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Scott Sherrod’s father founded Intercard in 1978 with a unique way to control copy machines in 
public copy centers and for vending machines on college campuses. “People may remember Kinko’s, 
the leading chain of copy centers,” Sherrod says. “Intercard had all the Kinko’s.” The company 
became involved with arcades in 1989 and has been hyper-focused on the family entertainment  
center industry ever since. Today, Scott Sherrod is the Chief Executive Officer of Intercard Inc.

Scott Sherrod on how cashless systems are changing the game.
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Your company has come a long 
way since your father founded it.

Today we’re international [but] 
still based in St. Louis where we 
design, develop and manufacture 
our cashless systems and center 
our customer service and sup-
port. We are the only cashless 
provider in the industry that does 
it all under one roof in the U.S. 

How did you get into the industry?
After college I was a firmware 

engineer working for another 
company as my Dad was build-
ing Intercard. I realized I didn’t 
want to be working for someone else — plus I wanted 
to make more money. I built my electrical engineering 
experience and, eventually, begged him to bring me 
into the company when we were getting good trac-
tion with FECs and arcades. 

I remember testing systems in our Time-Out stores 
with your Dad back in the early ’90s. Now we haven’t 
opened a client without a cashless card system in 
years. How did we get to today?

We had been using the old read-write technology 
which stored the value on the card itself, which was 
cumbersome. We moved to swipe technology in 2003, 
and the internet was developing. Eventually, wire-
less got better and cloud capability came together. 
We pioneered centralized servers. They [require] less 
maintenance, offer centralized reporting, and work for 
multi-location chains that can offer “one card every-

where” — cards good in any 
store. With that, Intercard really 
took off. From then on, we have 
had positive sales growth every 
year except 2020, the COVID 
year. 

Cashless playcard systems are 
the best thing that ever happened 
to the arcade business. Intercard 
has been there from the begin-
ning. What do you see as your 
contributions to cashless develop-
ment?

As a technology development 
company, innovation is in our 

DNA. We were the first to use cloud technology, and 
that gave us a quantum leap in enterprise (multi-unit) 
management. We were the first to use LCD readers 
with color displays. Our team created time play, e-tick-
eting, we were first with wi-fi enabled readers, first 
with an all-in-one reader and early with online sales or 
e-commerce capability. Our latest development is our 
Impulse reader which reads both play cards and credit 
cards. One of our biggest route operators using the 
Impulse saw a 30% revenue increase in one weekend 
after the installation. I see credit-card use as the next 
big trend in the industry. 

I notice that you use the term “Make the Switch”  
prominently in your advertising. Is that pitched to the 
ticket/token holdouts?

No. That is pitched to customers switching to us 
from other systems.... It has been a huge part of our 
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business growth. There are still ticket-token conver-
sions happening. Arcades of a certain scale could 
always amortize the cost of a card system because the 
sales increases after conversion are well established. 
The route guys with a few machines in many locations 
had a harder time. But today, with our Element sys-
tem, a 20-piece arcade can have an entire Intercard 
system for about $15,000. That opens a whole new 
universe of smaller arcades and routes adding sys-
tems. 

What are the main reasons for a proprietor-developer 
or operator to make the investment in cashless?

Cashless card systems save them time and money. 
They eliminate the direct cost, labor cost and ser-
vice problems of coins and paper tickets. Proprietors 
can control inventory and 
better manage the redemp-
tion check-out process. The 
systems easily accept credit 
cards, maybe the biggest 
factor in the 20 percent-plus 
sales increases we routinely 
see after conversion. Card 
systems allow for flexible 
pricing, easy group and party 
management, marketing 
packages and, importantly, 
better controls and loss prevention management.

There are other systems and newer systems on the 
market. What are the major considerations for the 
operator-developer deciding which system to buy?

I’d advise them to go back to the history. Make 
sure that you have a company that has a track record. 
Many have launched strong over the years and then 
gone out of business. Check support capability and 
the total cost of ownership. Some providers charge 
for updates and training and have hidden fees.

Are there any features that are a must-have when 
selecting a system? Any hidden pitfalls to be aware of 
before they buy?

Reliability. That’s the quality and durability of the 
hardware but, more so, the software architecture. 
With some of the new systems, if you lose your inter-
net connection, connection to the server, or if the 
database goes down, that means you’re out of busi-
ness until you can reconnect. That’s why we have an 
off-line mode; your system keeps working even if your 
internet goes down and we have off-site automatic 
backups. Before you buy, get the company’s track 

record, history and support structure and understand 
the quality of their reports. 

What do you see in terms of how the best operators get 
the most value from that investment?

A lot of it is price packaging: adding deals, connect-
ing aspects within an FEC. Meal deals, for example, 
where you package arcade with certain menu items or 
specials. This is not a Vegas-type customer relations 
management/CRM tool to focus on an infrequent 
visitor, except for parties and groups, perhaps. For 
community-based FECs, our systems are best used 
to focus on creating attractive deals for each visit 
and driving repeats. The Main Events, Bowlmors and 
Cinergys of the world are masters at this. Pricing, 
packaging and marketing are followed closely by 

using the report data and using 
alert features to monitor and 
manage the business.

We hear a lot about how people 
will be using their smartphones 
soon instead of cards. Is that a 
real thing?

I’m a skeptic. There are a 
lot of hurdles to clear before 
that can become reality. We 
had an app for a while to allow 

smartphone play, and nobody embraced it. When the 
customer walks into a facility, ready for fun, they must 
register, set up and invest 15 minutes connecting their 
phone to the system. Kids up to preteen don’t even 
have cell phones. For those that do, are parents really 
going to connect them to credit cards? Do parents 
want to give up their smartphones for kids to use? 
What about families with multiple kids? Two things 
must happen to make it viable. It must be easier and 
faster to register and set up. And, secondly, it’s prob-
ably not going to be a physical phone. I think a wear-
able, which we have now with online registration, is 
the more likely card replacement if there is one.

Where do you see cashless systems in five years?
I think we will be using much more credit-card tech-

nology; people will be using their credit cards more 
directly with games and attractions rather than some 
new third option.

Scott, thanks for your time and insights on this key 
area for BECs.

My pleasure. I can talk technology and fun centers 
all day.
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‘For community-based FECs,
[cashless] systems are best
used to focus on creating
attractive deals for each
visit and driving repeats.’
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