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EDITORIAL

here’s nothing like receiving an invitation to your 50th high school reunion to
bring you up short and take you on a quick ride back in time to the days before
personal computers, cell phones, iPods, apps, mega-screen TVs, home media rooms,
and cable TV—even before the two-car family. 

It’s also hard to imagine a time before the flashy and technologically advanced
games now filling the marketplace. Of course we had jukeboxes, pinball, pool
tables, and Skee-Ball.

At school dances in the gymnasium music was not provided by a DJ (unknown
at the time) but by local garage bands with names like The Contours and The
Corvettes (no copyright infringement worries then). Bands played the current top
40 tunes (no license fee concerns either). The last song of the night was always
“Night Train,” which later came to be more associated with strip clubs.  

When Play Meter produced its first issue in December 1974, popular equipment
of the day included flipper-style pinball games, foosball, jukeboxes, pool tables,
shuffleboard, and early video games.  

Play Meter soon recognized the need for real statistics on the industry and pro-
duced its first State of the Industry Report in 1976. We’ve continued ever since,
reaching out to our subscribers to supply data and carefully compiling the results to
get a true picture of the industry. We post statistics for the last five years so it’s easy
to make comparisons and see emerging trends.

In addition, we ask readers for their unvarnished comments, which they readily
provide. And we ask them to vote on their top games of the year in seven cate-
gories: bulk vending machine, jukebox, pinball, redemption game, table game,
touch screen countertop, and video game. These are the Play Meter Operators’
Choice Awards presented during the Amusement Expo in Las Vegas (March 14-16).  

To the question of the year (“What is your top tip for survival in these trying
economic times?”) one operator responded: “If you can’t increase sales, cut expens-
es, and be prepared to work more for less money.” The same operator said, “Inno-
vation is not our friend. It is leaning toward the individual user and not the com-
mercial user.”

One practical operator offered: “Outwork your competition and change with the
tastes of your customers.” Another said, “Focus on getting and keeping the best
locations. Get rid of under-performing locations because they are a waste of your
time, which can be better spent elsewhere.”

An extremely well organized operator put forth a five-point plan: 1) closely
monitor income per unit and keep a rotation schedule; 2) monitor price per play
based on the age of the game and the location demographics; 3) monitor weekly,
bi-monthly, and monthly payouts on all cranes, merchandisers, and ticket games; 4)
keep all equipment clean and in working order (ask yourself, “Would I let my child
touch this?”); and 5) keep investing and keep communicating with your locations. 

Categories of coin-op equipment have grown since the ‘70s, evolving over time
just as the industry has evolved. We don’t know what the industry will look like
decades from now, but one thing is for sure: new technologies will continue to
impact the industry and operators will continue to meet challenges head-on.

To the operators who responded to the State of the Industry Survey, and took
the time to share information about their businesses, we thank you. We couldn’t
have done it without you. The industry is the beneficiary of your input. ▲

BONNIE THEARD
Editor

We want to hear from 

you about any of the 

articles in this issue or

topics you’d like to see.

E-mail:

(editorial@playmeter.net)
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Carol Lally
Publisher

Play Meter Magazine

to the operators that
participated in our 

2011 Annual State of the
Industry Survey.

I would like to personally 
thank the operators 

that responded.

Your input helped make the
results a valuable resource 

for our industry.

The results of the 2007 through
2011 survey can be found 
on pages 33 through 42 

of this issue.
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10
second

interview

My first job was: food service in the buffet at Harrah’s Lake
Tahoe. We’re talking the 60’s and buffets were much different
than what they are now. As a high school student it was excit-
ing to wait on various stars that came in to eat between the din-
ner show and late show. Such visitors included Jack Benny, a
very young Wayne Newton (Danke Schoen was at the top of the
charts), the Smothers Brothers, Danny Thomas (remember
him?), the Lennon Sisters and other members of the Lawrence
Welk troupe, along with many others whom I’ve now forgotten,
but pretty exciting for a high school kid.

My favorite cocktail is:

Jack Daniels with Diet Coke or wine, it’s a toss up.

My favorite type of music is:
a mix. On my iPod I have a mix of ‘50s standards, early
rock and roll, ‘60s, ‘70s, some ‘80s, and current country
that’s not too twangy. 

I wish I had the nerve to:
be more of a risk taker and more gregarious.  

One thing I can’t live without is:
my husband. He’s the greatest! Our dog
is a close second - cutest dog in the whole
wide world. She is pictured cruising the
harbor with her life vest on. 

One word that describes my personality is:
complicated.

My favorite TV show is:

The Bachelor/Bachelorette (call me crazy, but I’m addict-
ed) for fun and Sunday Morning for interesting stuff with
a mix of news.

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

My most cherished inanimate possession is:

my iPad, another addiction.

SAY WHAT?

Rori Keller, National Sales Manager of SureShot Redemption,
got her start in the industry at Ace Novelty in Los Angeles, Calif.
1988. She lives in Corona, Calif. with her husband Bob Snyder,
longtime industry consultant, and dog Sophie.

The best advice I ever got was:

wait awhile to get married, you’re too young; I didn’t.
But, had I listened, I might never have met my husband
and best friend.

My first job was:
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HOT CLICKS
Las Vegas Hilton and Casino; (www.lvhilton.com) 

The Las Vegas Hilton and
Casino is the official hotel
of the AAMA/AMOA
Amusement Expo. Check
the Web site for all the
information you need
regarding rooms,
amenities, entertainment,
dining, and more. 

Las Vegas Transportation;
(www.vegas.com/transportation/
monorails.html) 
Navigate Las Vegas with this map detail-
ing public transportation routes includ-
ing the Las Vegas Monorail, the Mirage-
Treasure Island Tram, the Bellagio-City-
Center-Monte Carlo Tram, and the Man-
dalay Bay-Excalibur Tram. ▲

Amusement Expo;
(www.amusementexpo.org)
The official Web site of the
Amusement Expo. “Click”
here for all the information
you need regarding events,
seminars, exhibitors, and
more!

The AAMCF 13th Annual Charity Golf Tournament;
(www.lvpaiutegolf.com/wolf_course.html)
The AAMCF 13th Annual Charity Golf Tournament will take place at

the Las Vegas
Paiute Golf Resort.
Take a look at The
Wolf Course, site
of the tournament,
and longest golf
course in Nevada. 

The Amusement Expo 2012 is fast approaching. Check out these Hot Clicks for Web sites that help ensure you’re ready
for the show.
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VITAL STATISTICS

Number of locations

Arcades: 2,100

Street: 101,000

FECs: 1,800

Total locations: 104,900

Number of operators: 2,200

report
STATE OF THE

industry

© Copyright 2012
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1. Do you operate in:

2011 2010 2009 2008 2007
Arcades ONLY 1% 7% 4% 6% 2%
Street Locations ONLY 34% 36% 24% 43% 61%
FECs ONLY 5% 3% 12% 12% 9%
Bulk ONLY 6% 5% 2% 9% *
Various Combinations 54% 49% 58% 30% 28%
NOTE: Street operators have moved to various combinations (continuing the trend to more street/bulk 
combinations).

2. How many locations do you have?

2011 2010 2009 2008 2007
Arcade 2,100 2,700 3,400 5,000 2,500
Street Location 101,000 110,000 147,000 168,000 221,000
FEC 1,800 1,900 1,200 3,000 1,200
Bulk 30,000 37,000 24,300 * *

3. If an FEC operator, what do you operate?
16% of FEC operators have laser tag and 20% have miniature golf.

4. If an FEC operator, what types of events do you host?
36% of FEC operators host birthday parties. 

5. How long has your company been in business?

2011 2010 2009 2008 2007
Average 34 yrs. 35 yrs. 27 yrs. 29 yrs. 30 yrs.
10 yrs. or less 6% 13% 15% 19% 19%
11 to 25 yrs. 37% 29% 39% 31% 27%
Over 25 yrs. 57% 57% 46% 50% 52%
Less than a year * 1% 2% * *

6. Are you optimistic that your company will be in the coin-op industry five years from now?

2011 2010 2009 2008 2007
Yes 85% 89% 77% 91% 93%

7. Has your community been affected by a smoking ban?

2011 2010 2009 2008 2007
Yes 69% 52% 45% 49% 58%

8. Do you attend major industry trade shows?

2011 2010 2009 2008 2007
Yes 61% 59% 60% 61% 84%
NOTE: Those who named which trade shows, the Amusement Expo was at the top of the list. 

