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W 
HEN it comes to the MENA region, 
one company name that always 
crops up is Amusement Services 

InterGame: 

 “This has been a brilliant journey 
for us thus far. We started with an aim of 
becoming a quality distributor that will add 
value for both operators and manufacturers. 
We believe we have achieved that. Through this 
journey, we have built las ng and wonderful 
rela onships with operators and manufacturers 
around the world. Looking back, we feel very 
proud of our achievements in the industry.”

“We started as an equipment distribu on 
company with two product lines, Sega and Bay 
Tek. Our ini al team comprised mul taskers 
who could do everything from selling products 

to logis cs and accounts. We were hands on 
and put in a lot of hard work  . The  
was on the cusp of developing into a prominent 

 market. We chose our product lines wisely 
and ensured that we complemented rather than 
competed with our own line up of products. Our 
principals encouraged our e orts and our success 
helped us gain new product lines. 

“Our commitment to providing the best 
service levels won us customers. Soon we were 
equipping the best opera ons across the region 
with a product line up that took care of all their 
requirements. Besides Sega and Bay Tek, who we 
s ll represent, we added many other brands from 

oastal musements, Bob s Space acers, L , 
Triotech, laut, ogan ides, S ng nterna onal, 
algas, B  O, ntercard, Benchmark 
ames, senal, ennison ntertainment and 

Billares S . 
“Today, the S  family comprises  wonderful 

individuals who are integral to our success. 
ore than  per cent of the team has been 

with the group for  or more years. This team 
has been the real star of our success story. They 
have shared my vision to deliver excellence to 
our customers and  am indeed proud to be 
leading them.”

“Our knowledge of the business and our ability 
to understand the needs of a customer, their 

market, their loca on and cater to them has 
contributed to our success. Over  per cent of 
the opera ons to which we have o ered our 
products and services, con nue to thrive and 
earn revenue. To be able to contribute to their 
con nued success is possibly one of our most 
notable accomplishments. There have been 
many others. 

“ S  enjoys a repeat business ra o of over  
per cent. This is a big sta s c for us. f we did 
not deliver what we promised, our customers 
would not be coming back to us. When we rst 
started, we benchmarked ourselves against a 
leading distribu on company in the west. Today, 
our business model has emerged as a benchmark 
for others to emulate. There are many who 
follow what we do from our business model to 
our support services  brochures, websites, social 
posts and even exhibi on stand designs. We are 
humbled and a ered by their following. They 
do so because we are good at what we do. This 
inspires us to set our standards higher and create 
new benchmarks.”

“They all go hand in hand. We think a project 
needs to be well designed, have great equipment 
and be well operated to succeed. Hence we 
added design and opera on wings to support 
our clients from project planning, layout, interior 

t out, equipment, pre opening and assis ng 
them with their ongoing opera ons. These three 
divisions sit under the same roof in ubai and 
are involved in a project from the concept stage 
itself. We have today executed over  projects 
all across the iddle ast, frica, east urope 
and the ndian sub con nent.”

“The industry in the region has given me all 
the recogni on  have.  always wanted to 
contribute to its development.  few like minded 
professionals in the  amusement industry 
met on a ight back from  in Orlando 
and discussed the need to come together as 

Twenty years on
This year, ASI completes 20 years in the MENA 
leisure industry. InterGame caught up with its 
CEO, Prakash Vivekanand, to discuss the company’s 
journey over the last 20 years and his plans for 
the future
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an industry and support the growth of our 
business in the  region, as well as liaise 
with the authori es as an industry. e were all 
determined to ma e this happen. n the ensuing 
days, we received overwhelming support from 
many of the leading players in the region and 

 became a reality. 
oday,  is a recognised and 

registered trade body that genuinely adds 
value to the  industry with educa onal 
and safety ini a ves that are tailored to suit 
the  region.  am so luc y to be involved 
with it and to be able to contribute to our 
wonderful industry.”

“Our strategy was always to be present in many 
markets. This helps to keep our business stable 
as we balance the slowdown in certain markets 
with growth in others. The  market is going 
through a period of stabilisa on. This will 
con nue to be our core market. These markets 
have a young popula on base that en oys their 

s. any countries in the iddle ast will 
o er substan al opportuni es as the geopoli cal 
situa on se les.  am very upbeat about 
this region.”

“Very excited. This will possibly be our best 
line up of products in the last ve years. rom 
dedicated V  arcade cabinets to V  ma es, 
arcade, redemp on, novelty and carnival 
a rac ons, we will have  units spread across 
our , s .  pavilion. eat aber V , ouse 
of the ead  carlet awn, onnect  oops, 

uper ikes , TV lam, ang Time from , 
Virtual abbids, ssassin s reed V , ixel hase, 

lintstones uarry uest, The ig ocket ide, 
uper ixx ro, a new feature to the osmic 

  we have so many. t will take our customers 
a good three to four hours to play the en re 
product range on the  avilion. e thank 
all our manufacturing partners for this exci ng 
line up.”

“V  is a great add on to any . t will help us 

a ract the millennials and genera on  players 
who are always on the lookout for something 
novel. owever,  don t think V  will replace 
tradi onal games within the . V  is s ll 
evolving and there are many challenges to 
overcome in adap ng a V  game for s s. 

“ ot all V  game manufacturers understand 
the needs of an . e work closely with 
game developers as well as companies such 
as T  Vive to enable them to understand 
the speci c needs of operators. The , the 
cables, the need for an operator, limited capacity 
(in some cases) and, most importantly, the 
a rac veness of the game cabinet to draw a 
player are all challenges to overcome. 

“Virtual abbids  The ig ide from  is 
a game that cks most of the boxes and is 
therefore extremely successful in every . e 
think the eat aber V  from V senal will be 
very big too, as it addresses all the needs of the 
operator and the player. Operators will need to 
select their V  gear and the supplier carefully. 
f not, they could o en end up with a technical 

nightmare. s newer forms of s and mixed 
reality op ons come into the market, we will see 
a total disrup on in the way people play their 
games. This is a very exci ng period.”

“ ow. o many,  can t really name one.  
con nually seek inspira on and  have been 
extremely lucky enough to cross paths with 

many such wonderful people and exchange 
informa on. any of these ini al ac uaintances 
are now close friends as well as customers 
or associates. We are a family now. They 
have shaped my work ethics and the core 
competencies at . y learning has never 
stopped.  keep absorbing informa on from all 
around and apply the same to grow our business 
and our industry in my own way.”

“ robably the one that  received from my dad  
stay grounded and value your rela onships 
across all spheres. These uali es are cri cal for 
your success.”


