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The Premium Experience Economy:
Turn Moments into Margins

Strategic insights for the next generation of location-based entertainment

The global economy has undergone a fundamental structural shift. We have moved beyond the service economy
into the Experience Economy, a $2.1 trillion global market where memories, engagement and personalization are the
primary currencies of value.

For location-based entertainment (LBE) operators, specifically in the bowling and family entertainment center (FEC)
sectors, this shift represents both an existential threat and an unprecedented opportunity.

Traditional operating models, predicated on selling commoditized time on lanes, are facing diminishing returns. In
contrast, immersive, technology-enabled entertainment venues are projecting growth rates of 20-25% annually. The
delta between these two trajectories is driven by a single factor: the premium experience.

The consumer preference shift from material goods to experiences is no longer a trend; it is a settled reality.
Millennials and Gen Z, who now comprise the largest spending demographics, overwhelmingly prioritize access and
experience over ownership. 72% of millennials prefer spending on experiences over material goods. This shift has
profound implications for capital allocation in the entertainment sector. [cnbc.com]

The market data reveals a stark divergence in growth potential based on the depth of the experience offered:

3.97% 20-25%

CAGR: TRADITIONAL BOWLING Projected CAGR: IMMERSIVE VENUES Projected growth
growth 2025-2030 [Mordor Intelligence] through 2030 [White Hutchinson]

While the traditional bowling market is expected to grow steadily from $19.56 billion in 2025 to $23.76 billion by 2030,
the immersive entertainment sector, valued at $3.9 billion in 2024 is exploding. This indicates that the “more lanes =
more revenue” equation is obsolete. The new paradigm is premium experiences = premium pricing power.



The Uncomfortable Truth: You're Competing with Netflix

The competitive threat is no longer the bowling center down the street; it is the high-fidelity home entertainment
system, the immersive art installation, the escape room, and the “eatertainment” concept. To compete, traditional
venues must evolve into high-value destinations.

The Psychology of Premium:
Why Do They Pay $15 for a $3 Cocktail?

Why do consumers pay $15 for a cocktail in a themed environment when they can buy the
ingredients for $3? The answer lies in the psychological value of the experience. Data from
2024-2025 consistently shows a high willingness to pay (WTP) for specific experiential
attributes.

Willingness to Pay
Premium

Personalized Experiences Medallia, 2024
Premium Quality Qualtrics, 2025

To command a premium price, an entertainment offering must deliver on five specific dimensions:

Consumer Driver Source

Entertainment/Leisure
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Personalization: Immersion: Convenience: Social Currency: Evolution:
The experience It is multisensory. Itis frictionless. Itis shareable. It is always fresh.
adapts to the group It surrounds the guest, Ordering, paying, The experience The experience today
(family vs. corporate  blocking out the and playing happen creates moments is different from the
vs. date night). mundane world. without waiting or worth posting and experience six months

It knows who they are. confusion. talking about. ago.



The Technology Paradox: Not All Screens Create Value

Technology is the enabler that transforms a static facility into a dynamic experience. However, not all technology
investments yield premium returns. The market distinguishes clearly between “utility” technology and “experience”
technology.

Immersive Display Systems:

The visual canvas of an entertainment center is shifting from static masking units to dynamic displays. However,
simply hanging a “big screen” is insufficient. Premium implementation requires all-lighting-condition capability.
Projection systems that wash out during daylight hours destroy utilization rates. LED technology that remains vivid in
full ambient light allows operators to sell premium experiences across all dayparts.

Furthermore, the content engine matters.

Static video loops are passive. Real-time rendering
engines, like those used in video gaming, allow the
environment to react to gameplay (e.g., the wall
explodes when a strike is thrown). This interactivity
is what separates a “screen” from an “environment.”

The Integrated Solution
Al-Driven Personalization Platforms

Immersive video experiences often struggle with their
primary failure point: ambient light. By leveraging

LED technology engineered for vivid performance
even in full daylight, operators can offer premium,
high-impact experiences across all dayparts, not

just after sunset. Additionally, rather than relying on
passive video loops, this approach enables real-time
reactive environments where physical gameplay
directly influences the digital display.