9. Are you pleased with the Amusement Expo, the new single coin-op show in the spring?

2011 2010
Yes 79% 80% 

10. Have routes been sold in your area in the past year?

2011 2010 2009 2008 2007
Yes 52% 50% 52% 42% 62%

11. What is the average target age of your customers in the MAJORITY of your locations?

2011 2010 2009 2008 2007
12 yrs. & Under 13% 9% 22% 8% 9%
13 yrs.-18 yrs. 13% 8% 12% 14% 10%
Over 18 37% 38% 25% 38% 45%
All Ages 37% 45% 41% 40% 36%

General Business
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What is your top
tip for survival
in these trying

economic
times?

“If you can’t increase sales, cut expenses and
be prepared to work more for less money.”
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12 What is YOUR share of the location split? 

2011 2010 2009 2008 2007
GAMES 
Under 50% 7% 2% 5% 11% 9%
50/50 Split 66% 8% 71% 64% 77%
Over 50% 27% 30% 24% 25% 13%

MUSIC
Under 50% 8% 17% 22% 11% 14%
50/50 Split 40% 39% 42% 46% 56%
Over 50% 52% 44% 36% 43% 30%

BULK
Under 50% 41% 46% 37% * *
50/50 Split 21% 16% 23% * *
Over 50% 38% 38% 40% * *

13. Is the Internet vital to your business?

2011 2010 2009 2008 2007
Yes 73% 72% 60% 67% 60%

14. Does your business have a Facebook presence?

2011 2010
Yes 30% 21% 

15. Does your business have its own Web site? E-mail address?

2011 2010 2009 2008 2007
WEB SITE-Yes 46% 34% 43% 33% 44%
E-MAIL ADDRESS-Yes 79% 69% 72% 81% 70%

16. Do you use a “Smart Phone” in your business?

2011 2010
Yes 44% 33% 
NOTE: GPS was the top picked App.

17. What industry Web sites do you visit regularly?
The #1 answer was “distributor and parts suppliers,” followed by Play Meter. 

18. Where do you get your industry news?
Magazines 96% Web sites 35% E-newsletters 41%

19. Which social networking sites do you visit?
Facebook 38% Twitter 7% Other 12%

20. In the past 12 months how have the following fared:

2011 2010 2009 2008 2007
COMPETITION
Increased 30% 21% 37% 27% 27%
Decreased 24% 37% 26% 21% 20%
Unchanged 46% 42% 37% 52% 53%

LOCAL ECONOMY
Increased 6% 7% 2% 5% 20%
Decreased 80% 84% 86% 79% 60%
Unchanged 14% 9% 12% 15% 20%

YOUR BUSINESS
Increased 22% 23% 13% 25% 33%
Decreased 57% 56% 67% 52% 44%
Unchanged 21% 21% 20% 23% 24%

“Focus on gaining and keeping only the best
locations and get rid of under-performing locations
because they are a waste of your time.” State

ofthe
Industry
What is your top
tip for survival
in these trying

economic
times?
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21. Are you a member of any associations?

2011 2010 2009 2008 2007
Yes 67% 64% 60% 79% 75%
NOTE: Increased number of operators involved in both AMOA and state associations.

22. Who do you rely on for your equipment financing?

2011 2010 2009 2008 2007
Banks 20% 23% 37% 29% 27%
Firestone Financial 10% 14% 21% 16% 14%
Finance myself 63% 58% 37% 45% 54%
Distributor 7% 5% 5% 7% 5%
Other * * * 3% *

23. Are you utilizing any type of online tournament or contest?

2011 2010 2009 2008 2007
Yes 35% 28% 23% 32% 33%

24. How do you plan for your new game purchases?

2011 2010 2009 2008 2007
Dollar Amount (average $)
(8% of operators) $20,000 $25,000 $50,000 $74,000 $33,000
Percent of Gross (average %)
(2% of operators) 10% 19% 18% 10% 40%
Buy equipment as needed 90% 81% 86% 85% 93%

25. Are you using a cashless payment system for your games?

2011 2010 2009 2008 2007
Yes 44% 25% 33% 13% 4%

26. Do you plan to diversify your business?

2011 2010 2009 2008 2007
Yes 52% 45% 53% 40% 39%

27. Do you sell machines to the home market?

2011 2010 2009
Yes 64% 60% 59%

28. Do you see video gaming coming to your state?

2011 2010
Yes 39% 40%

29. Do you visit distributor open houses?

2011
Yes 77%

Pinball Games
2011 2010 2009 2008 2007

Average Weekly Gross $31 $31 $33 $42 $47
Average # Per Operator 11 11 10 12 17
Total # On Location 15,004 15,433 17,000 20,000 33,000
Total New Purchases 2,728 2,806 2,900 5,000 2,500

62% operate pinball machines; 61% last year.

28% of those operating pinball games bought new ones.

“Outwork your competition and change with the
changing tastes of your customers.”
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tip for survival
in these trying

economic
times?

R
E

P
O

R
T

PLAY METER 36 FEBRUARY 2012



Video Games
Dedicated Video Games 2011 2010 2009 2008 2007
Average Weekly Gross $58 $71 $69 $213 $88
Average # Per Operator 80 86 113 92 87
Total # On Location 146,080 168,130 254,000 211,000 209,000
Total New Purchases 9,130 7,640 20,250 21,000 22,000

51% of those operating dedicated games bought new ones.

Video Game Kits 2011 2010 2009 2008 2007
Average Weekly Gross $38 $35 $42 $65 $71
Average # Per Operator 49 37 49 39 62
Total # On Location 88,347 60,421 93,100 90,000 148,000
Total New Purchases 9,015 9,798 13,300 18,000 17,000

44% of those operating kits bought new ones.

Deluxe Video Game Simulators 2011 2010 2009 2008 2007
Average Weekly Gross $96 $86 $115 $194 $102
Average # Per Operator 27 19 13 26 12
Total # On Location 29,700 20,539 13,000 60,000 29,000
Total New Purchases 3,300 5,405 6,000 16,000 13,000

36% of those operating deluxe simulators bought new ones.

53% bought an average of 21 used video games in the past 12 months.

Do you still charge 25 cents per play on ANY of your videos?

2011 2010 2009 2008 2007
OLD games-Yes 70% 63% 62% 66% 68%
NEW games-Yes 15% 14% 20% 13% 15%

What is your standard price per play on your video games?

Upright videos: Deluxe videos: Kits:
2011 2010 2009 2011 2010 2009 2011 2010 2009

25 cents 4% 5% 7% 3% 2% * 20% 27% 26%
50 cents 64% 72% 59% 13% 19% 23% 70% 70% 56%
75 cents 14% 7% 16% 15% 19% 31% 3% * 7%
$1 18% 16% 16% 65% 37% 42% 7% 3% 7%
Over $1 * * 2% 4% 3% 4% * * 4%

Photo Booths
2011

Average Weekly Gross $123
Average # Per Operator 6
Total # On Location 4,356
Total New Purchases 1,452

33% operate photo booths.

36% of those operating photo booths bought new ones.

“Adapt to the changing structure of our industry.
Operator promotions are the key to our success.” State

ofthe
Industry

What is your top
tip for survival
in these trying

economic
times?
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Jukeboxes
Digital Downloading Jukeboxes 2011 2010 2009 2008 2007
Average Weekly Gross $155 $155 $162 $203 $218
Average # Per Operator 39 28 43 8 22
Total # On Location 65,208 41,216 64,500 50,000 41,000
Total New purchases 15,048 16,192 13,500 12,000 13,000

76% operate digital jukeboxes; 64% last year.

