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Abstract
Qualitative parent interviews about family entertainment centers reveal that loyalty is shaped by the whole
family experience rather than by attraction count alone. Parents repeatedly describe value in terms of
affordable repeat access, sufficient variety for different ages, meaningful options for adults, shared family
and social experiences, food quality, cleanliness, safety, comfort, and ease of use. Return intent also
depends on renewal: changing programs, events, challenges, and visible progress give children a reason to
continue rather than simply repeat the same activities. The responses point toward a broader family
entertainment model that combines physical play with creativity, social connection, parent utility, and
developmental opportunities while reducing the practical friction of planning and managing a visit.

Interview Findings
Qualitative website interview responses were collected in August 2026 on the Future Experience
Park research website: https://research.futureexperiencepark.com/#family-interview. The
responses focus on current family entertainment experiences, frustrations, return drivers, and
ideas for future family-oriented venues.

Family Value Is a System, Not a Single Attraction
The clearest overall finding is that families do not evaluate a family entertainment center by one
attraction in isolation. They evaluate the total visit: what it costs, whether children of different ages
can stay engaged, whether parents can participate or recover comfortably, whether the
environment feels clean and safe, whether food and basic amenities work, and whether the venue
provides a fresh reason to return. A strong attraction can create excitement, but loyalty depends on
how these elements work together.

This shifts the design question from "What additional attraction should be added?" to "What
combination of experiences makes the entire family want to come back?" The interviews
consistently describe entertainment as a family system in which economic value, child engagement,
parent utility, family connection, operational trust, and renewal reinforce one another.

Affordability Is About Visit Frequency
Price is one of the strongest barriers to repeat visitation. Parents describe the problem as
cumulative rather than limited to the admission ticket: multiple children, add-on activities, tokens,
food, parking, and repeated visits can quickly make an ordinary family outing feel expensive.
Families therefore want pricing structures that make frequent use feel rational, predictable, and
controllable.

https://research.futureexperiencepark.com/#family-interview
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Parents suggested large-family packs, loyalty rewards, season passes, visit credits, discounted
periods, spend caps, food-inclusive options, free visits after repeated attendance, and low-cost or
free activities within the venue. Flexible short visits were especially relevant for mall locations,
where a family may want entertainment to be one part of a broader trip rather than an all-day
commitment.

"Half hour options, ability to come and go within a span of a couple of hours without having to buy an
all day pass."

The broader implication is that affordability is not simply a discounting question. It is a
value-architecture question: families want the freedom to choose visit length, understand total
spend, and receive increasing value when they return regularly.

Different Ages Need Different Levels of Challenge
Families with children of different ages repeatedly describe a mismatch between existing activity
mixes and the needs of siblings. Some centers feel too focused on toddlers and young children.
Others are physically intense for little children while still failing to challenge older children. Several
parents specifically asked for more complex climbing, obstacle, athletic, and skill-based activities
for children who have outgrown simple play structures.

The responses support separate but connected experiences: safer, lower-intensity areas for
younger children alongside progressively more difficult climbing, jumping, ziplining, obstacle,
dance, interactive, or challenge-based activities for older children. The important design principle is
not merely age zoning, but progressive challenge. Different children should be able to find an
appropriate level of difficulty while the family remains connected within one venue.

"Maybe a section for little kids, and a section for everyone with some activities that are also challenging
for those who enjoy a challenge."

Parents Need Their Own Experience
A recurring weakness of current family entertainment centers is the adult experience. Parents often
describe standing, following children, waiting, tolerating noise, or simply having nothing useful to
do while children play. The requested improvements are practical: comfortable seating, clear
viewing positions, quieter areas, lounges, working tables, Wi-Fi, drinks, and spaces where adults
can talk or work without losing visual connection with children.

The interviews also show that parents do not all want the same thing. Some want to participate
directly with their children. Others want to observe from a comfortable location. Others value the
ability to use part of the visit productively. A successful venue can therefore support three parent
modes at the same time: participation, observation and recovery, and productive use of time.

One positive family experience illustrates the potential of this approach: children moved among
climbing, creative, music, and pretend-play activities while grandparents relaxed in a lounge and a
parent worked on a laptop. The family had planned a short visit but stayed much longer because
the environment worked for multiple generations.

"It's nice when there's something for the adults to do too, instead of just sitting around waiting."



THE SCIENCE OF FAMILY ENTERTAINMENT  |  2026

3

Families Want Shared Experiences
Parents frequently describe family entertainment as valuable when it produces shared time rather
than parallel individual activity. Suggested formats include collaboration activities, team games,
scavenger hunts, puzzles, parent-child missions, group challenges, social experiences with friends,
and activities designed for the whole family rather than isolated screen use.

This finding becomes especially important for older children and teenagers. Parents noted that
teens may return when an activity connects to friends, school programs, interests, passions, or
social identity. Ideas such as teen socials, school partnerships, competitions, clubs, and community
programming may therefore generate stronger loyalty than simply adding another piece of
equipment.

"Games and activities designed for groups rather than isolated screen time."

Return Visits Require Renewal and Progress
Families repeatedly explain that children become bored when a center offers the same experience
every time. Some parents deliberately rotate among venues because novelty disappears after a few
visits. The most common solutions involve ongoing change: seasonal programs, themed or
challenge nights, character appearances, concerts, festivals, workshops, rotating games or
attractions, and feedback systems that identify what should be refreshed.

