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• Family entertainment centers

• Hybrid entertainment-restaurant centers

• Children’s edutainment (play & discovery) centers

• Family buffet-entertainment facilities

• At-home mom play cafes

• Adventure & discovery play gardens (playgrounds)

• Children’s enrichment & informal learning venues

• Mixed-use entertainment, retail & dining projects

• Agritainment/agri-tourism projects

Feasibility, design, production & consulting for:
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Feasibility, design, production & consulting services (A to Z):

• Market feasibility

• Site evaluation & selection
• Financial feasibility & projections
• Cost estimates
• Concept & mix development
• Brand development
• Full site, architectural & interior design
• Specify furniture, fixtures & equipment
• Full food service design & set-up
• Management start-up & training
• Business audits
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• 38-years’ experience performing feasibility studies

• Served 500+ clients in 32 different countries

• Projects have won 16 first-place awards

• Expertise and projects featured in Time magazine,
             The Wall Street Journal, on the Food Network
             and in many national and industry publications

• Website has over 2,000 pages of information
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2004 Winner 
Best FEC/children’s edutainment center
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Cash Flow Return

Development ($1,000,000) ($1,000,000)

Year 1 $200,000 ($800,000)

Year 2 $200,000 ($600,000)

Year 3 $200,000 ($400,000)

Year 4 $200,000 ($200,000)

Year 5 $200,000 $0

Year 6 $200,000 $200,000

Year 7 $200,000 $400,000

Year 8 $200,000 $600,000

Year 9 $200,000 $800,000 NPV @ 3%

Year 10 $200,000 $1,000,000 $685,476

Investment (Cost) = $1,000,000              

Annual Cash Flow = 20% ($200,000)

Need to plan with long-term horizon
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We are in the mist of a profound disruptive & 

transformative shift from physical to digital 
entertainment and it’s happening faster than 
most people realize!
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The Past

The Future
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Future-Proof
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• Disruptions impacting location-based entertainment

• Data on impact:
Participation 
Leisure time
Spending
Socioeconomics of participation

• Framework to understand what is happening

• What’s the solution?
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2/14/14 3:02 PMThe World Wide Web project

Page 1 of 1http://info.cern.ch/hypertext/WWW/TheProject.html

World Wide Web
The WorldWideWeb (W3) is a wide-area hypermedia information retrieval initiative aiming to give universal
access to a large universe of documents.

Everything there is online about W3 is linked directly or indirectly to this document, including an executive
summary of the project, Mailing lists , Policy , November's W3 news , Frequently Asked Questions .

What's out there?
Pointers to the world's online information, subjects , W3 servers, etc.

Help
on the browser you are using

Software Products
A list of W3 project components and their current state. (e.g. Line Mode ,X11 Viola , NeXTStep ,
Servers , Tools , Mail robot , Library )

Technical
Details of protocols, formats, program internals etc

Bibliography
Paper documentation on W3 and references.

People
A list of some people involved in the project.

History
A summary of the history of the project.

How can I help ?
If you would like to support the web..

Getting code
Getting the code by anonymous FTP , etc.

1993
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2002

2003

2004

2005
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June 29, 2007
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St. Peter’s Square, Rome, Italy
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1990s 2010s

Changes of behavior when we attend concerts
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Agricultural 
Society

Industrial 
Society

Industrial 
Revolution

Society
3.0

Triple Revolution: 
Internet, Mobile, 

Social Media

Before 1800 19th Century 2014 20301990
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New Human 6th Sense
Constant Digital Connectivity

Nomophobia
(no-mobile-phone phobia)
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Out-of-Home
Entertainment

At-Home 
Entertainment

Mobile
Entertainment

Location-Based
Entertainment

At-Home 
Entertainment
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Entertainment is no longer 
location dependent
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Penn Schoen Berland - social media users age 13 - 49 
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Reasons Consumers Use Smartphones

Source: “Seven Shades of Mobile” study, conducted by Insightsnow for AOL and BBDO, 2012

Me Time  
Seeking relaxation or entertainment (for example, by 
watching a funny video, reading a gossip website, playing 
solitaire or even window shopping for fun)

Socializing
Interacting with other people.

Shopping 
Seeking a product or a service.

