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Panel offers
best practices
for route ops

By Paul Tash, Georgia Amusement Journal
“It’s all about partnerships.”
That was the core message during a panel discussion fea-

A Tash Communications publication April 2025 Vol. 8, Number 12
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new redemption kiosk and two-
person upright fish game at the
company’s facility in Suwanee, GA.

‘Now is the time’

Winner’s Marketing relaunches fish game

SCOTT TWINE, director of devel-
opment for Winner’s Marketing,
poses recently with the company’s

turing five experienced route operators during the Amuse-
ment Expo International (AEI) in Las Vegas last month. The
panelists discussed several techniques and best practices they
employ to create winning
¥ ™ a partnerships when establish-
ing new locations as well as
H m USEm E "T maintaining existing part-
uinternationa! SRS
Eg Panelists were united in
expressing the importance of
building solid relationships with their customers, especially
on a personal level.

“I make it a point when I’m out on a route to know (a
customer’s) personal stuff,” said moderator Jim Tartal, from
births to birthdays and from weddings to anniversaries. “It
makes you part of their family.”

Tartal is owner
Scottdale Music
Service in Everson, Penn, which operates a typical street
route with ATMs, jukeboxes, games, ticket redemption, pool
and pinball.

“Your customer is your partner,” added Tim Zahn, gen-
eral manager of American Amusement Arcade, based in
Bloomington, Minn., which operates in bars, restaurants,
movie theaters, bowling centers, amusement parks, and fam-
ily entertainment centers. “The people you’re partnering

By Paul Tash

Georgia Amusement Journal

Surely feeling like they were
swimming upstream at times, develop-
ers of the first true “fish game” certi-
fied in the Georgia market have shown
incredible commitment to transform
their game into one that not only meets
fast-evolving regulations but embraces
them.

Winner’s Marketing “relaunched”
its fish game earlier this year with sug-
gested hardware and software im-
provements gathered from master
license holders (MLHs) during indus-
try events and pilot programs.

“Over the past three years, we have
made significant upgrades and im-

See WINNERS Page 14

See PRACTICES Page 8

L&W buys Grover charitable-gaming assets

in North Dakota, Virginia, Ohio, New
Hampshire, and Kentucky. Grover is
additionally licensed in South
Dakota, Minnesota, Montana,
Wyoming, West Virginia, Washing-
ton, Ontario, and Louisiana, accord-
ing to Deutsche Bank.

The terms of the agreement in-
clude a four-year consultancy for

See PURCHASE Page 8

Game manufacturer Light &
Wonder has made a $1 billion pur-
chase of North Carolina-based
Grover Gaming’s charitable-gam-
bling assets, CDC Gaming has re-
ported.

The purchase doesn’t affect
Grover’s COAM business in Georgia,
which operates under Banilla Games.

The bulk of the purchase price

« OPEN HOUSE
04,/30/2025
8-555-BADDOG

B65-522 336

consists of $850 million in cash, due
on closing, according to CDC Gam-
ing. An additional fee of as much as
$200 million will be paid on the
achievement of unspecified financial
milestones.

Privately held Grover, owned by
CEO Garrett Blackwelder, was
founded in 2013. It has an electronic
pull tab installed base of 10,000 units

May 15,2028 Details inside aboirt how YOU con become an exhibitor!
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TIMELESS CLASSICS.
PROVEN PERFORMANCE.
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THE GAMES YOUR PLAYERS KNOW AND
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Patel, Fellows named AMOA directors

Innovator Award,
Operator’s Choice
Award recipients

also announced

During its 2025 Annual Member-
ship Meeting in Las Vegas, AMOA
elected a new class of directors that
includes two from Georgia — Paul
Patel from Encore Amusement and
Shawn Fellows from Diamond
Amusements. In addition to Patel
and Fellows, new directors consist-
ing of eight operators and distributors
from around the country are:

* Scott Ausmus, National Enter-
tainment Network, Louisville, CO

* Chris Hale, Venco Business
Solutions, Bland, VA

* Jamie Rust, Amusement Un-
limited, Eugene, OR

* Maria Trent, Back Alley Lanes
VrCade, Daytona Beach, FL

» Gage Whiteley, Pride Vending,
Salem, OR

e Chris Pascaretti, Pascaretti En-
terprises Inc., Troy, MI

In addition, the following 2025-
2026 AMOA principal officers,
elected at its Mid-Year Board Meet-
ing in September 2024, took the
helm for a one-year term at the con-
clusion of Amusement Expo Inter-
national. They are:

