the ball out of the
rotating Batwing™! Hit
the right targets and
you'll earn super bonus
points!

Sega Pinball, Inc.

1990 Janice Avenue
Melrose Park, IL 60160
Phone: 708-345-7700
Fax: 708-345-7718



BUSTING BAD GUYS IN
MEKICO & KOREA

Industry enforcement specialists and Mexican gov-
ernment officials cooperated in a June 29 raid on a
Mexican business, resulting in the seizure of Sega
Genesis home vidgames which had been illegally
converted for home use...a criminal and civil offense
under Mexican trademark law. Target of the raid was
Micro Systemas in Colonia Salvador Diaz Nixon. This
according to AAG, the Anti-Counterfeiting Advisory
Group, the investigations arm of AAMA and JAMMA.
Mexican authorities had previously raided Elec-
tronica Universal for similar offenses; AAG’s Dick
Trindle said recent crackdowns on illegal coin-op
PCBs had probably pushed game pirates into convert-
ing home video product...Meanwhile, Japan’s Game
Machine Magazine says copyboard wars have been
heating up in Korea. Between January and June of this
year, Korean prosecutors arrested and charged 21
crooks for making illegal pirate copies of SNK’s
Samurai Shodown II. Around 40 more people are
under investigation in connection to the massive case,
which involves at least 5,000 copyboards (worth an
estimated $6.7 million) and a 11 wholesalers. “We
have managed to destroy a major part of the Korean
copier network,” SNK stated.

Acclaim Entertainment
recently turned in its fiscal
report card, showing third-
quarter gains of 18% (peri-
od ending May 31); net
income is up by 14% over
last year. They've been all
over the place with new
games, new ventures, new
acquisitions and new tech-
nology; their coin-op divi-
sion is expected to launch
its line at next month’s
AMOA Expo. By the way,
Acclaim’s merger with
Lazer-Tron was set for a
July 21 vote by the latter’s
stockholders. Deal was
already approved by the
U.S. Securities and
Exchange Commission, so
Uncle Sam is no problem.

Smart Industries and
Grayhound Electronics con-
tinue to strongly dispute
trademark claims to crane
product applications of the
phrase “Winner Every
Time” asserted by Ad-
vanced Games & Engin-

RePlay Magazine

eering. Smart has
produced old
advertisements

showing their

longtime use of

the phrase on crane
products, while Grayhound
has asserted “The U.S.
Patent Office was not
aware” of their use of the
same words since 1988.
Grayhound has also chal-
lenged AGE to withdraw
patent and trademarket
infringement claims or face
suit.

Pioneer New Media
Technologies merged mar-
keting efforts for consumer
and commercial products as
of July 1, saying the success
of public karaoke is driving
demand for home versions,
so a joint promo strategy
makes sense. One of the
combined department’s first
moves was to bow an
advanced home karaoke
system (CLD-V860) that
plays CD, CDG, laserdisc

movies
and laser karaoke.

Philips Electronics N.V.
has become a major investor
(to the tune of $3.8 million)
in Virtuality Group, the
British-based leaders in vir-
tual reality equipment. The
Dutch electronics firm now
owns 1.3 million new
shares of Virtuality stock at
$3.07 per share, represent-
ing 4.69% of Virtuality’s
enlarged share capital —
that is, they will own it, as
soon as the new shares are
listed with the London
Stock Exchange (this was
expected by June 30).
Virtuality said the new infu-
sion of funds represents a
“major vote of confidence”
and will be used for general
working capital require-
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ments. Virtuality’s fiscal
1994 sales were up 69%
over the previous year.
Oriental Trading Co.,
which among many
other things supplies
redemption prize merchan-
dise to the coin-op trade, is
exploding with growth. The
firm has nearly doubled its
workforce to 4,600 people
this year. An ongoing $11
million expansion program
calls for an additional
450,000 sq. ft. of space (at
least) in new facilities and
add-ons to existing plant.
Adam Moloney (grand-
son of Bally founder Ray
Moloney) is running a one-
man show at Moloney Mfg.,
pushing out Fun Merchant’s
popular Rage In the Cage.
This nifty basketball toss
game takes up Moloney’s
entire plant floor capacity,
we're told. Adam is barely
keeping up with demand
and needs to bring in a
Saturday production crew!
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YOSHI SUZUKI EXITS = ADUANGED GDS WILL ARRIVE

TAITO AMERICA, NEXT YEAR
anMs 0WN HBM Sometime in May or June ‘ two formats of advanced CDs
of 1996, a new type of CD cre- (much as the home video mar-
i
1

D

GBS, A

ated by Philips Electronics ket supports several formats
Brimming with confi- and Sony will arrive on the- now). But if and when the
dence and optimism, market, able to hold three music, computer and home
Taito America prexy times as much data as today’s video movie industries do
Yoshi Suzuki exited that compacgt discs — including switch to advanced CD format,

post as of July 15 to start audio, text, still video and then our industry will eventu-
his own firm, Midwest full-motion video. This new | ally have no choice but to
Amusement Corp., in format is called “multimedia | make the changeover as well.
the Chicago area. He compact disc” (CDMM). Get more details about this in

told us he’s already
considering three pos-
sible Japanese products
to license and build in
the U.S.; downstream
he may even design
and manufacture his
own equipment. “I've
got a lot of good con-

| Philips execs have told RePlay | our story on page 77.
that “several” jukebox manu-

facturers have expressed a
possible interest in using
CDMM in future juke-
box products. But
don’t get ready for a
jukebox revolution
just yet: Time

tacts in Japan, and I believe we’ll be able to offer | Warner and
some excellent product that’s well suited to the | Toshiba have co-
American market,” Yoshi stated. At presstime, he was | created a com-
recruiting members to the Midwest Amusement team; peting format,

708/934-9986.

for 1996
market
intro. It
could take a
while

before one
brand or the
other wins
out; it’s even
possible the mar-
ket could support

1
we’ll report more as available. You can reach Yoshi at | also slated

- THE MAGIG ANSWER TO ALL OUR
- PROBLEMS: DOES IT EXIST?
\

\

A small group of U.S. operators is floating a fascinating proposal
| these days. They want coin-op trade associations around the world
| to agree on a single, universal hardware platform for video. Next,

| they want manufacturers to sell all new vidgames to operators in a
| common software format for this system, at a very low cost. You
| may be surprised to learn this notion is technically “do-able,” or
| will be very soon. In fact, at one time AMOA envisioned asking
| factories to put all software for its National Amusement Network
onto advanced CDs... and now, it turns out that Philips, Sony,
Time Warner and Toshiba have developed advanced CD formats
which could handle exactly this kind of programming. On the
other hand, is there really room for innovation (or any need for
operators) if you're locked into a single, simple software format?
RePlay editor Marcus Webb examines pros and cons of this
idea for today’s industry in an essay titled “The Magic, Simple Easy &
Cheap Solution to Today’s Challenges.” It starts on page 85.
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GOIN CONCEPTS &
SHARP IMAGE:
NEW ADDRESSES

As of Sept. 1,
1995, you'll
find Coin
Concepts
Inc. ata
new

address

that’s
twice as big as
their old facility. That’s 19
Lexington Ave., E. Brunswick, NJ
08816. Phones remain the same. CCI's sales & mar-
keting veep Gary Warner said the move was prompt-
ed by the need for faster production of successful titles
like Home Run Hitter, Triple Play and Airruption. He
also hinted at a “top secret project” in the works at
CCL

D

G E- ST

Sharp Image Electronics has moved to 9160 Jordon
Ave., Chatsworth, CA 91311. Phone and fax remain
the same.

The Place
Where Successful

Crane Operators
Buy Plush!

"Success Plush has been a wonderful tool in making
our redemption center successful."”
Colleen Murray - Funland

"My cranes are up 15% over last year and I can only
attribute that to one thing, Success Plush, their

quality product & great service."
L.M. Mikkelson - M&M Cranes

"Success Plush is THE BEST plush supplier we have
used in our nine years in the crane business!"
Charlie Mack - Mack Vending

Call Today!
LCCESS 1-800-396-8888

Plush, Inc. 10660 Kinghurst Drive
Houston, TX
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PEOPLE ON THE MOVE

Gregory Ballard is
the new president of
Capcom Entertainment,
their newly renamed
home video division.
He'll oversee sales, mar-
keting, licensing and dis-
tribution, working close-
ly with Capcom’s new
“digital studio” staffed
by 40 game designers,
artists and programmers.
His previous posts
include serving as COO
and CFO of Digital
Pictures, a successful
vidgame publisher that
helped pioneer the use
of full motion, live
action sequences in
interactive software.

Helen Hanson is
Namco America’s new
director of manufactur-
ing, a post she assumes
after nearly three years
as their operations man-
ager. She’ll report to
prexy Kevin Hayes and
be responsible for all
manufacturing opera-
tions and strategy. Before
joining Namco she
racked up 10 years in the
microcomputer and
semiconductor indus-
tries.

Paul Chilopolous is
the new sales rep at C.A.
Robinson & Co. distribu-
tors in Los Angeles, fol-
lowing a stint as Merit’s
west coast sales manag-
er. He’ll help expand
CAR'’s operator base, and
his experience of work-
ing closely with ops
should prove valuable in
helping customers
choose appropriate
equipment for their loca-
tions.

Jay Rubinstein is the
new amusement division
sales director at Good
Stuff Corp., the redemp-
tion merchandise manu-
facturer and supplier.
Joining GSC after 12
years with Dan Brechner
& Co., he’ll focus on
expanding their FEC
division. The firm is a
diversified maker of con-
sumer products, with
many top licenses in
their portfolio.
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HELEN HANSON

JAY RUBINSTEIN
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RX FOR ARGADES:
IMAGINATIVE THRILLS

end of the business has been having a

tough time. Standard-sized arcades
and mall-based FECs have lost a good
deal of traffic. Most are still making
money — but often, just enough to break
even. Other fun centers of this type are
not making enough to justify costly real
estate lease rates; the chains are looking
to pull back from such spots.

One top arcade chief told us, “Re-
demption has basically done its bit to
broaden our customer demographics,
and big simulators have earned well.
What'’s needed now,” the chief said, “is
for a brand-new, compelling attraction to
come along that
can really whip
up player excite-
ment. But frank-
ly, as I look into
the future, I'm
not sure what
this new attrac-
tion could be.”

“Hey, wait,” you may be asking.
“Aren’t arcades the home of redemption,
the big money trend of the last few
years?” Yes, but redemption by itself is
usually not enough to make a fun center
into a stand-alone success. In most loca-
tions, redemption needs to be combined
with a definite, unique attraction that
will draw people into the store in the first
place. Maybe it’s dazzling, super-hot
video simulators. Maybe it’s virtual reali-
ty. Maybe it’s strong family/kiddie orien-
tation (games, theming, softplay, party
rooms). Maybe it’s food and drink.

Lately, none of the above attractions
has quite done the trick alone; success
has required a mix of several (or all) of
them. This helps explain why the growth
end of the arcade sector is in larger, fanci-
er places. One arcade chain leader says
they’re trying to expand most of their
stores to 20,000 sq. ft. each, and up. As
you'll read elsewhere in this issue, Dave
& Busters (average size 50,000 sq. ft.) is

F or the last year or so, the “glamor”
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going strong and growing steadily. In
fact, they’re gaining more imitators every
day (some are named Blockbuster, Sony,
Village Nine Leisure, Cineplex-Odeon
Theaters, etc.). These places aren’t just
arcades, they're “cybermalls”!

Personally I've had a theory that re-
demption and novelty games are “what
the industry does when it’s marking time
between trends.” This happened during
the first penny-arcade days of the 1910s
(after the initial jukebox bust). It hap-
pened again in the first big crane era of
the 1950s (after the second jukebox bust).
Now it’s happened a third time (after
home video eclipsed the classic video
upright). If correct, my theory confirms
what the arcade chief, quoted above,
said: it’s time for the next big trend to
arrive which will revolutionize...and
revitalize...the business.

Meanwhile, arcades and FECs still
depend in large part on teens and twen-
ty-somethings, which means they’re
more vulnerable to the ever-expanding
menu of entertainment competitors.
Movies are having a good year, home
video is more sophisticated than ever,
and interactive vidgame TV channels are
continuing to invade new markets. All of
this has a negative impact on an arcade
biz that’s searching for its next big win-
ner. The good news is, if you base your
business on trend-driven customers,
they’ll rebound with a vengeance when
you do find your next attraction.

I don’t know the answer to this prob-
lem, but I am aware of the height of the
bar we've got to jump. Taking a cue from
today’s successful theme parks and
movies, coin-op needs “super thrill ma-
chines” that create heart-pounding,
mind-blowing excitement at the same
adrenaline-rush level as a 1995 roller
coaster, or the latest slam-bang Arnold
Schwarzenegger movie. Reaching this
goal is very tough, but it’s the reality of
what we’re up against.
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CHANGE
WILL DO YOU
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GPS 1. Changes Old Games Into

$15C

REBATE

Trade in any old “B” board
and get a $150 rebate
on any new “B” board! __




Exciting New Hits... In A

LREECN

OF THERTIR .~ B urcon

Introducing a whole new way to turn your old moneymakers into new Capcom moneymakers.
We call it CPS . You'll call it magic.