74% of those operating digital jukeboxes bought new ones.

60% said they were using new advertising features on digital jukeboxes; 56% last year.

39% said they would like a karaoke feature; 33% wanted a photo feature; and 28% wanted social networking.

CD Jukeboxes 2011 2010 2009 2008 2007
Average Weekly Gross $61 $56 $61 $70 $74
Average # Per Operator 13 6 15 17 28
Total # On Location 14,872 6,900 17,625 22,000 54,000
Total New Purchases 1,144 2,300 1,175 1,800 1,000

52% operate CD jukeboxes; 50% last year.

52% of those operating them bought no new ones; 81% last year.

45 rpm Jukeboxes 2011 2010 2009 2008 2007
Average Weekly Gross $35 $55 $30 $35 $44
Average # Per Operator 1 1 3 12 12
Total # On Location 176 184 1,050 3,000 6,000

8% operate 45 rpm jukeboxes; 8% last year.

57% said that when they switch, it will be straight to digital jukeboxes; 43% last year.

14% indicated they would replace a 45 rpm with a CD jukebox; 43% last year.

29% said they have no plans to change; 14% last year.

“Maintain good relationships with location owners.
Let them know by your actions that you care
about their business, too.”

Pool Tables
2011 2010 2009 2008 2007

Average Weekly Gross $56 $55 $58 $78 $76
Average # Per Operator 35 31 51 43 45
Total # On Location 62,370 55,614 84,150 80,000 100,000
Total New Purchases 7,128 5,382 8,250 9,000 7,000

81% operate pool tables; 78% last year.

30% of those operating pool tables bought new ones.

42% indicated that they are using pool tables with battery-operated bill acceptors; 42% last year.

60% indicated they run tournaments on their table games, primarily pool tournaments; 38% last year.

How much are you charging per play on your pool tables?

2011 2010 2009 2008 2007
Over $1 16% 14% 11% 8% 7%
$1 62% 51% 64% 47% 50%
75 Cents 31% 27% 14% 33% 29%
50 Cents 9% 8% 11% 12% 13%
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Electronic Darts
2011 2010 2009 2008 2007

Average Weekly Gross $32 $24 $26 $31 $42
Average # Per Operator 25 14 55 49 36
Total # On Location 35,750 16,422 64,800 66,000 53,000
Total New Purchases 11,440 3,519 10,800 11,000 4,500

65% operate electronic darts; 51% last year.

40% of those operating electronic darts bought new ones.

17% run leagues on all of their dart games (14% last year); 27% on some of their dart games (28% last year); and 56%
on none of their dart games (59% last year).

“Keep marketing regardless of the economy.
Everyone has some entertainment budget and
those who market get a slice of that budget.”

Shuffleboards
2011 2010 2009 2008 2007

Average Weekly Gross $26 $14 $17 $24 $29
Average # Per Operator 3 4 3 4 6
Total # On Location 1,386 1,656 1,800 2,800 3,400
Total New Purchases 924 828 600 700 under 500

21% operate shuffleboards; 31% last year.

31% of those operating shuffleboards bought new ones.

Foosball Tables
2011 2010 2009 2008 2007

Average Weekly Gross $15 $16 $20 $23 $26
Average # Per Operator 4 3 6 7 4
Total # On Location 5,720 5,199 6,000 8,000 7,500
Total New Purchases 1,430 1,173 1,000 1,500 *

65% operate foosball tables; 51% last year.

14% of those operating foosball tables bought new ones.

Air Hockey
2011 2010 2009 2008 2007

Average Weekly Gross $61 $55 $65 $80 $62
Average # Per Operator 8 8 9 9 10
Total # On Location 12,320 12,676 12,600 13,000 15,000
Total New Purchases 3,080 4,761 4,200 7,600 2,000

70% operate air hockey; 69% last year.

13% of those operating air hockey bought new ones.

Boxers
2011

Average Weekly Gross $87
Average # Per Operator 6
Total # On Location 6,996
Total New Purchases 3,498

53% operate boxers.

61% of those operating boxers bought new ones.
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“Stay with moneymakers such as cranes, music,
pool tables, darts, and street redemption.”

Rotaries
2011 2010 2009 2008 2007

Average Weekly Gross $59 $67 $85 $94 $75
Average # Per Operator 11 8 6 7 5
Total # On Location 4,840 3,864 2,700 2,500 3,000
Total New Purchases 880 483 450 * *

20% operate rotaries; 21% last year.

14% of those operating rotaries bought new ones.

Redemption/Novelty
2011 2010 2009 2008 2007

Average Weekly Gross $118 $100 $151 $198 $182
Average # Per Operator 54 83 80 78 45
Total # On Location 72,468 101,177 128,000 120,000 67,000
Total New Purchases 21,472 20,723 17,600 25,000 8,000

61% operate redemption/novelty equipment; 58% last year.

63% of those operating redemption bought new ones.

Have you encountered legal problems with redemption/novelty equipment in your area?

2011 2010 2009 2008 2007
Yes 16% 23% 12% 15% 13%

Is there a prize value limit in your area?

2011 2010 2009 2008 2007
Yes 28% 33% 38$ 31% 29%
NOTE: Prize value limits average $12.50.

Kiddie Rides
2011 2010 2009 2008 2007

Average Weekly Gross $35 $40 $33 $44 $48
Average # Per Operator 13 11 11 13 10
Total # On Location 10,010 9,108 12,100 12,000 8,000
Total New Purchases 1,540 3,312 3,300 3,000 under 1,000

35% operate kiddie rides; 36% last year.

14% of those who operate kiddie rides bought new ones.

Cranes 
2011 2010 2009 2008 2007

Average Weekly Gross $121 $92 $82 $115 $123
Average # Per Operator 30 20 30 21 20
Total # On Location 58,080 39,560 51,000 47,000 38,000
Total New Purchases 11,616 9,890 17,000 18,000 8,000

88% operate cranes; up from 86% last year.

55% of those operating cranes bought new ones.
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Countertops/Touch Screen Games
2011 2010 2009 2008 2007

Average Weekly Gross $38 $43 $47 $62 $74
Average # Per Operator 34 36 39 43 56
Total # On Location 62,832 58,788 68,250 78,000 120,000
Total New Purchases 7,392 13,064 12,250 15,000 18,000

84% operate countertops; 71% last year.

60% of those operating countertops bought new ones.

Video Poker 
2011 2010 2009 2008 2007

Average Weekly Gross $139 $81 $92 $236 $356
Average # Per Operator 22 5 11 79 44
Total # On Location 11,616 2,300 5,500 15,000 5,000

29% operate video poker; 20% last year.

17% of those who operate video poker bought new ones.

Is law enforcement cracking down on this type of equipment in your area?

2011 2010 2009 2008 2007
Yes 57% 62% 48% 45% 52%

Have video poker machines been seized in your area?

2011 2010 2009 2008 2007
Yes 63% 59% 40% 55% 75%

Do you know any operators involved in a court case involving video pokers?

2011 2010 2009 2008 2007
Yes 52% 51% 38% 40% 71%
NOTE: We’ve asked this question for many years, and the answers always vary because it’s a difficult category of
equipment to quantify; results may be very different year to year.

8-Line Games
2011 2010 2009 2008 2007

Average Weekly Gross $94 $97 $105 $160 $350
Average # Per Operator 29 36 30 49 55
Total # On Location 13,398 19,044 15,000 23,000 31,000

21% operate 8-Line games; 28% last year.

35% of those who operate 8-Line games bought new ones.

Is law enforcement cracking down on this type of equipment in your area?

2011 2010 2009 2008 2007
Yes 58% 57% 54% 50% 43%

Do you know operators who have been involved in a court case involving 8-Line games?

2011 2010 2009 2008 2007
Yes 64% 48% 41% 46% 57%

Have 8-Line games been seized by law enforcement in your area?

2011 2010 2009 2008 2007
Yes 51% 53% 46% 58% 64%

“Eliminate weak accounts; replenish strong
accounts. Buy more of what earns.” State

ofthe
Industry
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“Focus on cranes, merchandisers, ATMs, bulk vending,
and digital music. They are the only categories that
seem to be consistently relevant.”

