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Last week I had 3 invites to meet up with friends over the 
weekend; One to join a team at an “Escape Room”, one 
to embarrass myself at Hip Hop Karaoke and the final 
invite to prove why I was never on the school table tennis 
team, by attending a hen do at Bounce.

I got to thinking about how socialising in the on trade has 
changed so much since I started working in it (12 years 
ago) and, pulling on some notes I made when I chaired 
a discussion group at the WSTA’s annual RIG event last 
month, I came up with the following;

Why is experiential such a big thing in the on trade at this 
moment in time?

Millennials & Generation Z are drinking less so need to 
be entertained in different ways when they go out- this 
generation doesn’t necessarily WANT to go out just to 
get drunk (that doesn’t mean they don’t ever end up 
doing exactly that, mind)- so their attention needs to be 
captured in other ways and by other things.

A great article in The Observer, points out that there 
are many more “distractions” now for Millennials and 
Generation Z - especially social media and other online 
entertainment opportunities - all of which are cheaper 
than going out.  A ticket to the cinema tends to come 
in at a higher price than a month’s Netflix subscription, 
for example, so a night out needs to provide something 
VERY different from what they can achieve during a 
“kickback” at home. 

Social media hasn’t necessarily taken the place of the 
pub/club/bar, but what it has done is ensured that when 
we ARE “out-out”, everything we do, whatever we say 
and where we visit, can all be captured and shared 
online. Meaning that people are less likely to fall over in 
front of Mr Cod in Reading high street after a heavy night 
out. With everything being documented, there’s more 
caution about our behaviour. Praise be, there wasn’t 
such a thing as social media in the 90’s, that’s all I’ll 
say…

People are looking for ‘Instagram-able’ venues, 
experiential outlets provide just that. In some recent 
research that KAM Media conducted, we found out that 

28% of the UK had taken a selfie in a pub/bar/restaurant. 
When you look at that stat with the knowledge that 
around 85% of the UK has a smartphone- that’s 
massive.

Meanwhile, at the other end of the scale, the older 
generation has more expendable income; a night out can 
be more of an event than a few pints down the local; why 
NOT go to Junkyard Golf or play a few games at Flight 
Club THEN go out for dinner- the over 50’s especially, 
are looking for new, different experiences.

The current trend for ‘experiences not things’ is also a 
major contributor; research is telling us that we want to 
be “doers” rather than “buyers”

What’s the difference between themed and 
experiential?
Experiential entertains, themed is generally more about 
design. For years we have had the good, the bad and 
the ugly of themed restaurants, pubs and bars, but 
these have relied chiefly on design and perhaps relevant 
cuisine choices (think Chiquitos). The new wave of 
experiential outlets goes far deeper- and relies on perfect 
and precise execution.

Will the trend continue or is it a fad?
Unless any of the major factors above change, I believe 
that experiential venues are here to stay. And the fact 
that there’s a glut of premises coming onto the market 
from the retail world also provides even more opportunity 
than before for good operators looking for well-placed 
outlets. 

Getting the basic right
Clearly messing about in a ball pit is a gimmick which 
you may do once, but you wouldn’t go back. So that’s 
important, it must promote repeat visits – a venue can’t

survive on birthdays alone. Plus, the experience can be 
fun but if the service is bad, the drink selection is poor, 
the food is terrible, etc. then it won’t be enough...don’t 
forget the basics.

Connectivity and wi-fi access are only getting stronger, 
all of which are helping hands to these venues - and are 
important factors in the decision-making of consumers. 
KAM Media recently spoke to 1500 pub/bar customers 
and asked them if they were more likely to choose 
one venue over another if they had Wi-Fi.  29% said 
they would. This may seem low, but think about all the 
traditional elements that would normally be driving this 
choice – food, drink, ambience, location, etc. – so for 
1 in 3 to say WiFi shows you how the mindset of the 
public is evolving and that ‘access’ becomes as big a 
consideration as atmosphere.

From the outlet owners point of view, the more the 
point of difference available to the consumer, the more 
the consumer will market the venue FOR them, so why 
would we look THAT gift horse in the mouth.  Spend the 
extra on design, connectivity and offer and you’ll get 
unlimited free marketing and advertising for your brand.

So, who’s doing it well?

Flight Club
Bounce
Escape Rooms
Albert Schloss
Beauty and Essex (NYC)
Vagabonds
Rumba in Macclesfield 

To find out a little bit more about our areas of expertise 
and how KAM Media can support your business strategy 
with intelligent and thought-provoking consumer 
research, visit our website www.kam-media.co.uk or 
email katy@kam-media.co.uk

Bounce
Europe’s largest purpose-built ‘Social Ping 
Pong Club’, featuring cocktails, and a great 
pizza restaurant.  A great experiential outlet 
that gets the basics right too!

Vagabonds
London’s first customer-centric urban 
winery and bar - offering wine tatstings and 
really good sharing platters.  Making wine 
tatsing accessible and fun!

Beauty & Esssex
An amazing American resturant, bar, & 
lounge that sits hidden behind a pawn 
shop.  Incredible food!

Albert Schloss
Located under the Albert Hall, a bohemian 
bier palace serving wonderful beers, 
cocktails and food.

“Spend the extra on design, 
connectivity and offer and 

you’ll get unlimited free 
marketing and advertising 

for your brand”

The Escape Room
An interactive and intuitive real-life escape 
game. Locked in a room with 60 minutes to 
solve puzzles to escape the room.  Think 
crystal maze with your mates.  Brilliant!

“People are looking for ‘Instagram-able’ venues, and 
experiential outlets provide just that”

“The current trend for 
experiences not things is also 
a major contributor; research 
is telling us that we want to be 

doers rather than buyers”
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