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media

Need help with your
website, advertising

or print media?

Get in touch today
www.fidgetmedia.com.au

Call: 0431 114 977

send your correspondence to NAMOA 
asap and I will ensure all material 
submitted will be discussed.
We hope you enjoy the next Collector, 
and if anyone would ever like to have 
a chat please give me a call. Hope 
you had a lovely Easter.

Have a great day.

Regards

Tony Argery
NAMOA President
AMOAQ President

Hello NAMOA members,

It’s been a quite few months since we 
started the Member Resources 
section on the NAMOA website. The 
NAMOA Board is working away with 
new updates to our website and 
additional modules to help all 
members make their business better.

You now can login to the website 
without a password and check out 
the modules yourself. Some of the 
modules are free and more in-depth 
modules have a fee, a worthwhile 
investment for your professional 
development. The Getting Started 
module helps you setup your 
business with some basic
information. 

The modules become more detailed 
as you work your way through and 
want to focus on specific areas in 
growing your business. When you are 
a member we will give you a user 
name and password to access all 
items on the Namoa Website. If you 
don’t have one and are a member, 
please send an email to admin@na-
moa.com.au and we will send one to 
you.

We are confident you will enjoy the 
information and get use from it for 
your individual needs, the finance 
one is a ripper and members get a 
discount for being a member from 
this finance company. Remember 
new equipment and reinvesting is 
the key to making your business 
strong and boosting the cashboxes. 

Without these key things you 
become the same as other operators, 
who just are happy to push the same 
old rundown equipment with no 
recourse of becoming a professional 
amusement operator. You are the 
person who makes thing happen in 
your business and it's only you who 
can change it around.

Another thing I would like to touch 
on is commissions. Commissions are 
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PRESIDENT’S
MESSAGE

an important issue to our industry, 
with people going around and 
offering more than 50 % to venues is 
ridiculous. Operators need to 
remember, what it costs to them for 
the maintenance, repairs, product 
cost, collections, petrol, Insurance, 
staff costs, income tax and the big 
one GST, the list goes on. Giving 
venues too much commission is a 
way to send yourself into the red and 
even bankruptcy, thus leaving others 
to pick up the pieces and fixing 
negative comments from customers 
on past experiences from amuse-
ment operators.

On another note, with the collector 
Magazine, I would like to see each 
state give us something that is 
happening in their neighbourhoods 
as it would be terrific to see more 
local content in the Collector- the 
stories you are seeing out in the 
field.

We also looking for past iconic 
members and their stories, this 
makes interesting reading for 
members to see how people started 
in our industry and of course keeping 
you informed of other trends that 
effect the industry.

The NAMOA Board, is now in the 
process of updating the NAMOA 
Articles and Association /
Constitution. The current
constitution was updated and 
written in the 1984 when we had no 
digital communication ability which 
only provided for standard surface 
mail and or phone calls.

This Minute was approved at the 
2016 AGM and passed unanimously. 
The Next AGM, is Imminent and will 
be called upon with completion of 
the new constitution allowing all 
members to attend any AGM, EGM or 
other Meetings without leaving their 
own home/ Office etc with today’s 
fantastic communication methods, 
so please if you would like your say, 
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l o c a l l y 
owned & operated 

we come to you

big or small

we do it all

call now!



Amusement Machine
Operators Association
Of Qld Inc
5th March 2018

PRESENT:  Tony Argery , Ray 
McGowan, Juanita Keegan, Cyril 
McGregor, Juan Uribe, Linton 
Thompson, Garth Pink, Claire Pink, 
Mark Schneider, John Sophios,  
Duncan McDougall, John Zamofing.

GUESTS: Fiona Cossill and Palinee 
Patthanayoin. 

APOLOGIES: John Harrison, Ken and 
Glennis Corley, John Zamofing.  Ed 
Partridge.

MINUTES: Cyril McGregor circulated 
minutes of last Annual General 
Meeting and moved that they were a 
true and accurate record of the 
meeting.... seconded Juan Uribe..... 
Carried.
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AGM
MINUTES

PRESIDENT OPENING REMARKS: 
President Tony was pleased to 
report on the progress made over 
the last 15 months in particular 
with the web based training mod-
ules as well as the action on new 
and lapsed members to grow the 
association. He also expressed his 
thanks for the efforts of all in 
support to re-unite the association. 
He advised that a national board 
meeting would be held in the near 
future. Finally he thanked all board 
members and members in general 
for their continued support and 
assistance.

TREASURERS REPORT:  Presented 
by Juanita Keegan who presented 
the Audited Financial Reports and 
moved that the report be accepted, 
and that GTH Accounting be 
retained as auditors - seconded by 
Ray McGowan….Carried.
ELECTION OF OFFICERS: the board 
stood down and Fiona Cossill took 
the chair for  the elections.                                                    
The following members were 
nominated and elected:-

PRESIDENT:  Tony Argery    
moved Juanita Keegan         
seconded  Juan Uribe

VICE PRESIDENT: Mark Schneider  
moved Claire Pink       
seconded  Tony Argery

SECRETARY: Ray McGowan   
moved Garth Pink         
seconded Juanita Keegan 

TREASURER: Juanita Keegan   
moved  Mark Schneider     
seconded Linton Thompson

MINUTE SECRETARY: Cyril McGregor
moved Duncan McDougall    
seconded  Ray McGowan

The above named were all elected 
unopposed. The following were 
nominated and elected as board 
members:- Juan Uribe, John 
Sophios, John Zamofing, Garth 

Pink, Duncan McDougall, Linton 
Thompson, John Harrison on the 
motion of Juanita Keegan and 
seconded Tony Argery...Carried.

NAMOA BUSINESS:  President Tony 
outlined a phone hook-up meeting 
will be arranged and completed 
prior to June with notices to be 
forwarded to all members. Tony 
Argery and Ray McGowan agreed to 
continue in their roles as NAMOA 
REPRESENTIVES: -

COLLECTOR : Ed Partridge has 
volunteered to take over prepara-
tion. Distribution of the Collector 
which will be via internet. As Ed 
could not be present, he respectful-
ly requested all members to be 
forthcoming with articles to 
enhance the magazine.

WEB:  Not a lot of action in this 
area at the moment, however it was 
noticed that password retrieval was 
on the wrong page and this will be 
attended to. Credit Card facility will 
also be investigated for onsite 
payment of Member/ Contract 
Books, Etc.            

TUTORIAL MODULES: are now 
available on the site and it was 
moved Ray McGowan and seconded 
Tony Argery that Claire Pink and 
Mark Schneider, both having 
viewed the modules complete the 
course, and provide testimonials  
and invoice the cost…..Carried

AWARDS:  A Certificate of Appreci-
ation was presented to Fiona Cossill 
thanking her for her continued 
efforts to assist moving the associa-
tion forward.

As there was no further business 
the meeting closed at 7.35pm.
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Japanese Trade Gathers
By Casey Minter
Feb 14, 2018

The 6th Japan Amusement Expo 
(JAEPO) took place Feb. 9-11, and 
RePlay contributor Kevin Williams 
told us that a smaller attendance 
still revealed interest in new games, 
with Sega, Bandai Namco, Square 
ENIX, Konami and more releasing 
new titles.

Sega hyped the crowd with its 
latest: House of the Dead:

Scarlet Dawn.

The game will be an arcade exclusive 
at first, with some talk to port it to 
home video consoles underway. It 
began location testing in Japan at 

the start of the year.

Bandai Namco revealed a new racer, 
Midnight Maximum Tune 6, as well 
as relived some nostalgia with a 
reboot of its target shooting game 
Shoot Away Pro. The game got a lot 
of play in Japan in the ’80s and ’90s, 
but didn’t see much action stateside. 
According to the JAEPO website, this 
version will be released worldwide.

Square Enix (a studio focusing on the 
home market) showed off a 

motion-based mech shooter called 
Starwing Paradox that had the crowd 
buzzing. The game puts players in a 
mechanized suit and lets them battle 
it out using unique controls and a 
moving seat that can’t be replicated 
outside the arcade.

Konami Amusement celebrated the 
BEMANIA anniversary with an 
eye-catching Dance Rush Stardom, 
which reinterprets the dancing stage 
music game concept.

Finally, Taito spent some time 
celebrating the 40th anniversary of 
Space Invaders, a game that kicked 

off the video boom itself.