Vending-Bulk
2011 2010 2009 2008 2007

Average Weekly Gross $32 $56 $67 $66 $35
Average # Per Operator 63 48 133 165 267
Total # On Location 72,512 76,176 205,000 217,000 217,000

41% operate mechanical bulk; 13% operate electronic bulk.

24% indicated that they have raised their bulk vend price-per-play in the last 12 months; 26% last year.

43% have seen traditional amusement operators adding bulk to their routes; 42% last year.

31% have added other types of equipment, with cranes at the top of their list; 61% last year.

Mechanical machines averaged a weekly gross of $30 ($24 last year), while electro-mechanical machines averaged a
weekly gross of $38 ($88 last year).

29% of bulk operators have been hurt by CPSIA requirements; 19% last year.

75-cent - $1 vends increased 12% over last year.

Vending-Full Line
2011 2010 2009 2008 2007

Average Weekly Gross $72 $63 $55 $123 $222
Average # Per Operator 88 63 55 108 162
Total # On Location 25,168 27,531 22,000 30,000 45,000

13% operate full line vending equipment; 19% last year.

9% of those who operate Vending-Full Line bought new ones.

What type of full line vending machines do you operate?
The most common answers were cold drinks, snack, food, coffee, and personal products.

Vending-Cigarette
2011 2010 2009 2008 2007

Average Weekly Gross $137 $186 $192 $135 $169
Average # Per Operator 19 22 15 16 28
Total # On Location 8,778 10,120 8,250 9,000 23,000

21% operate cigarette vending machines; 20% last year.

Automated Teller Machines (ATMs)
2011 2010

Average Weekly Gross $50 $65
Average # Per Operator 22 18
Total # On Location 16,830 16,146
Total New Purchases 4,950 5,382

45% operate ATMs; 39% last year.

68% of those operating ATMs bought new ones.

48% indicate they will add ATMs to their route.
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2
SWITCH STEAK

3131 Las Vegas Blvd. S.
(702)770-7000
Type: French

Switch, a French-inspired
steakhouse and seafood
restaurant with an emphasis
on the finest seasonal ingredi-
ents, is named for the physi-
cal transformation the restau-
rant experiences each meal.

BELLAGIO BUFFET
3600 Las Vegas Blvd. S.

(888)987-6667
Type: buffet

A trip to Las Vegas isn’t complete without
visiting one of its famous buffets. The array
of food at The Bellagio buffet is vast, featur-
ing Japanese, Chinese, seafood, Italian, a
poultry selection, and a salad bar. The Bel-
lagio offers a “gourmet buffet” on Friday and
Saturday nights.

1
PIERO’S

355 Convention Center Dr.
(702)369-2305

Type: Italian, Romantic
Featuring authentic Italian cui-
sine, the menu has been
described as “fresh and good”
and the service, outstanding.
The atmosphere is quiet and
perfect for family meals and
romantic dinners alike.

3 
ADDICTION RESTAURANT

455 E. Harmon
(702)369-5400
Type: American

Developed by celebrity Chef Vic
Vegas, Addiction Resurant has
been described as a “sleek mod-
ern venue serving classic dishes
with a twist.” Think sandwiches
and salads. 5 

BACHI BURGER
470 E. Windmill Ln. #100

(702)242-2244
Type: Burgers

Asian flavors, Asian-inspiration, and
gourmet cooking infused into the All-
American classic hamburger. The chef
recommends The Ban-Mi Burger, the
Wagyu Short Ribs, and Portuguese
Doughnuts.

25
Since its inception, the very nature of the

coin-op industry is providing entertainment,
so it’s no surprise that the Amusement Expo

takes place in one of the world’s most famous
entertainment venues: Las Vegas.

A visit to this glittery destination for the show
also includes some down time when the

exhibit hall closes. We’ve put together a “mini-
guide” full of 25 fun things to do and see in

Las Vegas for those visiting the city in March.

things to do in Las Vegas   

9

21
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LITTLE CHURCH OF
THE WEST

4617 Las Vegas Blvd. S.
(702)739-7971

MORMON FORT
500 E. Washington Ave.

(702)486-3511

MORELLI HOUSE
861 East Bridger Avenue 

(702)822-6536

Built in 1942, this chapel has
been the site of numerous
celebrity weddings and featured
in movies. The church has been
moved three times throughout
its history and has marr ied
more than 100,000 couples.

Before Las Vegas became “Las
Vegas” it was a stop on a trail
used by settlers, mail service,
and Paiute tribes. In 1855, the
Mormon Church built a settle-
ment here. The Old Mormon Fort
buildings are the oldest non-Indi-
an structures in Las Vegas today.

The Morelli House was designed
and built in 1959 by the Sand’s
orchestra conductor and music
director Antonio Morell i . The
house was ultra-modern for its
day and in some aspects defies
architectural classification. The
site is now occupied by the Junior
League of Las Vegas.

PARIS EIFFEL TOWER
3655 Las Vegas Blvd. S.

(702)946-7000

Don’t miss the view from the
Paris Eiffel Tower. Visitors take
an elevator to the top while a
guide points out other promi-
nent Las Vegas landmarks.

PEEP SHOW
Planet Hollywood Resort and Casino

3667 Las Vegas Blvd. S.
(800)745-3000

THE BEATLESTM LOVETM

BY CIRQUE DU SOLEIL®

3400 Las Vegas Blvd. S.
(800)963-9634

LAS VEGAS
MOB EXPERIENCE

3801 Las Vegas Blvd. S.
(702)739-2222

Catch the show with celebrity Holly
Madison on March 15 at 8 p.m. and
10:30 p.m. at Planet Hollywood
Resor t and Casino. Its been
described as “a perfectly naughty
night out for any fan of first class
live entertainment-Vegas style!”

On March 15, catch The BeatlesTM

LoveTM by Cirque du Soleil®. The expe-
rience is described as “an intimate
and powerful entertainment experi-
ence that captures the love that the
Beatles inspired during their astonish-
ing adventure together.”

The Las Vegas Mob Experience
museum features a collection of
over 1,000 mob artifacts and
memorabilia including items
belonging to many infamous
mobsters.

VEGAS INDOOR
SKYDIVING

200 Convention Center Dr.
(702)731-4768

Experience the sensation of sky-
diving in an indoor environment.
The indoor wind tunnel, one of
only a few in the country, is
based on a design used to train
Army skydivers.

THE PARLOUR AT EL
CORTEZ HOTEL & CASINO

600 E. Fremont St.
(702)385-5200

INSERT COIN(S)
VIDEOLOUNGE GAMEBAR

512 Fremont St.
(702)477-2525

The El Cor tez Hotel & Casino
recently underwent renovation to
modernize its dining, entertainment,
and gaming options while still hon-
oring its historic heritage. The new
additions are The Parlour lounge, a
retro bar/lounge featuring a baby
grand piano, leather club chairs,
and a vintage cocktail menu.

This video game lounge and bar
features specially designed tables
with a variety of gaming consoles
and cocktail service. There is also a
60+ capacity Beta Bar, a section of
refurbished vintage arcade games
(think Pac-Man and Donkey Kong),
and a dance floor.
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HUNTRIDGE
THEATER

1208 E. Charleston Blvd.

BLUE MAN GROUP
The Venetian

3355 Las Vegas Blvd. S.
(702)414-1000

LA REVE—THE DREAM
Wynn Las Vegas

3131 Las Vegas Blvd. S.
(702)770-7000

The Huntr idge Theater
opened in 1944. The building
served as a movie house for
almost five decades before
being converted to a perform-
ing arts center in 1992. The
theater was closed in 1994
but the building still stands.

Described as “an absolutely
ecstatic experience” and
“impossible to describe” The
Blue Man Group’s show at the
Venetian is a classic Las Vegas
experience. Show times are 7
p.m. and 10 p.m.