Now you can have more games and more profits - in a snap! CPS #is made up of an “A”
hardware board and a snap-on “B” software board. To convert an old game to a new Capcom hit, all you
need to do is attach the new game’s “B” board to the same “A” board - and you're in business!

And, of course, GPS M plays fast and responsive, with incredible graphics that are dramatically real and our
three-dimensional audio system that literally follows all the action.

CPS ll, exclusively from Capcom. The change will do you good.

®
COIN-OP, INC.

3311 North Kennicott Rd., Arlington Heights, IL 60004 Phone: 708-797-6100, Fax: 708-797-6208
MORTAL KOMBAT I is a trademark of Bally/Midway. PRIMAL RAGE is a trademark of Time Wamer Interactive. HS-5 cabinet is a trademark of Dynamo Corporation.



From the shimmering rope lights and mirrored panels to

the high-flying catapult coin shooter and all the bells and

whistles, Eureka really knows how to shine. Its casino

appeal and innovative configuration draw in the crowds

and the coins. And the well-constructed, simply-designed

cabinet and operator-friendly adjustments and diagnostics

keep the game and collections in top form.

* Six operator adjustable tiers for pay-out control

* Cascading coin effect

* Unsurpassed reliability: heavy gauge mechanics;
super-sturdy coin acceptor; single- housing coin
mechanism; tempered glass

* High visibility cabinet

* Available in token in-ticket out or token in-token
out format

* Multi-token play

* Uses standard .900 tokens (update kit for other
sizes available)

* Holds over 3000 tokens

* Small footprint

® Built-in in/out counters

e Tilt alarm

* Fun for the entire family

® " 5 ;
WIDTH: 25 5/16” (64 cm)

DEPTH: 46” (117 cm)
WEIGHT (uncrated) 365 Ib (165.5 kg)
WEIGHT (crated) 410 Ib (186 kg)

3311 N. Kennicott Rd. Arlington Heights, IL 60004 Phone: 708-797-6100 Fax: 708-797-6208
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FEGS LAG IN EUROPE

BY CHRISTINE BUTTERWORTH

Once again, we present
“Letter from Europe,”
brought to us by
Christine Butterworth
and her colleagues at
InterGame, the UK-based
monthly.
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The Iberian Peninsula, Spain and
Portugal, is being recognized as having
the best potential for family entertain-
ment centers on Continental Europe.
Although FECs — dominated by family
rides, novelties and redemption equip-
ment — have a measure of success in the
UK, the rest of Europe has been demon-
strably slower on the up-take than North
and South America, the Middle East and
Asia. It is thought that the fact that low-
level slots, or amusement with prizes
machines (AWPs), has stunted the
growth of FECs and made Europe lag
badly behind the rest of the world in the
move for FECs. But there has recently
been consider-
able evidence
that in Spain
and Portugal
things are
somewhat dif-
ferent. An FEC is opening shortly in
Lisbon, the Portuguese capital, contain-
ing Bowlingo and other games as part of a
major shopping mall. It is due to open in
November and is being run by the largest
FEC operator in Portugal, Amiro Leito
from Oporto.

In Spain the main development is the
Gloria Shopping Mall in Barcelona, a
joint venture between distributor Segasa
and operator MGA, which is Spain’s
largest FEC operator. It is planning three
more centers in the next 12 months.
Another is at Zaragoza and a further one,
this time between Segasa and Piccadilly,
is planned with 1,000 sq. meters in
Madrid later in the year. Segasa’s Eddie
Morales told us that he reckons that as
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many as 30 major FECs will open in
Spain and Portugal within the next two
to three years, each between 500 and
1,500 sqg. meters. Sega is also moving into
Spain with Sega Amusements Europe
tying up a deal with the major Spanish
department store chain, Corte Ingles. The
first FEC will be in the San Jose de
Valderas store in Madrid.

Cranes in Spain are picking up again
following a change in law which permit-
ted their use in locations other than trav-
elling fairs or carnivals. The recent FER
show in Madrid saw a big revival of
crane machines. Similarly, there has
been a resurfacing of the Spanish pinball
market. Years ago both Spain and Italy
actually built their own pinball games
and some were exported to other
European countries, but they died out
largely through a lack of quality. At the
FER show there were three indigenous
Spanish manufacturers with products to
show, Sleic-Petaco, Spinball and Mac.

Gaelco of Spain, one of the most suc-
cessful indigenous European manufac-
turers of video games, has launched a fol-
low-up to its best-ever game, World
Rally. The new game, World Rally 2, has
a board which is capable of driving two
linked units simultaneously which sig-
nificantly adds to its cost-effectiveness.

ITALY

Italy continues to provide the focus for
the European industry, with increasing
optimism that the new law permitting
some type of redemption game will be
passed after years of effort by the trade
associations. During June and July con-
stant politicking in the Italian Parliament
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TOKENS

IN THE RACE
FOR QUALITY,

WINNER

HOFFMAN &HOFFMAN
EVERY TIME!

« Custom Tokens shipped in
ten days

¢ Minimum custom order is
1000 Tokens

« Lowest prices in the country
« Highest quality

« Youcanbuythe best Tokens
for less. Check our prices
and see

HOFFMAN & HOFFMAN

P.0. Box 896, Carmel, CA 93921

800-227-5813

FAX: 408-649-3318

"Quality is our family tradition”
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has seen the proposals approved by
the House of Deputies and by the
government and it now needs only
approval in the Senate to get it into
law. The two trade associations,
SAPAR and Sindaut have combined
to piece together proposals which
they have subsequently taken to the
civil servants to turn into potential
legislation. It provides for a type of
low-level gambling machine but with
prizes in merchandise—-effectively a
redemption game-using tickets or
tokens to build up values.

The games must pay out no more
than 10 tokens or tickets for each
game which will be exchanged for
merchandise. Key to the proposals is
the point that the games must contain
a “preponderance” of skill. The
industry is very keen to find out just
what a “preponderance” of skill actu-
ally is, who will decide whether each
game contains such a level and how
it will be evaluated. It is such a long
way short of what the industry origi-
nally wanted —a kind of modest slot
machine in common with its coun-
terparts in other areas of the
European Union (Germany, the UK,
Holland and Spain have them), but as
one SAPAR official put it: “This is a
start. If this can be got through into
law then it gives us something to
work on for the future.”

Lorenzo Musicco has been re-
elected president of the Italian trade
association SAPAR for his fourth
term of office. Vice presidents elected
at the annual meeting include Renzo
Ferrari as first VP, Tiziano Tredese,
Mario la Mastra and Mario Teressi.

HOLLAND

The Dutch coin machine trade
show, VAN-Expo, has been called off.
The show was set for early November
and is one of the key shows in
Europe. It had been set for the giant
Rai Centre in Amsterdam. The spon-
soring trade association, the VAN,
pulled the plug on the show because
the repressive new laws in Holland
are still in the process of being argued
and the industry simply would not
know what type of machine it will be
able to sell come November. The
plans are to run the show at the same
venue in 1996.

Holland’s leading amusements
operators, Janshen-Hahnraths, has
opened another of their spectacular
amusement centers under the Fair
Play brand name. It is the 23rd in the
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series and the second flagship center
to have a Roman theme. The
Colosseum at Brunssum covers 600

. square meters and is designed around

a Roman forum with pillars, atten-
dants dressed as Romans and statues
and replicas from the movie
“Cleopatra.” Holland’s operators have
a deserved reputation for running the
most lavish arcades in Europe.
Internationally renowned spare
parts supplier Suzo, celebrated 40
years in the coin machine business
with an elaborate party in Rotterdam.

. The company had 450 guests from all
' over the world and sat them down to
| abanquet and entertained them with
' top Dutch television stars. The

' Suverein family which runs Suzo,

| were out in force to mix with their

| guests and patriarch Cor Suverein

and son Patrick, both made speeches

| in Dutch and English.

UK

Alan Willis, General Secretary of
the British Amusement Catering

| Trades Association (BACTA) for the
| past 30 years and one of the leading
| and most influential figures in the

- European business, has retired from
' office. Mr. Willis remains a consul-

tant to BACTA and has been appoint-
ed a director the ATEI management
company. He was feted at a barbecue
reception held at BACTA’s London
headquarters when several past
Presidents of BACTA made speeches
of appreciation and Mr. Willis
received momentos from the organi-

. zation in thanks for his work.

GERMANY
German PCBs distributor Tuning,

| has designed and developed its own

game, Mad Donna, a 60-stage maze

| game with exotic interludes if you are
| asuccessful player. The game was

' designed in-house but the boards are

| built in Asia.

The Informationsgesellshaft

Munzspiel, an organization set up in
| Germany by the coin machine indus-
| try to disseminate information about
. the business, has a new director.

Jurgen Lohmann has taken up the

| post in succession to Heinz

Warnecke, who turned the organiza-

| tion into a successful unit a few years
| ago, after several failures by others in
' what is regarded in Germany as a

. thankless task.

*
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Green Coin Machine Distributing, Inc.
2961 Drywall Drive ® Myrtle Beach, South Carolina 29577  (800) 232-6467




PLAY VEGAS STYLE BLACKJACK WITH VEGAS RULES
“ CAN BET UP TO $100.00 PER HAND PER STATION
BLACKJACK CAN SPLIT / DOUBLE DOWN
INSURANCE PAYS: 2 TO 1
MULTIPLE DECKS: 1 TO 8 DECKS

MONITOR CABINET AND HEADER:
HEIGHT: 84"

WIDTH: 60"

DEPTH: 30"

INDIVIDUAL PLAYER CONSOLES:
HEIGHT 43~

WIDTH: 217

DEPTH 227

(ASSEMBLED) 120” X 76”

39” COLOR MONITOR
CABINET COLORS - BLACK OR GREEN WITH CHROME TRIM

C V U HIGH SECURITY BILL ACCEPTORS W/STACKERS $1, 5, 10, 20, 50, 100
STAINLESS STEEL PLAYER CONTROL PANELS WITH EASY TOUCH BUTTONS
ADJUSTABLE CREDIT VALUE FROM .05 TO $1 PER CREDIT

RECEIPT PRINTER

DUAL SPEAKERS

VOLUME CONTROL:- AUDIO PROMPTS

ADJUSTABLE TIMER SETTINGS

PROGRAMMABLE DATE, TIME, AND LOCATION

LOCKED STACKERS ON BILL ACCEPTORS

INTERNAL BOOKKEEPING - FOR AUDITS ON EACH STATION WITH TOTAL INS AND OUTS.
BACKUP HARD METERING

DUPLICATE COPIES OF ALL PRINTOUTS

BATTERY BACKUP - GAME WILL RUN FOR 10 MINUTES WITH NO POWER - ELIMINATES ALL
SURGES OR BROWN OUTS.

This game was built by a family with over 40 years of experience in the coin-op
business. Now, you can purchase this fine machine for your own.

2961 Drywall Drive « Myrtle Beach, South Carolina 29577 - (800) 232-6467

Offered for sale in legal jurisdictions only.
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Void where prohibited by law

nnw E®
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s the summer winds
down, many opera-
tors are already look-
ing at their receipts and
trying to figure out how to add a lit-
tle more zest to next season’s collec-
tions. AMOA Expo 95 might just have
the ingredients they’re looking for: a tasty
selection of choice new equipment, prod-
ucts and services seasoned with a generous
helping of fresh business ideas. And this year, it's
all served up with the flavor of New Orleans!

AMOA Expo ’95 will be at the Ernest N. Moral
Convention Center, adjacent to the Crescent City’s famed
French Quarter, on Sept. 21-23. Organizers are expecting more
than 1,000 booths at the annual trade exhibition, featuring the
latest in games, music, vending and supplies. There’s also an

ongoing line-up of valuable educational semi-

nars, which (as usual) are free to all

registered attendees, plus the count-

less networking opportunities that

make this an unparalleled learning
experience.

But don’t forget to have fun while
you're there. Some of the social events
planned include the AMOA Member

Welcome Reception on Thursday

evening, and the annual Awards Show &

Banquet (featuring Tanya Tucker) on

Friday. Other optional activities that can

Tanya T . be arranged through the show include
Ucker  cooking and gardening tours, as well as a
guided trip through local swamps.

Showgoers will also have plenty to do in the immediate
area, with its numerous shops, restaurants, museums, his-
torical buildings and other points of interest (although

pack an umbrella just in case, as afternoon showers are
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St. Louis Cathedral: Explore the oldest active
cathedral in America in the heart of the French
Quarter.

common this time of year).

Most of the scheduled events,
including seminars and the banquet,
will take place at the Convention
Center. AMOA has arranged special

show.

winner at least year's
Hesch Scholarship Fomlm-
dation Drawing at Expo '94
in San Antonio.

