Change Is Coming Fast

It's Going to Take a New Business Model to Attract & Keep Consumers

By Randy White
CEO/White Hutchison
Leisure & Learning Group

The White Hutchinson
Leisure & Learning
Group is a multi-discipli-
nary firm specializing in
feasibility, concept and
brand development,
design and consulting for
entertainment facilities.
Over the past 26 years,
the company has worked
for over 500 clients in 32

~countries, and won 16
first-place design
awards. It publishes an
occasional Leisure
eNewsletter and Tweets
(@whitehutchinson);
Randy blogs. He is also
a founder, co-regent and
presenter at Foundations
‘Entertainment University,
now in its 13th year.
Randy can be reached at
816/931-1040, ext. 100,

~or via the company’s
website at www. white
hutchinson.com.
© 2015 White
Hutchinson Leisure &
Learning Group

t wasn’t all that long ago that film

canisters, taxi medallions, CDs,

video rental stores and book stores
(among others) dominated their
respective industries. Much of retail
is now going down that same road
due to e-commerce disruption. We
can thank those histories for this

Today we have digitally literate consumers of all
ages spending more and more time with screen-
hased digital entertainment and socialization. Now
we have virtual and augmented reality emerging
as new digital platforms that will further affect

indispensable lesson:
Survival in the 21st Century
demands new business models.
Another variation of this lesson
for existing businesses is this revised truism:

If you keep on doing what you're
doing, you'll keep STOP getting
what you’re getting.

But, if you’re in the community-based
entertainment industry (CBE), which includes
FECs and bowling- and laser tag-based
venues, you might say you’re not worried as
people will always go out. There’s definitely
some truth to that. However, that doesn’t mean
they’ll continue to frequent the same spots, nor
that they’ll go out as often, nor spend as much
money when they do.

And that’s exactly what’s happening in the
21st Century. Customer consumption and

entertainment consumption and socialization.

spending behaviors for out-of-home entertain-
ment are changing dramatically, predominate-
ly as a result of disruptive consumer digital
technologies. As a result, the old CBE models
are becoming obsolete and being replaced by
new models that address the contemporary
consumer and the growing use of screen-based
technologies. Unfortunately, most existing
CBE business and new developers don’t see
this handwriting on the wall and continue to
only make incremental changes to yesterday’s
business models.

Back in the 20th Century, the world didn’t
change so fast. But then along came the
Internet, social media and the smartphone. Due
to their widespread adoption, we now live in
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an era of rapid change.
Today we have digitally
literate consumers of all
ages spending more and
more time with screen-
based digital entertain-
ment and socialization.
Now we have virtual
and augmented reality
emerging as new digital
platforms that will fur-
ther affect entertainment
consumption and socialization.

All this consumer technology is
rapidly shifting both socialization and
entertainment from out-of-home to at-
home. Our company’s analysis of multi-
ple surveys of consumer behavior and
spending shows there’s a long-term
trend underway that started more than a
decade ago where the amount of time,
the participation rate and the spending
by Americans on screen-based entertain-
ment and socialization is increasing
while it’s on the decline for out-of-home

visit www.whitehuichison.com for data on leisure spending & trends

A June 2016 Ypulse survey found that almost
three out of four Millennials and teenagers would
now rather stay in on the weekends than go out at
night (72%). ... A good night is fast becoming
more ahout couch time than going out on the
town. Welcome to Generation Homebody!

leisure. Today, compared to the past,
people are going out less often from
their homes.

A June 2016 Ypulse survey found
that almost three out of four Millennials
and teenagers would now rather stay in
on the weekends than go out at night
(72%). Many teens and young adults are
more than happy to live in the binge-
watching Netflix-and-chill zone at home
than venture out. In fact, binge watching
has become a very social group activity
for many Millennials. A good night is

fast becoming more about couch time
than going out on the town. Welcome to
Generation Homebody!

What all this means is yesterday’s
CBE models’ ability to attract people
out of their homes to spend is fast
becoming obsolete, so obsolete that
incremental improvements can’t address
the root causes of that obsolescence.

It used to be that CBE venues consid-
ered entertainment as the primary reason
that consumers attended. Most still do.
Today, that thinking will only result in
being left behind by a world and con-
sumers who have changed and continue
to do so at accelerating speed.

We now have far too many other
entertainment options available on digi-
tal screens and in the home, and all are
so much more convenient and less
expensive, often free. Digitally literate
consumers are just as comfortable
socializing and being entertained on
their screens as they are in the real
world. Today, consumers are far less
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to subscribe to Randy White’s blog, visit http://www.whitehutchinson.com/blog/subscribe/
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Index of 2015 average household participation at
community-based non-live entertainment by education

64% of Participants

Bachelor’s Degree and
higher educated house-
holds now account for
almost two-thirds of all
participation at commu-
nity entertainment

r

Degree Degree

Bachelor's Master's

\ venues.

To attract these high-
er socioeconomic guests
demands a much higher
quality experience,
including design,
ambiance, hospitality
and foodie-worthy food
and drink. Food and
drink that features fla-
vor and cultural adven-
turism is now a major
prerequisite. The vast
majority of higher
socioeconomic guests
are college educated, so

Degree+

Households with an adult with a Bachelor's or higher degree are 40% of all households, yet account for 64% of all
participants and 61% of all spending at community-based entertainment venues excluding live entertainment. It's even

higher for live entertainment.

they are often seeking
an experience that
offers them the opportu-

motivated to leave home for entertain-
ment or to socialize. This is a sea change
for leisure behaviors.

Tweaking yesterday’s CBE business
model for the modern leisure consumer
1s destined for
failure. The
industry’s con-
ventional wis-
dom and its par-
adigms don’t fit
with the times
and will be even
more of a mis-
match in the near
future. It now
takes a com-
pletely new busi-
ness model to
attract today’s
digitally literate
consumers with
their many on-
screen entertain-
ment and social
options and their changed expectations
and values.

There’s now an emerging new busi-
ness model replacing the traditional

Old school CBEs and FECs that
offer a much more limited and
shallower experience with an
emphasis on enterfainmentareon tion.
the road to extinction while a
new species, the CLV. is evolving
to take their place. That's where
we're taking all our client’s pro-
jects. It's a model that will have
|long-term financial sustainability.

CBE, including FECs of all types. To
attract consumers out of the comfort of
their homes, what this model does is
place real world socialization first, food
and drink second and the entertainment
only comes in third.
It’s no longer primar-
ily about the enter-
tainment, although it
is an important part
of the mix to help
facilitate socializa-

In addition, this
new business model
addresses consumers
desire for new and
unique experiences,
those that are share-
worthy on social
media to gain social
capital. The new
business model tar-
gets adults, not fami-
lies. And it targets
higher socioeconomic households
instead of the shrinking-and-discre-
tionary-expenditure-challenged middle
class the older models catered to.

)

nity to discover and
learn something new. We call this new
business model a Community Leisure
Venue (CLV) to take all the emphasis
off the entertainment.

‘What has been the conventional
industry wisdom for years no longer
works as a sustainable model. Old
school CBEs and FECs that offer a
much more limited and shallower expe-
rience with an emphasis on entertain-
ment are on the road to extinction while
anew species, the CLV, is evolving to
take their place. That’s where we’re tak-
ing all our client’s projects. It’s a model
that will have long-term financial sus-
tainability.

Yogi Berra’s truism sure fits the
times: ‘““The future ain’t what it used to

be.” Q
~ .
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