Williams said the show also saw a 
major exposure of VR-based
amusement products as the Japanese 
factories continue to jump on the 
latest bandwagon (the VR turnout 
was lower than previous years, 
according to a Forbes article).

New Tower-Tag “VR-eSports” was 
represented by Sega, while Taito VR 
Soccer offered a chance to score 
virtual goal kicks. 

JAPANESE
TRADE
GATHERS
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VIRTUAL
RABBIDS

Dallas, TX USA
February 2018 

Award-winning manufacturer LAI 
Games showcased Virtual Rabbids: 
The Big Ride at Amusement Expo 
International in Las Vegas.

The Big Ride is the industry’s first 
attendant-free VR attraction that 
operates and is serviced like any 
other coin-op amusement game, 

making high-quality VR accessible 
to venues of all sizes.

The game complements the Expo’s 
new emphasis on the burgeoning 
virtual reality entertainment
ecosystem, including a
dedicated VR area on the
exhibit floor as well as a
VR Education Summit.

Virtual Rabbids: The Big
Ride provides a VR
experience that will
entertain enthusiasts and first-time 
users alike. It was created in
partnership with pioneering video 
game developer Ubisoft and features 
the global powerhouse Rabbids 
brand in three thrilling experiences 
suitable for all ages. Employing 
state-of-the-art technology including 
a D-Box motion platform, HTC Vive 
headsets, dynamic wind simulation 
and hi-fi audio, The Big Ride is an 
unforgettable experience for guests 
and a winner with operators.

LAI Games also displayed last year’s 
AMOA Innovator Award-winners 
Let’s Bounce and HYPERshoot, as 
well as the Prize Box crane.

You are invited to visit
www.laigames.com for game videos 
and more information.

LAI GAMES BRINGSFIRST-OF-ITS-KIND VRTO AMUSEMENT EXPO
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MEMBER
BENEFITS

WE WANT YOU!
If you are in the amusement machine
industry and you want:

✔ effective business support
✔ timely industry representation
✔ the right advice for your business
�
Then this is the most important information
you'll read all year.
�

WHY?
�
Because being a member of NAMOA means you
WON'T BE GOING IT ALONE IN YOUR BUSINESS.
�
�NAMOA is the leading association in the Amusement 
Machine Industry

SO HERE'S THE BOTTOM LINE
WITH NAMOA MEMBERSHIP
You receive 12 months membership, regular industry 
update emails, quarterly Collector newsletter with the 
latest industry information, access to business
education and compliance modules, technical support 
information, staff development programs, association 
events and more

You get all of this for only $275 Inc. GST.

Don't go it alone, learn from those who have
been there before you.

IN FACT, HERE'S JUST THE 
TIP OF THE ICEBERG OF 
WHAT YOU GET...
• improve your business skills and grow your business
• helping you to avoid the pitfalls and get the right advice at the 
 right time
• providing technical information 
• provide you with solutions for the day to day challenges in this 
 industry
• safeguarding your business future with industry
 representation
• know that you have taken a step towards having the best 
 support on your side, for your industry
• knowing that you are doing what the business needs you to do
• learning from your peers and sharing experiences that benefit 
 everybody

HERE'S HOW TO JOIN
So go ahead and click the link now and you'll be on your way to 
enjoying all the benefits we've talked about here and more! 
Let's get started right now!

TO JOIN GO TO WWW.NAMOA.COM.AU
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WILLIAMS INC
ARCADE

MARKETING

Williams Inc Arcade
Marketing Materials
Author – arcadeblogger.com 

From the early 80s, the obvious 
direction for arcade manufacturers to 
market their product, was towards 
arcade operators. When we as 
players, look back at this time – the 
boom years of arcade production – 
most of us will recall going to a 
traditional arcade to play the latest 
titles.

This was the line of least resistance 
for companies like Atari, Williams and 
Taito. Arcade operators bought up 
pretty much every new release, as 
they knew players were hungry for 
new titles, and they would of course 
go to arcades to play them. Done deal.

But as the phenomenon of arcade 
gaming became more mainstream, 
manufacturers explored other 
markets to sell new cabinets to. I’ve 
documented before how Atari 
approached this idea: “Special 
Markets” was a division within Atari 
marketing, that looked to develop new 
cabinet sales to the likes of conve-
nience stores, restaurants, airports 
and shopping malls – the idea being 
that anywhere where large amounts 
of footfall would be prevalent, meant 
an opportunity to make money by 
placing arcade machines in those 
locations.

Why limit your market to arcades? 

Finding new customers to buy your 
arcade machines would require
some work – creating a brand new 
distribution market for your
product wouldn’t be easy
– but with some creativity, and a 
constant reference to profit to 
appeal to a wide variety of 
business types, it was a
plausible route to take.
Williams Electronics were
riding high in 1981 following 
the huge success of Defender.

They too looked to capitalise 
on the interest in their 
games, and began a

concerted marketing effort to expand 
their sales. The basis of the campaigns 
were to support
distributors of arcade games (the guys 
who bought the machines from 
Williams). And no doubt, there was 
some chest-beating going on here as 
Williams looked to plant their name 
firmly alongside Atari.

These full colour, full-page ads were 
placed in national publications that 
served what they called “Specialized 
Market Segments”. Basically markets 
other than “arcades” that they thought 
might benefit from placing arcade 
cabinets in their real-estate locations. 
And it’s really interesting to see how 
companies like Williams Electronics 
started to envision just how large the 
coin operated video game market 
could be. They saw opportunities to 
sell arcade machines literally
everywhere.

For example this 
was the pitch to 
hotel owners. 

Drive room 
bookings with 
the promise of 

a suite of 
arcade games 
for guests to 

play.

AUTUMN EDITION

Williams sought to reassure
distributors that they were there to 
help them with their business
objectives. This was classic B2B 
marketing, positioning Williams as “on 
side” with their customers.

The message was very much “stick 
with us, we know what we are doing”. 
It was a bold and confident statement, 
and one which continued throughout 
1982.  

“Williams’ commitment to the
industry, to our distributors, our 
operators and players alike, is to bring 
to market only the most reliable and 
spectacular games with the strongest 
play appeal for long-term profitability. 

The Williams portfolio of innovative 
pinball games, and our perfect
record of big-dividend video games 

clearly demonstrate our
determination to fulfil that 
commitment.”

Their reference to “reliability” 
was perhaps a sideswipe at 
their competitors – Atari 
especially was pursuing vector 
games at the time, which were 
notorious for reliability issues. All 
of Williams’ arcade games up to 
that point were released using 
traditional raster technology, 
which was demonstrably more 
reliable. If an arcade game is not 
working, it can take money.

No doubt Williams were riding high, 
and looking to capitalise on their 
new-found success. But it wasn’t all 
plain sailing.

Venturing into the world of Laser 
Disc games in 1983 with Star Rider 
proved to be a financial disaster, and 
of course, just around the corner in 
1984/5 was to be a huge market 
crash that would consume Williams 
and its competitors.
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NBN
ROLLS OUT!

NBN rolls out fibre-to-the-curb 
to 1000 homes.

NBN Co has launched its 
fibre-to-the-curb (FTTC) access 
technology, with a limited release for 
a number of homes and businesses in 
Melbourne and Sydney.

Some 1000 homes and businesses in 
the suburbs of Coburg in Melbourne 
and Miranda in Sydney will receive 
the new technology, with the aim of 
“optimising the customer experience” 
before releasing a larger footprint in 
the second half of this year.

“Today’s announcement demonstrates 
that NBN Co is an adopter of new and 
innovative technologies to provide 
Australians with access to fast 
broadband,” NBN Co chief customer 
officer for residential Brad Whitcomb 
said.

“Over the past few months, we have 
been working closely with service 
providers to test our systems and 
processes, the performance of the 
NBN FTTC access technology, as well 
as the new self-installation
experience.”

He added that the NBN will continue 
to gain insights as it navigates the 
complexity of the build and any 
potential issues which may arise when 
connecting to the network.

Whitcomb also said the decision to go 
with a limited volume release meant a 

small number of homes and
businesses will now have a new date 

to connect to an NBN service.

“We are committed to working with 
internet providers to optimise the 
customer experience of people who 
connect to the network using NBN 
services over the FTTC network before 
we make services available to a larger 
footprint.”

The Australian Labor Party criticised 
the move as too little, too late.