T R e S

AMOA EXPO HOSTS HESCH
SCHOLARSHIP FOUNDATION DRAWINGS

iving more kids an opportunity to receive
a good education is a wise investment in

our future. Showgoers at Expo 95 will
have a chance to help by participating in this
year’s AMOA Wayne E. Hesch Scholarship
Foundation Drawings held throughout the

Established in 1985 in memory of AMOA's
1978-79 president and administered by the
AMOA Education Foundation, the Hesch Scho-
larship Foundation has awarded a total of 216
scholarships to worthy students since its in-
ception. Future scholarship awards will begin

with ticket sales for the Foundation Drawings

” - at Expo "95. Tickets cost $25 each or a book of
oung volunteer picks a  five for $100 (tax deductible), and can be pur-
chased at the Hesch Scholarship Foundation
Booth located inside the exhibit hall, near the
main entrance. You can also purchase them
from individual Committee members.

Each day, drawings will begin at 3:00PM
(3:30PM on Saturday) for equipment, merchandise and prizes dona-
ted by manufacturers and suppliers. The drawings conclude with a
Grand Prize Drawing of a travel voucher. On Thursday, they’ll be giv-
ing away a $1,000 travel voucher; on Friday, it’s $2,000; and on Sa-
turday, it’s $3,000! And of course, taking your chances on a ticket al-
so means giving a few bright youngsters the chance they deserve.

Jazz: It doesn’t get any better than this!

Advanced show reg-
istration must be post-
marked or faxed by
Aug. 22, and must in-
clude full payment in
order to be processed.
Anyone who hasn’t reg-
istered in advance will
have to do so on-site.
All badges will be
handed out upon arri-
val to the Convention
Center, in the lobby
area outside of Exhibit
Hall B. Hotel reserva-

hotel rates for Expo ’95 attendees,
which are available only through the
Housing Bureau. The five participat-
ing hotels are the Hyatt Regency New
Orleans, Sheraton New Orleans,
Doubletree Hotel New Orleans, The
Monteleone, and the New Orleans
Hilton Riverside. While the Hilton is
only a short walk to the Convention
Center, a shuttle bus service will op-
erate for those staying at the Sheraton,
Doubletree and Hyatt (guests at The
Monteleone can catch the shuttle at
the Sheraton).
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tions made through the
AMOA Housing Bureau must be
received in New Orleans by Aug. 21,
and any changes or cancellations
should be made in writing prior to
Aug. 28. For more information on
housing arrangements, contact the
Bureau at 504/522-6123.

A special air travel program has
been arranged with American and
Delta airlines through AMOA'’s travel
coordinator, ATI Travel Mgmt. To ob-
tain the limited discount, contact
American at 800/433-1790 and ask
for Star File #S0595KV; or contact
Delta at 800/241-6760 and ask for File
#R0628. Discount car rentals are also
available from Hertz; to make a reser-
vation, just call 800/654-2240 and
give the agent ID #13794.

If you have any questions or need
additional information, contact the
special AMOA Expo ’95 Hotline at
312/245-1021. In the meantime, don’t
forget to mark you calendars for three
hot days in September. *

Enjoy a nice quiet meal in the courtyard of one
of the famous French Quarter restaurants.
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FIFTH ANNUAL FUN ExPO
BRINGS ITS TARGETED, MULTI-
TIER SEMINAR PROGRAM TO
ORLANDO, OCTOBER 7-10

The FEC business has been grow-
ing and so has the show that serves it.
The International Family Enter-
tainment Center Association will
hold its fifth Fun Expo on Oct. 7-10 at
the Orange County Convention
Center in Orlando, Fla. Along with an
exceptional showing from leading
manufacturers and suppliers, previ-
ous shows has always been praised
for their outstanding seminar pro-
grams and this year should prove to
be no exception, with over 50 educa-
tional sessions designed for both
newcomers and veterans.

On Saturday, even before the trade
show opens, organizers have planned
a full day of seminars, luncheons and
activities. Showgoers are encouraged
to attend strategic marketing panels
and a first-time industry forum on
safety and crisis management, with a
special focus on modular play equip-
ment.

“The challenges faced by family
amusement businesses after their first
or second year are enormous,” said
director of attendee programs
Michelle Leberfeld. “We wanted this
year’s seminars to reflect the need of
small businesses to remotivate, per-
haps even reinvent themselves year
after year. No other show gears its
seminars as specifically to the exist-
ing FEC business.”
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Building on E

This year’s Fun Expo conference
program — four full days of seminars
— includes more in-depth sessions
for industry veterans seeking the lat-
est information and networking
opportunities. Expanded and upgrad-
ed roundtables along with targeted
luncheons for developers as well as
owners and managers of facilities
under 10,000 sq. ft. will be held. New
seminars, taught by experienced pan-
elists in each field, add themselves to
an already impressive line-up.

For veteran fun center operators,
Fun Expo has put together a group of
seminars designed to help with man-
agement and strategic planning. A
few titles include “Year Two: Sur-
viving the Sophomore Slump,” “Be-
ing a Great General Manager,” “Visi-
tor Itinerary Programming (VIP): Giv-
ing Customers What They Want” and
“Go-Kart Repair/Maintenance Certifi-
cation Program.” New challenges for
route operators are tackled by a panel
of experts at a seminar titled “New
Opportunities for Operators: Beyond
Video into the 21st Century.” And
even the most experienced techni-
cian can glean of few tips from Randy
Fromm’s Tech School, which this
year will host “Video Game & Pinball
Machine Troubleshooting,” “Under-
standing & Repairing Ticket Dispens-
ers” and “Redemption Game Troubl-
eshooting & Repair.”

At least a half dozen presentations
will extensively cover important as-
pects of marketing, including “Party
Marketing: Gaining the Competitive
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xcellence

Edge with Parents,” “The
Printed Word: Brochures,
Ads, Flyers & Coupons that
Produce Results” and
“Marketing Roundtables:
Focus on Group Sales.” Food
and beverages get ample
attention, from a basic intro-
ductory seminar to “Make
Food Service a Profitable At-
traction for Parties & Other
Group Business.” There’s
even a double session on
employee motivation as well
as “Employee Policies/Cus-
tomer Service Roundtables.”

Newcomers to the fun
center phenomenon (and
potential investors) should
consider the broad slate of
development sessions sched-
uled for the entire day of Oct.
7. Another special full-track
day is made up of sessions
covering “Miniature Golf &
the New Outdoor FEC.” Other semi-
nars will focus on shopping centers,
such as “The New Themed
Entertainment Destinations: LBE,
UED & AEC,” “Identifying the Best
Location for Your FEC: Is Fun
Feasible Here?” and “Real Estate
Lease Negotiations for FEC De-
velopment.”

Rounding out the seminar sched-
ule are presentations specializing in
redemption, financing, high-tech
games and rides, rotating and placing
equipment, party rentals, strategies
for bowling centers and skating rinks,
and safety-oriented sessions titled
“Fight for Your Insurance Rights:
Affordable Liability and Workers
Comp for Your FEC or CEC” and
“Safety Management: Safety Plans,
Emergency Plans and Local
Regulations.”

Along with all these invaluable
seminars, Fun Expo ’95 is also
expecting their biggest floor show
ever. Attendees will find manufactur-
ers of the latest major and kiddie
rides, simulators, VR and laser games,
soft modular play systems, coin-op
and redemption games, custom char-
acters and mascots, rental equipment
and food/beverage supplies. There
will also be a showcase of children’s
entertainers from across the U.S.

For more information on Fun
Expo ’95, contact show manager
Bailey Beeken, c/o: Fun Expo, 242
Central Ave., White Plains, NY
10606; 914/993-9200 or fax 914/993-
9210.
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ill O’Donnell, for-
mer chairman and
CEO of Bally

Manufacturing Corp., lost his
battle with cancer Tuesday
morning, July 11, in Palm
Desert, Calif. Although he’d
been inactive in the coin
machine industry for some 15
years, O’'Donnell’s legacy was
so huge, his friends so numer-
ous and the events he set dur-
ing his lifetime so on-going, he
may just as well still have
been in the saddle.

The Chicago native began
his star-crossed career with
Bally in January 1946, accord-
ing to a biography written in
1987 by Philadelphia’s Sharon
Harris. Founded as Lion Man-
ufacturing by Ray Moloney,
the company was gearing out
of war production and back
into pinball manufacturing at
the time. O’Donnell’s job was
as purchasing director.

When Moloney’s sales
manager George Jenkins left in
1951, O’Donnell assumed his
duties. They were heady times
as Bally introduced a shuffle
alley in 1949 and bingo-styled
pins in the early 50’s. Pinball
remained its mainstay.

Moloney and O'Donnell developed a glcnng ideas on how the company should [, "5 6l (above lefty was
close friendship during these years. When e run). honored by the American
. : : . : y
Moloney died in a plane crash in 1958, O'Donnell ultimately sought funding Amusement Machine Charitable
the shock to his sales manager was both from a group of investors and bought the Foundation in 1987. Providing
emotional and “industrial” (the Moloney ‘ family out, assuming the post as president the entertainment that evening
family, according to Ms. Harris, had con- | and charging into product development Wes el Siitens {ght)
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Bill O’Donnell addresses
the banquet room-full of
personal and industry
friends during the AAMCF
banquet held during the
1987 ACME show in New
Orleans. Below right, Bill
Jr. speaks very emotional-
ly about his father for
those in attendance.
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~ with the company.

With slots thriving, pins oompehng
decently and a broader scope in novelty
amusements brought to the firm via the
acquisition of Midway Manufacturing,
O’Donnell sought to take the company pub-
lic. The first stock hit the streets on March
17, 1969 at $15 per share and was selling at
$23 before closing.

Bally’s product sales in the
latter part of the 1970’s were ous-
tanding, and stock movement
reflected it. They created and
then rode the solid state pinball
revolution under O'Donnell’s
watch. Their Midway division
followed with big numbers in
the new video game arena. And
then New Jersey legalized casino
gambling in Atlantic City.

But while Nevada had grant-
ed O’'Donnell a personal gam-
bling license back in the 60’s,
New Jersey would not. Rather
than thwart the opening of his
dream...Bally’s Park Place Hotel
and Casino in Atlantic
City...O’Donnell bowed to pres-
sure and resigned his positions

The hotel opened, Bob
Mullane took over as Bally’s
chief and O’Donnell went into
what’s best described as “forced retire-
ment”, watching from the sidelines as
Midway broke all previous production
records in the industry with its Namco-
licensed Pac-Man video game series.

In the years to follow, however, Bally
slowly but surely metamorphosized from
an amusement and gaming manufacturing
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ofmanyyears
yearsofthatAAMAaﬁalr
Inreoenthmes he remarried his friend
Ellie and maintained residences in both

~ Winnetka, I1l. and Palm Desert (where he

died). Besides Ellie, he is survived by sons
Bill, Jr., Jack, Dan and Tim, daughters
Kathleen, Ann and Jane, two brothers and
14 grandchildren.

Services were held Saturday, July 15 at

Saints Faith, Hope and Charity Catholic
Church in Winnetka, at which many
friends and industry people were pre-
sent...present to say goodbye to a man the
like of which rarely crosses anyone’s lives
but has crossed the lives of many in this
business. Thanks for everything, Bill, and
may you rest in God’s peace.
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STOP
SHOP

CAPCOM, INC. EMERGES WITH A
BROADER PRODUCT LINE,
INCLUDING VIDEOS,
REDEMPTION AND THEIR FIRST
ENTRY IN THE PINGAME
MARKET, ‘PINBALL MAGIC’

It became official June 1, 1995.
Capcom USA is now Capcom Coin-
Op Inc., having merged with
Arlington Heights, Ill.-based Game-
Star, Inc. and moved into that compa-
ny’s 115,000 sq. ft. factory. At a June
28 distributor meeting, company
execs hosted a tour of the new head-
quarters, showed their newest video
releases and took the opportunity to
proudly unveil Capcom’s first flipper
game Pinball Magic, which goes to

Tim Jackson (at left), Capcom’s director of sales and marketing, stands
with American Vending Sales’ Frank Gumma Jr. while other distributors
check out the new pingame.
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Capcom'’s first flipper release, Pinball Magic, with game designers (from left): Mark Ritchie, Bryan

Hansen and Python Angelo.

market this fall.

Calling it a “one-stop shop,” presi-
dent Mike Stroll said Capcom Inc.
will be the central source for all
Capcom coin-op games sold in North
America, Europe and possibly a few
countries south of the border. Mean-
while, Capcom Entertainment, which
only deals with the firm’s consumer
products, remains in Sunnyvale,
Calif. The company believes this
move will not only better serve their

customers but will also have a strong
effect on the market for parallels.
(Presumably, controlling worldwide
release dates from a single shipping
point will give Capcom more lever-
age in when and how often games
manage to cross from one market into
another.)

