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Combine “eating” with “entertainment” and you have “eatertainment.” While this concept
dates to the 1970s, there has been a recent surge in such venues opening across the globe,
particularly with the proportion of millennials, who seek and share experiences, surpassing
the other generations in the population.

Almost everyone has experienced eatertainment in some form or the other. Examples
include: movie theaters where one can order a meal; bowling and arcade games with food
service; a karaoke bar; a lounge with stand-up comedy shows; a children’s play area
combined with an eating venue; a coffee shop within a bookstore; a community fair with
food trucks; a theme park with concession stands; and a shopping mall with a food court.

The two otherwise singular events of dining out and entertainment are meshed into a
single experience, with either of them being the initial draw for the target audience. Eating
venues add an entertainment element to serve as a differentiator, while entertainment
venues offer food and beverages to become a one-stop destination. Popular eatertainment
companies operating in the U.S. include Dave & Buster’s (considered a pioneer in this
segment), Chuck E. Cheese’s, Pinstripes, Topgolf, Punch Bowl Social, Barcade and Main
Event, to name a few.

The “eat” element of eatertainment is wide-ranging from a quality standpoint, with one end
featuring food or beverage concession stands versus high-grade dining at the other.
Successful eatertainment venues today are tending towards the latter end of the spectrum,
moving away from incidental food service to thoughtful, superior and complementary
dining options. That said, a vast majority still operate somewhere in the middle, offering
casual dining options.

Prior to the COVID-19 pandemic, the experiential economy, which many believe was
sparked by millennials augmented with social media, fueled the rise of the concept of
eatertainment. Many believe that post pandemic, people will continue to place more weight
to quality and shareworthy experiences over physical products and merchandise.
Eatertainment venues score high in this regard as they offer areas for individuals with
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shared interests to connect, socialize and be entertained while they dine. With the added
element of entertainment or dining experience, patrons of eatertainment facilities perceive
a greater value for their time and money when compared with dining and entertainment
experiences at standalone venues that involve travel between these locations.

The economics of eatertainment facilities can be compelling as combining the two
elements of eating and entertainment have the potential to produce returns that exceed
what either of the elements could independently achieve. Many successful eatertainment
venues reveal that while the entertainment is the draw for footfalls initially, due to a captive
audience, food and beverage offerings comprise a significant and profitable revenue
stream.

As the market for eatertainment becomes crowded, differentiating one venue from the
other is important. Aspects to consider when comparing eatertainment offerings include:

Location, location, location.
Creating a destination with an authentic personality that considers location, theme,
décor, space planning, menu, service style and price point, all of which must
complement each other.
Effectively communicating offerings, touching on the FOMO (fear of missing out)
syndrome.
Where entertainment is a draw, food and beverage should not be an afterthought as
the two need to be integrated in a manner that position both desirable to the target
audience. A great family entertainment center with poor dining options can adversely
impact the overall customer experience.
Shifting focus from table turnover to facilitating prolonged venue stays.
Although eatertainment epitomizes human interaction and social connection, the use
of technology is crucial to its sustainability and advancement.
Frequent customer reward programs to create durable and recurring patronage.
A robust service culture that blends with the brand’s personality and the venue’s
positioning.

Eatertainment allows for creative offerings that target a wide range of consumers.
However, one must be mindful of short-term fads which are essentially intense and widely
shared enthusiasm for a product, service, or experience that will not endure.  Think
fondue, Beanie Babies, the ice bucket challenge, breakdancing and the macarena, the
Livestrong bracelet, AltaVista, Netscape, Official All Star Café’s, and Steak and Ale
restaurants.
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