Michelle Rowland, shadow minister for 
Communications, said: “After five 
years, and on the eve of its 30th 
Newspoll, the Turnbull government 
remarkably wants to give itself a pat 
on the back for deploying some fibre.

“Labor welcomes the development of 
more fibre, but this is little consolation 
for the 4 million premises locked into 
Malcolm Turnbull’s second-rate 
copper.”

Networking provider NetComm Wireless 
will supply hardware for the FTTC 
project, providing network access 
devices to business and residential 
customers.

It will supply reverse-powered
distribution point units (DPU) and 
network connection device (NCD) 
technologies, which allow for bypassing 
“costly and disruptive” civil works on 
private property.

“We are honoured to be NBN’s supplier 
on this important world first project. It is 
the product of Australian innovation and 
ingenuity and the benefits to Australian 
households and businesses will be 
profound,” NetComm managing director 
Ken Sheridan said.

“Having met NBN’s exacting technical 
and quality standards, our solution is 
receiving significant interest from 
leading telcos in global markets and 
leading to export sales.”

NOW IS PERHAPS A GOOD TIME TO 
REVALUATE YOUR INTERNET IN 
ARCADE RETAIL SHOPS 
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TNA
REVIEW

Total Nuclear Annihilation 
Pinball Review
Author – Edward Partridge

“Total Nuclear Annihilation” (TNA) is 
the brainchild of new designer Scott 
Danesi and is manufactured by the 
small boutique company Spooky 
Pinball of Wisconsin USA.  In Scott’s 
words, TNA was built to have a 
“retro-futuristic feel”. The game was 
started as a “homebrew” pinball 
project in 2015. The aim was to 
create a game which harkened back 
to the fast flowing solid state games 
of the '80's and Scott has succeeded, 
but this game won't be for everyone.  
It is a skilled player's game that will 
be enjoyed by the competitive pinball 
community but may struggle to 
attract novice players.

The project started with an old Bally 
cabinet and a playfield was made to 
fit the dimensions. One of Scott's 
jobs is as an engineer at parts 
supplier Pinball Life. Therefore he 
was able to source all the relevant 
parts such as flipper mechanisms 
and other hardware easily and used 
the most suitable components in his 
design.  The game runs on the 
versitile P-Roc pinball electronic 
board set and uses full colour 
spectrum changing LED's 
throughout. TNA's use of lighting is a 
real highlight, as is the thumping 
bass soundtrack that was composed 
by the designer himself (this game is 
a real labour of love for Scott). You 
can actually feel the music resonate 
through the cabinet which is a nice 
feature when playing in a crowded 
arcade. The game started life as 
“Total Annihilation” but in order to 
fulfil copyright requirements the 
name was changed, which also led to 
the use of nuclear reactors in the 
game's storyline – the player aims to 
destroy up to 9 of them to achieve 
Total Nuclear Annihilation.

'The Collector” got to play the only 
game onsite in Australia (as yet) at 
Netherworld in Fortitude Valley QLD.  
At first glance the machine does 
seem a bit plain, especially as it was 
positioned next to Jersey Jack's 
“Dialed In” which would have to be 
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REVIEW

one of the most complex games in 
existence. Spooky have chosen to 
only release one trim package (no 
LE's!) they call it a “Premium” and the 
retail price is $5995 USD (not
including shipping).  The game 
features laser cut side rails which are 
a nice touch but the cabinet art is 
otherwise unremarkable.  You could 
be forgiven at first glance for
mistaking it for an '80's game.  But 
that is intentionally nostalgic touch I 
think, as you look closer you see 
more modern technology.

The game features 4 numeric 
displays to record player's scores, 
with a smallish LCD screen in the 
traditional dot-matrix location to 
display instructions and information 
for the player and spectators.  The 
LCD screen on the example we saw 
seemed to lack a bit of colour and 
looked a little washed out when 
compared to the vibrant colours of 
the backglass (not a translite).  We 
must have fed 20 tokens into the 
game in the first half an hour, this is 
a very hard game to master.  

The main feature and objective 
during the game is to destroy 
reactors. The game has 9 reactors as 
indicated by the 1-9 numbered 
inserts in the middle of the lower 
playfield. The game starts at Reactor 
1, and destroying it, enables Reactor 
2, and so on. 

There is a keypad grid of standup 
targets located at the centre of the 
playfield (reminiscent of Data East's 
Secret Service) which is used to 
qualify the reactor. Hitting a target 
lights one of the inserts in the 
matching column to green. Filling the 
grid to all green qualifies the Reactor 
Start at the scoop. Shooting the 
scoop will start the reactor. The 
scoop is the most dangerous feature 
for ball drains on the game, for as 
soon as the ball enters and hits the 
opto in the scoop it is ejected 
instantly which leads to frenetic 
gameplay.  There is also a tendency 
for centre drains straight out of the 
scoop so players need to be careful!

Ball locks are collected in a unique 

fashion using the in-line lock lane 
(the “Danesi Lock”). Lock will be lit at 
the start of each ball and the lock 
arrows will be lit green. Two balls can 
be locked by shooting the in-line 
target lane, and the drop targets will 
reset to trap a ball behind the first 
two targets. Hitting the lock target 
after two balls are locked will start 
multiball. 

Ball lock stealing is possible and 
encouraged. Players get credit for 
whatever balls are already in the lock 
when they start their turn so the first 
player can do all the work for a 
following player to capitalise on!
There is a digital display below the 
flippers that will count down a ball 
save timer. This is a nice touch to let 
the player know how long the save is 
active for.
The Reactor Core forms the upper 

half of the game and is entered 
through the top rollovers and the ball 
exits at bottom of area near the scoop. 
This reactor area has elements on all 
sides. At the bottom of this upper 
playfield area is a mini flipper, with the 
exit directly to the right of it and the 
dangerous scoop below.

All in all a good effort from
Danesi/Spooky, which has proven 

so far to be a great earner on 
location but any novice players will 

find this game a challenge!

Please read the excerpt from the 
interview of game designer Scott 
Danesi which follows, used with 
permission from Pinball Magazine, in 
which the entire (30 page!)
interview will appear in their next 
issue.
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SCOTT DANESI
INTERVIEW

Scott Danesi Interview
Interview: Jonathan Joosten 
(Pinball Magazine) + elements from 
Pinball Player’s Podcast

PM: When did you start working 
on Total Nuclear Annihilation?

Scott Danesi:  I started working on 
the concept of Total Annihilation – as 
it then was called – in November of 
2015. After Earthshaker Aftershock I 
was getting a lot of pressure from my 
homebrew buddies to build a 
machine completely from scratch. A 
lot of them were in the process of 
doing that at the time. At first, I 
didn’t have a theme. I didn’t know 
what I was going to do. I just knew 
that I wanted to build a pinball 
machine completely from scratch. I 
also own a design company as well, 
so I have tools like 3D printers and 
CNC machines and all this other 
equipment that I have access to. The 
CNC is in my garage; the 3D printer is 
upstairs. So I was like, “I have 
everything here.” I work for a pinball 
parts company, so I can get these 
parts very cheaply because I get an 
employee discount – which helps. 
[Laughing] Because I am the 
engineer at Pinball Life I also know 
the size of certain mechanisms that 
go under the playfield. So I sort of 
knew what could go where and what 
would fit where. That also helped. 
Regarding mechanisms, I was able to 
pick all the best stuff Pinball Life has 
to offer, so it has Bally/Williams 
flipper mechs. The flipper angle is 
also the same. 

So I went ahead and started drawing 
on my computer what I thought 
would be a fun pinball machine. I 
made a list of things that I thought 
made a pinball machine fun, and 
which was fun to play dollar games 
on with your friends. Very simple, 
easy to understand, difficult to 
master. I very much enjoy those very 
brutal games. I really like the games 
that are really hard and in your face. 
F14-Tomcat is a good example, all the 
System 11 games that are just totally 
brutal. A lot of my inspiration came 
from Steve Ritchie; He made some of 
the most brutal games that I have 

ever played. I like that. I like when the 
machine really fights you. I really 
look up to Steve up to this day, still. It 
was just something I wanted to 
emulate. 

PM: What else was on that list and 
how did that evolve to the play
field you came up with?

