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plans to soon replace the all-you-can-eat pizza
with a line of healthful, low-fat options such as
fresh-made panini sandwiches and turkey burg-
ers.
It’z offers a buffet with pizza, pasta, salad,

tacos, baked potatoes, soup and desserts. Cus-
tomers have a choice of four themed dining
rooms, including one for sports fans and anoth-
er that features family films.
“Our food is front and center,” said Brian

Cohen, vice president of operations for Dallas-
based It’z.
In fact, if you want to play, plan on eating.

Entry to It’z requires the purchase of a buffet
meal for each guest. To enjoy the games and
rides, customers buy points on an It’z FUN
card.
It’z features more than 130 video and arcade

games, minibowling and a Kite Flyer ride that
offers the thrill of flying — the only indoor Kite
Flyer in Colorado, according to Cohen.
Mr. Biggs’ attractions include bowling, laser

tag, minigolf, a black-light maze, an arcade and
its signature Little Bigg Town.
Families today want variety, said Matt Van

Auken, chief operating officer of Mr. Biggs.
“I think they are looking for more than just

go-carts or more than just minigolf,” he said.
“What a place like Mr. Biggs is able to do is

give them eight or nine attractions all under
one roof.”
It’s also important, Cohen said, to have

games and rides that children and grown-ups
can enjoy together.
“Our market research shows that’s what peo-

ple are looking for. They want things to do as a
family,” Cohen said.
Family centers must be nimble and willing

to change with the times, Bigari said.
“The paradigm in entertainment today is to

build a big box, put a ton of money in it and
have people come forever,” Bigari said. “It
doesn’t work that way. Tastes change.”
Bigari likens Mr. Biggs to a wheel of cheese,

devised so a wedge can easily come out and be
replaced with a new one.
Take Wazoom, for example. Touted as “cro-

quet on steroids,” it was part of Mr. Biggs when
it opened, but the area is now a black-light
maze.
Change is also a hallmark of It’z, said Mark

Moore, president and CEO of the company.
Some games will come and go and the Kite
Flyer is positioned so it can be replaced one
day.
It’z, with sites in Houston and Albuquerque,

chose Colorado Springs for its third location be-
cause it offers a great family market, Moore
said.
Though the Springs It’z is opening as the na-

tion appears poised on the edge of a recession,
Moore is upbeat about the future.
“I think people will continue to spend money

on their families,” he said.
Business at Mr. Biggs grew 15 percent last

year even though the economy was already in a
downturn, Bigari noted.
With all-day passes as low as $20 and food

at affordable prices, he said, “we are a value al-
ternative to other forms of entertainment.”

CONTACT THE WRITER: 636-0272 or
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FUN: Families want things they can do together

It’z employee
Diane Hansen
took a trial
spin recently
with other It’z
employees
on the Kite
Flyer ride.

I didn’t know rates could be 
so low until I got the 

Need a nudge in the right direction? Switch to a UMB Home Equity Line of Credit. 
It comes with one of the lowest rates around and is fixed for up to 2 years. 
To learn more or for  your closest UMB, call 888.860.LOAN or log onto umb.com.

888.860.LOAN
umb.com

Home Equity Line of Credit

5.25 Prime%
APR

2-year Fixed Rate

THEN

(currently 6.00% APR)

*Introductory rate fixed for 2 years, with 5.25% APR available to lines with loan-to-value ratios (LTV) up to 80%. For lines with an LTV greater than 80%, introductory rate of 6.25% APR. A 
UMB checking account with monthly ACH activity is required. After the 2-year introductory period, the APR may vary for the remaining life of the loan. Variable APR based on the  
highest prime rate published in The Wall Street Journal Money Rates Table as of the last business day of the previous month, plus a margin. After the 2-year introductory period, the APR may range from 
Prime Rate to Prime Rate plus 1.50%, depending on the LTV and your line amount. As of February 1, 2008, the variable APR would have ranged from 6.00% to 7.50%. The maximum rate under the 
plan is 18% APR. Property insurance will be required. A balloon payment will result if only the minimum monthly payments are made. New accounts only.  Cannot be used in conjunction with any previ-
ous promotional offers. Minimum credit line is $10,000. Consult a tax advisor regarding the deductibility of interest. Nudge image and logo service mark of UMB Financial Corporation. Member FDIC.
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5 STAR: Plan is to double size, offer
student and auto loans, mortgages