* President Brian Brotsch of
Knox Amusement, Rochester, NY

* First Vice President Tommy

"r-—_t ._.'

b ]

AMOA’s RECENTLY ELECTED directors include
two representatives from the Georgia COAM in-

Hendley of B & H Vending &
Amusements, Indian Trail, NC

* Treasurer Scott John of
Amuse-O-Matic, Frederick, MD

* Secretary Jim Tartal of
Scottdale Music Service, Scottdale,
PA

AMOA officers and directors
whose terms expired at the close of
the show were sincerely thanked
and recognized for their dedication
and service to the association and
the industry. They will now join the
llustrious AMOA Heart & Soul,
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which consists of the generations of
men and women that have served on
the AMOA Board of Directors since
1948.

Also during the AEI 2025,
AMOA presented its annual AMOA
Innovator Awards and Operator’s
Choice Awards. The AMOA judging
team reviewed an impressive lineup
of 33 entries from 22 companies.
This year’s AMOA Innovator Award
recipients are:

* AMI Entertainment for Phan-
tom

Photo courtesy of AMOA

dustry — Paul Patel, third from right, and Shawn
Fellows, second from right.

* Amusement Source Interna-
tional for Case Pro

* S & B Candy and Toy for The
Gateway

In addition, the following com-
panies were awarded a 2025 AMOA
Operator’s Choice award:

* S & B Candy and Toy for The
Gateway

* Team Play for Pixel Pix GEN4

The awards were presented at
the AEI Beers & Cheers event on
March 19 at the Las Vegas Conven-
tion Center in Las Vegas.

COAM calendar

on time may result in penalties.

downtown Atlanta

Peachtree Corners

April 20: Gross retail receipts for January, February and March
are due. The gross retail receipts must be submitted electronically
through the COAM website at www.gacoam.com. Failure to report

— MEETINGS/OTHER —
April 15: COAM Advisory Board, GA Lottery headquarters,

April 17: GAMOA-led COAM redemption discussion,
Hilton Atlanta Northeast, Peachtree Corners

May 15: GACS Southern Convenience Store and Petroleum
Show, The Centreplex, Macon

May 22: GAMOA membership meeting, Hilton Atlanta Northeast,

Write us

ters it finds objectionable.

The Georgia Amusement Journal welcomes letters to the edi-
tor. Letters must include the writer’'s name and address. The
word limit is 300. Mail to Georgia Amusement Journal, P.O.
Box 4307, Butte MT 59702, or email us at paul@tashcommu-
nications.com. The Journal reserves the right not to print let-

Journal advertising gets results! Gall 406-491-0100.
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1 | Cabinet 2.0

The All-New Pressto Skill Cabinet from
Bad Dog Games! Bringing casino grade
features to route gaming.

New uni-body design
Integrated cup holders
- L _ y Cross hatch, mirror finish kick plate
gmtlc50,060.00| SO. | = _TNond | Multiple LED zones across the entire
Spven : - \ cabinet frame
G5 Fortunes of i . Custom animation & color washing by
W game theme

N A Cralle 3" Shine-On halo with hologram design
e Latest Wells Gardener 43" screen
All new cash out button
Huge conductive phone charger
USB C & A charging support

Arriving April 2025.
ORDER NOW

BAD DOG GAMES

OPEN HOUSE
April 30th 12:30-5PM EDT

Come see our new facility, cabinet &
game. Food & drinks will be served.
Free gift for all technicians!

All are welcome.

6080 McDonough NW, STE A
MNorcross, GA 30093
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PROFITS CONTINUE TO
DOMINATE STATE AVERAGES

The exciting Multi Game set features
the best-in-class titles from the
Light and Wonder library! Players
love the selection of games ranging
from Premium licensed titles to top
performing Casino favorites!

Ee

= sy |

FULLY COMPATIBLE WITH ALL BACKEND SYSTEMS

EErsu" Contact Rick Murphy for More Information:

(770) 316-0945 | rmurphy@betson.com LIGHT &
Tha Inok and food of Bho camses and thoir Indhadual compononts and displawes g rado droes of WDN DEH_
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SECURITY

SAY GOODBYE
TO TRADITIONAL
CONNECTI“

Z

Ryken Sec urily%ﬁnuvative. patent-pending technology
sets a new standard in business connectivity.