Scott Danesi:I think I had on the list 
that it must be fun as a multiplayer, it 
must be easy to understand but 
tough to master, some of the 
playfield elements. I really like older 
games like the ‘80s Bally and the 
Williams System 11 games. They 
encompass what I think is true 
pinball to me. This is just an opinion 
obviously, but when I think of true 
pinball, I think of that era, starting in 
‘78 going through to ‘90. That era was 
the sweet spot for me. Basically, the 
first 10, 12 years after pinball went 
solid-state. Then the games became 
very fast, brutal, fun and energetic. 
So that was the stuff that I wanted to 
emulate. I also liked things like inline 
drop targets. I thought these are 
really fun. So I figured I could make 
inline drop targets with this stuff that 
we make at Pinball Life. Every game 
needs a spinner, so I added that to my 
list. I also wanted the game to have a 
really nice orbit. I just love orbit 
shots. It just zooms the ball around 
all the way back to your flipper, which 

is really cool. I chose not to put ramps 
in it because I wanted it to look old, 
but at the same time have all the latest 
technology under the hood.

It’s kind of like what Ford is doing with 
the Mustang. For a while they tried to 
make the Mustang look more and more 
futuristic and all of a sudden they were 
like, “Wait a minute. People want the 
old retro looking Mustangs.” Then they 
started to make them look like the old 
ones, but it had all the latest and 
greatest technology in it. Dodge did it 
as well with the Challenger and the 
Charger. So it’s kind of the same sort of 
deal, but with a pinball machine. I 
wanted it to look classic like it’s an 
easy pinball machine. Then when 
someone would walk up to it and play 
it and get their ass handed to them. 

There are a lot of things in the game 
that makes it go fast. I put in the inline 
drop targets. I know for a fact that 
drop targets slow a game down if they 
are right in front of you. I wanted this 
game to be fast, so I only used drop 
targets in that inline locking mecha-
nism. The rest of the targets on the 
game are standups so that the game is 
super fast. What’s funny is that I 
actually learned that from the game 
Tron. My buddy had a Tron Limited 
Edition, and I had a Tron Pro. One of 
the differences between the LE and 
the Pro is that the LE has drop targets 
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will not use nuclear reactors anymore, 
but there is still fuel being stored in 
these reactors. She’s going to use 
those against them by bringing them 
up to a critical level, causing a nuclear 
meltdown – which is a catastrophic 
event for anyone near it.  

She has a map, which is pictured on 
the center of the playfield. It has nine 
reactors on it. With every reactor, she 
first has to solve a code and unlock 
the reactor, which is getting the three 
by three grid in the center of the 
playfield. Once that is solved the 
reactor can go online by shooting the 
scoop. Then she needs to get the 
reactor to a critical tipping point in 
terms of temperature. Once that 
temperature goes up all the way that 
reactor becomes critical. Then she has 
to destroy the reactor, which the 
player does by making the indicated 
destroy shot on the bottom of the 
playfield. By making that shot, she’s 
basically chucking something with a 
timer into the reactor that pushes it 
over the edge and makes it eat itself 
and meltdown. In the meantime, she’s 
getting out of there quickly, going to 
the next reactor.

Spoiler alert!
She has to go through all nine 
reactors. If she does get through to 
the 9th reactor, the music gets very 
intense. At that point, it’s just her 
against all these soldiers who are 
trying to stop her, but she’s already 
doing stuff in the core, getting this 
thing critical. When she is ready to 
blow up the 9th reactor, she will 
destroy it. That will take out everyone 
else on the island who survived so far, 
and it also takes out her as well. It’s a 
super sad ending; she gives up her 
own life to save a whole civilization of 
other people in her time. 

The entire 20+-page interview with 
Scott Danesi will be published in 
Pinball Magazine No. 5, which will be 
available around the end of April 
2018. To order Pinball Magazine No. 5, 
please visit www.pinball-maga-
zine.com.

on the left side while the Pro has 
standups. I was used to the standup 
targets, and when I played the LE, 
there was a significant amount of 
speed that was taken off that ball 
when they would hit those drop 
targets. Because the drop targets 
absorb a lot of that energy, it wasn’t 
as fast and crazy. That’s why I have 11 
standup targets in my game.  

PM: How did you come up with the 
sort of closed up area at the top 
third of the playfield?

Scott Danesi: That was really
interesting. I always wanted to see an 
enclosed area where . . . Usually at 
the top of the playfield, you have pop 
bumpers, and usually, they are 
surrounded by rubber rings that make 
the ball bounce around a little bit 
before it gets out. I wanted an 
enclosed area that was actually the 
opposite of that. It would have these 
slingshot kickers on the outside and 
nothing in the middle. Gottlieb at 
some point made a prototype called 
Critical Mass. That game had two 
slingshots aiming at each other on 
the lower playfield, and I wanted to 
take that to the extreme. So I took 
that idea to aim some slingshots, and 
I threw another one in there aiming at 
the other one. So there were three of 
them, and they’re all aiming at each 
other. So the ball in there gets really 
out of control and crazy. That was just 
what I wanted to see up there. I filled 
in the rest of it with what I thought 
would fit. 

I wanted to give the player a little bit 
more control up there, so I put in a 
flipper. I wanted the player to have 
something to aim at, so I threw in 
some standup targets up there as 
well. At that point, I figured this could 
be like a nuclear reactor core. Inside a 
nuclear reactor core, it’s pretty crazy. 
At least, who knows what’s really in 
there, I don’t know, but in my imagina-
tion, that’s what I see. So that’s 
basically what I did with that upper 
area.

PM: I understood the game is 
themed around what people in the 
‘80s thought the future would look 
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like. In the game, the player has to 
blow up these nine nuclear reac-
tors. That’s basically the objective 
of the game explained in a few 
words. Is there a bigger storyline 
for the game?

Scott Danesi: Oh yes, there is a 
storyline. My wife and I discussed that 
quite a bit, and she helped me think 
through some of the caveats of it. The 
story is kind of like a reversed Termi-
nator. It is not that detailed that you 
could turn it into a movie, and there 
are many loopholes that people could 
poke fun at that would prevent that, 
but the major basic components are 
there. We were just having fun. It 
makes enough sense for the game. 

There is a main character, Scarlett, 
who is actually modeled after my wife. 
She’s the girl pictured on the back-
glass. She’s from the ‘80s, and she 
needs to travel to the future because 
some scientists discovered that some 
vague group of people have discov-
ered reversed time travel in the 
future. Once they travel back in time, 
they will destroy everything. It’s sort 
of like the butterfly effect. The biggest 
problem with reversed time travel is 
that anything you do can change the 
entire timeline. So they need some-
one to go into the future to prevent 
them from discovering reverse time 
travel.

Scarlett is the daughter of one of 
these scientists. She offered to go 
into the future to save her family in 
the ‘80s. For her, it’s a one-way 
mission. She can’t go back, because if 
she’s successful, and stops these 
people from discovering reverse time 
travel, then there’s no way for her to 
go back either. So she can be sent into 
the future safely, but she can’t come 
back. She does have a communication 
device that allows her to talk to the 
scientists, so she can get information 
from them about where she has to go 
and what she has to do.

She has to go into this civilization, but 
she can’t carry any weapons. The only 
thing she has are these dormant 
nuclear reactors. In the future, they 
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PRESS RELEASE
AMF BOWLING

After many years of operation, 
we are changing the name of 
AMF Bowling centres to ZONE 
BOWLING.

Changes will occur from today until 
the 1st of May.

At this stage it’s just a name
change - all the things you’ve enjoyed 
about the AMF BOWLING experience 
will stay the same. Most importantly, 
the fun service and the experienced 
hosts in our centres will remain the 
same, which means you can expect 
the same high level of service. We are 
still the Champions of Fun.

Stay tuned – we have exciting 
things in the pipeline for our 

bowling centres to keep the fun 
times rolling.

For now, we have provided some quick 
answers to some questions you may 
have about the name change.

Why are you changing the name of 
AMF Bowling?

Our bowling centres are soon to come 
under new ownership and there are 
plans to improve the experience for 
all our customers. Our new brand is 

100% Australian-owned and is closely 
aligned to our new owners TEEG and 
the Timezone brand, which operate 
200+ centres in Australia and 
overseas.

What else is changing at your 
centres?

Nothing – there are no other changes 
planned at the moment. All the things 
you loved about AMF Bowling will roll 
into ZONE BOWLING. You will not 
notice any difference over the short 
term, but over time you will see 
significant improvements in our 
bowling centres.