Accomplishing
Managing finances, health and productivity

Preparation
Planning for upcoming activities

Discovery
 Seeking news and information

Self-expression 
Seeking news and information

46%

19%

12%

11%

7%

4%

1%



© 2014 White Hutchinson Leisure & Learning Group 

Source: Flurry Analytics, Nov. 2012
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Super-Cocooning
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Super-Cocooners

0%

10%

20%

30%

40%

8-17 18-24 25-34 35-44 45-54 55-64
Source: Frank M. Magid Associations
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The Economic Divide
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Median Household Income & Unemployment Rate

Median HH Income

Unemployment Rate
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Change in Wealth since 1984 (in 2013 dollars)
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46% of Consumers Say 
U.S. is Still in a Recession
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Changes
 to 

Entertainment 
Participation
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-13%

-34%

-23%

2000-2012 Household Participation Rates*
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2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013

Attending Performing Arts

Attending 
Movies/Film

Bowling

Percent of U.S. Population Age 15 and Older Participating in 
Selected Activities on a Typical Day

-37%

-24%

-25%

Source: U.S. Department of Labor American Time Use Survey

Attending Museums

Attending Other Arts & 
Entertainment Venues

-49%
+3%

% Change
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Great
Recession

Percent of Households Participating in Community-Based 
Entertainment by Quintiles of Income

Source: U.S. Department of Labor, Consumer Expenditure Survey

-7%

-14%

-8%

-16%

-29%
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Average Time Spent by Participants and Index of Participation 
in Out-of-Home Entertainment (excludes sports)
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Source: U.S. Department of Labor American Time Use Survey & White Hutchinson Leisure & Learning Group

Participation Index

Hours Spent per Day

-23%
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Changes to Leisure Time
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It’s a Zero-Sum Game
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+51%

+44%
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Watch TV

Read

Computer/Internet

Time with family/friends

Watching/going to the movies

Exercise/working out

Video/Computer/internet games

Walking/running/jogging

Concerts/listening to/playing music

Eating/going to restaurants

Cooking/baking
0% 10% 20% 30% 40% 50%

Millennials (18-36)
Gen X (37-48)

Favorite Leisure Activities

Source: ULI/Lachman Associates Survey, January 2013
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Technology consumes our lives
10 hours per day of which 3.6 hours social networking
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Offline 
Leisure  
17.5 Min

Work Activities 
16.1 Min

Personal Care
(Including Sleeping)

12.6 Min

Travel 5.8 Min

Household Activities 4.0 Min

Education 3.4 M
in

Helping Household Members 2.2 Min

Sports 2.4 M
in

Eating & Drinking 1.5 Min
Helping Non-HH Members 1.4 Min

Religion 0.9 Min

Unknown 0.8 Min

Volunteering 0.7 Min

Ever 1 Hour 
of

 Online Leisure
(not including games)

Crowds Out

Every Hour of Online Leisure Crowds Out (Replaces) 
This Many Minutes of Other Activities

Source: Scott Wallsten analysis 
of ATUS Raw Data
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Changes in Types of Leisure Time

Pure Leisure
& 

Social Leisure

Fragmented

Leisure
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Changes in Quality of Leisure Time

12 or less

Years of School

13 or more

Years of School
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Changes
 to 

Entertainment 
Spending
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Location-Based Entertainment  -14%, -$30

Cellular Phone Services +420%, +$697

Audio & Visual Equipment & Services  +17%, +$142

Admissions to 
Sporting Events  

-3%, -$2

Computer Hardware & Software (non-business use) -30%, -$85

Total All +47%, +$722

8%
3%

9%

38%

42%

14%

18%

11%

53%

4%

© 2014
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Community-Based Entertainment

+0.4%

Staycation -31%
Entertainment on Trips

Average Household Spending in 2012 Dollars

RecessionR
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$100K-$120K

$120K-$150K

$150K+

2012 Household Annual Community-Based Entertainment 
Expenditures by Household Income

Source:  U.S. Department of Labor Consumer Expenditure Survey
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 of 28% of Households
57% of Spending

19% of Households
46% of Spending
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Increasing Social Stratification
 of 