Presented at Wynn Las Vegas,
this performance offers an inti-
mate aqua theater featuring
aerial acrobatics, provocative
choreography, and artistic ath-
leticism. Experience a world of
fantasy, adventure, and intrigue.

KEVIN BURKE: FITZ OF LAUGHTER
Fitzgerald’s Casino and Hotel

301 E. Fremont St.
(702)388-2111

Recurring daily, Fitz of Laughter is
performed in Fitzgerald’s Casino
and Hotel. The show, hosted by
The Las Vegas Entertainer of the
Year, combines insightful humor,
mentalism, and fire eating.

TITANIC: THE ARTIFACT
EXHIBITION

3900 Las Vegas Blvd. S.
(702)262-4444

This exhibit, featuring over 300
artifacts, amazing replicas, and
more, truly brings the Titanic
experience to life. This unique
exhibit is entertaining, education-
al, and fun for the entire family.

FREMONT STREET ZIP LINE
425 Fremont St. Suite 160

(702)410-7999

The Freemont Street Zip Line
allows visitors to fly down an 800-
foot-long zip line over crowded
Fremont Street at over 30 mph.
The cost per ride is $15 before 6
p.m. and $20 afterwards.
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SHARK REEF AQUARIUM
3950 Las Vegas Blvd. S.

(702)632-4555

NEW YORK NEW YORK
ROLLER COASTER

3790 Las Vegas Blvd. S.
(702)740-6607

CLOUD 9
6870 South Rainbow Blvd. #108

(702)586-9743

Fun for children and adults
alike, Las Vegas is home to one
of the only predator-based
aquariums in the country. Visi-
tors can see sharks of all vari-
eties, sawfish, giant rays, sea
turtles, piranha, jellie fish, and a
rare golden crocodile.

Thrill seekers can head over to the
New York New York roller coaster
located inside the New York New
York hotel. This coaster lifts you 203
feet in the air and drops you 144
feet, leaving you coasting at 67
mph. The experience is reported to
simulate a jet fighter’s “barrel roll.”

Cloud 9 is a helium balloon that
floats guests over 500 feet in the air
for a sky-high view of Las Vegas.
Located near the Mandalay Bay
hotel, the balloon is tethered to the
ground, offering a new experience
for even the most timid of travelers.

BELLAGIO FOUNTAINS
3600 Las Vegas Blvd. S.

(888)987-6667 

The Bellagio Fountains now “perform” to
six new songs including The Beatles’ “Lucy
in the Sky with Diamonds” and Michael
Jackson’s “Billie Jean.” Showtimes are
every half hour between 3-7 p.m. Monday
through Friday and every 15 minutes
between 7 p.m. and midnight Monday
through Friday. Saturday, Sunday, and holi-
day shows are even more frequent.
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terms of small, medium, and large
items, plus the unusual such as licensed
Monopoly games, battery-operated
toys, crazy hats, hand puppets, you
name it. 

Play Meter spoke with Mike Lynch,
Vice President of Sureshot Redemp-
tion, to find out more about the compa-
ny’s products, services, and staff, and
today’s market demands.   

Sureshot has been serving the
amusement industry for 15 years.

meets market
demands

Building lasting relationships with
customers is a core precept at The

Foland Group, the parent company of
Sureshot Redemption. 

The Ontario, Calif.-based company
has four divisions: Charm Company
(rocking and ride-on toys), Dennis
Foland Inc. (souvenir and custom logo
merchandise), Prize Proz (prize incen-
tive programs for fundraising), and
Sureshot (serving the redemption mer-
chandise industry). 

Sureshot came on the scene in
1997 to answer the demand for quali-
ty prize merchandise as more enter-
tainment venues began to offer a larger
percentage of redemption games that
gave players tangible rewards for their
accomplishments.

Any stop at the Sureshot booth at a
trade show reveals the vast array of
merchandise available, from birthday
party items to remote control cars. The
company can supply all the basics in

COVER
STORY

Quality items, exceptional service, and knowledgeable
staff are  hallmarks of this merchandise supply company.

The Sureshot Redemption team,
front row, (l-r): Aaron Graves,
Bryn Netz, and Dennis Sidler;

middle row, (l-r): Mile Lynch,
Rorie Keller, Sondra Doyle,

Meg Bonnichsen, and
Hasha Zangana; back

row, (l-r): Jim Waldsmith,
Jennifer Young, and

Richard Mays.



How has the market changed since
then, and how has Sureshot adjust-
ed to new market demands? 

The market for redemption prizes
has constantly been evolving, particu-
larly as there is an increase in redemp-
tion games in family entertainment
centers (FECs) .   Along with this
growth of redemption games comes an
increase of sophisticated players
demanding bigger and better redemp-
tion prizes. 

These players have become savers,
demanding more sophisticated and
pricier prizes. The staple redemption
items are still necessary—and the best
sel lers—with an ever- increasing
demand for variety.

What are some of your most
popular “standard” items in stock
and what are some of the most
popular “new” items?

Staple items have remained the

same for many years: yo-yo’s, erasers,
finger puppets, pencil toppers, finger
traps, and of course, any kind of boun-
cy ball.  We always offer new styles of
these staple items each year.

Other popular items include PVC
animals such as a whale, dinosaurs,
and snakes; Marvel and Princess
banks; and five-inch knobby balls. Our
GID Blaster is probably one of our
hottest items, and the jumbo pump
rocket. Another popular item is the Big
Bite Gummy Bear. New are the float-
ing shark and clown fish, which will be
a hit, and new Monopoly games. 

Sureshot displayed a variety of
themed Monopoly games at the
recent IAAPA Expo 2011. How are
customers responding to these
unique games? What are the latest
ones?

Sureshot Redemption is the exclu-
sive distributor of Monopoly games by
USAopoly to the amusement industry.

Our customers absolutely love
the themed Monopoly board
games and their guests love
them, too. Some of the most
popular versions include Hello

Kitty, The Beatles, Family Guy, Ninten-
do, and The Nightmare Before Christ-
mas. New for this year is Metallica. 

Approximately how many items
are featured in your new 2012 cat-
alog? While it’s not possible to
name them all, what are some of
the newest items?

The Foland Group has over 6,500
items in stock. Over 2,500 items will
be featured in the 2012 catalog. We
are very excited about our new mer-
chandise for 2012. We will continue
with our popular USAopoly line of
licensed games. 

In addition, we will carry popular
2012 movie licenses including The
Amazing Spider-Man, The Avengers,
Battleship, Madagascar, Ice Age, and
The Dark Knight Rises (Batman
movie), to name a few. We will contin-
ue to carry the most popular licenses
including Disney, DreamWorks, and
Warner Brothers.  

Are you seeing an increase in
new FECs or the remodeling of
existing ones? How important is the
redemption center to their opera-
tion?  

The new FECs seem to be the large
box type with multiple venues, includ-
ing bowling, restaurants, and bars with
upscale lounge areas. We have had
good fortune in finding new customers
that are building from the ground up.

Many existing FECs that offer a full
range of entertainment options includ-
ing redemption, dining, soft modular
play areas, miniature golf, bumper
boats, and go-karts are remodeling and

Licensed Monopoly
games include Hello

Kitty, Family Guy, and
The Beatles.
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adding additional attractions. The goal
is to offer something for everyone in
the family to get them to stay longer.

Our extensive network of well-sea-
soned sales representatives help our
existing customers with re-merchandis-
ing their redemption display on a regu-
lar basis to keep them fresh and prof-
itable. A well-run redemption counter
is vital to an FEC’s success. It’s a prize
center and also a profit center. We
have seen FECs open with more
redemption games than video games.

What’s your best advice to cus-
tomers looking to stock their
redemption center? What range of
prize merchandise should they con-
sider?   

Keep an even balance between girls
and boys. The type of merchandise
depends on the targeted market. Con-
sider a heavy concentration on small
to medium prizes and a good selection
of high-end merchandise that your
customers will want to save up for.

Light-up products such as disco lights
and glitter lamps are great to flash on
the redemption wall.

What tips do you offer for how
to display prizes at redemption
counters? 