Will prices be changing?

No, our prices and deals will remain 
the same so you can enjoy the same 
great experience each time you visit.

I have a party or event booked on a 

date after the name change. Is there 
anything we need to do?

No, you will not have to re-book. We have 
your booking details and are excitedly 
preparing for your next visit or event!

Will we be able to redeem our AMF 
Bowling vouchers and gift cards?

Yes, all existing AMF gift cards and 
vouchers will be redeemable under 
ZONE BOWLING and will be valid across 
our current centres and partner brands 
including Kingpin and Playtime.

Will the centre be closed for any length 
of time?

We are expecting small disruptions to 
select centres, however we do not intend 
to close any centres for an extended 
period of time.

AMF BOWLING IS 
REBRANDING AS 
ZONE BOWLING
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A founding member of the 
AMOAQ, Hale Anderson, passed 
away on the 3rd of February 2018, 
aged 87. Hale was a past President 
and in later years Coin Operator of
the year.

Hale Anderson was born in 1930. He 
entered the amusement machine 
industry in 1962 (that's 2 years before 
this writer was even born and I'm 53). 
At the time his family business was a 
convenience store located at the 
Grange, a suburb on Brisbane's north 
side.

One day Hale attended an auction to 
buy another refrigerator and came 
home with a dozen Jukeboxes. This 
marked the beginning of what would 
become his life long work in the coin 
operated Amusement Machine 
industry. His business named
Musictime quickly expanded to 
include more Jukeboxes (of course) 
along with other popular games of the 
day including Driving games, Pool 
Tables and Pinball Machines.

Musictime was a family business 
including Hale's wife Barbara and son 
Craig who eventually took over 
Musictime when Hale retired in his 
mid 70's.

Employees were also treated like 
family often receiving generous 
Christmas gifts. Many past employees 
attended Hale's funeral.

In 1967 Hale along with a few other 
local industry leaders met in a 
Brisbane pub one afternoon to discuss 
forming an industry association. From 
that meeting the AMOAQ (Amusement 
Machine Operators Association of Qld) 
was born and since then has
continuously led the Queensland 
industry until recent years where it 
evolved into the leading national 
association in Australia now known as 
NAMOA (National Amusement 
Machine Operator's Association).

By the mid 1970's Musictime was a 
major operator of various games in 
Brisbane suburbs and country areas of 
south east Queensland.  The Video 
Game boom beginning in the mid 
1970's with smash hits like Pong, 
Space invaders and Galaxian, to name 
just a few, did not escape Hale's 
attention as he was among the very 
first operators to purchase and 
operate these new video games, 
reaping the financial benefits. In the 
early 1980's video game popularity 
continued to grow with games like 

Pacman, Frogger, Galaga and many 
others thus accelerating Musictime's 
growth and expansion. In the mid 1980's 
Hale purchased Coin Music Systems, a 
major Brisbane competitor located on 
the northside at 37 Sandgate Rd Albion 
right next to Leisure and Allieds Brisbane 
branch at that time at 35 Sandgate Rd. 
Coin Music Systems was amalgamated 
with Musictime to their huge workshop 
located at 911 Stanley St East Brisbane 
on the busy corner at Lisburn St where 
the established business remained for 
the next few decades, becoming a local 
landmark. Hale had a feel for industry 
trends and was often among the first to 
purchase the best new games having a 
good eye for selecting the gold from the 
gravel.

The industry decline of the mid 1990's 
took it's toll on many businesses,
reducing the size of the Coin Operated
Amusement Machine industry worldwide 
by a whopping 75% in less than 10 years. 
Despite this decline Hale and Musictime 
were among the few survivors, in fact by 

Hale Anderson
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the early 2000's Musictime was the 
longest established Brisbane based 
business racking up 40 years and still 
going. Through the 1990's and 2000's 
it was business as usual with staples 
like Pool tables and new CD
Jukeboxes along with popular video 
games like Street Fighter and Pinball 
machines along with a new Party hire 
business.

As mentioned earlier, Hale entered 
the Amusement industry 2 years 

before this writer was born.
Hale’s story is particularly

remarkable considering he was 
struck down with polio in his teens 
and confined to a wheel chair for 

the rest of his life. 

As of 2018 I've been in this business 
for over 35 years since I was 18. I first 
met Hale as a 14 year old kid who 
regularly rode his push bike to 
Musictime to buy cheap used Jukebox 
records and play some free pinball in 
the showroom until Hale eventually 
kicked me out, usually after playing 
for at least half an hour (thanks Hale 
that was a lot of fun). I entered the 
industry in 1983 which marked the 
beginning of my business dealings 
with Hale lasting over 3 decades. Hale 
was honest and fair and I can say with 
confidence any of us who are able to 
achieve even half the success of Hale 
Anderson would have cause to be very 
proud indeed. 

Congratulations Hale on a life lived 
well and a sincere thank you for your 
contribution to the Amusement 
Industry which continues to benefit 
all of us today. On a personal note 
thanks for the 30 plus years of 
numerous conversations sharing 
industry stories, business tips, advice 
and encouragement and last but not 
least for all those cheap records and 
free games of pinball, a 15 year old 
kid remembers those things because 
they're important too.

Rest in peace Hale.

Mark Schneider.
All Pinball & Playwell Games.
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SCIENCE OF
MERCHANDISING

You walk into your local 
grocery store in search of one 
thing: ice cream!

Right away you know what part of the 
store you need to go to — the frozen 
food aisle. From there you can browse 
different types of frozen items. 
Everything from frozen vegetables to 
frozen pizzas to your desired treat— 
ice cream — is going to be in this part 
of the store. Can you imagine how 
confusing it would be if frozen pizzas 
and ice cream were in completely 
different areas of the grocery store?
Humans naturally process informa-
tion in categories. We need a way to 
efficiently narrow down all grocery 
store items to just the one type of 
thing we’re looking for.

This same browsing technique applies 
to how your guests shop through your 
redemption area.

The Psychology Dictionary defines 
categorization as: The process of 
grouping or classifying people, 
objects, events, and experiences. 
Usually, these are grouped according 
to classes based on (1) common 
characteristics which members share 
in a class and (2) distinct features 

which distinguish these members from 
those of other classes.

By including categories in your 
redemption display, you create a more 
enjoyable shopping experience, 
increase the likelihood of more 
revenue and save yourself time in your 
ordering and merchandising
processes. 

As humans, in order for us to make 
choices, we must first process the 
information we have available to us.
According to an article by Shopify, 
“Grouping products with other similar 
items will give your customers 
additional reasons to buy more items 
from you. But grouping products also 
has a more utilitarian justification: it 
saves shoppers time. They don’t need 
to wander around your entire retail 
store trying to mix and match things. 
It’s one of the reasons grocery stores 
will put dips right beside their chips, 
or peanut butter with jams.”
This heightens the importance of 
categorizing product in your
redemption area by two-fold:

1 | Organizing by category gives 
guests a place to start. They will 
naturally be drawn to a section of 

product that appeals to them.
The redemption area is typically the last 
stop for your customers in your center, 
and a child having an overwhelming 
experience can leave parents feeling
frustrated.

Sectioned categories create a more 
enjoyable experience for your shoppers. 
They’re able to make a decisions quicker 
and are happier with their prize(s) — 
more on that later.

Not only are your guests more
satisfied when shopping by category, 
but by reducing decision time, you’re 

able to service more customers. which 
opens the opportunity to add new 

revenue.

2 | As the above quote mentioned, the 
quicker shoppers can process options, 
the more likely they are to make impulse 
decisions. In a family or bowling
entertainment center, this means a guest 
might find a prize in his desired category 
that he doesn’t have enough tickets for. 
Since he was able to process this
information quickly — and there’s still 30 
minutes before his family has to leave — 
he can beg mom or dad to purchase more 
game credits so he can try to win his 
desired prize. And what does that mean? 
More game revenue for you!

HOW BRAINS PROCESS 
YOUR REDEMPTION AREA
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People are more satisfied when 
picking from a category

I know what you’re thinking, you 
hardly have time to organize the 
birthday parties scheduled for this 
week, let alone your entire product 
assortment. Sure, your redemption 
area might be fine as it looks today, 
but investing time in a merchandise 
plan can make or break your guests’ 
shopping experiences.

