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Attractions of the past have delivered some of the greatest food 
innovations…and they can again.

We start by painting a contextual history of the innovative food that 
has come out of previous world fairs and attractions, most of which 
have become food staples for the modern day consumer.

Ice cream in cones was first created as a result of the popularity of 
the ice cream from an ice cream vendor at the 1904 St. Louis 
World’s Fair, who ran out of dishes to serve the frozen dessert in. 
Ernest A. Hamwi, who was selling waffles next to the ice cream 
vendor, saw an easy solution to the ice cream vendor's problem: he 
quickly rolled one of his wafer-like waffles in the shape of a cone. 
And so the ice cream cone as we know it today, was born out of the 
circumstances of a World Fair.

That same world fair is also said to have seen the invention of (or so 
the tales say):
• Hamburgers - Fletcher "Old Dave" Davis, introduced a sandwich 

he'd invented by placing a patty of ground beef between two 
slices of bread. German-born St. Louis residents dubbed it the 
“hamburger", knowing that the citizens of Hamburg, Germany, had 
a particular fondness for ground meat

• Ice Tea - On a hot day, naturally, few people at the Fair were 
interested in the cups of hot tea offered by Richard Blechynden, 
the Tea Commissioner in the India Pavilion, and so he decided to 
pour his tea over ice, and ice tea was born

The hot dog as we know it today, is said to have routes in the 
Colombian Expo in 1893. The Expo saw thousands of people pack 
into the fair, who relished the idea of eating a sausage in a milk bun, 
as it was convenient, cheap and easy to eat on the go. The hot dog 
triumphed in an environment that applauded its qualities.

Attractions & Food Inventions 



Today, the attraction industry has spawned some inspiring 
food creations, including:

• Art inspired cakes at the San Francisco Museum of 
Modern Art - Baked and decorated by Blue Bottle Coffee 
Co. pastry chef Caitlin Williams Freeman, the cakes allowed 
visitors to enjoy the museum’s collection and special 
exhibitions, whilst feeding the senses

• Oga’s Cantina at Galaxy’s Edge, which saw longer queues 
than the ride itself. Visitors could sip on Blue Bantha, a 
sweet Blue Milk creation, or The Bloody Rancor, which 
came with an edible bone

What links these is the continuation of conceptual narrative 
from attraction through to food and vice versa.

Attractions & Food Inventions

Lance Inversen, The Chronicle 



However, while there are some brilliant examples of food and 
drink offerings in attractions, there is unfortunately a bad rep 
that surrounds the industry’s food. Greasy burgers, soggy 
chips and highly sugary desserts are all associated with a day 
trip to a theme park, whilst bland sandwiches, juices and cakes 
are often on the menu at art galleries and museums. This can 
completely disrupt visitor flow and imagination – crafted 
narrative stories are abruptly interrupted by a carton of salty 
chips in an environment strewn with screwed up napkins and 
half used ketchup sachets.

The bottom line? This is a hugely missed opportunity. When 
planning a day out at an attraction, be it the National History 
Museum or Alton Towers, customers expect a day of 
adventure and discovery. As seen at Galaxy’s Edge, customers 
are willing to pay over and above the odds for food and drink 
that allows them to remain in their fantasy world – a glass of 
Blue Milk can set you back $13, yet it means the visitor 
doesn’t need to leave the world of Star Wars behind in order 
to quench their thirst.

The Challenge



A meanwhile watchout…
Changing a menu item can have huge economic consequences. 
McDonalds sells shrimp burgers in Japan, but if these were to roll out 
globally and prove as popular as the hamburger, then McDonalds could 
well and truly decimate the entire global population of shrimps.



A T T R A C T I O N S  A R E  
F A N T A S T I C  B R E E D I N G  

G R O U N D S  F O R  I N N O V A T I O N  
The abundance of storytelling, thrills and inspiration that can 

run through theme parks, museums, zoos and water parks make 
for solid ground for generating food and drink briefs



Top Five Opportunities
1. Expanded Narrative

2. Social Distancing

3. Virtual Food

4. Seasonal Refreshment

5. Food Halls 



1. Expanded Narrative
Attractions are visited for escapism, be it through thrills on a 
rollercoaster, or wandering about an art exhibition – attractions offer 
journeys into fantasy worlds that no where else can. 

The Bompas & Parr studio believes that every part of a journey 
should be considered – even if you have popped to the toilet, you 
should not break out of the fantasy world that you have been 
discovering. Our most recent favourite example is of the Horror 
Toilet in Lagunasia amusement park in Japan. Visitors could take a 
toilet break whilst continuing the story of the ‘Corona Horror Fest 
2020’, ensuring their scream filled adventure persisted.