Prizes must be seen in order to be
won, so don’t be shy about displaying
redemption prizes. Your redemption
center should be full of good prizes
and have adequate lighting to attract
your customers. It should be main-
tained and restocked to always look
full and inviting to your guests.

Display proper signage from your
game room directing your customers
where to go to redeem their tickets.
The selection of prizes should regular-
ly be updated with new or different
redemption items. The more popular
items you offer your guests, the more
they will come back and play.  

We l ike to use the acronym
N.I.C.E.®:  

N Neat and organized
I Informative (ticket values on 

everything)
C Consistent and clean
E Enthusiastic employees

What are the advantages of
using your Electronic Packing List
(EPL)?

EPLs are a great tool when used
correctly to accurately track merchan-
dise usage and monitor inventory. We
have also gone one step further with
several customers in regard to receiv-
ing Digital Purchase Orders. The EPL
also sets the standard ticket value for
the location, to help the employees
check in and display the products.

What led to building a new
showroom and a new distribution

COVER
STORY

A wall of prizes in the new showroom.

Customers can have a field day in the
new showroom.
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center, and how are they benefi-
cial?  

Our facility is over 250,000 square
feet with the showroom being 3,500
square feet. We outgrew our old show-
room, which led us to the decision to
move it to a larger area to accommo-
date our current inventory. Just like in
a retail store, our customers like to
come in and see, touch, and feel all of
our new items as well as to take note
of how items are packed. 

How much of your merchandise
is made especially for retail and
how much for games/cranes/
redemption centers? 

We have a fairly good and evenly
distributed mix of redemption and
retail items.  Fifty percent of our mer-
chandise is redemption items and the
other 50 percent is retail items. Many
of our retail items make great redemp-
tion prizes.  

How big is the sales force today?
Our current sales force is com-

prised of 15 sales representatives with
extensive redemption experience. This
includes in-house sales as well as those

out in the field. Having sales represen-
tatives located across the country ben-
efits us in assisting our customers by
responding to their needs quickly and
efficiently.  

Are customers who visit your
booth at trade shows looking for
certain types of items these days?
Are they more price-conscious or
more quality-conscious?

Quality has become more impor-
tant as customers want to give their
guests more value for their money. In
today’s economy, the public is looking
for value for their dollar. 

At trade shows, customers usually
want to see what’s new. It is also just
like a miniature version of our show-
room so we are able to point out tips
and techniques for displaying mer-
chandise.

At the Amusement Expo, our
favorite show, we get to showcase our
new products from our new annual
catalog. We strive to give our cus-
tomers a balance of both savings and
value along with quality merchandise.

Customers are also looking to us for

new ideas and advice to help their
facility grow. They want to know
what’s working for other redemption
centers.   

What are some of the greatest
strengths of Sureshot?

Sureshot is the pioneer in providing
complete merchandise service includ-
ing store planning, assortment plan-
ning, setup, and re-merchandising to
the amusement business. The Foland
Group has offered in-store setup and
merchandising since 1979. Our goal is
to help our customers improve their
business. In short, we will do whatever
necessary to help our customers suc-
ceed.

In addition, we offer inventory
management programs and we are
compliant with all POS systems as well
as EDI. Our in-house art department
can develop a complete logo program
with our customer’s existing artwork,
or we can help create a logo to meet
their requirements. 

How is Sureshot helping cus-
tomers in today’s difficult econo-
my?

In today’s economy, we know that
everyone is price-conscious as well as
quality-conscious. We offer promotions
to our customers on great quality
products.

One of our current and popular
promotions is our Top 10 Weekly
Deals. Customers receive weekly e-
mails of new deals of the week. The
Top 10 Weekly Deals can be accessed
through our eOrder site. If an FEC is
not a current customer, they can set
up an account and instantly access
these great deals. 

At Sureshot Redemption we pride
ourselves on our commitment to turn
around customer’s orders within 24
hours. Sureshot will continue to pro-
vide the best quality assortment at the
best price with exceptional service.

For more information, cal l
(888)887-8738; e-mail (sales@
sureshot-redemption.com); Web
(www.sureshot-redemption.com). ▲

Inside the expansive warehouse.



in particular truly stood out. 
That being said, we did notice a huge

influx of Asian Pacific companies getting
into the mix with a host of new drivers,
shooters, and redemption games.  

While most of these games were
slightly behind the curve of what’s cur-
rently out in the U.S. market, it’s defi-
nitely something to monitor in the
upcoming year. There could easily be
some new players in town and we
hope this will only help to increase the
competitive landscape, pushing every
company to produce higher quality and
more innovative games to market.

CONNECT 4/BAY TEK
What can we say, we’re suckers for

nostalgic themes and Bay Tek tugged at
those strings with its latest, Connect 4.
The classic board game comes to life in
redemption form, allowing players to play
head to head or against the computer for
a chance to win some big tickets. Bay Tek
has done a fantastic job with its cabinet
design, creating a large footprint that
would stand out at any location.

An IAAPA overview
While we can’t say the nightlife

is as exciting in Orlando as it
is in Las Vegas, there’s no

doubt where the most exciting show is. 
The International Association of

Amusement Parks and Attractions
(IAAPA) Expo held in Orlando has it
all: coin-op equipment, 3D/4D/5D/6D
simulators (Albert Einstein might have
to explain anything above 4D), giant
inflatables, and food stations located
throughout. And that’s only naming a
few of the attractions on hand.

With this only being our second
time at this show, we were again
impressed by the sheer size of this con-
vention and hope to make it a staple
on our annual tradeshow trip calendar.

Similar to what we’ve done in
columns past, this month we will take a
look at some of our favorites from the
fall 2011 event, followed by more in-
depth reviews in months to come. 

We usually like to award a single
company for showcasing the most qual-
ity equipment at the show (volume
never hurts), however this year no one

CRITIC’S
CORNER TOO!

The critics visit
several of their

favorites from the
IAAPA Expo 2011.

Josh and Zach Sharpe
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With a father like Roger Sharpe, the
original “Cornered Critic,” it is probably
no surprise that sons Josh and Zach
share a true passion for the coin-op
industry. Former pinball champions, both
are recognized as being two of the finest
players in the world. But their interest
and skills have grown far beyond the sil-
ver ball to embrace video games and
attractions of all types.

SPEED OF LIGHT/LAI GAMES
LAI Games certainly brought one of

our favorite games in Speed of Light.
As we’ve mentioned time and time
again, we love having to work for our
tickets via skill-based gaming and it’s
tough to top that element with this
game.

With 30 different buttons spaced
out in front of the main cabinet, play-
ers must use speed and fast reflexes to
hit the lit buttons. The faster a player
is, the more tickets they win. What’s
great about the Speed of Light, besides
its clever and fitting title, is the fast
game play that’s accompanied by fan-
tastic lighting effects and upbeat music.

ICE AGE ICE-BREAKER/
ICE/PLAY MECHANIX

It’s very fitting that a company called
ICE would secure the rights to a recog-
nizable animated license like “Ice Age.”
In this redemption game, players must
hit one of the acorns in front of them
using a mallet (five acorns in total).

This causes a visual break in the ice
on the flat 42-inch horizontal monitor,
shooting its way towards a toggling
bonus structure of tickets. 

By avoiding the drifting characters
and timing which acorns to strike, play-
ers can ultimately win Scrat’s bonus.
The game is simple and fun, the cabi-

net design with additional 22-inch
monitors fits the theme nicely, and
with a fourth movie coming up next
summer, the release of this game could
not be timed more perfectly.

UNDER PRESSURE/
PALE NIGHT PRODUCTIONS

A description of the display is as fol-
lows: A man runs up to the window
that viewers can see into and frantical-
ly tries to open it. This causes the win-
dow to shake violently. Suddenly, a
zombie steps in, grabs his head, and
crushes it between her hands, blasting
viewers with water. 

This prop is a crowd favorite and
will startle even the bravest of patrons. 

While this isn’t a game, we had to give
special acknowledgement to Pale Night
Productions’ display of interactive horror.
All of the company’s interactive portraits
are unique, creative, and definitely took
us by surprise the first time through.  