Remote Advanced Real-Time Instant Live Asset
Monitoring Security Transaction Tracking Control Tracking

Mext-gen connectivity starts now.
Visit RykenSecurity.com and embrace smarter solutions today.

INDUSTRY-LEADING TECHNOLOGY, DRIVEN BY 22+ YEARS OF IOT EXPERTISE AND INNOVATION
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Purchase

from Page 1

Blackwelder “to help drive the
continued success of the business,”
according to a company press re-
lease. A spring 2025 closing is an-
ticipated.

Explaining the attraction of its
newest asset, Light & Wonder CEO
Matt Wilson said, “Grover Gaming
is a leading player in charitable
gaming, a category that has experi-
enced significant growth in recent
years. This transaction comple-
ments our position as the leading
cross-platform, global games com-
pany by adding another compelling
regulated adjacency to our profile.”

Blackwelder said, “Light &
Wonder is an ideal partner for us,
given our similar company cultures
and dedication to innovation and
customer service.”

“The real winners are the char-
ities and fraternals in these markets
because of the exciting game con-
tent L&W brings to the table,”
added Kevin Morse, Grover’s chief
development officer.

5100.00

Practices

from Page 1

with, you want to know on a per-
sonal level.”

He also urged route operators
to train their employees in the im-
portance of building relationships,
especially the ones who are in loca-
tions regularly, including techni-
cians and collectors.

“In a lot of cases, they can
build relationships better than you
can, because they’re in there every
week or two,” he said. “Training
your people to have that personal
touch to get to know their cus-
tomers I think is really important.”

The personal touch is a part of
good customer service, said Ryan
Harris, president of Ellis Amuse-
ments, one of the largest operators
in Idaho and Utah, serving a vari-
ety of locations including bars,
restaurants, malls, bowling alleys,
family entertainment centers, ho-
tels, and gas stations.

The employees can make the
difference in relationship building,
he said. Building employees’
skillsets to include good people
skills is vital, he added, especially
when the owner or other company
leaders don’t have the time to visit
locations themselves.

Harris said he does try to “pop
in” when he’s near a location when

A '-:}Ll:-.
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he has time, even if it’s “just say-
ing hi.”

“It is really nice to talk to your
customers when they’re not angry,”
he said.

Rich Del Vecchio, vice presi-
dent of operations for Kids Quest
and Cyber Quest, agreed that
“checking in with folks when
there’s nothing bad going on” is
important.

“Sometimes you just want to
see how they’re doing,” he said,
“and make sure your business is
complementing theirs.”

Often, Del Vecchio said, those
conversations lead to more oppor-
tunities because “there’s no
agenda” and they’re “more free-
flowing.”

“You get a chance to just net-
work ... and then they’ll tell you
about a need, and you can figure
out how to help them out.”

Overall communication with
locations is key, Zahn added, even
if it’s just providing updates on de-
livery for a part.

“Let them know what’s going
on,” he said. “It goes a long way.”

Communication during times
of crisis is also important, he
added. During the Covid pandemic,
Zahn said, his company constantly
sent emails updating locations on
the “changing landscape” of rules
and regulations.

“We tried to educate our cus-

ﬂ lI"
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tomers,” he said.

Panelists also urged route oper-
ators to treat all the employees in
their customer location well.

“You never know what waitress
1s going to move up to a leadership
role,” Harris said.

New customers

On another topic, panelists dis-
cussed their best practices for find-
ing new customers.

Zahn said he’s looking for loca-
tions that are as engaged in their
business as he is in his, “so we can
work together to be successful.”

When looking for new loca-
tions, Del Vecchio said, “it’s a long
dance with development.”

“Take your time to develop that
relationship appropriately,” he said.
“Do your homework. Figure out if
what they want to do matches with
what your goals are. Look for win-
wins.”

Research the location before
pitching a potential customer, Zahn
said, noting that social media can
provide some information on the
location. Bring information on
your company and its products, and
leave a brochure, he suggested.

Zahn added that transparency
from the start is crucial, especially
when discussing machine costs and
expected revenue. An ideal partner-
ship allows operators to openly dis-

(Story continued on next page)

I[VEY

ROMOTIONS

Strike Fast. Play Bold. Power
Up with lvey Promotions.

Ivey Promotions is lighting up Georgia
locations with high-performance IP gaming
machines, now featuring Aurora XPerience and
Northern XPerience from Jenka Lab.

