
G ame maker Innovative Concepts
in Entertainment began its storied
history in the trade focused on

one game, Chexx. This year, entering its
30th year as a game manufacturing com-
pany, ICE makes a broad range of games
–– including titles developed in house and
those created by other development firms
–– that span multiple genres and undergo a
rigorous vetting process as they make their
way to the ultimate customer.
“There is no room for a mediocre game

in the industry today,” affirmed company
founder Ralph Coppola. “If we realize a
game in development is not going to per-
form well, we just don’t make the game.
Our customers work hard for their dol-
lars.”
Ralph gives credit to the entire team at

ICE for the firm’s evolution into one of the
most respected manufacturing firms in the
industry. “We have an incredible team of
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ICE Draws On Many Tools & Resources to Produce Top Games

Above, a closeup of ICE’s new 4-player video
redemption game, Harpoon Lagoon.

Milk Jug Toss as seen on display in the
Sega booth at the recently held 2013 EAG
show in London.ICE execs say they have added a big earner to the skill wall category with Milk Jug Toss.
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for many years now: aggressive new prod-
uct development, a global sales approach
from a team dedicated to meeting each
individual customer’s needs, quality man-
ufacturing and quality control, and a very
focused and attentive parts and technical
service team that stands behind every
game that comes out of the production
facility,” said ICE sales VP Joe Coppola.
“We have never been the cheapest game
alternative, but we hope our attention to
detail, our quality of build, and our after
sales service is unparalleled.”

At its Clarence, N.Y., production facili-
ty, ICE currently runs more than 20 differ-
ent product lines in any given week. The
manufacturing process under its roof
includes woodshop and cabinet shop,
metal fabrication, internal graphics depart-
ment, harnessing dept. and electronics and
board stuffing. With the exception of cer-
tain types of screen printed materials and
vacuum forming, pretty much the entire
rest of the manufacturing process happens
inside the ICE facility. This self-sufficien-
cy provides flexibility and the capacity to
respond to customer needs.
In addition to creating its own games

in-house, ICE has also worked with a
number of well-known game developers
for the creation of content. Those compa-
nies include PlayMechanix, Raw Thrills,
Gamewax, IGS and Game Concepts. “We
try to strike a good balance between in
house development and working with part-
ners that are the very best at their craft,”
said Joe. “We have found that working
with the people we feel are the best at
what they do allows us to bring the
strongest product to market. Some great
recent examples of this includeDeal or No
Deal, Frogger, Ice Age, Doodle Jump and
Harpoon Lagoon. In each case, we
worked closely with outside software
developers to create a great redemption
game experience for the players.”

Making the Cut
As Ralph noted, not every game idea

makes the final cut at ICE, which has
developed a thorough and exhaustive test-
ing program that allows execs to evaluate
many facets of a game in development
before they decide if the piece is ready for
market. 
“We have evolved this whole process

and actually its something we have put a
tremendous focus on over the past couple
of years,” said Joe. “We saw this as an
area that quite honestly was probably a
weakness within our company prior to
refocusing our efforts. We had released a
few games that we later discovered really
needed more testing and more tweaking
before they were truly ready for the market
and as a result we know we probably
didn’t maximize the sales of those games.”
ICE places test units throughout the

country in different styles of redemption
centers and street locations. In addition to
reaching out to the managers and techni-
cians in these locations for their feedback
and player observations, ICE also sends its
own development personnel into these test
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Quality control manager Shawn Fickett inspects a line of Doodle Jump Arcade games at the
ICE factory in Clarence, N.Y. Below, ICE boasts that they “introduced the first 100%-skill merchan-
diser” with their Cut the Rope.