Research by Cassie Mogilner of 
Stanford University and her 
colleagues shows people are more 
satisfied with items when choosing 
from a category — no matter how 
meaningless that category might be.

Contact: admin@namoa.com.au 
Facebook: NAMOAGROUP

SCIENCE OF
MERCHANDISING

An article, The Way the Brain Buys, by 
the Economist explains their findings:
“In a study of different coffees, they 
found people were more satisfied with 
their choice if it came from a
categorized selection, although it did 
not matter if the categories were 
marked simply A, B, and C, or ‘mild’, 
‘dark roast’ and ‘nutty.’”

Implementing categories in your 
redemption program, even indirectly, 
can subconsciously convince your 
guests they are more pleased with 
your prizes.

Now that we know how organizing 
your redemption area into categories 
makes your space easier to process, 

there are extra steps you can take 
within each category to enhance the 
shopping experience even more.
How you arrange your product within 
each category section is important. We 
suggest high ticketed items are placed 
toward the top, with their lower-ticket 
counterparts toward the bottom of 
your display.

Also, you will want to include multiple 
facings of items when applicable. This 
shows your guests they have a variety 
of colors to choose from.

Author: redemptionplus@medium.com
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MYOB’S
$180 MILLION
ACQUISITION

The Australian Competition & 
Consumer Commission has 
expressed concerns that MYOB's 
proposed $180 million acquisition of 
Sydney-based accounting practice 
management software firm Reckon 
would substantially lessen
competition.

The consumer watchdog commenced 
an investigation into the potential 
acquisition in January, focusing on 
the impact it would have on medium 
to large customers.

If the deal goes ahead, Reckon will 
sell its APS, Elite and Docs businesses 
to MYOB along with 120 staff, while 
retaining its business and legal 
practice management divisions.

ACCC commissioner Roger
Featherston said that if the

acquisition goes through, MYOB 
would likely be the only practice 

software supplier that's suitable for 
medium to large accounting firms.

"If MYOB has a monopoly on this 
software, it would substantially 
lessen competition. We think there's a 
significant risk for customers that 
prices will increase and service levels 
will decrease," he said.

Based on feedback from interested 
parties, the ACCC said that MYOB's AE 
product and Reckon's APS products 
were the only products capable of 
meeting the requirements of medium 
to large accounting firms, including 
advanced software features like 
flexibility in reporting and workflow 
and customer management, advanced 
security configurations and the ability 
to support many concurrent users.

“There are other suppliers of this 
software but market feedback 
suggests those products are less 
sophisticated, and that they are 
unlikely to be able to develop the more 
advanced functionality for several 
years at least,” Featherston said.

“We also identified several barriers to 
expansion for other competitors. 
These include the time and cost to 
develop better functionality, switching 
costs for accounting firms, and a 
cautious approach from the industry 
towards changing to untested
suppliers.”

As a result of the concerns, the ACCC 
has extended its review until 13 April, 
with a final decision to be made on 30 
May.

Commenting on the review, MYOB chief 
executive Tim Reed said: "We understand 
that the extension by the ACCC is a 
standard part of their assessment 
process and we will continue to work 
with each of the regulators to enable 
them to complete their due diligence and 
provide an outcome."

MYOB'S $180 MILLION RECKON 
ACQUISITION AT RISK AS
REGULATOR STEPS IN
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REFLEX
RAMBLINGS

Easter holidays have just 
finished in Victoria & 
Queensland, so it’s up to the rest of 
the country to take up the slack & at 
least give the holiday resorts an 
extended season. I’m not sure how the 
Commonwealth Games have affected 
income on the Gold Coast but I 
wouldn’t be surprised with these sorts 
of events, that for every site where 
there has been an increase, there will 
probably be the same number that are 
negatively affected.

I could be wrong but the industry 
doesn’t appear to be as downbeat as it 
was last year.

There’s obviously a lot of life left in 
the industry, when Ardent Leisure’s 

arcade & bowling business in 
Australia, attracted a buyout bid 

from Timezone.

At this stage I’m not sure if it has all 
been finalised but there’s certainly a 
lot of money being spent, if it goes 
through.

Amusement centres, especially when 
combined with other associated 
facilities are definitely the flavour of 
the month. However, it also appears, 
that if you want to set up one of these 
entertainment facilities, you are 
probably going to need at least a 
couple of million, if not three plus, to 
get it up & running, especially if you 
want to make it a ‘destination’ 
location. Combine this with high rents 
& the constant need for re-investment 
(it is a novelty business after all) & 
you begin to wonder if they all can 
produce the constant stream/river of 
revenue to sustain the investment & 
actually produce an ongoing profit.

At least the shopping centres now 
realise that they need our industry to 
expand their entertainment offerings, 
as it looks like the old-time retailers 
aren’t generating enough to keep 
centre management happy, with the 
desire for higher & higher rents & the 
ever increasing volume of online 
shopping, seeing more & more
traditional retailers bite the dust. 
Hopefully, the millennials & those 

that succeed them, will continue with 
their desire for ‘experiences’ instead of 
dishwashers & we will continue to be a 
part of this change.

Even street operators, who are never 
the last to complain, seem to have 
slowed down in telling me that “This is 
the worst year ever” which, I must 
admit, has probably occurred every 
year since I’ve been in the business. 
Crane games continue to be the 
mainstay of most street operators’ 
businesses but it still amazes me to 
see that some of them still don’t 
understand how to operate these 
games correctly.

The first point to understand, is that 
prize games are a form of retailing. If 
you want to retail something, you 
should be selling something that 
people want to buy & you should be 
presenting it in such a way that makes 
people want to buy.

If you present something to people in a 
way that makes them take notice, then 
you have a better chance of them 
buying your product. Old cabinets, 
with worn graphics & finger smudged 
display glass, do not send the right 
signals. Games that are set with the 
difficulty adjustments too high & with 
tired, generic plush, do not send the 
right signals. You might get away with 
it in a caravan park over the school 
holidays but it definitely doesn’t work 
in most other locations. If your
‘shopfront’ & stock are ordinary, don’t 
expect people to buy.

Plush needs to be good quality. Yes, it 
is more expensive but there are ways 
to get the players to play. A lot of old 
crane games using cheap, generic 
plush, still operate on $1 play & a fair 
percentage of these would have their 
difficulty settings adjusted to be less 

than generous. Games using quality 
plush, need to be on $2 per play. The only 
way you can successfully, change play to 
$2 per game in such a situation, is to 
change the cabinet, to something that 
looks like you care, as well as change the 
plush. If you also ease the difficulty to a 
point where more people win a prize, 
then you stand a good chance of players 
coming back to play again. Winning is a 
good outcome. It creates a desire to do it 
again & when you offer players
something that is worth winning, they 
are more likely to play again. Most 
modern crane games now come with 
note acceptors, so you can also offer a 
bonus credit, for using notes, which also 
helps to create a winning mood, in the 
players mind.

It doesn’t end there though. If a game 
gets used, especially when it has a glass 
display, it needs regular cleaning & if you 
want to attract players, you need to make 
sure there is enough stock variety on 
display to attract players to play & that 
stock is regularly changed to keep 
players interested in playing. This means 
you have to visit sites regularly. That 
means more work & effort but usually 
means more income as well.

Operators who don’t advance with the 
times are going to find out that they are 
leaving themselves open to losing those 
sites, as there are plenty of others who 
will see the opportunity to give those 
venues what they really need. The good 
old days are no more. Make sure you 
don’t become part of them.

This has been a party political broadcast 
on behalf of;

Steve Patan (Reflex Games)
Tel. (03) 9016 6961 or 0414 660 069 
Email: reflexgames@bigpond.com 
www.reflexgames.com.au
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Contact: admin@namoa.com.au 
Facebook: NAMOAGROUP

DEAL UP 100
EXHIBITIONS

Further evidence – if it was 
ever needed – of the growth in 
importance of the Middle East market 
to the global players in the supply 
chain, was provided by the 2018 DEAL 
trade show in Dubai's World Trade 
Centre, United Arab Emirates,
April 9-11.

Four hundred and fifty exhibitors – 
100 up on last year – and 72 of them 
Chinese manufacturers of amusement 
games and theme park equipment, 
presented show organiser
International Expo-Consults with 
some enjoyable problems. How to fit 
them into the available halls at the 
WTC? It solved the problem by moving 
the show into the combination of Hall 
1 and the three Za'abeel halls, giving 

it another 8,000 square metres on its 
space of 2017.