The big news was the introduction
of Capcom’s much anticipated pin-
ball game. Pinball Magic made its
debut with a well-planned interrup-
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Capcom Coin-Op, Inc. prexy Mike Stroll discusses a few aspects of the
company's new direction with distributors.

RePlay Magazine



You've got lots of
amusement machines.

You've got a great
looking operation.

You've got plenty
of employees.

You've got a problem.

Introducing DATAEYE™, the tamper-proof accounting system that
monitors your operation 24 hours-a-day whether on site or remotely.
No more lost profits due to employee error, theft or machine
malfunction. The DATAEYE™ acquisition system is simple to operate,
accurate and totally reliable. Your record keeping will be organized
and complete with our user-friendly software. Available in PC or Macin-

tosh® Call our toll-free number for a free brochure or a demonstration.

@ DATAEYE"
(800)395-6912

DATAEYE™ s a product of DATAEYE™INC., 2751 Highway 17 South, Suite A, Garden City, SC 29576 FAX (803)238-5559



CAPCOM B

Engineers put the final touches on one of the twenty samples that went

out to test sites in mid-July.

tion of the company’s marketing pre-
sentation. Test units were supposed
to be on location by mid-July, so read-
ers may have already heard some

details about fea-
tures, gameplay
and the all-impor-
tant factor: earn-
ings!

We got the
strong impression
that Capcom is
approaching the
flipper market from
a unique angle,
staying away from
the licensing craze
that has dominated
so many recent
titles and putting
the emphasis on
original concepts.
In fact, potential
backglass and cabi-
net designers went
through a sort of
“storyboard test” to
ensure they can
create truly fresh
new concepts. Cap-
com, meanwhile,
has already sig-
nalled their under-
standing of how
important it is that
games are reliable
from the beginning
and they’ve been
working very hard
to ensure that 100% quality control is
achieved.

At the June meeting, distributors
crowded around the one of the first

From left: Capcom’s Tim Jackson, Lieberman Music's Harold Lieberman and Glenn Charney, and
Capcom'’s Anita Platacis.
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samples of the new pin while game
designer Bryan Hansen explained
some of the game’s features. Hansen,
a former operator, service tech and
professional magician, had come up
with initial designs for Pinball Magic
while working in his uncle’s garage.
Of course, some former Williams
design stars like Mark Ritchie and
Python Angelo are also working in
the Capcom stable these days, so we
can expect some interesting develop-
ments from this new pinball stable.

In the video arena, Capcom’s X-
Men: Children of the Atom is still
going strong at locations across the
country, further contributing to the
success of the CPS 1I video game sys-
tem. The company said X-Men will
remain available throughout the sum-
mer, and is being joined by three
other new video releases: Night
Warriors, Cyberbots and Street
Fighter Alpha: Warriors Dream.

Night Warriors is a sequel to last
year’s successful Dark Stalkers mon-
ster fighting game, and brings a total
of 14 characters to the screen with
new and enhanced gameplay. Cyber-
bots is an intense, futuristic robot
fighting game where hi-tech pilots
face off in outrageous-looking and
heavily-armed cyberbots. Both games
are available as a complete “A/B” kit
or as a “B” board conversion for the
CPS I system.

Also getting a lot attention was
Street Fighter Alpha. There had been
some speculation as to whether Cap-
com was working on another sequel
in their highly popular series. While
that may still hold true, the newest
Street Fighter release is actually an
“in-between” game that takes place
before Street Fighter 2, but after the
original. It has already begun ship-
ping and is available as a dedicated
unit, a complete kit or a “B” board
plug-in for the CPS 1I system.

Street Fighter Alpha features six
new characters among the 12 fighters
who face each other in selected
brawls. There are plenty of new
moves, including unique alpha
moves, plus new tri-level super com-
bos. The scenes have a fresh, colorful
look and each battle has its own
unique finale. One California opera-
tor who did a little advance market
testing with Betson Pacific has
already reported some truly impres-
sive collections in a head-to-head
comparison with other current hit

RePlay Magazine



¥ ’4‘*"

glcal

QUALITY AND
SIMPLICITY
RIGHT AT YOUR FINGERTIPS!

s B
1
Solitaire,,

ALL NEW!
TOUCH SCREENy
MULTI-GAME

COUNTERTOP

SYSTEM X f ,
» K » ol

Mlu o M: 1nu]‘ weturing, Ine.
535 Old Nashville Hwy. LaVergne, l ;\)

37086
(615) 793-55610 Fax (615)793-5512 1-800-277-

6136



CAPCOM W

Taking a break from all the indoor activity are (left to right) Capcom’s
Jeff Scheer and Rene Lopez, with Mondial’s Tony Yula.

titles. As for the ever-present ratings
headache, Capcom execs said they
are “considering” posting voluntary
ratings on the game, as requested by
AMOA and advised by AAMA.

The address may be new, but faces
were definitely familiar at the June
dealer meet. Taking center stage was
Capcom’s new sales and marketing
team, headed by industry veterans
Rene Lopez and Tim Jackson. With

much of the strain
that goes with set-
ting up a new
office firmly be-
hind them, these
guys were obvious-
ly happy to be
doing what they do
best: selling games.

“Our team has
been putting to-
gether plans to
spend a lot of time
in the field with
distributors and
key operators,”
Tim explained.
“One aspect of this
plan is to establish
product test sites
with many different types of opera-
tors, and for that we’ll need the help
of our distributors.”

Capcom also pledged to keep
releasing good video games and mak-
ing the CPS 1I system profitable for
operators and distributors. Future
plans include keeping the market
time short for all system titles, devel-
oping interesting new redemption
product, and establishing a solid rep-

Screen shots from Night Warriors: Dark-
stalkers Revenge.

utation in the flipper biz with a suc-
cession of innovative and reliable
pins. These are ambitious goals for
any coin-op manufacturer, but with
their recent move Capcom has shown
that they are more than serious about
meeting the challenges.
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“WE'VE TU

FLORIDA OPS WIN A KEY TAX
BATTLE, WILL SEEK TAX
ROLLBACKS NEXT YEAR

a second major victory in their

five-year battle against punitive
state taxes. As we reported in last
month’s “Hot Off the Press,” H.B.
1523 became law as of June 17. It was
signed by the state’s governor on June
21, significantly easing the tax and
regulatory burden on street operators.
Next time around, the Florida
Amusement Machine Assn. (FAMA)
is optimistic that a unified coalition
of operators and location owners will
carry through to a comprehensive
final victory in the next legislative
session. According to Manley
Lawson, FAMA’s legislative commit-
tee chairman: “We dodged a bullet,
but we still have a way to go.”

Troubles began for the Florida
amusement trade in 1991, when the
state legislature imposed a 300% tax
hike. It came in the form of a 7.81%
tax on gross receipts, plus a “lease
tax” amounting to 6% of the opera-
tor’s share of cash box income.
However, ambiguous language left
some room for argument about exact-
ly who was supposed to pay the tax,
operators or locations...and Florida’s
distinction between “space owners”
and “machine lessors” pitted arcades
against street operators. The situation
contributed to the split-up of the old
state association into rival groups —
including FAMA, the Family Arcade
Alliance, and AMOA of Florida.

In 1994, after spending a reported
$350,000 on lobbying over three
years, the Family Arcade Alliance
succeeding in getting the 7.81% tax
rolled back to 4%, a move which
benefited everyone. But the state
imposed $20 per machine non-trans-
ferable sticker as a compliance vehi-
cle, to take effect in July of 1995. As
originally drafted, the law would
have required purchasing a new
sticker every time a machine was
rotated.

“We were in a tug-of-war with the
Florida Department of Revenue,”

Florida operators last month won
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Florida’s MANLEY LAWsoN

RNED THE CORNER”

Manley Lawson explained. “They

were also trying to get us to pay a |

one-time tax on all equipment and
parts we bought over last five years. If
they had succeeded, we believe it
would have put 3-5,000 people out of
business and reduced the street oper-
ator population by 50%. It would
have been devastating.”

FAMA'’s political action commit-
tee swung into action, supported by a
backbone of 20 leading operators

who made countless

—_—

phone calls, paid

dozens of personal visits to the state
capital, and wrote $40,000 in checks
as political contributions last year
alone. FAMA sought — and with the
passage of H.B. 1523, achieved — a
change in sticker requirements, plus a
clarification on the issue of precisely
which party was responsible for pay-
ing each tax.

Now, instead of street operators
buying a new $20 sticker every time a
machine is rotated, the arcade or loca-
tion owner must buy a single annual
certificate ($30 per machine per year)
which will cover a certain number of
machines in the place of business.
“This means we can freely move our
machines in and out of locations
without incurring a crippling addi-
tional cost,” Lawson pointed out.
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H.B. 1523 clearly spells out the
responsibility of arcade and location
proprietors to pay for these annual
certificates on coin-op amusement
machines. Enforcement is expected
to begin by Sept. 1, after which loca-
tions which fail to comply will be
subject to fines of $250 per machine.
“Machine lessors” (street operators)
are not subject to the fine.

“We're now ia the middle of try-
ing to explain the new law to our cus-
tomers, trying to get them into com-
pliance, and trying to ward off fly-by-

night people who are offering to do
everything but in fact do nothing,”
Manley Lawson reported. “We’re
really in a dither here for the next few
months!”

So far, said Manley, quite a few
locations are reacting to the news by
“telling operators to ‘pay it all or get
your machines out!” However, that’s
not an option that we have. Unless
we forfeit our lessor status and pay
taxes on all parts and equipment for
the last five years, we don’t pay.”
Manley added: “Even if we switch
our status and become a lessee of
space, our customers still owe a tax
on the leasing of that space. So both
parties must pay a tax; it’s just a ques-
tion of which they owe. In better loca-
tions, some vendors have agreed to
share the 4% gross receipts tax with
their customers (location owner) and
take it off the top, but in other situa-
tions, operators are not willing to
share this cost because they’re not
doing enough business. Even with
the improved sticker requirements,
some machines will not be economi-
cally viable.”

Locations may dislike the annual
$30 certificates, but at least it’s got
their attention, said Manley.
Lobbying groups for hotels, taverns,
bowling centers and retail stores now
agree that amusement machine taxes
are too high. All of these lobbying
groups have agreed to join forces with
FAMA in seeking tax reduction dur-
ing the next legislative session.
“Considering that there are probably
40,000 location owners who stand to
benefit, as compared to an estimated
900 coin-operated amusement

Page 53



FLORIDA TAX VICTORY B

machine lessors, our combined voice
will be much stronger than just oper-
ators alone,” Manley said.

“Fences have also been mended
between arcades and street opera-
tors,” Manley stated. “Some of the
former are now beginning to rejoin
FAMA...But we believe in Florida at
least, arcades and locations which
own their own equipment will need
to have a different tax structure than
those of us who share income with
business proprietors. We're looking at
a flat fee tax for arcades or locations
which own their own equipment,
and a gross tax only for those of us
who share the income.” Manley said
street operators would seek to handle
the paperwork burden for their loca-
tions as well.

Manley commented that strong
Republican gains in the statehouse
(the GOP achieved near-majority sta-
tus in the Florida House, and majori-
ty status in the Senate) made this vic-
tory possible. The recent election
results even encouraged Dems to lis-
ten harder to constituents and sup-
port the pro-business cause, he said.
Under Florida’s two-year legislative

cycle, all the committee chairmen
and leadership will remain in their
posts next year, so FAMA and its
allies will have the same powerful
friends in the legislature as they tack-
le the next phase of their tax battle.

One final note: FAMA'’s strongest
opponent in this battle has been some
rather arrogant agents in the
Department of Revenue, whose
heavy-handed tactics helped win
sympathy from pro-business legisla-
tors. (In fact, lawmakers punished the
department with a 20% cut in its
annual budget.) Now that FAMA has
won the statehouse vote, said
Manley, some state taxmen are
allegedly bad-mouthing the operator
community to location owners, blam-
ing them for the tax burden and
advising locations to add clauses in
their contract which make operators
responsible to pay.

“We’ve put the department on
notice,” said Manley. “We feel this is
discriminatory on their part. They
have no business giving legal or busi-
ness advice to anyone, and if they
persist we’ll sue for discrimination.
We're literally taking names and will

kick tail if needed! We've asked all
FAMA members to get names and
report to us if revenue agents have
made derogatory or incorrect state-
ments, and we’ll see that appropriate
action is taken. We've told the rev-
enue department that we wish to be
cooperative with them, as long as
they are cooperative with us. But we
will not lie down and play dead;
we're going to solve this problem —
probably on the backs on some of the
tax administrators, and in spite of
opposition in our own industry. The
Department of Revenue has also been
told that if they don’t get better rela-
tions with us, our legislators will do
still more to restrict them.”
Following passage of HB.1523,
FAMA offered three educational
seminars around the state to explain
the new tax law in June and July. The
organization’s next board meeting is
Sept. 9 in Palm Beach Gardens, and
another seminar will be staged if
there’s enough interest. As for
chances to cut taxes down to “liv-
able” levels during the next lawmak-
ing session, Manley said simply:
“We’re optimistic.” L 2
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An increasing number of operators
and distributors around the country
are turning to auctions as a way to
increase their ability to rotate equip-
ment and to liquidate less-needed
merchandise. According to Robert
Stormet, whose SoCal-based Super
Auctions has specialized in amuse-
ment equipment auctions since 1991,
the auction market is getting larger as
participants grow to include home-
owners, game collectors and startup
business owners looking to purchase
machines at a fair price.