With lightning-fast gameplay. brilliant visual
design, reliable hardware, and reasonable
pricing. these machines are built to attract

attention and keep customers engaged.

Perfect for convenience stores, gas stations,
and more — they bring energy and excite-

ment to every location.

~ M
Lightning-powered gaming starts

_-..--'-'

here.

(all us at 678-291-0290
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AN AEI PANEL DISCUSSION to help route opera-
tors develop successful partnerships with their lo-

(Continued from previous page)
cuss such challenges as the rising
cost of equipment and other costs,
so locations understand what
they’re paying.

When talking with potential
customers, Zahn said, it’s vital to
understand what they’re expecting
in equipment and service, so the
operator can propose a plan that
fits their specific needs and offers
realistic expectations.

New customers should under-
stand that success “doesn’t just
magically happen,” Harris said.
The partners have to work together
to successfully promote and grow
business.

]
=

! G [:THE SOUTHERN

pnvenience Store
avobBiFolenms. ow

Perusing liquor license transfers
and bankruptcy, which are both
public records can generate leads
for new customers, panelists said.

Jeff Prescott said continual net-
working with the “beer and pop
guys,” who know what’s happening
in the business, can produce leads,
as well. Prescott is president of Val-
ley Vending Service in Plattsburgh,
NY, which operates games and
ATM machines in bars, bowling al-
leys, and movie theaters.

Location managers also can be
lead generators, Zahn added, so get
to know them. Bar managers, for
example, always know what’s
going on around town, he said.

HE 2025

Suppliers: Join Us In Macon
For the premier industry event in the Southeast: The Southern Convenience
Store and Petroleum Show. The SHOW will provide the perfect opportunity
to showcase your products and services to C-Store decision makers.

Visit www.gacs.com/events to sign up for booth space.

Retailers: Attendance is FREE
It's THE place to learn about the newest ways to improve your businesses:

from food service to fuel, novelties to snacks, COAM games to lottery ticket sales,
and everything in between. Visit www.gacs.com/events to register in advance.

MAY 15,

2025 |

THE CENTREPLEX |

Photo by Paul Tash
cations included, from left, Tim Zahn, Rich Del

Vecchio and Ryan Harris.

“They will know before you do
if a new location is opening up or
needs a distributor.”

Service calls

The panelists also discussed the
best practices required for success-
ful service calls. The most obvious
practice is not always the most suc-
cessful, they said.

“First, make sure your techni-
cians solve the problem,” Prescott
said. “Make sure the pool table or
whatever is working before they
leave.”

Also, follow up on service
calls, Zahn said, to make sure “the
solution is still working.”

Stores

MACON, GEORGIA

“And by the way,” he said,
“just unplugging the game is not a
solution.”

Be persistent, Del Vecchio
added.

“Sometimes you have to work
to find a solution.”

Technicians should be trained to
ask customers “what else can I do
for you” after completing a service
call before they leave, Tartar said.
Besides being “great customer serv-
ice,” he said, the action can save
time and money by avoiding a re-
turn trip for another problem.

Losing accounts
When a partnership doesn’t
succeed and route operators lose an
account, “don’t burn bridges,” Tar-
tal said, because the account could
become available again. For exam-

ple, the location could be sold
down the line, providing an oppor-
tunity to pitch the new owner.

Good partnerships don’t often
fall apart, Del Vecchio said.

“If you’re surprised you lost an
account, you haven’t been paying
attention,” he added.

That outcome is the result of a
deteriorating relationship, he said,
“and you totally missed the signs.”

Prescott added that it’s not the
problems he knows about that he
worries about, “it’s the problems
that I don’t know about that keep
me up at night.”

T
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Huge AEIl showcases innovation

Amusement Expo International
2025 successfully concluded last
month after highlighting the latest
innovations in games and business
solutions for the out-of-home enter-
tainment industry. The event March
17-19 at the Las Vegas Convention
Center — the largest show to date —
showcased a wide array of prod-
ucts, education sessions, hands-on
workshops, and roundtables cover-
ing critical industry topics, includ-
ing:

» Arcade games and virtual re-
ality

* Family fun and entertainment
centers

* Restaurants and bars

* Bulk vending merchandisers

* ATMs and cashless systems

* Independent route operations

* Recreation centers and more

Key takeaways

Breakthrough Game Innova-
tions: Developers and game tech gi-
ants unveiled hundreds of cutting-
edge technologies and immersive
experiences transforming experi-
enced-based entertainment venues to
meet modern tastes and tech trends,
ensuring profitability in today's com-
petitive entertainment landscape.

