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By Daniel P. Smith

For an industry rooted in tradition, bowling has un-
dergone a considerable shift in the last 10-15 years. 

From boutique centers and an increased focus on food 
and beverage to the surge of FEC elements and the 
rapid beat of technology, today’s new and renovated 
bowling centers have evolved into brighter, fresher 
spaces with a 21st century edge and, perhaps more 
telling, an unshakable strategic sensibility given the 
current economic climate.

“Next Generation Design” showcases this shift, 
highlighting four centers that have brought progres-
sive, forward thinking, and modern elements into 
their design reflecting today as well as the future.

Boutique Center evolution
Jupiter Bowl

Park City, Utah
Breakthrough: Versatility helps create unique

environments throughout the day.
The boutique center format is nothing new to the 

bowling industry landscape. In recent years, however, 
many have worked to revise the basic concept to ex-
pand the possibilities. Enter: Jupiter Bowl in Park City, 
Utah.

Opened on Nov. 22, 2009, Jupiter Bowl attracted 
over 9,000 guests in its first month. A mix of children, 
teens and adults were attracted to the center’s distinct 
dayparts, which were designed with the help of Dy-
namic Designs and Howard Ellman.

Jupiter Bowl

Next-GeNeratioN  
designs on tommorow

Center renovations with an 
eye on the Future
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“Our community was evolving and we saw the industry moving to-
ward open play and special events. Those realizations drove so much of 
this design and inspired us to think ahead and not back,” Pope says.

teChnology PuSheS DeSign & oPerationS
West Seattle Bowl
Seattle, Washington

Breakthrough: Changing traffic flow through  
online reservations and technology.

In tech-savvy Seattle, the throbbing beat of technology is embraced 
— even flaunted — a reality that gave the 32-lane West Seattle Bowl all 
the reason in the world to push the high-tech envelope with its 2005 reno-

vation. 
At the time, 

“high tech” for 
many bowling 
centers meant a 
website. Online 
reservations, social 
networking and the 
like had only trick-
led into bowling. 
For the then-57-
year-old West Seat-
tle Bowl, co-owner 
Andy Carl and his 
colleagues figured 
a shot of compel-
ling technology 

could do much to jumpstart revenue, showcase the center’s merits, and 
appease the local clientele.

“We’ve had a progressive vision, so it was a natural fit to bring tech-
nology into the center. We felt we knew where things were headed and 
worked to take advantage of it,” Carl says.

Alongside changing the center’s physical décor, the center welcomed 
Brunswick’s Internet Reservation System, which allows patrons to select 
their lanes, add food components, type the bowlers’ names into the sys-
tem from home and select the bumper system for their lanes.

Immediately, the system produced results. In the first 18 months, West 
Seattle Bowl captured $300,000 in revenue through its internet reserva-

West Seattle Bowl

West Seattle Bowl
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tions, which accounted for 60 percent of the center’s lineage. Not need-
ing a staffer to man the phones, Carl estimates at least $12,000 in labor 
savings. To date, the system has hosted over 3,000 reservations and now 
claims 95 percent of the lineage, which helps the staff focus on the cen-
ter’s current customers.

“And the beauty of this is that we get data that helps further target our 
marketing efforts,” Carl says.

Though not technically a design element, the technology’s presence 
has nevertheless influenced the center’s layout, traffic flow, operations 
and overall vibe, a fact not lost on the center’s ownership team. A kiosk 
tied to the internet reservations systems adjacent to the front desk, vis-
ible immediately upon entry, frees up the body of the front desk and al-
lows the typical customer to function in the familiar tech-heavy world.

“How you make the building more comfortable has to do with how 
you position technology to help on the administrative side,” Carl as-
serts. 

one-at-a-time ProjeCtS & CalCulateD moveS 
East Islip Lanes

East Islip, New York
Breakthrough: Dynamic displays enhance the bowler’s experience.
East Islip Lanes characterizes the standing of many centers across the 

nation: Small operations run with a fiscally conservative mindset and 
steady integration of proven industry products.

Built in 1959, the 40-lane center located an hour east of New York City 
looked every bit the part of a “normal” bowling center. A small snack 
bar and lounge greeted customers while improvements throughout the 
years had brought synthetic lanes and modern equipment.

Bucking the trend with its strong league base, GM Michael Gibiser and 
the center’s leadership focus on improving the center every 5-7 years 
with elements that deliver a revised customer experience and refresh the 
center’s look. Recent projects included new flooring and chairs, though 
the ownership team took a more aggressive stance in early 2010 when 
they installed U.S. Steltronic’s 3D Vision automatic scoring system.

Gibiser confesses, “It was time to modernize and keep customers hap-
py so they’d keep coming back.”

With U.S. Steltronic’s Vision scoring, the bulky 16-year-old monitors 
gave way to sleek 42-inch flat panels with high-end graphics. Imme-
diately, guests raved about the more stylish, glossy look as well as the 
high-quality screen images.

East Islip Lanes, which finished installation of the new scoring in late 
April, is now betting that the new system — and its associated hefty 
expense — translates into increased open play and party business. Mov-
ing forward, even pulling out of the recession for brighter days Gibiser 
and his colleagues plan to continue their diligent approach: making one 
strategic change at a time.

“Money dictates a lot of what you can do and you have to be careful 
not to extend yourself,” Gibiser says. “Few have a million bucks sitting 
in the bank, so being calculated and strategic is awfully important in any 
economy.”

Such a design strategy is as “modern” as anything an independent op-
eration can do and a sign of a trend expected to dominate the coming 
years.
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