One of the issues to overcome, particularly within theme parks, is 
the stop start nature between thrills, especially when it comes to 
food and drink breaks. Lunch breaks are often gotten through as 
quickly as possible in order to get back to the experience. What if 
the food and drink experience was as good as, if not better than the 
attractions themselves?

Imagine…
• Taking the I.P through to food preparation - Harry Potter 

lightening burgers aka burgers cooked with lightening could go a 
long way at Harry Potter Studios

• Themed canteens – there is opportunity for attractions to 
enhance their own I.P through food and drink options that 
continue branding narrative 

• Food really can become art itself – with the culture we live in of 
continuously documenting everything we consume, it is 
paramount that food and drink are considered within the 
attractions space. We see this as a fantastic opportunity to start 
developing creative briefs for museums, galleries and theme parks

Top Five Opportunities



2. Social Distancing
Whilst the pandemic has brought with it a new set of stringent rules, 
from remaining a metre away from others, wearing masks and 
limiting numbers to groups of 6, this also presents an opportunity for 
creative problem solving. 

Within the attraction space, there is an even greater opportunity to 
utilise pre-existing mechanics and adapt them for the food and drink 
space, adding a positive spin to the outlined rules. Social distancing is 
particularly easy to manage within the food space, as diners already 
expect some form of queueing and table arrangements of between 
4 and 6. 

Within the UK, we are currently living by a rule of 6. What if we 
could develop a narrative for 6 people that allows the food and 
drink experience to be enhanced for families? As groups of 6 or less 
wait in queues, why not develop narratives for 6. Assign a group 
leader for each group of 6 who takes them and their group through 
experiences.

It is also important that we keep to the one metre plus rule – again, 
this doesn’t need to be a bore. Theme parks in particular can take 
this rule to the extreme, adding an element of fun with one metre 
long cutlery, and giant chairs and tables to ensure that rules are being 
met.

As mentioned in our Fluid Landscape report, sanitisation can be fun, 
with magical and fun twists on hygiene. Here at the studio, we are 
developing:
• Cloud of Cleanliness – a fog chamber of purifying mist that can act 

as a mysterious but effective party portal
• Sanitiser Fountain – a sculptural fountain of hand sanitiser with 

choreographed light display. The greater the guest interaction, the 
more epic the lights

• Cymatic Pool – the event’s soundscape is visualised on the surface 
of a pool of hydroalcoholic gel through hypnotic cymatic patterns

• Tornado of Sterility – a twister of spatialised sterilising fluid. Put 
your hands in after coming into contact with a suspect guest. The 
effect is enhance by cleansing UV light

Top Five Opportunities



3. Virtual Food

Top Five Opportunities

With the virtual world running very much parallel to the world we 
live in today, it is important to consider the opportunities that 
surround digital and food. Within theme parks, there are increasing 
numbers of rides utilising VR. At art galleries, AR is used for 
information and storytelling overlays. Many attractions are 
appropriating digital wristbands or apps for more cohesive and 
targeted experiences. Whilst this is happening, we are seeing more 
trends for digital avatar exploration and virtual universes within 
gaming. 
Here, we see opportunity to combine both f&b and digital:
• Triangulating journeys – making use of virtual visitor journeys, 

ensuring frictionless fun. Can we add to the food experience 
through gamification of menus? 

• AR food packaging – elevate burger boxes to deliver on 
storytelling

• Virtual food – what happens to food in the digital realm?



4. Seasonal Refreshment
The beauty of using food and drink as an attraction means that it is relatively easy to change 
the course of an experience through menu updates. This can be done:
• Seasonally – cold and hot updates
• To coincide with the launch of an exhibition / ride / offering so that the narrative is 

expanded through to F&B
• Naturally, this will help to aid PR talkability for events

Top Five Opportunities



5. Food Halls
Over the last few years we have seen a continuing number of food 
halls pop up over the country, as consumers look for more casual 
dining experiences. Food halls such as Mercato Metropolitano and 
Pop Brixton allow groups of friends to experience multiple cuisines 
and experiences within one place. One problem currently is that 
many of these food halls are all fairly similar in their offering, and lack 
an overarching narrative to allow the experience to feel truly joined 
up.

We believe that there is a huge opportunity within food halls – by 
implementing a narrative journey across a visit, with themed 
moments throughout, we have the opportunity for food to aid 
fantastical discovery. Food halls are the modern day attraction for the 
millennial consumer – with more theming, they can become 
immersive experiential days out.

Top Five Opportunities



F&B has the opportunity 
to become the main 
attraction
By tying narrative through any F&B offering, this allows F&B to 
become an attraction in itself. Food is a fantastic platform for 
engaging storytelling, and so why not make cafes, canteens and bars 
the best experience in themselves. Experiences can scale, existing at 
table level through to whole canteen takeovers.