Reliable sources have also told
RePlay that a quicker tempo (and
these days, lower prices) on the auc-
tion block are reducing the number
and value of trade-ins at many tradi-
tional distributors. On the other hand,
some of the country’s largest distribu-
tors — such as Betson — are working
directly with auction specialists like
Stormet, and reportedly finding that
auction sales keep prices at “near

RePlay Magazine

GOING ONCE, GOING
TWICE...MORE OPERATORS AND
DISTRIBUTORS ARE DISCOVER-
ING THE ADVANTAGES OF USING

AUCTIONS TO ROTATE AND SELL
OFF USED EQUIPMENT

market value.”

“The market is constantly chang-
ing,” Stormet said, “making each auc-
tion exciting and challenging. Coin
machine people are the best buyers
and sellers I've had the pleasure to
deal with, in any market. Super
Auctions stays on the edge of new
developments in the auction business
as well as the amusement industry.
We are constantly looking for ways to
help our consignors make the auc-
tions work for them.”

Auctions are nothing new.
However, in the past they’'ve com-
monly been associated with the sell-
ing off of assets from companies that
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have gone out of business. In the ‘80s,
when the video game business suf-
fered a sharp decline, auctions fre-
quently had the reputation of offering
blow-out prices and hurting the mar-
ket. But today sellers are finding that
well-organized auctions can bring in
a fair market price for their machines.
(Of course, what constitutes “fair
value” these days can vary all over
the map, depending on the class of
machine, its condition, and de-
mand...see our “Operator Interface”
for more on this.)

Stormet stages his amusement
auctions across the USA and says
they’re bringing in many large-scale
operators with huge inventories to
sell. As mentioned above, some dis-
tributors are also taking a look at auc-
tions as another marketing format for
disposing of older trade-in pieces.
Buena Park, Calif.-based Betson
Pacific recently worked with Super
Auctions for the second time. The
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Distribs are beginning to see the benefits of selling at auctions. From left: Betson Pacific sales mgr.
John Ridgway, Super Auctions’ Robert Stormet and Betson Pacific GM John Lotz.

distributorship reported good results
and will probably team up again with
the auctioneers later this year.

Betson Pacific’s John Ridgway said
some of negative connotations associ-
ated with auctions no longer hold
true. “We view auctions as a positive
thing this time,” he said. “There’s no
longer the dumping of games like
there used to be. Equipment prices
are the same or close to market price,
and because we really don’t want to
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deal with selling off trade-ins, it’s a
great benefit to us. Robert Stormet’s
reputation is very good in this indus-
try, plus he’s a fabulous promoter.”
Promotion is the key to an auc-
tion’s success. The idea is to get as
many buyers and sellers to an auction
site as possible. Super Auctions
maintains a mailing list with more
than 18,000 names and heavily
advertises dates for upcoming auc-
tion venues across the country. These
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events tend to attract people from an
entire region; for instance, the most
recent California auction saw folks
coming from as far away as Oregon,
Colorado and Texas.

According to Super Auctions, the
crowds have also been getting bigger
each year, with this year’s list of
potential customer up 35% over last
year. The buyer profile has grown to
include more and more homeowners
who are looking for pieces to add to
their private gamerooms. There are
also plenty of operators looking for
good older games to put out when the
market’s soft (like now), while hold-
ing off on new purchases.

For many operators, auctions can
also provide a good networking
opportunity. Stormet said he often
sees small groups gathering on the
sidelines to trade information or
make their own side deals, and likens
it to a mini-convention or trade show.
The equipment may not be brand
new, but as auctions become more
popular, a lot of late-model pieces are
finding their way to the block from
operators who are trying to upgrade
their inventory.

But Robert Stormet advises auc-
tion goers not to view each experi-
ence as universal. “Don’t make any
judgments based on one auction,” he
said. “You may go to one and find a
number of great buys and then the
next time, there’s
nothing. Each auction
is different, but I
believe have we an
advantage because we
specialize in amuse-
ment auctions.”

Super Auctions
has over a dozen auc-
tions  scheduled
through the end of the
year, in California,
Texas, Florida and
the Midwest. For
more details, contact
their 24-hour hot-
lines: on the West
Coast, call 714/535-
5353; on the East
Coast, 214/497-1677;
and in the Midwest,
813/273-8155.

Left, a crowd of bidders,
from operators to private
collectors, squeezes
between rows of pingames
at a recent auction.
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JERRY JOHNSTON
Amusement Unlimited

Eugene, Oregon

We used to sell a lot of
used equipment, but now
that market has pretty
much gone away. Now we
use convertible cabinets, so
it's more software oriented.
We trade and sell software
with other operators and
with some distributors. The
home market isn’t strong

Page 60

for video unless they want a
specific title like Ms. Pac-Man. We used to sell lots of
pinballs, but we don’t have any to spare now. And
when you sell to the home, you have problems with
them wanting service and we’re too busy to do that.
We don’t sell jukeboxes and pool tables much; we're
operating every one we’ve got and would like more
of them. A couple of auctions have been held in our
area but we generally buy our equipment new. Distri-
butors really are not interested in much used equip-
ment and they have a hard time selling it, even to
small operators in small towns. Generally | don’t get a
good price, so I'm almost better off trying to operate
it. Everybody needs top, new equipment and | think a
lot of that has to do with the recent, major improve-
ment in home games and computer games.

STEVE LYONS
Jefferson County Amusement
Madison, Indiana

We have full-line amuse-
ment games, mainly in street
locations, with some redemp-
tion in pizza places. This is a
rural area with around 30,000
people in the county. We
don’'t do much trading in of
used equipment because dis-
tributors don’t often take it in
trade. It's almost impossible
to trade in late model equip-
ment unless you really take a beating. So we warehouse it
or sell it to the home, especially pinball machines — we
have a standing list of customers who want to buy older
pins. Baby boomers seem to be requesting them for their
gamerooms at home. In fact, that’s the only thing | can’t
meet demand on! Jukeboxes we also sell to the home but
the market is fairly soft in this area. We don’t do formal
advertising; it's world of mouth or people get our number
from the service sticker on a machine.

HOW DO YOU
DISPOSE OF USED
EQUIPMENT?

DENNIS ATKINSON
Memory Lane
Frankenmuth, Michigan

We've run an arcade for 20
years, with a combination of
older and newer pieces. We
don’t get rid of antiques; we
have some novelties that are
50 and 60 years old that
make more money than the
average new piece. But we
usually sell or trade off equip-
ment to route operators, or
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once in a great while we sell
to the home. We know a few operators and deal with
them by word of mouth. The same goes for people | know
for home sales, they come in and say “Let me know when
you’ve got something.” We don’t have that much to get
rid of anymore. We traded in a redemption game three
months after we bought it; the distributor we bought it
from didn’t offer anything, even though it was still new and
hot, so we sold it to another dealer. Once in a blue moon,
we go to auctions but that’s only to buy equipment. When
we find equipment to buy, we get a good price. You can
always buy used equipment, but finding “good” used
equipment that will actually make money is hard.

ALAN BRUCK
Recreation Concepts
Huntingdon Valley, PA

We have arcades in
shopping centers plus a
college town site and a
game operation in an FEC,
and so on. We try to stay as
current as cash flow allows.
Mostly dedicated games go
back to distributors, if they
can use it and we can
agree on a price — which is
harder and harder these
days. Market conditions are such that there’s not a
good secondary market. A high percentage of a total
arcade’s income now is grouped more in the top
than it’s ever been...call it the hit syndrome or what-
ever. That leaves a lot of low-end equipment around
that doesn’t earn much. Often the distributor will buy
it for little more than the value of the cabinet. It’s frus-
trating. The other trend | see clearly is that a few
years ago, everybody was taking more space for
game rooms, particularly in malls. Now that so much
business is concentrated on a handful of hits, a lot of
space in an arcade is a high-priced warehouse. Soft-
ware goes to jobbers or people who deal in that.
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SMART INDUSTRIES

0% INTEREST

12 MONTH
FINANCING AVAILABLE

(AT PARTICIPATING DISTRIBUTORS)
ON SMART INDUSTRIES ##1 SELLER

CANDY CRANE

ZERO DOWN WITH 12 PAYMENTS

- LIMITED TIME ONLY -

OFFER AVAILABLE ON ANY SMART
CANDY CRANE MODEL PURCHASED

THROUCH SEPTEMBER 30, 1995
(MINIMUM OF 2 REQUIRED)

VP Cy < SMART

go P '8 INDUSTRIES CORP., MFG. FOR MORE INFORMATION
r O e AWARE AVE CONTACT YOUR AUTHORIZED

A\ X - oz DES MOINES, IOWA 50317 U.S.A. DISTRIBUTOR OR FOR

Y G0 20seo0 1 s0ssi242  REFERRAL CONTACT US.




Coin-Op/
Home
Pool Tables

GREAT AMERICAN BILLIARDS
800/831-2011

Fax: 401-463-6673

\ _

Billiard
Cloth

All Grades and Colors

Mialx

ORDER DEPT:

TOLL FREE - 800-223-6468
NEW YORK-—212-475-4960
FAX—212-533-8169

The Henry W.T. Mali & Co., Inc.
257 Park Ave, South * New York, N.Y. 10010
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ROBERT CAVANAGH
Bay Beach Amusements
Panama City Beach, Florida

How to deal with used
equipment is an interesting
question in Florida, espe-
cially with the tax situation
and a new $30 per machine
license everywhere in the
state. Mom and pop loca-
tions, where you leave an
old video game, or other
places that want equipment
as fillers, don’t take in
enough money to pay for the license, tax and over-
head so they want operators to pick them up.
There's very little market to sell them here, so we're
going to wind up tearing up a lot of machines for
parts. There is a market for used pinballs, which
bring a premium in Florida. They consistently bring
more than book value; I'm not quite sure why! |
attend the auctions, read the ads, and buy, sell and
trade lots of used equipment. Older jukeboxes don’t
bring very much, but newer CD boxes get their mo-
ney at auctions. Driving games bring top dollar, but
the average upright video has very little market.
We've bought working video games for as little as
$10 at an auction! You can fill up a truck with com-
plete games you buy just for parts, because it's
cheaper to buy the whole game than to buy the parts
separately. That’s due to the frequent releases, the
home systems, and the debut of the Sega Channel
which has had a pretty good impact on earnings in
our area. We've watched video gameplay drop se-
verely this year. We hold onto pool tables; they usual-
ly sell for a little under what they’re actually worth.
Auctions are funny things: some equipment goes
way under value; other times if homeowners or new
operators attend, they drive the prices way up. The
makeup of the crowd makes a big, big difference.
The last four auctions | attended were like giveaways,
then the big spring auction had high prices.

GORDON HENSLEY
Alpine Amusements
Marion, North Carolina

(Laughs) That’s a good
question! | left the business
recently so | have a lot of
equipment in the warehouse
that I'd like to get rid of, but
there’s no answer for how to
do it. Cigarette machines are
the biggest problem now.
Many games, pool tables and
jukeboxes can be sold to indi-

viduals for home use. We do
it primarily by word of mouth, which is easier for us be-
cause we live in a small area where everybody knows
everybody. Usually you get a good enough price to justify
the sale. You've got it as depreciated equipment anyway
and when it's not making high profits, you need to get rid
of it. But remember, when you sell to individuals, they ex-
pect you to fix it the first time it breaks down! So | usually
try to sell equipment on an “as is” basis. Then if there’s a
problem you may be able to earn money on the repair.
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There's absolutely no hetter way to make locations happy.

The bigger the mess, the busier
the night ... and the fatter the
location’s till.

And our Association can help you do
just that. Even more importantly, it
can help make your pool table cash
boxes fatter. Much fatter.

The VNEA is literally everything
you need — and everything you
need to know — to dramatically
increase your pool table income.
We’re an association of coin-equip-
ment operators that have gradually
refined our league support system
over the years, then “packaged it,” so
to speak. And this package — every-
thing from how-to booklets to patches
& pins to big $$$ purse tournaments
— is available to all new operator
members. Our purpose is simple: To
maximize our pool table earnings and
our location allegiance.

Our leagues increase our cash
box earnings. And the people
our leagues bring in increase our
location’s food and beverage
sales.

Everybody wins. Further, both of our
earnings increases ‘“‘stick” — they’re
continuous. Further still, they keep on
growing ... league season after league
season. Everybody wins even more.

If you think that VNEA leagues
are a lot of work, you were right.
But not anymore. Yes, there’s still
work involved ... you can’t just push a
button and everything runs flawlessly.
But, when you know everything you
need to do and have most everything
you need to do it with on hand — and,
on top of that, have the support of the
Association standing behind you —
you’d be amazed at how simple it can
be.