“Overall, we're happy,” said Sharif 
Rahman, CEO of IEC, not
unsurprisingly. In fact the increased 
statistics are further accentuated by 
the fact that the 2017 show was itself 
25% up on the previous year. “The 
layout worked for us,” he said. “We 
have 22,000 sq. m. gross and we have 
needed it all, so we will look carefully 
at what we will do in 2019.”

At the time of writing, the plans for 
2019 are not in the public domain. It is 
unusual that by the end of one show 
the dates for the following year are 
still not firmed up.  The popular talk 
around the show was that the event 

will probably be moved forward, back to 
its' end-March spot. That would probably 
make it March 18-20, but only if an 
adequate number of halls is available for 
the Middle East's growing entertainment 
and amusement show.

There can be no doubt that the
establishment of a formal trade
organisation in the region has assisted 
the show, although the two entities have 
no connection other than the industry 
they represent. The Middle East and 
North Africa Leisure and Attractions 
Council (MENALAC) is long on title and 
equally long on influential members. All 
of the big hitters in the region are 
members and not just the theme parks 
and FEC chains, but also the other 
tourist endeavours, the aquariums, zoos 
and leisure destinations. 

SHOW POSITIONED 
AS A LEADER

AUTUMN EDITION

Josep Tarres, CEO at photo booth manufacturer, 
Digital Center with one of his booths that has 
the facility to be personalised….this example 
carried the DEAL logo.

The Movie Photo 
Booth from FacePlace 

with the company’s 
CEO Allen Weisberg 
(right) and BANDAI 

NAMCO’s James 
Anderson. 

Adrenaline's Frank 
Ballouz (left) and 
Francois Lachance try 
out the company's 
latest game, Tomb 
Raider. 



A full-scale one-day conference was 
held on the eve of DEAL, bringing 
many of the CEO-level operators into 
town from several surrounding 
countries. And then mid-way through 
the exhibition, the association held its 
first Gala Dinner and Awards Night, a 
glitzy affair at the Ritz-Carlton Hotel 
at which industry ‘Oscars’ in the 
appropriate form of Aladdin's 
lanterns, were handed out to worthy 
winners.

All very professional and up-scale 
and again, it all served to make the 
show week in Dubai very much the 

focus of international attention. 

Many of the games industry’s main 
players sent very senior people into 
town for the show, for the very 
substantial reason that the Middle 
East is the one region of the world 
that is consistently ‘a buyer’. Billions 
are plowed into new concepts, new 
developments and the equipment to 
go into them, than per capita in any 
other part of the world.

Some of the projects now under way 
or planned for the next couple of 
years in Saudi, the UAE, Qatar, Oman 
and dotted around the region from 
Turkey in the north through the Gulf 
area and across North Africa are to 
say the least stunning. The overall 
desire is to help reduce the
dependence on oil, but the oil 
revenues are funding the investment 
and the investment is going into all 
kinds of directions, but notably 
tourism. 

…and of course the amusement and 
entertainment industry is very much a 
part of that ‘tourism’ umbrella. 
Further impetus is given by the fact 
that the main driver of investment, 
Saudi Arabia, is liberalising, going 
boldly for social reform with a 2030 
plan. That date is the deadline for 
getting the millions of Saudis who go 
outside the country to vacation each 
year to opt instead for ‘staycation’. 

Saudi will therefore be the focus for 
the next few years, with some of the 
big names going into that market with 
massive parks and glittering FECs to 

Contact: admin@namoa.com.au 
Facebook: NAMOAGROUP

DEAL UP 100
EXHIBITIONS

keep Saudis entertained – and at 
home.

The equipment to go into those venues 
was at DEAL and will be at DEAL in the 
coming years to present Sharif 
Rahman and his IEC team with an 
annual problem of logistics. “People 
are coming from further afield as the 
show broadens its catchment area,” he 
said. “We have more coming from 
Africa than ever before and not just 
North Africa.” InterGame's stand was 
evidence of that, with people from as 
far away as Kenya stopping off to pick 
up magazines.

The show presented the best of IAAPA 
last November and the best of the 
March Amusement Expo International, 
plus the best from the myriad of 
Chinese amusement shows held in the 
fourth and first parts of the year.

Much of it was for theme parks, even 
more was for FECs. Redemption, video, 
novelties, kiddie rides, crammed the 
booths. Most of the big names used 
local distributors ASI and WoG as their 
entry points and those two companies 
provided the backbone of the exhibi-
tion. 

There was plenty there that was not at 
the other shows, however, for in the 
normal course of events there are 
always games intended for Vegas or 
Orlando or Guangzhou or Zhongshan 
that aren't quite ready in time. 

It is a tribute to the strength of DEAL 
these days that very often companies 
will deliberately hold back some key 
items to give them a Dubai 
launch…..and that is when you know 
an event has truly made it’.

AUTUMN EDITION

687: A neat idea for a giant 
crane, Elaut's international 

sales manager Stefaan 
Vaerewyck with a giant bag of 
redemption tickets to fit into 

the giant Cosmic XL crane.



PROTECT YOUR BUSINESS!

Site/location Agreement
Books.
(50 duplicate Agreements in a pad)

COST: $22.00
(Includes GST and Postage)

New Members receive a
COMPLIMENTARY Book. To
save wastage, it has to be
requested).

Delivery Dockets
Delivery Dockets are used for
Record of Ownership. Title and
Commercials Terms.

Book is A5 - 50 pages in duplicate
Introductory Delivery Docket Book
$9.90 (includes GST, Postage and
Handling)

Additional Delivery Docket Books -

Special Price
$16.50 (includes GST, postage
and Handling)

To order - please e-mail
admin@namoa.com.au
(Prices may change without notice)

REDEMPTION STICKERS

A lot of discussion has been had 
regarding the quality/price of prizes 
that are on offer in Prize Redemption 
games and the feedback from 
customers is that young children are 
‘seduced’ into playing some 
redemption games that have major
prizes of Playstation’s, mobile 
phones. IPods etc.

NAMOA has re-designed new 
stickers which are reversed printed 
and attached to the inside glass of 
Prize Redemption games, according 
to the value of the
prize.

G Maximum Prize Value $20.00
PG Maximum Prize Value $50.00
M Maximum Prize Value $100.00
MA Maximum Prize Value $200.00

Members are entitled to 20 free 
stickers, but you must apply for 
them. Please advise the combina-
tion you require. Additional stickers 
can be purchased by members at 
$1.10 each, which includes
GST, postage and handling.

To order your Stickers please 
contact Juanita Keegan.
admin@namoa.com.au

ADVERTISING RATES
COLOUR in JPEG format

FULL PAGE $220.00
HALF PAGE $165.00
QUARTER PAGE $110.00
PREFERRED SUPPLIER
ADVERTISING $88.00
per financial year.

This includes:
The Collector and the Web Site.
(The above Prices include the GST).
Rates may change without notice.

Deadlines
28 February, 31 May
31 August, 30 November

To order - please e-mail
admin@namoa.com.au

Contact: admin@namoa.com.au 
Facebook: NAMOAGROUP

SUPPLIES
DIRECTORY

VIDEO GAME MACHINE 
LABELS

Labels are not available from
NAMOA. Go to the
Government Web Site

Machine Labels can be downloaded
from www.oflc.gov.au
(Classification Markings)
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Members - is your business included 
in these listings? If not - you are 
missing out on other members 
knowing what your business offers!

Your listing is also placed on the 
NAMOA web site as well as here in 
the printed Collector. Cost to you is 
$80 plus GST for 1 year on the web, 
including 4 Collector listings. PRO 
RATA for the remaining issues this 
year. Advertising rates may change 
without notice.

Email Juanita:
admin@namoa.com.au
with your paragraph and your 
advertisement will be in the next 
Issue and go straight onto the web 
site. (in Microsoft Word, please)

Not a Member? Join Now and take 
advantage of this listing directory.