Quality Audience: AEI show-
cased impressive resilience in 2025,
drawing a substantial crowd of over
5,500 high-quality participants. This
remarkable turnout underscores the
enduring appeal and relevance of
AEI’s educational programs and
trade show offerings. The event’s
ability to consistently attract and re-
tain a significant audience demon-
strates its ability and the value it
provides to industry professionals,
even in the face of evolving chal-
lenges.

Powerful Keynote: Dana
Monique, a finalist from The Voice,
delivered an energizing keynote per-
formance inspiring attendees with
her unique approach to storytelling
and powerful vocal talent.

Elite Connections: Numerous
networking events such as the Beers
& Cheers award party, industry gala,
and keynote luncheon gave atten-
dees ample opportunities to connect
with all levels of professionals in the
industry, ensuring that all attendees
made valuable connections through-
out the conference.

ERXE

AMUSEMENT

SOUTHERN GAMING Solutions staff stand with
M3t folks at the M3t booth during the Amusement
Expo International last month in Las Vegas. They

Fun for a Cause: The atmos-
phere was further powered with ex-
citement as participants helped to
support the AEI Charity Fund drive
generating over $32,000 in contribu-
tions for Ronald McDonald House
Charities of Greater Las Vegas®
(RMHC®).

Co-Locating Events: The fol-
lowing co-located events helped
maximize value for attendees and
exhibitors alike by combining com-
plementary audiences and resources.

* National Bulk Vending Asso-
ciation (NBVA)

« Billiard Congress of America
(BCA)

* Foundations

* Virtual Reality

* Laser Tag Summit

The strategy allowed for in-
creased networking opportunities,
shared knowledge, and a more com-
prehensive experience for partici-
pants across various industries.

Amusement Expo International
2026 is scheduled for March 18-19
at the Las Vegas Convention Center.
The event will be preceded by edu-
cational sessions on March 16-17.
Exhibitors who submit their booth
space applications by Aug. 1, 2025,
will be eligible for a discount rate.
Resorts World has been designated
as the new headquarter hotel for
AEL

= il- FSTE | TF.-
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IVEY PROMOTION’S Aleksy
Garczynski, above right, dis-
cusses some features of a game

are, from left, M3t's Mike Carpenter, Ph|| Bowden
and Dylan Waddle; Southern Gaming’s Angela
Whitman, Amber Carter and Bobby Walker.

to an interested AEI attendee.
Below, Gabe Stroup of ATi takes
time for a photo at his AEI booth.
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THE GEORGIA AMUSEMENT and Music
Operators Association hosted a social at the
Eight Lounge in the Resorts World resort
March 18 during AEI week. Attending that
fun event, at left, were Felicia Collins, new
AMOA President Brian Brotsch and Gaines
Butler. Below left, Primero Gaming owner
Mike Macke (center) stands with his daugh-
ter and new Primero employee Savannah
Macke and Primero CEO Barry Rutherford
on the AEI floor. Below right is Evgeny Bron-
nikov, who was busy showing Jenka Lab
products at the Expo. At bottom left is David
Vallari of Ryken Security and at bottom right
is Ali (left) and Nasir Bhamani of NextGen
Gaming — both companies have entered the
Georgia COAM market this year.
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INAMAX

POWERED BY ULTRA

FROM THE INNOVATORS BEHIND TITAN POS

A Game-Changer
in COAM Gaming
Has Arrived!

INAMAX (5 AM EMﬁK DITCH THE PLASTIC
GO DIGITAL.
PLAY SMARTER.

Introducing the Inamax Digital Player

Card - the ultimate convenience for COAM
gaming. Store your credits securely on your
phone and access them anytime, anywhere.
No more lost or damaged cards-just

seamless, instant gameplay.

Ready to play or redeem? Simply scan the
QR code at any COAM machine, and you're
in! Convert your credits into a GLC gift card,
usable anywhere in the USA where
Mastercard is accepted.