Several responses suggest that the most powerful form of renewal may be progression rather than
novelty alone. Levels, certificates, belts, trophies, missions, competitions, portfolios, and other
visible achievements can turn repeat visitation into continuation. Instead of asking whether a child
wants to do the same attraction again, the venue can give the child something unfinished to
pursue.

"We do rotate between places, b/c otherwise the kids get bored."

This concept also gives parents a reason to value repeated visits. When progress is visible, repeat
spending can be interpreted not only as entertainment consumption, but as continued
participation in a meaningful activity or challenge.

Food, Cleanliness, Safety, and Comfort Are Part of the Product
Parents do not treat operations as separate from entertainment. Food quality and price,
bathrooms, cleanliness, maintenance, noise, crowding, queues, staffing, and security all influence
whether the visit feels worthwhile. Food comments range from simply wanting food available to
requests for healthier choices, better quality, restaurant or beverage options, and prices closer to
what families would pay outside the venue.

Cleanliness is equally visible. Parents notice spills, stains, dirty bathrooms, worn equipment, and
signs of disrepair. These cues affect trust as well as comfort. Safety concerns include secure entry,
clear sightlines, disruptive behavior, insufficient supervision, uncontrolled crowds, and the broader
perception of mall environments. Some respondents asked for more visible staff or security,
stronger behavior management, family-specific hours, or clearer separation of activity zones.
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Sensory comfort is another important dimension. Loud, dark, high-stimulation environments can
exhaust adults and make supervision difficult. Parents suggested quieter spaces, private family
areas, noise management, plants, calmer design, better seating, and clearer lines of sight. The
strongest environments therefore need both stimulation and recovery.

"You need to exist in the background and be better at that than I am at being home."

This statement captures a broad service expectation: the operation should remove friction so
effectively that families can focus on spending time together rather than on managing the venue.

Convenience Begins Before the Visit
Families also described practical barriers that begin before arrival. Crowding, unavailable
reservation slots, long lines, uncertain peak periods, difficult parking, and unclear schedules can
determine whether a visit happens at all. Parents suggested visible online reservation availability,
information about busy and quiet periods, clear event schedules, sufficient parking, and easier
access from distant parking areas.

These comments show that convenience is part of the experience design. A family entertainment
center competes not only on what happens inside the venue, but on the mental effort required to
plan, enter, navigate, supervise, eat, and leave. Families value environments that feel effortless and
predictable.

Development and Achievement Create a Broader Opportunity
The interviews also reveal an opportunity to combine entertainment with development without
turning the venue into a classroom. Parents mentioned physical development, exercise, creativity,
STEM, engineering, art, music, makerspaces, workshops, competitions, social interaction, and
activities that support school interests or personal passions. These ideas are most compelling when
development is embedded in play rather than presented as a separate educational obligation.

One response described a venue that could combine physical activity, preparation for future
education, brain development, workshops, creative activities, and play in one place. Another
proposed meaningful results from the visit such as certificates, levels, belts, trophies, competitions,
and ways for parents to follow children's achievements. The idea is not to replace entertainment
with instruction, but to make entertainment capable of producing visible growth.

This creates a different loyalty mechanism. Children can return not only because they enjoyed the
previous visit, but because they are improving, creating, completing a project, preparing for a
competition, or reaching the next level.

Experience Ideas Raised by Parents
• Flexible access: short-duration passes, re-entry windows, earlier toddler hours, family-specific

periods, and mall-compatible visits.

• Parent utility: lounges, quiet viewing areas, working tables, co-working, drinks, and
adult-oriented options.
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• Progressive challenge: protected younger-child areas connected to harder climbing, obstacle,
athletic, interactive, and skill experiences.

• Renewal and achievement: seasonal events, rotating attractions, themed nights, workshops,
levels, certificates, missions, competitions, and parent-visible progress.

• Family and community formats: team games, parent-child missions, teen socials, school
partnerships, clubs, and events tied to children's interests.

• Operational support: capacity information, online group booking, clear schedules, crowd
control, secure entry, good sightlines, sufficient parking, and noise management.

• Mixed experience modes: physical non-screen play, STEM, art, music, makerspace, creativity,
and selected technologies such as AR when they add a distinctive form of participation.

Design Implications
• Design for the whole family. Consider younger children, older children, parents, and groups at

the same time.

• Design for continuation. Events, changing content, progression, clubs, challenges, and
unfinished goals should create the next reason to return.

• Make affordability structural. Family packs, memberships, flexible duration, spend controls,
food value, credits, and free layers can support frequency.

• Treat operations as experience design. Cleanliness, bathrooms, safety, staffing, queues,
reservations, parking, schedules, and food directly affect entertainment value.

• Balance stimulation, recovery, and progress. High-energy spaces should be complemented by
quiet, social, creative, parent-oriented, and achievement-based experiences.

Conclusion
The parent interviews point toward a shift from equipment-centered entertainment to
family-centered experience design. Families still want exciting attractions, but attraction quality
alone does not create loyalty. Regular return becomes more likely when the visit works
economically, accommodates different ages, gives parents meaningful options, supports shared
time, feels clean and safe, reduces planning and operational friction, and continues to change or
develop over time.

The strongest opportunity is not simply to add more things to do, but to create a place that solves
more of the family's needs within the same visit: play, movement, creativity, development, food,
social connection, recovery, parent participation or productivity, and a clear reason to return. In
this model, the family entertainment center becomes a flexible family platform rather than a static
collection of attractions.

Source
Qualitative website interview responses collected in August 2026 on
https://research.futureexperiencepark.com/#family-interview.

https://research.futureexperiencepark.com/#family-interview