We were fortunate enough to capture
video proof of how startling and scary
the Under Pressure display is. We’ll just
have to see if Courtney and Monica are
brave enough to post it on Play Meter’s
Web site or Facebook page!

TRANSFORMERS AND
TRON/STERN PINBALL

Last, but certainly not least, we

wanted to mention what took place
at Stern’s booth at this year’s show.
While we did give Transformers a
full review in our last edition, this
was the first public show to showcase
Stern’s latest gem. 

We must  g ive  ex t ra  kudos  to
Marco Specialties for doing a fantas-
t i c  job o f  hook ing up moni tors ,
speakers, and lighting to create an
event-like atmosphere around the
games on display. 

Additionally, Stern had a Tron on
di sp lay  wi th  a  t i cke t  d i spenser
attached. Harking back to the days of
Gottlieb’s Super Mario Brothers or
William’s Ticket Tac Toe, we have
not seen a true redemption pinball
on the market in what seems like for-
ever. We love this forward thinking
and trying to push pinball into differ-
ent markets. ▲

Transformers Pinball

Ice Age 
Ice Breakers

Speed of Light

Tron Pinball



TRADE
ACCESSORIES

MEI Conlux® has launched its next-genera-
tion five-tube coin changer, which replaces its
CCM5 model coin changer. The new Conlux
MCM5 provides increased tube capacity, addi-
tional float options, and enhancements in prod-
uct durability and aesthetics.

The Conlux MCM5 accommodates two full
rolls of coins, and the coin tubes are fully acces-
sible from the back of the cassette for faster
coin filling. The MCM5 also provides new float
options to manage coin inventory. 

Operators can either select from one of two
preset factory float levels ($34 or $52) or they
can program the float level simply by pressing the discriminator’s
float button up or down to the desired dollar amount.

“Operators are looking to get more for less in these tough eco-
nomic times and the MCM5 gives them a workhorse coin changer
at an economical value,” said Tom Vogt, Americas Director for Con-
lux. “Conlux engineers took the heritage technology in the CCM5
and retooled it to satisfy operator needs for the next decade.”

The MCM5 automatically programs the cassette when it is
snapped into place and provides simultaneous three-coin payout
for faster transactions. In addition, the MCM5 uses 30 percent
less power than the CCM5 while in idle state, giving operators a
competitive advantage to win over new accounts. 

The Conlux MCM5’s enhancements in product durability
and aesthetics include: a single-piece coin door that swings
open to give better visibility of the coin path, a newly colored
green coin gate that makes jams easier to spot, a sturdier
return lever to withstand the harshest handling, a nine-button
keypad and improved labeling that makes it faster and easier
to program the device, and a third diagnostic LED light on

the discriminator to “flag” mainte-
nance needs.

“We’ve used the Conlux CC5M
for years, and it has always per-
formed reliably for our routes at a
tremendous value,” said Jim Braker,
Owner of Beaver Vending Inc. in
Beaver Dam, Wis. “That’s why we
jumped at the opportunity to partici-
pate in the beta trial for the new
MCM5. We found it to be durable,
high performing, and easy to use.
The nine-button keypad and LED
lights have really improved field pro-
gramming and diagnostics, and we
really like the single-unit coin door.” 

For more information, call (866)657-
7549; Web (www.meigroup.com). ▲

LED Slate Sign 
and LCD EzSign TV

MEI Conclux coin changer
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Classic Promotional Tote
As companies look to improve bottom line results by reducing expenses, most pur-

chases are closely scrutinized for return on investment. The Classic Promotional Tote
from A. Rifkin Co. allows your organization to save money and increase value.

For orders of 1,000 or more bags, customers receive a cus-
tom imprinted, 13-inch by 17-inch tote for only $1.56 each.
The single-color imprint can include a logo, slogan, or special
event information.   

This stylish Rifkin bag is cost-effective and can be used for
many applications. Made of durable 10 oz. duck material,
these totes make a perfect tradeshow gift, training material
organizer, customer giveaway, or fundraising item. The
reusable fabric bag is also environmentally friendly and is an
ideal choice for promoting your organization’s green initiatives. 

For more information, call (800)458-7300; Web
(www.arifkin.com).

Suzo Happ has new products to illuminate your business
and increase sales. The LED Fluorescent Slate Sign is a multipur-

pose sign that allows users to place their
message in fluorescent lights and
change it as often as they’d like. 

The boards are great in arcades,
casinos, restaurants, hotels, pubs, and shops. Messages can be
written and wiped off as often as needed. Over 50,000 hours of
illumination means there is no need for an external lighting
source. The board comes with a pack of six fluorescent pens, a
13-foot extension cord, power adaptor, two microfiber cleaning
cloths, a controller, and an instruction manual. The energy effi-
cient LEDs save up to 80 percent over conventional light bulbs. 

Another new product is the 32, 42, or 47-inch Commercial
LCD EzSign TV. Without any additional hardware, the LG
EzSign TV can be used to show live television broadcasts along
with signage content with included software. Users can create
their own signage content and make revisions on the fly. A vari-
ety of template designs are available. 

Features include: digital signage function with free software,
public display settings, EcoSmartTM energy saving levels, Energy
Star 4.1 and RoHs compliant, Auto sensing remote jack pack
(RJP) compatible, Pro:CentricTM ST, Dynamic contrast ratio
60,000:1, native display resolution, built-in ATSC/NTSC/QAM
clear tuner, invisible speaker system with hidden speaker grilles,
LG’s exclusive XD Engine, multiremote IR code, USB 2.0 media
host for photos and music, USB cloning, Clear Voice II, Real Cin-
emaTM, two HDMI inputs with HDCP V.1,3 with deep color, and
a two year limited warranty (parts and labor). 

For more information, call (847)593-6130; Web
(www.suzohapp.com).





TRAVEL
TRACKS

PLAY METER 88 FEBRUARY 2012

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

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

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

March 14-17
ENADA Spring
Rimini, Italy
Rimini Expo Centre
tel: +39(0)541-744-214
e-mail: g.zoni@riminifiera.it
web: www.fierarimini.it

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

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

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

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

February 9-11 
AMOA Council of Affiliated States Meeting
Phoenix, Ariz.
Phoenix Wyndham Hotel
tel: (800)937-2662  
e-mail: amoa@amoa.com
web: www.amoa.com

February 22-23
East Coast Expo
Atlantic City, N.J.
Golden Nuggett
tel: (732)240-0000
e-mail: njaa40plus@aol.com
web: www.njamusements.com

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

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

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

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

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

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

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

READERS/
ADVERTISERS

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

PLAY METER
MAGAZINE

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

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

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

Buy!Buy!

Buy  Your Own Jukebox!
Buy  Your Own Music!

Buy  Your Own Paid Public
Performance Licensing!

seeburgdigital.com
Email: sales@seeburgdigital.com (717) 884-9731
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We would like to thank

for a job well done with our recent
auction in South Carolina.

Thank You to Rob Storment
and his entire staff!

Felicia Collins Robbins
President
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www.playmeter.com

Check us out
online for the

latest in 
industry news! 

Sign up for our 
e-newsletter while

you’re there!
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Crane Operator? 
You Need to Read This!

• Introducing the AT2900 Crane Bridge Tester. The AT2900 and AT2900 Pro testers will allow you to
easily and immediately test the functionality of the switches and motors in your crane.

• Imagine the savings in troubleshooting time and down time.

• The AT2900 - $89.00 is perfect for every tech's tool box. The AT2900 Pro - $179.00 is a
more advanced tool that can be used in the field or in the shop as a great bench tester.

• Both models connect to Coast to Coast and Coastal cranes as is. Adapter modules are available
for most other popular manufacturers.

Amusement Technologies
www.AmusementTechnologies.com

Call Dick or Mark for more info - 781.828.1095 
email: sales@amusementtechnologies.com



MONITOR
GET WELL KITS

SAVES TIME AND MONEY
ON MONITOR REPAIRS!

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

come with easy to install instructions
and free technical help.