~REE POS terminal for all INAMAX customers

- Elevated player and clerk experience = Streamline Operation
Mobile alerts and notifications « Advanced personalized reporting

- Customize redemption options - - Easy bookkeeping
. - merchandise redemption, gas, lottery,
and/or COAM Gift Cards D :._5:_4 D
ks .Ir i 1 """.n,_':
I INAMAX
ﬂ'lq;h'l._'
To speak to a sales manager or learn more about Inamax: Scan the QR code to learn #
Call 770.449.0400 ext. 700 or emall infodinamax.com more about getting started! '
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Winners

from Page 1
provements to the capabilities of
the fish game that include integra-
tions with leading RMS providers
and kiosk manufacturer CountR,”
said Scott Twine, director of busi-
ness development for Winner’s
Marketing.

Twine said the new fish game
is certified by Axes for its player-
card system and by EasyLinx for
its TITO (ticket in, ticket out) sys-
tem.

“We have also partnered with
CountR as the authorized reseller
of their gift card-issuing redemp-
tion kiosks in Georgia, which
seamlessly integrates with both
Axes and EasyLinx,” he said.

The original game took nearly
four years to develop, Twine said,
but when it was released in 2022,
company officials quickly realized
the game didn’t keep pace with the
state’s rapidly evolving technology
and regulations.

“From the time that the original
design of the fish game was com-
pleted to the time we entered the
Georgia market with a certified fish
game, things had changed signifi-
cantly,” Twine said. “We quickly
realized that we needed to make
upgrades to the design and capabil-

PLATINUM 4

NEW GAMES!

LUKE LOWERY, technical manager for Winner’s
Marketing, shows off the company’s new redemp-

ities of the fish game in order for it
to integrate with the emerging tech-
nology that had made its way into
the COAM market.”

Specifically, the original game
was only available in a four-player
upright cabinet and a four-player
table, he said, and it couldn’t oper-

ate alongside traditional standup
skill games in locations running
player card or TITO technologies.
“We weren’t ready,” Twine ac-
knowledges. “So we went back to
the drawing board.”
“Understanding and embracing
the gift card program with the use

April 2025

tion kiosk and three-person upright fISh game re-
cently at the company’s facility in Suwanee, GA.

of a card-issuing redemption
kiosk,” he said, was the focus of
the second development effort. Ad-
ditionally, aligning Winner’s Mar-
keting with successful systems
providers operating in Georgia has
allowed the company “to keep pace
(Story continued on next page)
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(Continued from previous page)
with technology,” he said.

Twine said the company under-
stands that operators have different
spaces available for games and that
every inch has to be utilized efti-
ciently. To meet these needs, he
said, Winner’s Marketing has cre-
ated “multiple player configura-
tions to suit a wide variety of
locations.” The game is now avail-
able in two-player uprights, three-
player uprights, four-player
uprights, as well as the traditional
four-player fish table.

“We can also work with MLHs
to build a customized gift card
kiosk solution for their existing
route of standup skill games with
the ability to include our fish game
now or in the future,” Twine said.

A Georgia history

The principal owners and direc-
tors of Winner’s Marketing have a
history in the Georgia COAM mar-
ket. In 2013, shortly after the enact-
ment of the regulations that now
shape the Georgia COAM market,
Twine and Stuart Jordan, president
of Winner’s Marketing, began what
they describe as “mission impossi-
ble.”

Jordan had recently purchased a
hard-to-come-by master license,
and the two set out to secure loca-
tions for the placement of skill

games. Jordan and Twine spent 45
days straight driving across Geor-
gia cold-calling and presenting skill
games to every convenience store
and bar they could find.

“It was like the equivalent of
Opie and Gomer Pyle trying to
convince operators that they
needed to pay out winnings with
lottery tickets and store merchan-
dise and sign an agreement with a
50/50 split,” Twine said with a
laugh.

Over the next few years, Jordan
and Twine — along with Kevin
Frank, vice president of Winner’s
Marketing, and Britney Pridgen, di-
rector of finance — were able to
build a small route of successful lo-
cations through their company,
Planet Amusements. Though Jor-
dan sold his master license in 2018,
the early experience as a master li-
censee proved valuable.

While operating in Georgia as a
master licensee, Jordan and Frank
recognized the need for a Class B
game that was not a slot-style
game. They noticed that fish games
were becoming very popular in
other markets and that no one had
attempted to design a fish game to
meet the requirements of the Geor-
gia COAM regulations. Thinking
“outside of the box,” Twine said,
the company transitioned from dis-
tributor to manufacturer and em-

barked on the lengthy process of
designing, developing, and testing
a fish game for Georgia.

