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that should be considered, and in most 
areas, there should be various layers 
of different types of lighting.

TYPES OF     
LIGHTING

Ambient lighting is the 
main source of light at 
most locations. This can 
come from natural light 
or well-placed lighting.

Task lighting is added 
in areas where it is need-
ed, like at cash registers, 
restaurant tables ,  or 
kitchen areas.

Accent lighting adds 
drama and creates focal 
points, such as lighting 

up a column, picture, or the liquor 
selection from behind the bar. This 
draws a customer’s eye to a specific 
area. 

Lighting should not be the same 
throughout any facility. Lighting in the 
entry/reception area should be slightly 
brighter and more welcoming with 
some accent or decorative lighting. 

As lighting can change throughout 
the day, adding automated controls to 
the lighting design will help ensure the 
correct level of brightness for different 
times of the day. 

PROPER LIGHTING
There is very little information 

Amber explains why lighting, sound, smell, 
and colors should be central to the design of 
every family entertainment center.

When beginning the process of 
building or designing a family enter-
tainment center, often times the light-
ing and sound fall to the bottom of 
the to-do list. By travelling across the 
country and visiting various FECs, it 
becomes clear that lighting and sound 
are either afterthoughts or there was 
little, if any, thought put into them at 
all.  

The correct lighting and sound can 
and will help an FEC 
make more money. The 
retail industry has known 
this little fact for years, 
as numerous studies have 
shown that the correct 
lighting and sound can 
boost sales.  

Let’s first discuss light-
ing. When it comes to the 
hospitality industry, light-
ing plays a more import-
ant role than one might 
think. A 2015 Megaman 
survey found that light-
ing is an “integral part of the package 
when it comes to encouraging guests 
to stay longer and make repeat visits 
to a restaurant, hotel, or bar.” 

In fact, the survey found that 74 
percent of respondents have stayed 
longer than planned because the light-
ing made them feel relaxed and wel-
comed, while 72 percent have left a 
venue earlier than planned because 
it was too bright or poorly lit. Those 
are huge numbers to consider when 
deciding whether or not to splurge on 
a lighting expert or just use the halo-
gen lights that came with the existing 
building.     

There are several types of lighting 
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out there about proper lighting in 
an arcade or FEC. However, there is 
plenty of information about lighting 
in other hospitality industries, such 
as restaurants, bars, retail, and more. 
Think of an FEC as basically several 
businesses in one--there’s food service, 
retail, and attractions. Studies that 
have been done on these businesses 
are very much applicable.

When designing the arcade light-
ing, keep in mind how much light the 
games themselves will create. Also, 
be aware of the game layout when 
choosing lighting, as many games have 
exposed screens that can produce 
glare effect as a result of nearby light-
ing.  

There isn’t a one-size-fits-all-type 
solution. There are many factors that 
can affect lighting choices. Some of 
the considerations are the demograph-
ics of customers, activities in differ-
ent areas of the facility, climate of the 
area, natural lighting, time of day, and 
more.  

I highly recommend hiring a con-
sultant, interior designer, or architect 
with experience in proper lighting 
before committing. And even if the 
FEC is already operating, I suggest 
bringing in an expert to evaluate the 
existing lighting. There are likely some 
inexpensive changes that can be made 
that will increase revenue.  
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shop at a waterpark.  
There are companies out there that 

specialize in scent or aroma marketing. 
Just like with lighting and sound, there 
is a science to different smells and 
how they affect how much a buyer 
will spend and how long they will stay 
in a certain location. To take the cus-
tomer experience to the next level, 
find an aroma marketing expert.  

AN ARCADE OF A             
DIFFERENT COLOR  

Take a look at the difference 
between Chuck E Cheese and Dave 
& Buster’s. These are both restaurant 
arcades, yet they attract a much differ-
ent audience. One thing that really sets 
them apart is their colors.  

A typical Chuck E Cheese will fea-
ture bright colors, florescent lights, and 
a higher volume on the games. Where-
as, Dave & Buster’s will typically use 
darker subdued colors and low light-
ing, with music playing rather than 
loud game sounds.  

Sights, sound, smells, and colors. 
All of these things lend to subcon-
scious feelings about a place or experi-
ence. Lighting, sound, scents, and col-
ors work together to create the envi-
ronment in which one will either feel 
comfortable and motivated to spend 
money, or leave as soon as they pos-
sibly can.  

When people ask me what my big-
gest mistake was with my FEC, I reply 
that I didn’t spend enough time or 
money on getting the senses right. I 
can say without a shadow of a doubt 
that it affected my bottom line.s 

In addition to developing and owning 
The Zone Family Fun Center and oper-
ating a Boomers! location. Amber has 
also served on IAAPA’s FEC Committee 
and was the lead on its Laser Tag Task 
Force Subcommittee. Today, she focuses 
on U.S. domestic sales for Intercard Inc. 
Amber can be reached at (acollier@
intercardinc.com).

SOUND: NO NEED TO PUMP 
UP THE VOLUME

I’ve been to many entertainment 
centers that have all of the games with 
their attract modes on max volume. 
It’s important to be aware of the vol-
ume level of games and other ambient 
sounds as well.  

When considering proper sound 
level there are a number of things to 
take into account, including the build-
ing’s size and the decibel level during 
busy times. Some operators who have 
large buildings will incorporate a drop 
ceiling or decorative drop ceiling ele-
ments in order to bring down the 
sound level.  

DON’T FORGET TO ADD 
MUSIC

Just like lighting, often the type of 
music and the volume will change 
during different times of the day. 
There is a science behind sound and 
how it affects buying decisions. Many 
retail companies leverage music to 
influence behaviors in clients.  

According to a recent New York 
Times article, retailers and restaurant 
owners believe that younger peo-
ple can withstand loud music longer, 
while older people may run from it, 
enabling establishments to maintain a 
more youthful clientele and a “fresher” 
image.  

In a Psychology Today article, 
Emily Anthes writes “Shoppers make 
more impulsive purchases when 
they’re overstimulated. Loud vol-
ume leads to sensory overload, which 
weakens self control.”  

So, does this mean that music 
should be played really loud? It 
depends on the target audience.

WHAT IS THAT SMELL?  
Yes, be aware of the location’s 

smells. Companies like Disney and 
many retailers utilize scents to influ-
ence buying decisions, such as the 
smell of cinnamon during the holiday 
season or the scent of coconut in a gift 
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