Top Five Opportunities



T H E  F U T U R E  O F  F O O D  A T  

A T T R A C T I O N S  L I E S  I N  

I M A G I N A T I O N  B U I L D I N G ,  

C O N T I N U E D  N A R R A T I V E  

A N D  E L E V A T E D  

E X P E R I E N C E  D E S I G N .  



R A D  I D E A S
For theme parks, zoos, water parks, art galleries, museums and more…

By journeying into the future and thinking about the context of 
attractions and LBEs, the Bompas & Parr team have been inspired to 

gaze even further into F&B destiny, devising a set of predicted possibilities 
especially for Blooloop…



Scream-Fuelled 
Food
So much energy is produced at theme parks, from 
screams hurtled through the air around 
rollercoasters, to kinetic energy, through to heat 
being generated from friction. Bompas & Parr 
imagines the future of theme parks to feature 
circular energy systems to power food and beverage 
production. Heat can be pulled from rollercoaster 
frictions, before being transferred to kitchens. 
Imagine – a good cup of tea being powered by the 
heat from the brakes of Stealth, or a soda stream 
being propelled by sound energy from the screams 
at Oblivion.

Christopher Furlong/Getty Images

True Romance



Ultra Visual Menus
Where the food becomes the spectacle, beyond 
rainbow and unicorn waffles and ice creams. By using 
digital and social media methods to influence food. 
Bompas & Parr envisages kinetic food that lights up 
to coincide with social media interactions. By linking 
up with a platform such as TikTok, a dessert could 
dance before your eyes. Imagine fractal desserts that 
evolve to music.



Sci-Fi Prototyping
Some of the greatest sci-fi films have driven 
innovation. Take Mad Max’s insight on diminishing 
water resources - NASA’s chief water expert Jay 
Famigletti has already declared that Mad Max offers a 
glimpse into our drought-stricken future and that the 
sweeping dust bowls of the film aren’t that far-
removed from what California’s Death Valley will 
look like in 50 years time. We envisage food and 
drink offerings at theme parks taking on this sci-
approach of looking into the future to create 
problem solving innovations.

Take for example the Nutrimatic Drinks Dispenser 
of The Hitchhikers Guide to the Galaxy and its ability 
to work out what drink someone wants through 
taste bud patterns and neurological signals, and 
producing it there and then.



World’s Most 
Transparent 
Restaurant
A Bompas & Parr world first, we are thrilled to 
announce our latest concept – the World’s Most 
Transparent Restaurant. An exalting dining 
experience with Perspex clear, elaborately structured 
chairs and tables, a transparent bar / kitchen that has 
laser projected through to create visual mazes, as 
well as appropriate foods such as transparent jellies 
brought to life through holograms. This crystal realm 
will feature ice fountains utilising mechanically 
engineered ultra transparent ice for drinks. Even the 
toilets will appear transparent, but will use 
electrochromic glass technology to turn walls 
opaque at the press of a button.



Mind Over Matter 
Elixir Drops
The worst part about visiting a theme park is the 
impending motion sickness from rollercoasters. What 
if food and drink offerings could actively assist in 
creating the best possible rollercoaster experience? 
Mind over matter shot vending machines could be 
placed around parks, next to the biggest rides to 
help overcome any sickness, whilst providing an 
energy boost for visitors. To get the shot, visitors can 
tap in with a digital wristband which would link to 
receptors on the skin – where motion sickness can 
be detected. The more the skin receptors respond, 
the more potent the shot.



I N  S U M M A R Y



In Summary

The Challenge 5 Opportunities 5 Rad Ideas
There are multiple missed opportunities 
within the attraction space…food and 
drinks offerings have the opportunity to 
become the attraction themselves!

1. Expanded Narrative
2. Social Distancing
3. Virtual Food
4. Seasonal Refreshment
5. Food Halls 

1. Scream Fuelled Food
2. Ultra Visual Menus
3. Sci-Fi Prototyping
4. World’s Most Transparent Restaurant
5. Mind Over Matter Drops

THE FUTURE OF FOOD AT ATTRACTIONS LIES IN IMAGINATION BUILDING, 
CONTINUED NARRATIVE AND ELEVATED EXPERIENCE DESIGN.



A B O U T   
B O M P A S  &  P A R R



Bompas & Parr Services 

We create the world’s foremost immersive 
experiences. Our experience designers are skilled in 
integrating visual, sonic, gustatory, aromatic and haptic 
stimuli, drawing in external collaborators from a huge 
variety of unpredictable backgrounds, all working in 
concert. The result is a unique interpretative style, a 
memorable output and a high talk-ability factor. 