people here,” he said. “We are coming off
two back-to-back fantastic years, and the
success wasn’t because of any one game.”
In recent years, ICE added talent in

several key areas including R&D, produc-
tion, and purchasing. The factory sales
team has been together over a decade, but
recent additions on that front, including
Rebecca Hirsch and Mike Tobin, have
rounded out the team. 
“I think what customers can expect

from ICE in 2013 and going forward is
really what has defined ICE as a company
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locations to observe player interaction. 
Mike Tobin, who heads new game test-

ing worldwide and works closely with the
sales team, spends quality time talking with
players, observing how they receive the
games, what areas need improvement and
basically making sure the games are as
intuitive as possible from a player perspec-
tive and operator-friendly for the buyers.
“The testing phase is critical in our

development process; this is where we
are faced with deciding the fate of our
investment,” said Joe. “We know opera-
tors need to make a strong return so they
are good customers this year and hopeful-
ly 10 years down the line. If and when we

are faced with a product that isn’t deliver-
ing the results and earnings we expect,
we have to take a long hard look. Did we
fail somewhere that we can easily
improve by making simple changes to the
game play or cabinet or is the game just
not a delivering the game play and expe-
rience we had hoped and as a result is not
earning as well. 
“We recently had to make a very diffi-

cult decision with a game that we felt
could be a great game, but the earnings
just weren’t where we expected them to
be,” he continued. “We knew in the end if
we had tried to sell it to operators we’d do
more harm in the market than good and

we would be doing our customers a great
disservice by trying to sell them this game.
Admitting failure is never easy, but in the
area of game development it’s part of the
process. It’s important that we can step
back and know when we don’t have the
right product for our customers.”

Video Redemption 
ICE has blazed news trails in an

emerging product category, video re -
demption. Factory execs say they are
responding to a demand by players, even
younger players, for more sophisticated
game play. Many of those young players
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ICE’s Harpoon Lagoon at the EAG show in London
where the factory reported it received lots of interest. 

Among the current titles ICE offers is the
mechanical redemption game, Treasure
Quest, and the video title, Ice Age. Doodle Jump is available as a redemption game and a gift card merchandiser.

Milk Jug Toss is out-earning other skill games three-to-one, report factory execs.
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are already veteran mobile gamers. 
“Clearly the games and the depth of the

games have evolved tremendously the last
10 years and it is up to our development
team as well as our software partners to
evolve and grow as well,” said Joe.
“Working with the likes of George Petro
and Will Carlin at Play Mechanix and
Eugene Jarvis and Andy Eloff with Raw
Thrills and their respective teams has been

an incredibly positive experience.”
ICE’s recent Doodle Jump represents a

prime example of taking what was origi-
nally a very popular phone app and turn-
ing it into a coin-op game that is even
more fun and more intuitive than the origi-
nal app. ICE worked with Raw Thrills on
developing Doodle Jump. 
“Make no mistake, it is not easy taking

a game likeDoodle Jump from a great

phone app to a coin op game that
everyone can enjoy and that makes
incredible revenues for the opera-
tor,” said Joe. 
ICE has just released to produc-

tion Har poon Lagoon, a four-player
video redemption game they worked
on over the past year with Kelvin
Peng and AC Chen of IGS. “We just
recently had to ramp up our produc-
tion schedule to accommodate the
unprecedented pre-orders that have
already been placed, so we are very
excited for the demand that we have
seen with Harpoon Lagoon in such a
short time,” said Joe. 
Looking ahead, ICE will contin-

ue to develop both video redemption
games as well as the mechanical,
interactive games such as Milk Jug
Toss, NBA Hoops, Two Minute Drill

and Treasure Quest. “Any good FEC needs
a combination of different types of games
and experiences and clearly video redemp-
tion is alive and well and the players enjoy
it,” noted Joe.

The Spring Lineup
ICE heads into spring with a full plate.