What is a family entertainment center? Here are
some of the characteristics, as described by
White Hutchinson Leisure & Learning Group, a
Kansas City, Mo.-based consulting, design and
production company:

c Unlike theme and amusement parks, the market
for a family entertainment center is community-
based.
c Locations typically are in or near residential
areas rather than downtown or in tourist locations.
c Family entertainment centers have multiple an-
chor attractions, making them different from single-

anchor attractions such as skating centers and min-
iature golf courses.
c Success depends on repeat visits of six or more
times a year.
c Length of stay averages 2 to 2 1/2 hours.
c A significant portion of income comes from food
and beverages, birthday parties and other celebra-
tions.

About 66 percent of family entertainment centers
are indoors, 10 percent are outdoors and 24 percent
are indoor-outdoor, according to the International
Association of Amusement Parks and Attractions.

ABOUT FAMILY FUN CENTERS

“The paradigm in entertainment today
is to build a big box, put a ton of money
in it and have people come forever. It
doesn’t work that way. Tastes change.”
STEVE BIGARI, chief executive officer of Mr. Biggs
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president of UMB Bank and
president of what is now
called Bank of Colorado, and
was senior vice president for
real estate lending of Ameri-
can National Bank.

Question: What has been
the history of this bank that
led to this new strategy?

Eberhart: In the late 1980s,
AFBA wanted to offer low-
cost credit cards to our
300,000 members, so we
bought a Denver industrial
bank and moved it to Peterson
Air Force Base. The lion’s
share of the business for 10
years was the credit cards, but
after Sept. 11, 2001, it was diffi-
cult for our customers to get
onto Peterson, so we opened a
second branch and decided to
branch out into student loans.
We did the student loans for
2½-3 years, but it wasn’t a busi-
ness that our members
seemed to need or want. We
decided the best way to serve
our members was to become a
full-service bank.

Q: How did you transition
out of the student-loan busi-
ness?

Eberhart: We just did the
back-office work for another
lender and then sold the loans
to them. We did more than
$100 million in loans for them,
but when we decided to get out
of that business, they found an-

other provider. We peaked at
about 200 employees, but after
closing that operation we are
now at 72 employees.

Q: What other changes
have you made?

Eberhart: We moved the en-
tire executive staff of the bank
to Colorado from Virginia,
which created nine new posi-
tions. We hired Mike League
as a proven banker who had
experience in the Colorado
Springs banking industry and
the military market, and we
have spent the last four or five
months getting the state and
federal approvals needed to be-
come a full-service commer-
cial bank. We expect the final
approval in the next 60 days.
We also have brought on addi-
tional business-development
personnel to meet the residen-
tial- and commercial-loan
needs of our customers. We
also have replaced the board
of AFBA members with a Colo-
rado Springs-based communi-
ty board.

Q: What will change when
the conversion is complete?

League: We are working
hard in our outreach to mili-
tary families. We are develop-
ing a payday-loan alternative
and believe we can utilize our
credit card operation to put
that type of product on a card.
We are looking for a way to
get them credit without con-
suming a lot of staff time and

paperwork in an environment
in which they are comfortable.

Q: What does your growth
plan look like?

League: We are among the
best-capitalized banks in the
nation, so we can easily triple
our assets without any addi-
tional capital. We want to
raise the profile of the bank
with that capital and that will
allow us to grow. We will be
opening the downtown loca-
tion this month and will look
to expand in the north and
south parts of the community,
and even though we have a fa-
cility at Peterson, we also will
look to the east. Our plan is to
double our size in 3-5 years.

Q: When will your new fi-
nancial products be available?

League: We plan to have
mortgages within 90 days and
auto loans shortly after that,
and we signed the documents
in January to do student loans.

Q: Have you tightened your
credit card-eligibility stan-
dards in recent months?

Eberhart: Our standards
have not changed in the past
year. We already had good
lending standards; the delin-
quency in our credit card port-
folio is only in the 2 percent to
2½ percent range, or less than
half of the industry average.

CONTACT THE WRITER: 636-0234 or
wayneh@gazette.com. Questions and

answers are edited for space and
clarity.
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