© 1994, Valley National Eight Ball Association * Bay City, M|

Write, call or FAX us for full
information.

Or simply contact your nearest Valley
pool table distributor. Then give us a
chance ... try VNEA leagues in a
select group of your locations for a
season. And just see what happens.

Just see if we don’t help mess
up your locations, too.

Valley National Eight Ball Association
333 Morton St., P.O. Box 656

Bay City, M1 48707

Tel: (517) 893-1800/Fax: (517) 893- 0103
Toll Free: 800-544-1346
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oaring onto the cartoon scene
in the mid-'60s, “Speed Racer”
was one of a few animated tele-
vision shows from Japan
that found a big follow-
ing here in the US. A
generation of early-
morning TV viewers
cheered on Speed
Racer and the Mach 5
as he battled with an
odd assortment of com-
petitors over some of the
world’s most hostile ter-
rain, and the show’s
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NAMCO DROPS THE GREEN
FLAG ON A REVVED-UP NEW
DRIVING VIDEO FEATURING
CHARACTERS FROM AN
ANIMATED HIT
TELEVISION SERIES

appeal remained strong even as fans
aged (there’s talk of a live-action
“Speed Racer” movie in the works).
No doubt there are still many who
wish they could take part in the dar-
ing young driver’s thrilling adven-
tures.

Well grab your helmet and goggles,
‘cause now you can get in a little
“track sime” with Speed and the gang.
Namco has released Speed Racer, a
two-place video driver that utilizes
the company’s award-winning dri-
ving game technology to bring you all
the outrageous fun and

wheel-to-wheel
excitement of the 52-episode series.

Just like the characters in the
show, players take control of their
own distinctive car as they race
through three different environments,
each one filled with treacherous
obstacles. Driving skills and quick
reflexes are put to the text as players
either steer around road hazards or
jump over them by using a special
button at just the right time. And for
those really difficult situations drivers
have unique weapons at their dispos-
al. The competition can get down-
right ungentlemanly as players
attempt to bump each other off the
road or even off a cliff as they speed
to the next checkpoint. Completing
each checkpoint not only allows a
racer to continue, but also replenishes
the car’s weapon supply. Naturally,
the first one to reach the checkered
flag wins the race.

Speed Racer offers players five
characters to choose from, each with
their own particular car and assort-
ment of weapons. For instance,
Speed Racer’s “Cutter Weapon” gives
his Mach 5 sports car the capacity to
saw down trees, clearing a path
through the forest so he can blast by
the competition; Ninja’s “Spike
Board” can cause a nasty blowout;
and Snake’s “Missiles” pack quite a
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IF YOU DON’T HAVE GOIN CONNEXION, YOU'RE
USING OUTDATED ROUTE-MANAGEMENT TOOLS.

Why struggle with route-management software that is
outdated, incomplete or untested?

Coin ConneXion has been meeting the demands of some of
America’s best operators for over nine years. Our route-
management software is proven, well-tested and it works.

Coin ConneXion is custom-fit software that INCLUDES
all the modules you need to manage your route:
CD manager, redemption manager, parts inventory, arcade
manager, family entertainment center manager, service calls
manager, and more.

We offer COMPLETE systems for amusement, vending
and video lottery. Along with a sterling reputation and
the references to prove it.

For more information and a
copy of the Coin ConneXion
catalog of Custom-Fit Route

ware,
call 605-331-5575.

The Gold Standard In Route-Management
1821 West 12th Street, Suite 204, Sioux Falls, SD 57104-4025




VAN BROOK -

Phone (606) 231-7100 - FAX (606) 231-7108

There’s danger around every curve as drivers
race across various landscapes and around
(or over) tricky obstacles.

Racers must make sure to conserve enough
jump power to get across a wide river of
molten lava.

punch. All in all, each player has a
formidable arsenal available at the
touch of a button.

Speed Racer’s car is equlpped with a handy
“Cutter Weapon” for sawing a path through
the trees.

All of this comic-book mayhem is
instantly recognizable to anyone who
grew up with the show. Fans of all
ages will also delight in the familiar
graphic elements, such as Speed’s
trademark facial expressions, as well
as the return of the characters’ voices.
The colorful cabinet is ergonomically
designed for players to make the most
of their weapons and driving skills on
their way to final victory.

Already a part of pop-culture his-
tory, Speed is back and ready to take
on all challengers. To find out more
about Speed Racer, contact your local
distributor or call the Namco Ameri-
ca sales office at 708/238-2248. ¢

LOCK & HARDWARE

BATON CAN FPUT
TOGETHER THE
FPIECES OF YOUR
DEFENSE AGAINST
THIEVES, VANDALS

& OTHER CREEFS

14275 C

GARDL

HEL: 714-26
FAX: 714-268

Custom assembly to vour application is our specialty

August 1995
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SUPERCHARGED!

)

“"‘he Merit innovation* that's electrifying dart i
‘Easy to play! A challenge | -nm : "

It's a race from 0 to 321 points. The fun starts ¥ one player ZAPS 2 SCORPION 9000

another by matching their score exactly. The D player starts over EXCLUSIVE!
| at zero, ready to come back and ZAP the other players. Here's the fi ‘

twist — overshoot 321 and the excess points are subtracted, an j,:
opportunity to BACKZAP an opponent by catching them on the re

The unlque features are clearly displayed on the new “9000” overh
iork and making 321 ZAP fun, fun, fun!

INDICATES PLAYER THROWING *ENERGIZE YOUR ROUTE

POINT SPREAD TO ZAP THIS PLAYER with Merit's powerful
PLAYER IS BEHIND THROWER - CAN'T BE ZAPPED promotions - posters,
PLAYER IS AHEAD BY MORE THAN 100

table tents, decals,
T-shirts and more!

Trow " SCORPIONE U N N G868 GF ®
o| o] e *RUN 321 ZAP LEAGUES!
1 *2 321 ZAP includes a team
‘\‘\“ 3 4 option.

TEAM A TEAM B = CRICKET =

9 The new “9000” also includes
BURMA ROA CRICKET", WILD & CRAZY OPTIONS", plus, plus, plus!

START ZAPPING TODAY - IT WILL PAY!

See your L_)uj_fj,)_/u_ﬁﬂﬂ”””} distributor.

For more information

Call 1-800-523-2760  CYC) Merit Industries,"

215-639-4700 FAX 215-639-5346 2525 State Road ¢ Bensalem, PA 1902 i

* Patent pending




Collector’s
Dream

A NEW BOOK,

“THE COLLECTOR’S GUIDE TO
VINTAGE COIN MACHINES,”
OFFERS TONS OF FUN FACTS,
HANDY TIPS, COLOR PHOTOS &
PRICE GUIDE

Richard Bueschel’s latest book on
coin-op history is another winner.
“The Collector’s Guide to Vintage
Coin Machines” is a handsome, 120-
page, oversized hardback. It features
loads of color photos and expert,
easy-to-read notes on the history,
strengths and weaknesses, and avail-
ability of hundreds of classic coin
operated machines. The aim of the
book, said Richard, is “to bring some
of the charm and excitement of coin
machine history, identification and
collecting to a broader scope of
enthusiasts.” The author is well qual-
ified for that task: he’s editor of Coin-
Op Classics magazine and owns one
of the largest known historical
archives about coin-op machines.

The book contains 11 chapters
devoted to slots, jukes, pins, arcade
machines, trade stimulators and
counter games, venders, scales, build-
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Collector’s Guide to Vintage
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Richard M. Bueschel

ing a collection, and collectors’
resources, along with an introduc-
tion, helpful price guide and thor-
ough index. Along the way, you’ll
pick up a host of fascinating coin-op
trivia and “significa.” For example,
Bueschel estimates that some 8,500
pinballs have been created since the
industry began, accounting for over a
third of the total universe of coin
machines (around 30,000 machines
were manufactured during the last
100 years, he believes).

If you've ever wanted a lucid and
down-to-earth explanation of the slot
machine, it’s here. Could you use
solid pointers on collecting, expert re-
marks on the difference between
revamps and replicas, and handy tips
on buying and selling vintage
machines? Would you enjoy seeing
photos of truly antique pinballs (with
real pins on the playfield) dating back

August 1995

to 18907 It’s all here, and more.
Photography is 100% in color and
uniformly excellent, from sharp and
colorful shots of 1940s jukeboxes, to
detailed closeups of turn-of-the-cen-
tury novelties and fortune-tellers
showing the animated dolls and
clockwork drive mechanisms inside
the cabinets. Old-timers can get a real
nostalgic kick out of seeing 1934
gumball machines, Wrigley’s gum
venders, and the Type-O-Meter
which “vended” 30 minutes’ worth
of typing for 10 cents!

“The Collector’s Guide to Vintage
Coin Machines” would make a great
addition to the bookshelf of every
coin-op history lover. It would be a
wonderful gift for the collector or en-
thusiast, too. Cost is $39.95. Contact
Schiffer Publishing, 77 Lower Valley
Rd., Rt. 372, Atglen, PA 19310;
610/593-1777 or fax 593-2002.
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the company that started it
all releases its next

generation roll-up
redemption game,
Skee-Ball Too!

very-
one re-

cognizes

the name and the
game. With its board-
walk roots, the Skee-Ball
alley game has delighted
players for more than 86
years, and continues to be a
top-earner in today’s
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game stand out. Skee-Ball Too! fea-
tures an alpha-numeric, tri-color dot
matrix display, digital sound pack-
age, an easy-to-load, top-mounted
ticket tray with double stack capacity,
low-ticket light, and built-in diagnos-
tics. It’s operator-adjustable for point
values on all scoring zones, ticket
payout, attract mode, volume set-
tings, balls per game, and accounting
features.

Operators will also find that the
number of selectable features have

crowded redemption mar-
ket. While basic elements
of the game haven’t
changed much over the
years, the Chalfont, Pa.-
based firm that shares its
name with its most suc-
cessful product has made
a number of upgrades in
recent years to make it
more fun and exciting for
players of all ages.

Last year saw the intro-

SPOTLIGHT

duction of Skee-Ball Lightning,
which jazzed up this time-honored
favorite with new looks, sounds and
game features. Now the company
does it again with Skee-Ball Too!, the
newest redemption roll-up that
blends the best of old and new — like
rugged seven-ply plywood construc-
tion and steel nets for added durabili-
ty, and innovations such as optical
sensors for scoring.

Bright new colors and eye-catch-
ing graphics really make this new

been increased and made easier to
program (the controls are in front for
convenient access). One of the new
operational upgrades offered by Skee-
Ball Too! is a single-ball system
which allows the game to operate
with as little as one ball. This new
feature, now standard on all Skee-
Ball alleys, eliminates the down time
caused when the game has fewer
than nine balls.

There’s also an optional gameplay
feature called “Double Flash,” which

was first seen on Skee-Ball Lightning.
This play mode adds another dimen-
sion to the game by presenting a dif-
ferent kind of challenge to players. A
series of six LED lights and one light
pattern are housed in the bottom of
the target board. The six smaller
lights flash inward until the center
lightning bolt is lit, and they continue
to flash inward while the game is in
play. Optical sensors located in the
sides of the runway monitor the pass-
ing of the ball. As the ball launches
over the target board, the Double
Flash lights freeze; if the ball breaks
the plane while the center lightning
bolt is lit, the player’s score for that
ball automatically doubles.

Skee-Ball Too! should be rolling
into distributor showrooms this
month and will get a full-blown intro-
duction at AMOA ‘95 in New Or-
leans. For more information about
Skee-Ball Inc.’s entire line of quality
redemption games, contact them at
215/997-8900 or fax 215-997-8982. &

**********************************************

148 ALLEN BLVD., FARMINGDALE, NY 11735 %

* STﬂ R TRG c K INC. FOR A FREE CATALOG CALL 1-800-733-5013 *

x Name Brand Redemption Prizes s ovir 2000 rrevs «

% Looney Tune Clocks
* TV’s, Camera’s, Watches
% Stereo Radio, Alarm Clocks
% Walkman Radios, Speakers
% Sport Clocks, Phones

F

% Bottle Caps
*Poison ¢DC Comics
eSports eFoils ®Disney
*Ripper ¢«Odd Cuts

% Slammers
eMetal eBig Foot
eTorpedo’s ®Spinners
eHologram elLasers

% Containers
®1,4,6, 12 oz. Sizes

% Rotary Dish Kits

% Bottle Cap &
Slammer Crane Kits

* Slam-It T-Shirts

% Playing Boards

* Bi

% Poodles, Lions, Cubs
% Bears, Monkeys, Cats

% Elephants, Dogs, Tigers
% Looney Tunes, Gorilla’s

* Plush Pak’s 80¢ to $3 average
* Sport Pak’s $1.25 average

% Candy Crane Kits 3¢ & up

* Novelty Crane Kits 3¢ & up

% Bottle Cap & Slammer Kits

% X-Rated Adult Novelty Kits

% Toy ® Sunglasses ¢ Electronic Kits

2 26 26 26 2 2 26 26 26 26 3 2 2 2 2 2 2 b 2 2 2 % X

i
%  Pocahontas & Batman
Return’s
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Stickers % Tattoo’s % Pinballs
Bubbles % Key Chains % Candy

01‘

uper Balls *Whls es
Compass % Die Cast Cars

* 3-D Watches (4
% Key Chains
% Plush Toys :
% Photo Buttons
% Alarm Clocks
% Hackey Sak Balls

% Looney Tunes Puzzles
% Board Games

% Robots, Trucks, Vans

% Barbie Doll % Books, Dolls
% Remote Control Cars

% Racing Slot Cars Sets

18 8.0 0. 8.8 0.8 0.2 0 0.0 0808880485808 805858886548 5688 68088884

*****}*}*}*}**}}*}*****i*
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Users’ Reports

“We really liked our first Token Tech,
which is why we ordered our second.
I'm calling now to order our third.”