Modern scoring systems act as the intelligent nervous
system. Todays consumers are conditioned by Netflix
and Spotify. They expect interfaces that help them
discover what they want quickly.

Streaming-service-style discovery interfaces at

the lane allow guests to self-select their “vibe”
(competitive, social, kid-friendly). Behind the scenes,
recommendation engines match guests to the optimal
game formats, reducing friction and increasing
satisfaction without requiring heavy staff intervention.



Operational Automation Features:

Premium does not mean high-touch labor; often, it means high-touch tech. Automated systems that handle the
mundane allow staff to focus on hospitality.

_V)_

/ N\

Session Extension
Prompts: Algorithms
that prompt guests
to “play one more
game” at the

exact moment of
peak engagement

On-Demand

F&B

QR-based ordering
at the lane captures
impulse spend that
is often lost when
waiting for a server.

il

Upsell opportunities:
Without having to rely

on staff.

Key Insight:

Disjointed technology destroys
value. If the lighting doesn’t match
the screen, or the scoring doesn’t
trigger the animation, the premium

illusion breaks. An integrated
ecosystem approach — where
display, scoring, lighting, and sound
are essential for maintaining the
Wow factor that guests will pay for.

drive increased
incremental revenue.

From Theory to Practice:

Successful implementation requires mapping technology capabilities
to customer segments. Start with your premium payers (corporate
events, young adults, and families). Daypart optimization is critical:
Utilize interactive character-based environments for families during
the day, switch to high-energy, music-driven visuals for young adults
at night, and utilize professional competitive grids for leagues.
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Evening/Weekend:
music-driven,
high-energy themes

and social games
geared to groups.

Day: family-forward
visuals, character-
led modes,
simplified rules.

League/
Competitive: clean
scoring grids,
broadcast-style
displays, and a pro
aesthetic.

Operators who have successfully navigated this paradox have
turned to integrated ecosystems. This is not merely about hardware;
it is about solving the fragmentation problem.




Time to Pivot

Marketing must pivot from “Bowling is $X per game” to “Experience the Unexpected.” Messaging should emphasize
the differentiation: “Not Your Parents’ Bowling Alley.” Leverage the shareability of the technology, encourage user-
generated content (UGC) where guests share photos of themselves on the immersive screens, providing authentic
social proof.

Avoid timid pricing. If the investment in experience is genuine, the price must reflect that value. Use dynamic pricing
to maximize yield during peak premium windows (Friday/Saturday nights) while using the technology’s flexibility to
add value to off-peak times without discounting price.

Validation:
What Operators Are Experiencing

The Experience Economy rewards venues that curate moments, not
minutes. The data and the operators on the ground say the same thing:
guests are ready to spend more when you deliver an experience that feels
personal, immersive, and effortless to share.

“It's just a premier experience. You walk in and you feel the elevation in the
room. And it’s allowed us to justify charging premium pricing.”

— Troy Wilson, Director of Training and Development, Kings Dining &
Entertainment

Products such as Neoverse elevate our guest experience, and it
differentiates us from other centers. When people come in the center and
they see that you have something that’s much different than anyone else,
they go out and spread the word. Word-of-mouth is the best marketing.

— Curtis Stavich, Director of Amusements and Entertainment HeadPinz,
Fort Myers and Naples, Florida

Conclusion: The Choice Is Crystal Clear

The convergence of consumer demand for experiences and the maturity of immersive technology creates
an unprecedented opportunity for entertainment center operators.

The data is conclusive
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61 72 A) of consumers are waiting to pay more, provided the experience justifies the cost.
Success in this new era requires a shift in mindset from “renting lanes” to “curating moments.”

Operators who embrace integrated ecosystems, leverage data-driven personalization,
and commit to the premium standard will find themselves on the winning side of the

$21 tr|”|0n Experience Economy.