ALLSTAR are the #1 independent 
distributor of POP VINYL toys in 
Australia. We offer individual or 
assorted mix. Ideal for Crane or any 
machine. Check the website for 
details, specialise in FEC prizes like 
Monopoly, Superhero items and Pop 
Culture related.

www.allstarbrands.com.au

Fun wheels offer BERG pedal Go 
Karts for fun outdoor toys from 5-99 
see website for details, ideal for 
major prizes for FEC or machine 
operators. Check website for details 
or call.

www.funwheels.com.au
Rob Parsons - 0419 606776

A.M.D. SYDNEY
Amusement Machine Distributors. 
Australian Distributors for Stern 
Pinball, Incredible Technologies, LAI 
Games, ICE, Sam Billiards,
Benchmark, UNIS & Betsons.
Full range: new and used machines, 
service and spare parts available.

Ph: 02 9700 9600.
Fax: 02 9669 1266.
www.amdcoinop.com
E: bcolbourne@amdcoinop.com

AMUSINC
Importers of:

- Quality Crane/Skill Testers
- Prize Redemption Machines
- Spare Parts
- Licenced Plush Toys
- New Containers Always Arriving
- Representing Manufacturers from 
- China, Korea, Taiwan and USA
- Global Importers.

Give us a call for your needs.

Todd McDougall 0400 993 393
www.amusinc.com.au
E: coin_net@hotmail.com

ANDO’S AMUSEMENTS 
(AUST)P/L

Sales- various types of Second Hand 
of coin operated amusements, 
including Kiddy Rides.

Ph: Larry 0416 177 077
Fax: 07 4779 8672
E: andosam1@bigpond.com

CASHFLOW ENTERTAINMENT P/L

Designed to meet global market 
expectations with CNC manufacturing. 
Australian designed and
manufactured PCB’s and Software. 
Cutting edge 3G SMS communication 
systems. Producing a range of 
Cranes, Redemption, Ticket and 
Sports games. Balancing High 
quality with Low prices.

Ph: 0432 323 333
E: admin@cashflowgames.com.au
www.cashflowgames.com.au

COIN OP SOLUTIONS

Exclusive distributor for Wu Mar 
Harng/Paokai Electronic. Australian 
Designed Cranes – A crane for every 
Location. Toy Soldier, Maxi Claw, 
Win Every time, Cool Age Chocolate 
and Movie Stars. Glass All-round, 
LCD Screens, security bars, bill 
acceptors and many more options.

2 Year warranty on boards and 
motors. Now available – plush mixes 
20cm, 25cm, 30cm and 40cm

Mark Robins - 0433 118 477
Ph: 03 9555 1409
E: mark@coinopsolutions.com
www.coinopsolutions.com

Contact: admin@namoa.com.au 
Facebook: NAMOAGROUP

SUPPLIERS &
CONTACTS
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HUNTER LEISURE

Hunter Leisure supply toys suitable 
for crane & redemption machines.

Ph: 03 9287 9888
Contact: Sonia Rhind
E: soniar@hunterleisure.com.au
or cathyd@hunterleisure.com.au
www.hunterleisure.com.au

MICRO SYSTEM CONTROLS P/LTD

Designers and Suppliers of:
Australian Design Award winning
Microcoin QL, Microcoin SP,
GBA Note Acceptors

For sales and service enquiries, 
please contact Robert Bird.

Ph:03 9646 6446
Fax: 03 9646 6447
E: sales@microcoin.com
W: www.microcoin.com

PENNY JUNCTION AUST. P/L

We are Australia’s largest bulk 
vending wholesaler of all gumball 
products, capsuled toys (25mm to 
93mm), rubber bouncing balls
(27mm to 50mm) and mixed bulk 
toys for stackers and similar 
machines.

We are able to service everywhere in 
Australia and our pricing will not be 
beaten.

Ph: Geoff Guthrie 03 9318 1047
Unit 1/1 Caulson Close
Maribyrnong Victoria 3032
E: pennyjunction@bigpond.com
www.pennyjunction.com.au

REFLEX GAMES

Suppliers of coin-operated arcade 
equipment and associated products, 
including simulators, redemption 
equipment, cabinets, software, 
pinballs, jukeboxes and kiddie rides.

Register your surplus equipment on 
our consignment listing.

Steve has been distributing
amusement equipment since 1977, 
so for experienced advice,
competitive prices from a supplier 
who does not operate in competition 
with his customers, give him a call.

Steve Patan (03) 9016 6961
Fax: (03) 9016 6961 or
Ph: 0414 660 069
E: reflexgames@bigpond.com
www.reflexgames.com.au

Contact: admin@namoa.com.au 
Facebook: NAMOAGROUP

SUPPLIERS &
CONTACTS

media

Need help with your
website, advertising

or print media?

Check out our
services today at

www.fidgetmedia.com.au
Call: 0431 114 977

LIKE TO PUT
YOUR

BUSINESS
HERE?

JOIN NAMOA TODAY!
E: admin@namoa.com.au
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RIDE ON ENTERTAINMENT

Cars, Planes, Train 
 “you name it-We have it in stock”
1940’s rides starting from $500 sold 
as is” Hundreds of models to choose 
from in our Sydney and Melbourne 
warehouses.

Licensed character rides available. 
For assistance please contact
Office: 03 9890 7577
E: louise@rideon.com.au
www.rideon.com.au

SHADFORTH INSURANCE 
BROKERS

Insurance Brokers approved by 
NAMOA.

Fully underwritten by an Australian 
Insurer. Exclusive facility available 
to NAMOA members.

Unique insurance solutions on a 
policy developed in consultation 
with your Association.

Contact either Darren or Rebecca
Darren Reilly - 07 3031 1622
Mobile 0418 751 986
E: Darren.reilly@sfg.com.au
Rebecca Higgs 07 3031 1625
Or Mobile 0418 751 986
E: Rebecca.higgs@sfg.com.au

THOMPSON BILLIARDS

Manufacturers of Coin Tables and 
Home Tables, as well as accessories.
35 years manufacturing experience 
in the industry.

Shipping nationally from the Gold 
Coast, Qld.

Phone: 07 5537 6922
Fax: 07 5529 1022
E: admin@thompsonbilliardtables.com.au

ZAX AMUSEMENTS

Australia’s largest for Distribution, 
Technical Repairs, Spare Parts and 
Consultation.

Housed in an all new purpose built 
facility at 265 Ingles Street, Port 
Melbourne, Victoria 3207.

P: 03 9676 9190.
Fax: 03 9676 9290
Zak Athanasiadis
E: sales@zax.com.au
www.zax.com.au

NAMOA STATE
REPRESENTATIVES

NEW SOUTH WALES
James Melides - 0412 070 690
E: james.melides@anare.com.au
Ron Mroz – 0425 709 032
E: rmroz@kingpinbowling.com.au

VICTORIA
Zak Athanasiadis – 03 9676 9190
E: zak@zax.com.au

Steve Kimmins – 0409 345 684
E: stevekimmins@bigpond.com

QUEENSLAND
Tony Argery (NAMOA President) 
Mobile: 0418 988 988:
E: tony@funhouse.com.au

Ray McGowan – 0432 323 333
E: ray@cashflowgames.com.au

NORTHERN TERRITORY
No nominations received

SOUTH AUSTRALIA
Robert Westwood – 0403 053 611�
E: robertwestwood@hotmail.com

WESTERN AUSTRALIA
Joanne Cox - 0452 418 164
E: planetamusements@gmail.com

TASMANIA
No nomination received

ACT
Nick Vasiliou – 0413 930 750
E: nick@happydays.net.au

DISCLAIMER
1. All expressions of opinion are published on the basis that they 
are not to be regarded as expressing the official opinion of the 
publisher unless expressly stated.
2. The publisher accepts no responsibility whatsoever for the 
accuracy of any of the opinions or information or advertisements 
contained in this publication and readers should rely on their own 
enquiries in making decisions concerning their own interests. In 
particular, no responsibility is accepted for the quality of goods or 
services supplied by advertisers or for the accuracy of materials 
submitted for reproduction. To the extent permitted by law, the 
publishers, their employees, agents and contractors exclude all 
liability (including liability and negligence) to any person for any 
loss, damage, cost or expense incurred or arising as a result of 
material appearing in this publication.

Contact: admin@namoa.com.au 
Facebook: NAMOAGROUP

SUPPLIERS &
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THOMPSON
BILLIARD TABLES

LIKE TO PUT
YOUR

BUSINESS
HERE?

JOIN NAMOA TODAY!
E: admin@namoa.com.au
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Contact: admin@namoa.com.au 
Facebook: NAMOAGROUP

NAMOA is Australia’s Premiere 
Amusement Industry Association

www.namoa.com.au 