Location-Based Entertainment

Lower

Higher
Socio
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SpendingParticipation
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The Virtual is replacing the REAL
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Out-of-Home 
Entertainment Pie

YesterdayYesterday
Today

 and in the 
Future
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Framework for Understanding 

What is Happening 

&

How to Succeed
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Big Issue Today

Creating a compelling, unachievable at-home 
or on mobile technology 

experience to compete with



© 2014 White Hutchinson Leisure & Learning Group 

Today the location-based
 experience needs to be a

HIGH FIDELITY 

EXPERIENCE
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High 
Fidelity

Fidelity 
Belly

The Fidelity Trade-off

High
Convenience
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Trade Off - The Fidelity Swap

Fidelity
Quality of the Experience

Convenience
Ease of Getting & Paying
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Convenience
Ease of Getting & Paying

Fidelity
Quality of the Experience

Trade Off - The Fidelity Swap



© 2014 White Hutchinson Leisure & Learning Group 

Fidelity
 Belly

Fi
de

lit
y

Fidelity 
Mirage

Fidelity & Convenience Improve with Time 
through Technology Advancements

Convenience



© 2014 White Hutchinson Leisure & Learning Group 

FIDELITY Fidelity 
Belly

Increasing Convenience Drives Increasing Fidelity 

NetFlix
Streaming

HDTV

NetFlix
CDs

Cable

BlockBuster
CD rental

Color TV

Stadium 
Seating

Digital 3-D

Plush
Seating

IMAX 

In-Theatre
Dine & Alcohol 

3-D 

inconvenient

low fidelity
D-Box

4K HFR Ultra HD

Mobile

Convenience
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North America Cinema Per Capita Attendance & 
Average Ticket Prices (in 2013 Dollars)

Sources:  White Hutchinson Leisure & Learning Group, Box Office Mojo, MPAA Theatrical Market Statistics, 
                U.S. Census Bureau & Statistics Canada 
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Decreased # seats by 64% = Attendance up 80%

+ $6.15 per capita F&B

Raise the Fidelity of the Experience

Anxiety Removal
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Over Time Technology Advances

Fidelity BellyHigh Fidelity Convenience

Project

Fidelity BellyHigh Fidelity Convenience

Project now in 
Fidelity Belly
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It’s a Bifurcated Market

Premium/High Fidelity Convenient

Premium Price Low or No Price
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High Fidelity ConvenienceFidelity Belly

Wizarding World 
of Harry Potter

In-Home & Mobile
Digital Entertainment



© 2014 White Hutchinson Leisure & Learning Group 

 

Today consumers have exceedingly high expectations 

for LBEs they visit based on the quality of all location-

based businesses they frequent, including:

The Bar is Higher than Ever & Going Up Every Day!

• Restaurants
• Airports
• Retailers
• Hotels
• Stores

• Stadiums
• Theatres
• Resorts
• Theme Parks
• Shopping Centers
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The 4-legged stool of LBE
guest satisfaction, attendance & spending

Food & Beverage Entertainment

Service/
Hospitality

Physical
Environment

Quality of Guest Experience

The Guest’s Experience is Holistic
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Fun
Entertainment

Attractions

Social Leisure
Experience
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Socializing Online

Meet & Socialize in Person

84% 80%
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Dance  -  Socialize 60%

Arts & Crafts Fair  -  Socialize 59%

Music  -  Socialize 60%

Play  -  Socialize 68%

Art Museum  -  Gain Knowledge 65% (socialize 45%)

#1 Reason for Attending Cultural Events
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We’re biologically 
hard-wired 
to socialize
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It’s Back to the Future 
with the Communal Campfire
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It’s NOT about the entertainment.
It’s ABOUT 

creating HIGH FIDELITY bricks ‘n’ mortar

Social experiences
for the higher socioeconomic



© 2014 White Hutchinson Leisure & Learning Group 

����	����


���
���
�

�������
�

Shareable
Experiences 

on 
Social 
Media
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Don’t plan for the future 
in a rear view mirror 
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“The future ain’t what it used to be”
Yogi Berra

Don’t suffer from 

paradigm paralysis 

by cloning dinosaurs 
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of 100 People in Suburban 
Households with 

$75,000+ Income...



60% Live in Households with 
Children Ages 6-14. 