Over the past decade we have created some of the 
most legendary platforms, events, installations and 
marketing concepts in the industry. These include 
Alcoholic Architecture, our breathable cloud of gin 
and tonic; Cooking with Lava, a BBQ over 1150 °C 
heat; and The Guinness Tasting Rooms at the 
Storehouse in Dublin, the most visited place in 
Ireland. 

Experience Design

From strategic planning and tool-kitting global 
campaigns, to working on specific innovations we 
offer a full service consultancy.  As well as a solid 
background in place-making and sensory innovation, 
we use our knowledge of financing and operating 
experiences and activations to create robust business 
plans for our clients. Plans where the creative, 
production, marketing and operations are seamlessly 
integrated. 

Detailed experience in consumer, culture and brand, 
as well as generating future foresight for industries, 
allows the team to develop impactful narrative and 
visions for clients. Collaborative workshops, field trips, 
trends reports and brand mapping help us to achieve 
brilliant results.

Consultancy & Brand Planning  

We create and deliver phenomenal location based 
experiences worldwide. We write the story for new 
attractions, developments and retailers, bringing them 
to life through inspirational installations, programming, 
festivals, partnerships and events.

The studio has over 13 years of project delivery 
experience for such notable clients as Argent, 
Grosvenor, LandSec, Selfridges and Westfield. Our 
experiences have seen areas transformed and 
communities engaged. 

Location Based Experiences 



Bompas & Parr Services 

In addition to supporting the studio's commercial 
and artistic activations with imaginative food and 
drink options, our F&B Innovation Team provide 
menu consultancy for brands, restaurants and bars.

The studio’s development kitchen is used for NPD, 
serve strategies, training, tool-kitting and workshops. 
The kitchens also provide the firepower for elaborate 
banquets.  

Food and Beverage Innovation 

We prototype and develop new technologies using 
our in-house workshop and, to deliver large projects 
safely and sustainably, we work with a team of 
trusted sub-contractors. The studio works as 
Principle Contractor and Principle Designer under 
CDM 2015. We are well versed in town planning, 
building control and landlord approval. 

The studio organises all operational aspects including 
staffing, training, food and beverage delivery and 
licensing. 

Production & Operations 
   

Our dedicated team offers 2D and digital content 
creation, including branding and identity, editorial and 
copywriting. We’re also skilled at food and drinks 
photography (and styling), video production, 
campaign amplification, social media and PR. We also 
design and publish books under our own publishing 
house, Bompas & Parr Editions.

Some favourites include:
-Memoirs of a Stomach
-Tutti Frutti 
-Ode to the Egg
-DIY Decadence 
-Fridges Fight Back 

Content Creation & Amplification 



About Bompas & Parr
Architects of Taste: Feeding 
Minds and Stomachs 

Bompas & Parr is globally recognised 
as the leading expert in multi-sensory 
experience design.

The studio works with commercial 
brands, artistic institutions, private 
clients and governments to deliver 
emotionally compelling experiences 
to a wide variety of audiences.

Sam Bompas and Harry Parr first 
came to prominence through their 
expertise in jelly-making, but the 
business rapidly grew into a fully 
fledged creative studio offering food 
and drink design, brand consultancy 
and immersive experiences across a 
diverse number of industries.

The founder s ’ backgrounds in 
marketing and architecture play a key 
role in the positioning and nature of 
the studio’s output and Bompas & 
Parr activations boast a bold ambition, 
distinct aesthetic style and interpretive 
vigour that’s unrivalled among creative 
practices. 

The company has grown from just 
Sam Bompas and Harry Parr into a 
team of 20 skilled and ambitious 
people eager to generate a wide 
r ange of projects . The mult i -
disciplinary studio now consists of a 
team of creatives, designers, cooks, 
specialised technicians, producers and 
fi lm-makers and also contracts 
externally with structural engineers, 
scientists, artists and psychologists - in 
fact, any other discipline that facilitates 
a particular response to a creative 
brief. 

Genre-defining projects include 
Alcoholic Architecture, an inhabitable 
cloud of gin and tonic; the world’s first 
Multi-Sensory Fireworks display for 
London New Year’s Eve 2013; and the 
Taste Experience for the Guinness 
Storehouse in Dublin. Bompas & Parr 
also founded the British Museum of 
Food, the wor ld’s fir st cultural 
institution exclusively dedicated to 
food and drink, and has published six 
books that explore humankind’s 
relationship with food.

The studio is based in south London 
but in the past year has realised 
pro jec t s on pr act i ca l ly ever y 
continent.



Thank You
For further details please contact:
info@bompasandparr.com
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