The factory’s headline game, Milk Jug

Harpoon Lagoon’s vibrant graphics display the Jellyfish Bonus.
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Toss, has been producing impressive earn-
ings, and that piece has plenty of company
in the new product category. 
“We will be adding a second install-

ment to the Carnival Series later in the
year, but right now Milk Jug is rolling out
in huge numbers globally,” reported Joe.
“Another proven earner for us, Harpoon
Lagoon, just commenced production in
February after being shown in both the
Orlando and London trade shows.Milk
Jug Toss andHarpoon Lagoon are two
very different types of games, but both are
earning just spectacularly.”
As the year unfolds, ICE will offer

another new, licensed video redemption
title, a merchandise game and several more
new pieces by the fall’s IAAPA show. 
Sales remain brisk for a number of

recent additions to the ICE catalog includ-
ing Treasure Quest and Ice Age. “We’re
still moving quite a few both domestically
and on the export side,” said Joe. “Certain
markets, such as Russia for example, are
just getting started with these two great
games. We often find that it takes a good
12 months to really get into all of the vari-
ous global markets, so we’re still enthusi-
astic about these games.”
The redemption piece Doodle Jump

Arcade, still popular several months after
introduction, can now be offered in a mer-
chandising format, offering gift cards for
locations that don’t have a full redemption
counter. ICE execs have found interest in
this concept from bowling centers, movie
theaters, restaurants, grocery stores and
retail outlets.

ICE also recently released Monsterous,
a skill video coin pusher co-developed with
Game Concepts out of the U.K. The game
earns well and creates a compelling draw
for most game rooms, the factory asserts.

As noted earlier by Joe, ICE enjoys an

extensive international sales network in
addition to its domestic business. 
“Over the past 30 years we have built

some fantastic and very genuine relation-
ships and friendships from Latin America
to Europe, the Middle East, Asia, South
Africa, Australia, India and pretty much
any place on earth that family entertain-
ment in some form exists,” said Joe. “We
are particularly strong and have found

some real great opportunity in Mexico and
the Middle East. Our partners at Sega
Europe have done an outstanding job
working with us in Europe and Russia to
really expand.”
So how has ICE grown from that one-

game factory 30 years ago to become one
of the leaders in the global amusement
industry? In part, they got from there to
here by enjoying the ride. 
“While this is not always an easy busi-

ness, it’s incredibly fun,” concluded Joe.
“It has always been challenging, but the
opportunities have always been there, and
they are still fantastic. The business has
changed and evolved, and I’m sure it will
continue to do so. But there’s always room
for new innovations in the game entertain-
ment industry and there’s always new
markets opening, new types of locations
and new forms of family entertainment.
“Our goal is to stay aggressive, stay

focused, and continue to do our very best
to understand our customers’ needs and
deliver them the very best products to fill
those needs.”
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“We are extreme-
ly fortunate to have
represented ICE.
They not only make
fantastic products
that work, but they
are a stable family
run company that

you can count on.They are great peo-
ple that make great products.”

–– Scott Shaffer, VP sales and 
marketing, Shaffer Distributing

“Betson has been
a distributor of ICE
products since their
inception. ICE now
has the most com-
plete catalogue of
new products for any
FEC. The new lineup

of merchandisers is starting to earn
very well. Customers that Betson sup-
plies really trust ICE products based
on experience. The quality is excep-
tional and the games continue to earn
for years.”

–– Bob Boals, executive vice pre-
ident, Betson Enterprises

“ICE makes games
that make us money
now, are thoughtfully
engineered for reliabili-
ty and hold their value
in broad marketplace.
The broad range of
products touch all

points of our game mix.”
–– George Smith, Family Entertain-

ment Group

“Without the support and the trust of
the Coppola family, Recorcholis would
not be the largest FEC chain in Latin
America. For more than 20 years, we
have been buying their top-of-the-line
games which are of the highest quality.
They also have spare parts, after-sales
service and technical support like no
other in this business.

“Today we no longer see ICE just as
a game distributor. We think of them as
friends and as an important part of our
company. Congratulations!”

–– Antonio Quevedo, president, 
Recorcholis

ICE Customers Celebrate 30th Anniversary

Joe Coppola (second from left) dines with longtime friends Juan Sarquis, Federico De la Colina
and Andres Diaz in Mexico. As Joe said, “Over the past 30 years, we have built some fantastic
and very genuine relationships and friendships...”
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