“The Token Tech eliminates the need to
spend hours making up rolls of 20 and
40 Tokens. We are saving enough
labor cost to more than pay for it in
less than two months.”

“The best investment since we bought
our fax machine. | can’t ever imagine
doing business without either one.”

“We have good employees . . . The
Token Tech removes the temptation
for them to become “silent partners” by
skimming the till.”

“It's great! You should have come out
with it 10 years ago.”

“After using our Token Tech for
Quarters, we are switching over to
Tokens. Thanks to the dispenser, we
got acquainted with your Token
Systems.”

“The Token Tech eliminates long lines at
our cashier’s cage. Our customers like
it, too!”

“Our Batting Cage Tokens are valued at
$1 each. Anyone with a high-value
Token should be using a Token Tech.”

“We use a larger size Token for our
Carwash. All Tokens are sold through
the Token Tech. It’s accurate, and
much faster, and it keeps our people
honest.”

“The first two Token Techs are excellent.
We are sending our purchase order for
six additional units.”

“It's working just perfect. We love it!”

“For a $3 Cigarette Token, it's the only
way to do business.”

“We were using a system which had the
“illusion of control” . . . The first shift
manager counted all our Tokens. The
third shift manager emptied all the
cashboxes, and did a day-end count.”

“The Token Tech has simplified our
whole operation, and we know exactly
where we stand every hour.”

“We bought a similar item, made in
Europe. It cost a lot more, but it never
worked right, so we sent it back. Your
Token Tech is far superior.”

- \
If you want to take more of these ST TTh

to the Bank every week . . . |

Just Push the Right Buttons.

Token Tech™ #2000

High Security Token Dispenser

/“"Mm.*.

Gy L

Control, Accuracy, Security & Dependability.

Non-Resettable Counter. Vended Token or Coin
counts can be taken on a daily, hourly,
or work-shift basis . . . or Anytime.

® Changeable Display Signs. (Stock or Custom)

Ideal for Amusement, Vending, Carwash, Casinos,
. or Anywhere Tokens or Coins are used.

Full Refund
on 30 Day Trial . .

LARGE HOPPER CAPACITY

Only $1,295 ea.

FOB LEXINGTON

Phone or Fax for
Free Brochure

O

Token Size Capacity Token Size Capacity
800 0.oves 5 s 10,000 984............. 7,500
882 c.izmn s 9,000 U000 oo eininins 7,500 Specify Size
900 ............. 9,000 1125, ........... 6,000 of Coin or Token
Coin Capacity Coin Capacity ¥¥hen Qrdering
US Quarter............ 7,000 Brazilian 20 Cruzados . . ... 4,500 y
Canadian25¢ ......... 8,000 Venezuela 1 Bolivar. ... ... 5,000
Australian 20¢ . . ... .. .. 5,000 Chile 1Peso ............ 4,500
Canadian Dollar. . . .. ... 6,000 Ecuador 1 Sucre ........ 4,000

We Ship Worldwide

VAN BROOK OF LEXINGTON, INC.

P.O. BOX 5044 ¢ LEXINGTON, KY 40555 ¢ U.S.A.
PHONE (606) 231-7100 ¢ FAX (606) 231-7108

=== TOLL FREE 1-800-553-3134 s
iy

Call Us and Talk to Real People — Not a Machine

VENDING \ (cigareTte) (Y ([ .
- TOKENS
Vi AVAILABLE MOVIE
ve HETE TOKENS

PROOF OF AGE | |
TOKENSJ \_ REQUIRED )} \ _ ) kTOKENSJ

\ VISA

( ) (VENDING )
MACHINE
TOKENS

AVAILABLE
( Tokens ) | “Rere )

(ViDEO \ (—— ( N ( ) (- ) [ stor )

. PARKING
< Yy il SUBWAY
\\h % TOKENS

TOKENS

| POKER J |———) (™" ] |auarTeRs) |”

N J/

e ' .
CARWASH\ TOKENS FOR SENI—
BATTING

5}: EORBE CAGE
(8 O and

TOKENS
[ SNACKS ) |-

e \

TOLL ROAD
TOKENS

~) \_TOKENS ) U ) \TOKENSJ

\_ TOKENS )

Many Stock Signs available. Custom Signs (black & white or color) designed to order.
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PHILIPS ELECTRONICS
MODIFIES SOFTWARE FOR ITS
CDM-12 PLAYER MECHANISM

AT REQUEST OF 3 JUKEBOX
FACTORIES

Philips Key Modules, the Philips
Electronics subsidiary which pro-
vides CD players to the U.S. jukebox
industry, has advised RePlay that
software in its new CDM-12 player
will be modified “at the request of
jukebox manufacturers.” Spokesmen
for Rowe International, NSM
America and Rock-Ola Mfg. Co. all
confirmed that they requested the
change.

Within the next few months, all
jukebox factories will buy the CDM-
12 with a new PCB enabling the unit
to play compact discs which, for vari-
ous reasons, may not conform strictly
to the music industry’s “Redbook”
specifications. Jukebox manufactur-
ers will be charged for the new soft-
ware through Phillips and its master
distributor, Enco Systems.

Page 72

Technically, the laser optics of
modified CDM-12s will be shifted to
read “bandwidth” (information track)
on the disc in a slightly different way.
For jukebox operators, said Philips,
the upshot will be to make the CDM-
12 more compatible with CDs which
might be old, dirty, scratched or oth-
erwise less than perfect. Arjen
Bouwman, Philips sales manager for
multimedia products, said the modi-
fication will make it possible for juke-
box operators to retain more of their
existing CD libraries in service.

Bouwman stated: “What we are
doing, at the request of our cus-
tomers, is to modify the CDM-12’s
bandwidth position slightly so it is
closer to the characteristics of our ear-
lier model player, the CDM-4, on out-
of-spec compact discs. Although
CDM-12 actually offers superior per-
formance to earlier Philips players,
we’re modifying the software to
accommodate the existing collection
of CDs that jukebox operators have
built up.”

The CDM-12 is the third genera-
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Pictured above right, the older “CDM-4
Industrial” player (seen here with its associated
circuit board) has a single, analog-type, optical
reading system. At left is the “CDM-12 In-
dustrial” player mechanism which jukebox fac-
tories began using earlier this year. It features
a triple optical reading system (digital type), a
smaller PCB and surface mount technology.

tion of Philips industrial CD players
to be used by the U.S. jukebox indus-
try, along with high-end professional
audio and numerous other commer-
cial applications. These other appli-
cations represent by far the bulk of
the market for CDM-12; in fact, one
source estimated that U.S. jukebox
manufacturers would use only a few
days’ worth of Philips’ annual pro-
duction of the player units. Rowe,
NSM, Rock-Ola, Wurlitzer and
Seeburg all use Philips technology,
which makes Philips by far the major
supplier of CD player mechs to the
jukebox industry. Accordingly,
industry members are quite sensitive
to any technical issues relating to
Philips products.

CDM-12 entered production last
fall. According to Enco (Philips’ mas-
ter distributor to the jukebox indus-
try), the unit was supplied to jukebox
manufacturers starting in early 1995.
Some jukebox factories had stock-

RePlay Magazine



An Approach to a Game

Compare the quality!
Compare the Features!
'So01 Kensington Avenue ... And then compare

3uffalo, New York 14215
“one: 1-716-833-0481

x: 1-716-833-1342 the Price!!




PHILIPS’ PLAYERS B

piles of the previous Philips player,
model CDM-4, and did not actually
begin using CDM-12 until those
stockpiles were depleted around
early summer.

The software change is the second
modification made to CDM-12 by
Philips at the request of jukebox man-
ufacturers. In February, Philips added
a capacitor and resistor to the CDM-
12 to ensure that voltages were acti-
vated in the proper sequence by juke-
box software. According to Philips
and Enco, some manufacturers origi-
nally experienced minor problems
with players “freezing up” due to
poor quality power supplies or incor-

rect software programming by some
jukebox manufacturers.

Executives at Rowe and one other
reliable source stated that — to their
knowledge — only 10 or 12 specific
discs, mostly illegal bootleg CDs, had
failed to play on the CDM-12. A
major jukebox operator stated that
some “very dirty” compact discs,
soiled by cigarette smoke in a tavern
location, had also not played on the
CDM-12. However, bootleg discs and
dirty discs are both “out of spec” and
should not properly be expected to
play on any CD mechanism.

Philips’ CDM-12 is an advanced,
modular player with a digitally con-
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RePlay contacted several juke-
X manufacturers about the
VI-12 and received the follow-
comments. Joel Friedman,

the mdustry ” He added:
've had a fewer than a dozen
mported with ‘out of spec’

me of these discs may have
nmufachned by licensed or
ed companies. We asked

to look at this situation.
ingly, we requested a shift

Jukehox Manufacturers Gomment on GDM-12

characteristics and make it able:
play the entire range of com

discs which are currently in
. tors’ libraries.

In addition, Rock-Ola
president Glenn Streeter
RePlay: “We have had zero pro
lems from the field about the
CDM-12 player in our Annit
Legend jukebox. To date
CDM-12 has been working be
fully in Rock-Ola products; t
have been no freeze-ups or
ures to read discs. We did
from operators that the

some minor reading problems

o

| another manufacturer’s j

bandWIdth which Philips has |
| they worked just fine.

}to make available in the

indicated his aware-
at others in the industry
perienced some initial
up problems. Joel stated

Rowe had experienced no |

s with the CDM-12 freez-
Rowe did not request or

the first hardware change,
said. “Our power supply and
components interacted flaw-
with the Philips electronics,”
“Our software was written

y, right from the begin- |

ed they had requested a
are modification from Philips
the CDM-12’s bandwidth

es, but when they tried t
same discs on our new

say, we were quite pleased
the results.” Streeter add
think the operators are going
pleased with the new
player from Philips. It’s a

to work with and it’s a
replacement for CDM-
CDM-4 models.”

At NSM-America, Sen
John Margold told us: “The
engineers in Bingen, Ge!
spent hours of comput
engineering time to develop

ity problem. We didn’t feel
should wait for Philips to sol
this. So the software that comes
an NSM player is desig
resolve this situation.”
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trolled, three-track optical laser read-
er. Previous models used just one,
analog-controlled, laser optic system.
Reading a more precise bandwidth
also means the CDM-12 is less friend-
ly to bootleg or counterfeit CDs,
which have increasingly been
imported into U.S. markets from
Asian sources, Philips said.

CDM-12’s dominance of today’s
jukebox market raises one more issue
for the industry: maintenance of older
Philips CD players in existing juke-
boxes in the field. Certain parts and
supplies are still available from
Philips (through Enco) to maintain
older CD players; others are not.
According to Enco’s Buzz Potter,
“Philips maintains repair parts for a
designated period of time according
to legal requirements. This varies
from country to country and in the
U.S. it can be from three to seven
years, depending on what the compo-
nent is. It’s very expensive but Philips
adheres to this requirement.”

Currently, each jukebox factory
has its own stock of spare parts, so
the supply varies from one manufac-
turer to another. “On an OEM basis,
no more parts are available for previ-
ous models of Philips CD players,”
Buzz Potter told RePlay. “Each time a
product is phased out, our customers
(jukebox manufacturers) get a last
chance to buy parts for service use. In
almost every application we’re aware
of, our customers have kept a stock of
parts for older CD players.”

After a particular factory has
exhausted its inventory to draw from,
operators who have problems with
older CD mechs may find it advisable
to junk their current players and
replace them with CDM-12s. “Some
customers have determined it’s
cheaper to replace older units with
CDM-12s than to maintain a huge
inventory of other product,” Potter
explained. “But it’s each customer’s
choice.”

By the way, Philips is also work-
ing on a multimedia CD format
which can provide audio, text, mov-
ing graphics and still graphics. These
new discs, as well as new players for
them, are expected to arrive on the
market next spring or summer.
(Please see our next story for details.)