Time has come
Though that original effort
earned a Georgia COAM certifica-
tion from Intralot, it needed hard-
ware improvements and software
integrations. Winner’s Marketing
remained determined, though, and
its team worked to develop what’s

now available in Georgia — a
unique class B COAM game that
utilizes the best technology avail-
able.

The adoption of the gift card
has been especially helpful for the
company’s fish game enhance-
ments. Twine said initially the
game faced some challenges
caused by redemption limitations,
but the gift card program has
solved those challenges.

“The coming change in the reg-
ulations that restricts the redemp-
tion of winnings to only lottery
tickets, gift cards or replays is a
great fit for the fish game,” he said.
“We have heard repeatedly at
GAMOA meetings that the market
needs to start adopting Class B
games that are not viewed as ‘slot
machines.’ The fish game creates a
very good look for the industry
with the potential to far exceed ex-

pected revenue.”

“It's been a big evolution,”
Twine added. “But I believe now is
the time.”

Training and support

Winner’s Marketing’s local
team, led by Technical Manager
Luke Lowery, works with MLHs
before the installation of a fish
game to provide the initial training
and field training on the day of the
installation. For kiosks, they help
MLHs understand the process of
getting approved for the gift card
program, if needed, and how to
specifically get approved for the
use of card issuing kiosks.

“We know firsthand that the
pace of change can be difficult to
navigate,” Lowery said. “We use
the knowledge and experience we
have gained from this process
when we work with MLHs. Many
of them are experiencing the same
challenges that we have already ex-
perienced.”

Winner’s Marketing is confi-
dent a place exists in the Georgia
market for a fish game.

“Our game is an ultra-competi-
tive per terminal cost opportunity
that provides an exhilarating player
experience that will attract new
customers — translating into in-
creased revenue share,” Twine said.
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C-store trade show to roll May 15

The Southern Convenience
Store and Petroleum Show returns
to Macon for its 23rd year May 15
at The Centreplex in Macon.

The event’s theme, “Unlock
What’s In Store,” reflects the main
purpose of the Show: to provide
store owners, operators, and buyers
information about the newest ways

to improve their businesses — from
food service to fuel, novelties to
snacks, and everything in between.
The Show’s theme also reflects
GACS’ commitment to protecting
the future of the industry, including
the ever-present impacts of legisla-
tive activity on the convenience
business. The Show provides an

A MNU -IE-_-_:‘I E MEN —.l- -.:__1-
Play, Win, Bepeal..

WHY OUR MACHINES GENERATE
20% MORE PROFIT...

SPACE OPTIMIZATION AND PLANNING

CuUS

» TOMIZED LOCATION MARKETING

Tl.'._JF TIER ANALYTICS
ASTEST SERVICE TOURNAROU

opportunity for c-store suppliers to
showcase their products and serv-
ices to key decision-makers from
across Georgia.

Show attendance is free for re-
tailers, including a seminar. Pre-
registration is strongly encouraged
at www.gacs.com, to avoid long
check-in lines. Admission is by

badge only. For information about
convenient hotels and special rates,
visit www.gacs.com or contact the
GACS office.

To ensure members understand
the implementation and impact of
the new bill allowing convenience
retailers to enter the hemp-product
market, GACS has organized a sem-
inar called “All About Hemp.” The
meeting will cover:

* Changes to the hemp products
landscape in Georgia after Senate
Bill 494.

* Things to know for businesses
new to the hemp product market.

* How convenience stores can
achieve compliant participation.

A representative from the De-
partment of Agriculture’s legal
team, which works on issues involv-
ing animals, food, fuel, plants, soil
and hemp, will conduct the seminar.

Show schedule

Wednesday, May 14
8 am-5 pm — Exhibitor setup
2-5 pm — Registration open

4-6 pm — Cocktail reception

HE*."'."E 5T GAMES & TECHNOLOGY |\ T,
Thursday, May 15

ONGOING GUIDANCE & ﬂS*iST.ﬂ.f‘LE :.‘

770-285-1023

INFO@DIAMONDAMUSE.COM

Flh r"ﬁ:

|

8-9 am — Department of Agri-
culture’s “All About Hemp” pres-
entation

8 am-3 pm — Registration open

9 am-4 pm — Trade show open
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Decommission COAMs correctly