  They will Visit your Family Venue



of 100 People in Suburban 
Households with 

$75,000+ Income...



77% Are Adults Ages 25-54 
 They will Visit your Adult Venue



Some will even bring 
their Children



When choosing to go after 
the family market...



You Only Get This



Versus this with 
the Adult Market
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If you want to attract families, you need to design for adults.

If you design for adults, you will get the kids and teens anyway.

If you design for adults, you need a bar.

If you have a bar, you will get more adult parties & groups, 
corporate groups and walk-in adults.

If you have a bar, you will still get families during the daytime & 
early evening and adults in the later evening and into the night.

If you design for adults and have a bar, you will get far higher sales per 
square foot & be more profitable than if you only design for families.
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20%

30%

40%

50%

1992 1994 1996 1998 2000 2002 2004 2006 2008 2010 2012 2014

Beer

Liquor

Wine

47%

27%
21% 23%

41%

31%

Do you most often drink liquor, wine, or beer?
Asked of those who drink alcohol

Source: Gallup Social Series: Consumption Habits, Preferred Alcoholic Beverage
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Social responsibility (citizen brand)

 Preserve the environment

• Conserve natural resources

• Save energy and water

• Recycle

• LEED building standards

• Global warming & climate change

! Treatment of workers

• Health insurance

• Living wages

• Family policies
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Digital technology is taking away entertainment 
market share
We’ve lost the middle-class as a target market
Upper-middle+ socioeconomic adults are the market 
to target
Offer alcohol
Have great contemporary food including small plates
The visit experience has to be premium, High Fidelity
It’s far less about price and much more about value
It’s far more about offering a rich social experience 
than about the entertainment
Go after corporate and other groups; you can’t do 
that at home or in the virtual world
Be socially and environmentally responsible

Take-Aways
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Contrary to the myth, research shows the 
frog will jump out of the pot when the water 

starts to get hot 
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The End

Thank You
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Randy has been a featured speaker and presenter at over 50 regional, national and international conferences 
and has authored over 100 articles that have been published in leading entertainment/leisure magazines and 
journals. He also authors White Hutchinson’s Leisure eNewsletter, tweets and has a blog.

Randy was featured on the Food Network’s Unwrapped television show as an eatertainment expert, quoted as 
a children’s entertainment/edutainment center expert in the Wall Street Journal, received recognition for family-
friendly designs by Pizza Today magazine and is cited for the experiences his company creates in the book 
The Experience Economy.

Randy White is CEO of the White Hutchinson Leisure & Learning Group. The 25-year-old 
company has worked for over 500 clients in 32 countries in North and Latin America, Africa, 
Asia, Europe and the Middle East. Projects the company has produced have won sixteen 
1st place design awards. He personally oversees the work on all the company’s 
entertainment projects and is considered to be one of the world’s foremost authorities on 
feasibility, brand development, design and production of entertainment, agritainment/agri-
tourism, eatertainment, edutainment, social-tainment, play, informal learning and leisure 
facilities.

www.whitehutchinson.com
randy@whitehutchinson.com
+01.816.931-1040, ext 100 

http://www.whitehutchinson.com/blog/

http://www.whitehutchinson.com/news/lenews/previous.shtml
http://www.whitehutchinson.com/news/lenews/previous.shtml
https://twitter.com/whitehutchinson
https://twitter.com/whitehutchinson
http://www.whitehutchinson.com/blog/
http://www.whitehutchinson.com/blog/
http://www.whitehutchinson.com
http://www.whitehutchinson.com
mailto:randy@whitehutchinson.com
mailto:randy@whitehutchinson.com
http://www.whitehutchinson.com/blog/
http://www.whitehutchinson.com/blog/
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Randy White, CEO
randy@whitehutchinson.com

816.931-1040, ext 100 (Central Time Zone)

http://www.whitehutchinson.com/news/lenews/previous.shtml https://twitter.com/whitehutchinson

mailto:randy@whitehutchinson.com
mailto:randy@whitehutchinson.com
http://www.whitehutchinson.com/news/lenews/previous.shtml
http://www.whitehutchinson.com/news/lenews/previous.shtml
https://twitter.com/whitehutchinson
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