For further information about the
CDM-12, contact Buzz Potter at Enco
Systems, Inc. The phone is 810/338-
8600.
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NEW (D
FORMAT

PHILIPS/SONY SLATES “MULTI-
MEDIA CD” FOR MAY OR JUNE
OF 1996; SEVERAL JUKEBOX
FACTORIES ARE REPORTEDLY
INTERESTED IN IT

Jukebox factories have long
advised the industry that “CDs are
not forever” and that “whatever soft-
ware the music industry adopts, we
will have to go along with.” Well,
folks, get ready for a new generation
of music software. Philips Electronics
& Sony Corp., the two giant global
corporations which create technology
for the consumer electronics industry
— and the jukebox biz — have come
up with a successor to today’s CDs,
called “multimedia CD” or CDMM.

According to Sony spokesmen,
this new software — along with play-
ers for the new format — are expect-
ed to arrive on the market in “May or
June of 1996.” Today’s CD jukeboxes
will not instantly become obsolete as
a result, nor will existing CD libraries.
Any changeover to CDMM will prob-

RePlay Magazine

ably be gradual — perhaps, to some
degree, even comfortable. But it’s
expected that the jukebox industry
will eventually have to reckon with
the market introduction (and likely
popular acceptance) of CDMM or a
rival format (see sidebar on page 80).
Somewhere downstream, that reck-
oning will probably mean new play-
ers, new software, and quite possibly
several new, monitor-oriented func-
tions for jukeboxes to perform...such
as playing music videos, displaying
text, album covers and “mood
images.”

Philips/Sony’s proposed new soft-
ware is more than just a simple CD
replacement. Multimedia CDs can
also perform the functions of
laserdiscs, VHS cassettes, floppy
discs, computer hard drives, video
game cartridges, and more. In April,
Philips/Sony publicly issued a joint
proposal for the CDMM format, and
they demonstrated a prototype player
unit. The proposed CDMM is the
same size, shape and appearance of
today’s compact discs. CDMM can do
everything today’s CDs do...plus hold
still pictures, text, and even full-
length, full-motion graphics. That
means a CDMM can store and play

At top of page, part of the front cover of
Sony & Philips color brochure touting all the
capabilities of their new multi-media CD.

August 1995

video games and movies (up to 4.5
hours of straight-through play).
Reaction from major manufactur-
ers of computers, consumer electron-
ics, CD-ROM players, movie studios,
karaoke makers and others to CDMM
has been quite positive so far, and the
new format continues to gain broader
acceptance with every passing
month. Accordingly, Philips/Sony
are going ahead with plans for pro-
duction, as do rivals at Time Warner
Interactive/Toshiba.

IMPACT
ON JUKEBOXES

What does all this mean for the
jukebox industry? Philips execs have
told RePlay that “several” jukebox
manufacturers have expressed a pos-
sible interest in using multimedia
CDs in future jukebox products. At
presstime, factory execs were not pre-
pared to discuss possible future plans
to build CDMM jukeboxes. However,
it’s clear that if the music, computer
and home video movie industries do
switch to a CD successor — as ap-
pears likely — then our industry will
eventually have no choice but to
make the changeover as well. At
some point downstream, all the desir-
able new software would be issued in
this new format.
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MULTI-MEDIA CDS

Dual-Layer Construction

before all the answers start
coming into focus. RePlay
has no specific knowledge

~__—Protective Layer

~__— Spacer Layer

PC Substrate

____—— Standard Reflective Layer

Semi-reflective Layer

of CDMM jukeboxes being
planned or in development,
but we do believe one or
more jukebox factories are
thinking hard on these is-
sues right now.

“BACKWARDS
COMPATIBLE”

Jukebox operators will be
happy to learn one thing: if
and when CDMM jukeboxes
hit the market, your existing
CD libraries will not become
obsolete. The CDMM format
is “backwards compatible,”
said Philips/ Sony. “High
density Multimedia CD
players are prepared for the
multimedia future, but they
play your existing discs,

The key questions for our indus-
try, then, appear to be as follows. 1.
Will the mass market embrace the
CDMM format? (See below for more
on this). 2. If so, how quickly will
CDMM become an important factor
in jukeboxes? For which locations? 3.
How easily will operators be able to
retrofit existing audio CD jukes with
CDMM players? 4. How much will it
cost to buy a new CDMM? 5. How
much will it cost to buy a new

CDMM player (to retrofit an existing
jukebox)? How easily could a retrofit
be performed? 6. How much will it
cost to buy a brand-new CDMM juke-
box? 7. How long will standard audio
CDs remain in production? 8. Will
today’s audio CD players be able to
play “music tracks only” off new
CDMMs? 9. Will the introduction of
CDMM accelerate the demise of
45rpm records?

It will probably take many months

too,” the companies stated.
“Consumers [and jukebox operators]
don’t lose the value or the use of the
disc libraries they have built up over
the years.”

That is, any future CDMM jukebox
will be able to accept today’s audio-
only CDs, as well as tomorrow’s mul-
timedia CDs. However, if jukebox
makers start to build CDMM phono-
graphs, operators should remember
that music, text, still graphics and

moving graphics would all

Production Method of Dual-Layer Disc

come off the new discs.
Jukebox applications for still
graphics could include TV
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The pit pattern of the master is replicated onto the
PC substrate to form the first information layer.

The first Semi-reflective Layer is sputtered on the
PC substrate.

Liquid UV resin is applied onto the first reflective layer.

A stamper containing the pit pattern for the second

information layer is pressed onto the liquid UV resin.
Subsequently the resin is hardened by UV radiation,
and the stamper is removed.

Al is sputtered onto the second information layer.

Again UV resin is used to form a protective layer.

(Processes ) 6 (® are the same as used in CD manufacture.)

monitor displays of album
covers, karaoke lyrics, and
“mood pictures.” Jukebox
applications for full-motion
video could include music
videos, or possibly even
paid commercials.

CDMM SPECS

Specs for CDMM were
actually proposed by Phil-
ips/Sony last December. The
firms stated that “the contin-
ued convergence of data,
audio, video and multime-
dia technologies ... [prompt-
ed development of] a high-
density multimedia CD for-
mat that responds to end-
user needs for a higher per-
formance format that offers
increased storage capacity
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and greater overall versatility.”
Working with 3M, Philips/Sony
came up with two disc options: a
double-layer, single-sided CDMM
and a single-layer, single-sided
CDMM. “Both discs retain all of

the familiar characteristics of the
standard density (650MB) com-
pact disc currently being sold,”
stated Philips/Sony.

The specs proposed for the
new CDMM call for a dual-layer,
single-sided 12-centimeter disc
that can store up to 7.4 gigabytes
of data (10 times as much as
today’s CDs hold). The single-
layer version will hold about 3.7
gigabytes of data. Philips/Sony said
both discs are achieved by using a
particular type of laser to encode
information, and reducing the “size
of the pits and distances between pit
tracks.” A double-layer manufactur-
ing process is also required for some
CDMMs (see chart).

By the way, it seems quite possible
that some video games may wind up
on CDMM, at least for the home mar-
ket. The CDMM proposal includes
basic specifications for a “Digital
Video Disc” (DVD) using an industry-
standard encoding scheme (MPEG-2).
The DVD proposal also provides for
stereo sound with Dolby surround, or
digital multichannel sound.
According to Philips/Sony, DVD

opens the door for many applications
including “interactive movies and
movies combined with interactive
games...the new MMCD format will
provide ideal for multimedia games,

MULTIMEDIA CD

music video and PC-based interactive
titles.”

Philips/Sony pointed out that CD-
ROMs are taking over more and more
functions previously served by hard
copies, floppy discs, etc. The creation
of CDMM is clearly designed to
accommodate this trend. The inven-
tors said existing CD factories could
easily convert to CDMM production
and that “tomorrow’s high-density
multimedia CD players will come off
today’s CD player production lines”
as well.

NEW FORMAT GAINS
WIDE ACCEPTANCE

Is there any chance the jukebox

TWi & Toxhiba Gearing up Rival Format

Philips/Sony’s proposed
- CDMM is not the only proposed
- format heading to the market.
- Time Warner Interactive and
oshiba have teamed up to
reate the “Super Density”
- disc, which is a two-sided disc
- capable of holding 135 minutes
f video on each side, with
hree six-channel soundtracks
(that’s reportedly twice as
much data capacity as the
hilips/Sony CDMM).
According to The Los
“Angeles Times, TWi and
Toshiba are playing “a game of
hicken” against Philips/Sony,
with both camps steamrolling
ahead to production, and both
ides seeking an edge in

tomorrow’s market.

As Murphy’s Law would
have it, a CDMM disc will not
play on a Super Density
machine, and vice versa. The
two sides have blamed each
other for their failure so far to
negotiate (or even meet face to
face) to discuss the possibility
of agreeing on a single stan-
dard. The TWi/Toshiba Super
Density disc has won endorse-
ments from 15 major consumer
electronics and entertainment
firms including Matsushita
(Panasonic), Pioneer, MGM and
MCA. Concluded the Times:
“Some kind of high-capacity
computer storage medium is
sure to emerge eventually.”
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industry could just shut its eyes and
ignore this whole thing? Not likely.
Advanced CD seems destined for
widespread use and popularity —
although (like quadraphonic stereo)
it’s theoretically possible that
consumers could reject it.
According to the L.A. Times:
“Some kind of high-capacity
computer storage medium is
sure to emerge eventually.”
CDMM has been endorsed by
major media firms, including
leaders in the fields of consumer
electronics, CD-ROM drivers,
karaoke, and motion pictures. In
fact, the list of firms endorsing
the CDMM format grows longer every
month.

Consumer electronics firms back-
ing the CDMM format include Aiwa,
Bang and Olufson, Grundig, Magna-
vox and Marantz. (Along with Philips
and Sony, these firms represent over
50% of the CD player market.) CD-
ROM driver makers backing the new
format include Acer, Alsip Electric,
Aztech, Mitsumi Electric, Ricoh, Teac
and others representing at least 70%
of the CD-ROM market. CDMM has
also been endorsed by karaoke leader
JVC, as well as winning endorse-
ments from top movie studios like
Columbia, TriStar, Sony Pictures
Classics, and PolyGram Filmed
Entertainment. On June 14, Gateway
2000 became the first manufacturer of
personal computers to endorse the
CDMM format.

As for consumer acceptance,
Philips/Sony said CDMMs “will be
reliable, fast to market, and attractive
in price. And needless to say, they're
as easy to play as the CDs you have
today.” Consumers are also expected
to enjoy the uniformity of using one
type of software (and perhaps a com-
bination player?) to cover many,
many different types of functions.
And, as a replacement for VHS cas-
sette movies, consumers will appreci-
ate the improved image quality and
longer storage time that CDMM
brings — a very significant improve-
ment in both categories.

The jukebox industry required
several years to begin making the
changeover from 45rpm to CD tech-
nology — in fact, that transition is
still going on today. Any shift by our
trade to the CDMM format is likely to
be somewhat gradual also. RePlay
will publish further information as it
becomes available. L 4
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60 years ago David C.
Rock-Ola introduced his
first jukebox, the 12 play
“Multi-Selector”. “"He'd
created what was to
become a legend”.

To celebrate this great
event, we are proud to
present the most exciting
Jjukebox on the market
today; the new
Anniversary Legend.

Our dramatic new
styling, brighter colors and
tinted glass are just some
of the features that make

1035 Multi-Selector this Legend a knockout.

Another feature, “to
attract more play” is the
cabinet is taller showing
off both the visible
mechanism and the
industrys largest and
fastest title display.

Only a limited number
of the anniversary Legend
will be produced this year.
For more details see your

local Rock-Ola Distributor.

Available at your authorized Rock-Ola Distributor.

1952 Rocket

5233 North Pearl Street,
Rosemont, lllinois 60018

(708)928-2121= Fax-2128
1962 Empress
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RIDDLE ME THIS...WHOSE
LATEST LICENSED FLIPPER
IS ‘BATMAN FOREVER'?
ANSWER: SEGA PINBALL!

t’s no riddle why Sega Pinball
themed its latest flipper around
this summer’s big hit movie,
“Batman Forever.” The Warner Bros.
film had two years of hype going in;
its opening weekend set box office
records; and during its first 10 days,
ticket sales topped $100 million. The
flipper version is no slouch, either:

“Our test earnings have been out-
standing,” smiled Sega Pinball prexy
Gary Stern.

With stars like Val Kilmer, Jim
Carrey, Chris O’Donnell, Tommy Lee
Jones, Nicole Kidman and Drew
Barrymore, how could the movie —
or the pinball — miss? Answer: it
couldn’t, didn’t, and isn’t. “We're
absolutely thrilled to bring this title to
market,” Gary Stern said. “Producing
a product that’s identified with such
a successful franchise shows how
beneficial licensing can be.” (Batman
Forever is Warners’ third hit film in

E N recent years to feature this popular
Movie premier brought “Batman” creator Bob Kane (left) together with SegaPin’s Batman Forever, Charaf:ter.) L
The Pinball game designer Paul Lesley. “It’s tough to create a sequel,” said
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