The proper procedure to decommission coin-operated amuse-
ment machines (COAMs) can be found on the COAM Division
website, www.gacoam.com. The COAM decommission procedure
should be followed when there is:

* A change of master, change of ownership, or cancellation letter

Keep COAMs connected

To ensure accurate reporting of financial data to the Central
Accounting System, the Georgia Lottery Corporation (GLC) says
it is imperative the Location License Holders (LLHs) ensure all
equipment remains connected to the site controller and powered
up at all times.

received by GLC; The GLC maintai d of those LLHs th f:
* A COAM game board swapped out with a different game; P © ff .lr.namtams 4 rec}:lor 0 t o%e o a~t o repeat o
N Y enders of failing to ensure the continuous connectivity and opera-

tion of Class B COAMs.
Failure to comply with these procedures may result in fines up
to $50,000, suspension and/or revocation of the license.

To proceed with the decommissioning:

1. Call Intralot before disconnecting the COAMs from a lo-
cation and removing those COAMs. The Master License Holder
(MLH) needs to contact the Intralot Hotline at 877-261-6242 to
properly decommission COAMs. The COAMs must be connected to
the site controller at this time.

2. Intralot will let you know when the COAMs are decom-
missioned. The Intralot representative will perform steps on the In-
tralot system that prepares the COAMs for the decommission. Once
the steps are complete, Intralot will notify the MLH the machines
have been decommissioned.

3. Disconnect decommissioned COAMs from the site controller.

magnolia

GAMING

COIN OPERATED AMUSEMENT MACHINE
LOCATION SWEEP AND MASTER PUSH CALENDAR

A FEgm,
C’i’" i c.im Your #1 Choice

ACCOUNTING | ACCOUNTING | LOCATION MASTER for COAMs

WEEK START WEEK END SWEEP DATE PUSH DATE

29-Dec-24 04-Jan-25 08-jan-25 14-jan-25 CoMt Sra e MaEsan e e

05-Jan-25 11-lan-25 15-Jan-25 22-Jan-25*

12-Jan-25 18-Jan-25 22-Jan-25 28-lan-25

19-Jan-25 25-Jan-25 29-Jan-25 04-Feb-25

26-Jan-25 01-Feb-25 05-Feb-25 11-Feb-25

02-Feb-25 08-Feb-25 12-Feb-25 19-Feb-25*

09-Feb-25 15-Feb-25 19-Feb-25 25-Feb-25

16-Feb-25 22-Feb-25 26-Feb-25 04-Mar-25 WE ARE READY

23-Feb-25 01-Mar-25 05-Mar-25 11-Mar-25 FOR COAM GIFT CARDS!
02-Mar-25 08-Mar-25 12-Mar-25 18-Mar-25

09-Mar-25 15-Mar-25 19-Mar-25 25-Mar-25 (877) 241-4429

16-Mar-25 22-Mar-25 26-Mar-25 D1-Apr-25 m;ugnn::-lmg.a Ming. Com

23-Mar-25 29-Mar-25 02-Apr-25 08-Apr-25

30-Mar-25 05-Apr-25 09-Apr-25 15-Apr-25

De-Apr-25 12-Apr-25 16-Apr-25 22-Apr-25

13-Apr-25 19-Apr-25 23-Apr-25 29-Apr-25

20-Apr-25 26-Apr-25 30-Apr-25 DE-May-25 -I-n HEF“ n-l-

27-Apr-25 03-May-25 07-May-25 13-May-25
04-May-25 10-May-25 14-May-25 20-May-25 OR
11-May-25 17-May-25 21-May-25 28-May-25*

1B8-May-25 24-May-25 28-May-25 03-Jun-25
25-May-25 31-May-25 04-Jun-25 10-Jun-25

01-Jun-25 O07-Jun-25 11-Jun-25 17-Jun-25 £ -
08-Jun-25 14-Jun-25 18-Jun-25 25-Jun-25* re IHIE“ tn I“E ““E ra"n“ “t r_‘“"n
15-Jun-25 21-Jun-25 25-Jun-25 01-Jul-25 l.“l erate “ amusement man“'“ es,
22-Jun-25 28-lun-25 02-Jul-25 09-Jul-25*

“Indicoies gwesp or puah dois hos been changsd 1o sccommadnbs hollday
Motes: Holidays on & Thursday and Friday may delay the availability of the

Lacatizn Pariod Accounting Report on the following Momnday
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10 Top Performing Games. 1 Groovy Package.
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