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“The future ain’t what it used to be”

Yogi Berra
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Tribe:
Socialize

Share food
Entertainment
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AGE OF MATTER

First out-of-home entertainment
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@; ALGE OF MATTEE

Permanent location-based entertainment
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VW AHALOG AGE

First mass production of
at-home entertainment

c.1850
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TUUUL BIGITAL AGE
Socialization no longer location dependent
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VW aMHALOG A

First electronic out-of-home entertainment
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VW aMHALOG A

Electronic transmission of at-home entertainment
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VW AMHALOG AG

First mobile electronic entertainment
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TUUUL BIGITAL AGE

1971

BIRTH UF DIGITAL AGE
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TUUUL BIGITAL AGE

1974 1995
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TUUUL BIGITAL AGE
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2001 2007 2010
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TUUUL BIGITAL AGE
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PlayStation 3
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TUUUL BIGITAL AGE

SOCIAL-ENTERTAIMMENT IS MO
LOMGER LOCATION DEFeEMHOENT
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It’s a Zero Sum Game

5 Hours

Time is the currency ol experiences
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DN MU DIGITAL AGE

TAL OUT-OF-HOME
INTERACTIVE ENTERTAINMENT

Average Daily Time Playing Video & Computer Games
(Americans 15-Years+)
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JUUUL BIGITAL AGE
Time Awake: 945 minutes
Media & Digital Communications: 425 minutes

Percent of All Daily Media & Communications Time
Age 16+ UK December 2010

Other Media %
Other Internet 7%
Games %
Print Media
Watching Video 40%

Text Communication

Voice Communication S

= ~

Listening to Audio
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TUUUL BIGITAL AGE

Average Annual Household Expenditures
(2010 5)
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TUUUL BIGITAL AGE

Share of Household Average Spending

2.3%

2.1%

+24%
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JTUUUL OIGITA

2000 - 2010 Change to Spending by Household Quintiles of Income

17%

-48%

Lowest 20%

(inflation-adjusted)

Out-of-Home Entertainment
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Percet of All Out-of-Home Entertainmet Spending
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TUUUL BIGITAL AGE

Household Out-of-Home Entertainment Spending

+8 % pts

w===_ Community-Based Entertainment

=== Entertainment on Trips

-8 % pts
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JTUUUL OIGITAL AGE

2010 Community Out-of-Home Entertainment Expenditures
by Quintiles of Household Income

Lowest Quintile
/6% 2nd Quintile

10%

Middle Quintile
14%
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TUUUL BIGITAL AGE

Percent of Adults Attending at Least Once In Past Year

70% -
60%
50% ===Benchmark Arts Activity
===Movies
Sporting Events
40% ===Parks & Historic Sites
30%
20%
1992 1997 2002 2008 Whlte
Hutchinson

NING
oy LEAR GV\OUP
LE\SY

© 2011 White Hutchinson Leisure & Learning Group



JTUUUL OIGITAL AGE

North America Cinema Attendance & Ticket Prices
(in 2011 $)
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TUUUL BIGITAL AGE

Social Stratification
of
L ocation-Based Entertainment

Per Capita
Participation

Price
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TUUUL BIGITAL AGE

Why are video games
so appealing?

80% Socializers
| 0% Achievers

9% Explorers
| % Killers
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TUUUL BIGITAL AGE

“We are consumed by

what we are nourished by.”
William Shakespeare
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TUUUL BIGITAL AGE

The LIETUAL is replacing the REAL
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TUUUL BIGITAL AGE

Increasing Convenience drives increasing Fidelity

inconvenient
IMAX 3-D  Digital ColorTV Cable HDTV 3-D
< FIDELITY Fidelity CONUENIENCE >
| Belly
D-Box _ In-Theatre  Plush  Stadium BlockBuster  Netflix ~ Netflix
Dine & Alcohol Seating Seating | fidelity CD rental CDs  Streaming
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TUUUL BIGITAL AGE

USIC

leardlng World of
Harry Potter

In-Home Games
& Social Media
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TUUUL BIGITAL AGE
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Caveman to the Rescue
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Back to the Future
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TUUUL BIGITAL AGE

#1 Reason for Attending Cultural Events

Dance Performance - Socialize 60%

Arts & Crafts Fair - Socialize 59%

Music Performane - Socialize 60%

Live Play - Socialize 68%

Art Museum - Gain Knowledge 65% (socialize 45%)
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TUUUL BIGITAL ALE

The tribal campfire
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B.JOSEPH PINE |1 & KIM C. KORN

BOALCHY FOREWOND BY JAMES ¥, GILMONE

o , - o
Work Is Theatre <& , Bs : - . a
Every Business a Stage \
B. JOSEPH PINE 1| - I I l I | l I ' !
JAMES H. GILMORE :

CREATING CUSTOMER VALUE
ON THE DIGITAL FRONTIER
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The New
Mindful Consumer
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Value now
means much
more than
just price

AVATAR
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Implications: the good news

There is a shift from aspiring to material wealth to aspiring to experiences

Lifestyle more focused on community, connection, quality and creativity

Desire to do business with companies that show kindness and
are socially responsible

An expenditure on an experience brings more pleasure
than the same amount of $ spent on stuff

Shift from extravagant, extreme & distant entertainment
experiences to more local & affordable entertainment

Social and family values and experiences becoming more important

Unique unachievable-@-home experiences offering some social
cachet will have high value

Still ample opportunities for LBEs that find the new sweet spot
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Compete on price or value!
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SIGNATURE GOLD SUITS

-BUY1 GET 2

Buy Any Suit’

Get 1 Suit

+ 2 Shirts'

+ 2 Silk Ties'

60% OFF | 60% OFF
EXECUTIVE | $ i
LEATER JACKETS LEATHER JACKETS

50% OFF
CASHMERE, SIL &
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60% OFF
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The end of carnival
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Omnichannel Entertainment
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TUUUL BIGITAL AGE

Convergence/hybridization of all types of
location-based leisure.
Venues targeting smaller niche markets

Entertainment

i @\b@

Shopping RK SCREEN
Services s

Meals/Dining ¢ h 4 -

Informal Learning ' . | | ﬁ ‘t

Culture ‘ '!']Lﬂ =ﬁ‘?

Education White.
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Gamification
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™ Shift to adult-oriented venues

M New organization representing community-
based entertainment

M Growth of upscale bowling-based venue
M Reservations

M More professional & sophisticated - limiting
access for upstart entrepreneurs

M Group & celebration business greater
Importance
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THANK YOU

Randy White, CEO
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