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

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

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

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

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

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

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

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

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

Kit225: Wells-Gardner U2000, U5000 vertical repair 

kit Includes TDA1771 vertical IC. 7 parts-$8.95

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

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

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

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

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

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

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

Kit810: Hantarex Polo monitor. 27 parts-$7.95

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

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

series repair kit. 53 parts-$8.95

Kit834: Neotec NT2500, NT2501, NT2515C, 

NT25E repair kit. 37 parts-$8.95

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

Eliminates hum bar in picture. 4 parts-$6.95

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

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

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

ZANEN ELECTRONICS
888-449-2636 (orders only)

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

Zanenelectronics@aol.com

FOR SALE

QUARTERTIME AMUSEMENTS
(410) 358-8311 Michael

Treasure Chest Crane
by United

Sizes

31”
42”
60”

Goliath 4x6
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email: ontheballvending@gmail.com

www.vendingrack.com

• New & Used 
Bulk Vending Equipment 

• Northwestern & Oak Available

• Free Shipping!

www.playmeter.com

Find 

us 

online
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Blue Bar 
Vending

Offering a complete line
of Bulk Vending 

Equipment and Supplies
All at Discounted Prices

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

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

email: ontheballvending@gmail.com

www.vendingrack.com

• New & Used 
Bulk Vending Equipment 

• Northwestern & Oak Available

• Free Shipping!

Find 
us 

online

www.playmeter.com
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Donate Zone® the nation’s leading
providers of video sweepstakes games,

is seeking route sales professionals
in the following areas:

Successful candidates will have a minimum of 

3 years experience in similar route sales position.

Annual compensation is $35K-$50K base 

plus commission bonus and travel expense.

Total annual compensation should be $75K-$100K.

TEXAS

SOUTH CAROLINA

FLORIDA

MISSOURI

Submit resume to pnelson@hesttech.com 
or fax to 817-590-2487.

Donate Zone is an equal opportunity employer.

1- HYDRO THUNDER S/D CLEAN. . . . . . . . . . $795

1- CART FURY S/D NICE . . . . . . . . . . . . . . . . . $895

1- JOHNNY NERO GUN/47” SCREEN. . . . . . . $595

1- GUANTLET LEGENDS 39” SCREEN. . . . . . $595

1- JURASSIC PARK 3 GUN DED. . . . . . . . . . . $695

1- OUTRUN2 S/D BILL ACEPT. . . . . . . . . . . . $1195

1- STERN PLAYBOY PINBALL CLEAN . . . . . $1795

1- STAR TREK NEXT GEN. VERY CLEAN . . $2695

1- REVENGE FROM MARS VERY CLEAN . . $2195

1- NBA FASTBREAK PINBALL CLEAN . . . . . $1395

1- BUCKHUNTER WORLD BILL ACEPT . . . . $2795

1- SUPERBIKES S/D BILL ACEPT . . . . . . . . . $3695

1- CLEAN SWEEP JUMBO CRANE 90’S. . . . . $295

1- CLEAN SWEEP STANDARD CRANE 90’S . . . $395

1- SAMMY JUMPING DOG INSTANT MERC. . . . $595

QUALITY VEND. EQUIPMENT SALE!!
WHILE THEY LAST!!

call SCOTT (574)-202-0214 for info
email SCOTT - arcadeguru@myfrontiermail.com

LOCATED IN GOSHEN,INDIANA
LOCAL PICK UP OR SHIPPING ARRANGED BY BUYER!

OTHER GAMES AVAILABLE !!!

SIZES WIDTH/DEPTH RATE
Full pg. (image area) 7” x 10” $600
3/4 pg. 7” x 7-1/2” 480
2/3 pg. 4-5/8” x 10” 420
1/2 pg. island 4-5/8” x 7-1/2” 320
1/2 pg. horizontal 7” x 4-7/8” 320
1/3 pg. square 4-5/8” x 4-7/8” 210
1/3 pg. vertical 2-1/4” x 10” 210
1/4 pg. vertical 3-3/8” x 4-7/8” 160
1/4 pg. horizontal 4-5/8” x 3-3/8” 160
1/6 pg. vertical 2-1/4” x 4-7/8” 110
1/6 pg. horizontal 4-5/8” x 2-1/4” 110
Per column inch 24

($30 for first inch; $24 each additional inch)

GENERAL POLICY
PLAY METER’S Classified (Money Pages) advertising is primarily intended for: buyers and sellers of used equipment, support and sup-
ply firms and employment opportunity ads. We reserve the right to reject advertising that does not fall within the scope intended for
PLAY METER’S Money Pages, or any reason we deem appropriate.
PLAY METER’S classified advertising is NOT agency commissionable.

DEADLINES (for classified ads only)
Reservations and raw copy deadline for ALL classified ads is the 12th of the month prior to issue date (e.g., March 12 for April issue).

GRAPHIC SERVICES
The PLAY METER art staff will assist in typesetting and layout of ads to be placed in the classified section of our publication at no addi-
tional cost. Rough layouts must be provided three working days before the ad copy deadline.

(504) 488-7003  CLASSIFIED RATES (504)488-7003
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➺ Board Repairs
➺ Hard-to-Find Cabinet Parts
➺ CASHCODE Bill Acceptors

SEASIDESEASIDE
GAMINGGAMING

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

Our readers are always SEEKING 
new equipment and supplies

Advertise in 
Play Meter

Advertise in 
Play Meter

Be THE ONE 
they call...

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

Children's Birthday 
Party Franchise 
Shares For Sale

Please write to 
kidsmktg@sbcglobal.net 

for details!
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www.playmeter.com

Find 
us 

online
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The Michael Angelo Auction Company presents

Michael Angelo’s 
Great American Auctions

We're gearing up for the 2012 Coin-Op
Arcade & Amusement Auctions year and
serving the demands of small operators
to the large corporations in the industry.
Our consignment auctions program
gives you the ability to directly drop off
your surplus equipment to our central
warehouse located in Cincinnati, Ohio
24 hours a day /7 days a week .

No! waiting till auction date and
rushing to get your inventory to us in
time and no more scrambling for
extra warehouse space for storage.
Its your money and our nationally
advertised auctions and proven track
record  provides you the opportunity
to sell in our competitive auction
environment to fellow operators
and homeowners.

Its just that simple- only $10.00 per machine
registration fee & 10% Commission charge-

$100.00 Maxium  

Consignments Wanted for Spring Auction

• Redemption  •  Toy/Candy Bulk Vending
• Pool Tables  •  Air Hockey Tables  

•  Coin & Token Changers
• Children's Rides  •  Deluxe Video Arcade Games 

• Video Arcade Games  •  Pinball Machines 
•  Jukeboxes  • Dart Games  •  Countertop Touch

Screens  •  Skill Cranes   •  Novelty Merchandisers  
•  Classic Arcade Games

•  Most Current Arcade & Amusement Equipment

Auctioneer: Michael Testa
Nationwide Toll Free Number

(800) 394-6072
www.michaelangeloauctions.com 

Bathes in an 
ADVERTISED shower

Brushes his teeth
with ADVERTISED

toothpaste

Washes with 
ADVERTISED soap

Puts on 
ADVERTISED clothes

Drinks a cup of
ADVERTISED coffee

Drives to work in an
ADVERTISED car

A man wakes up after sleeping 
under an ADVERTISED blanket
On an ADVERTISED mattress

Pulls off ADVERTISED pajamas

Shaves with an
ADVERTISED razor

Why is it??

And then......
Refuses to ADVERTISE
Believing it doesn't pay.

Later if business is poor
he ADVERTISES it for sale!
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Amusement
Entertainment
Management, LLC

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

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

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

❏ Project Feasibility Studies   ❏ Architectural Design & Theming

❏ Game and Attraction Sourcing, Purchasing, and Resale Services

❏ Business & Marketing Plan Creation  ❏ Facility Upgrading and Revitalization

❏ Operating and Performance Audits

Frank Seninsky, President
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www.playmeter.comDISPLAY AD INDEX
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