
customers about the services we had to offer, 
such as meeting room availability, birthday par-
ties, fun family programs — were displayed day 
one as we wanted to turn the short-term buzz 
to long-term repeat business.”

The facility has increased its customer base 
by about 30 percent (see page 12 chart for 
details), according to Keener. “The main in-
crease has been in family patronage, such as 
birthday parties and Family Readiness Group 
(FRG) use.”

The main reason for the increase in cus-
tomer base and sales is its drastic renovation and re-imagining 
from what it was previously. “The previous bowling center, 
‘Casey Lanes,’ was a typical 1980s building with the look 
of the ’70s.” 

Casey Lanes also had no theme and had a “cookie-cutter 
quality” to it, which Keener said needed a change. “It oc-
curred to me that all of the training I had taken always put 
great emphasis on ‘thinking out of the box’ in our planning, 
but the reality always seemed to turn out that the end result 
was usually the status quo,” he said. “My ‘out of the box’ 
thinking was, ‘If I were the captain of this ship (wait! I am 
the manager of this bowling center — I am the captain of this 
ship), I would either run her against a reef and scuttle her, or 
place her into dry dock and refurbish the riggings.’” 

The idea to have a pirate theme for the new facility came 
from Keener himself, who as a child loved a television se-
ries called ‘The Buccaneers’ starring Robert Shaw. “I also 

The new Buccaneer Bowl at Camp Casey in Korea is a 
state-of-the-art recreation facility that has become an 
immediate and roaring success. 

“Initially the revenue went through the roof as the com-
munity rushed to see what we had created,” said Gerald “Fish” 
Keener, manager of the facility. “We realized record-setting 
sales the first few weeks of opening. All departments were 
doubling what they had done previously. I knew that the initial 
surge would not continue forever and that we had a limited 
time to capture the new market that were coming in to see 
what we had to offer.”

To keep interest in the new facility high, Keener focused 
on customer service. “It was priority one with an eye on 
high-quality food being prepared and served to the customer 
in a quick and professional manner,” he explained. “Newly 
developed programs like Walk the Plank Bowling and Walk 
the Plank Poker — along with the process of informing our 

Camp
Casey

Says “AHOY”
to New Bowling 

Facility
The newly renovated bowling center, Bucca-
neer Bowl, features a pirate theme throughout, 

including the bowling lanes and décor.

A stately 8-foot-tall Captain 
Hook enhances the overall 
theme and décor of the newly 
renovated Buccaneer Bowl. 
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and act funny, I regressed to my childhood and went with the 
Buccaneer/Long John Silver look, and fast forwarded to the 
present Pirates of the Caribbean look and came up with the 
concept that we currently have.”

Keener explained that a new pirate theme was not an easy 
thing to accomplish. “I had to first sell the idea to my su-

pervisors, and that took three years,” he said. “Then, 
a suitable contractor had to be found with just 
the right internal design person affiliated with it. 
The decorator and his crew watched every pirate 
movie they could find before presenting their 
concept of what they believed that I wanted.”

The Buccaneer theme extends to the snack 
bar, now called the Bowler’s Grotto, as it ap-
pears to the customer to be located at the front 
of a cave. Pirates’ loot and buccaneer bones 
encased in glass greet bowlers at the reception 
desk, and employees attired in blue Buccaneer 
shirts serve them. “Many of the sandwiches have 
been redone or replaced with pirate-sounding 
names, such as the Buccaneer Burger,” he said. 
“We had extensive input and valuable assistance 
from Bill Koepp of Orion Foods, who provided 
us with new fast food ideas, and helped with 

enjoyed watching movies about 
pirates,” he said. “In particular, 
I liked a character in ‘Treasure 
Island’ named Long John Silver. 
I resolved to formulate a plan and 
to work that plan to completion.”

The pirate theme started with a 
partnership with Brunswick Bowl-
ing (in conjunction with Complete 
Bowling Service), which provided all of the 
bowling equipment, as well as some furnishings 
and support products. 

“The improvements included 14 graphic lanes 
resembling an ocean,” he said. “A sea battle rages 
between Pirates and the Crown. Sea monsters 
peek at the bowlers as they roll their cannon 
balls down the sea-themed lanes. Double-tiered 
mast units that are populated with swashbuckling buc-
caneers, ghostly ships, pictures of flaming cannon balls 
and a mysterious pirates’ treasure map further enhance 
the bowlers’ experience. The seating area is furnished 
with comfortable brown tables that are in line with the 
pirate theme that appears to place them right on deck of 
a ship flying the Jolly Roger.”

Keener and his team searched far and wide for other 
décor necessary for the theme. “We searched the Seven 
Seas and even some landlubber dry docks with an eye on 
accenting the theme. Ships’ clocks, wheels, three pirate 
masts, Jolly Rogers, as well as tables, work desks and 
deck décor were purchased from several vendors located 
all over the world. A stately 8-foot-tall Captain Hook 
came from Incheon Port (in Korea), while a spyglass 
on display came from England. Most of the items were 
located in the inventories of stateside providers.”

It was important to take a balanced approach with the 
décor. “Our customer base ranges from family to young 
soldiers to retired folk, so we designed the building, decora-
tions and programs in such a way that it would not be too 
corny or cartoonish,” he said. “We also could not go too far to 
the ‘dark side’ and alienate our family-values base. We always 
kept in mind that our primary customer base is active-duty 
soldiers, family members, retirees, etc. After long delibera-
tion, and the fact that I 
love to dress up 

Bowling Center Numbers
(Then and Now)

• Cost of renovation: $1.2 Million

• Average revenues (pre-renovation):  
Bowling - $12,000 a month; Food - $8,000 per month

• Average revenues (post-renovation):  
Bowling - $16,000 a month; Food $12,000 per month

• Average customer count (pre-renovation):  
60 per day during the week and 110 on weekends 
(estimated)

• Average customer count (post-renovation):  
100 per day during the week and 310 on weekends

The snack bar, now 
called the Bowler’s 
Grotto, provides a 
variety of food, 
beverage and snack 
options, all with a 

pirate theme.  
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that had once housed the 
administrative office. It has 
now been renamed “Davey 
Jones” Locker Room. 

The previous center had 
a rarely used Pro Shop that 
was stationed just inside the 
entrance. The shop was down-
sized to “A Bowlers’ Support 
Shop” featuring basic ser-
vices, such as plugging and 
sanding. It is now located at 
the rear of the facility behind 
the pinsetter machines. The 
space it previously occupied 
is now utilized as a Home 
Theater room featuring a 51-
inch 3D television and ample 
seating with tables, making 
it an ideal space for FRG 
meetings, birthday parties and 
more, according to Keener. A 
game room was installed for 
the Army Recreation Machine 
Program (ARMP) recreation 
machines, complete with a 
full functioning bar for use 
during private functions and 
three state-of-the-art, casino-
quality poker tables.

The poker tables, provided 
by a local vendor, were pur-
chased to support a special 

bowling program at Buccaneer 
Bowl called Bowling For Chips. In 

the program, participating bowlers roll 
a three-game series. The three scores are 

added together to get a total, and that total is 
multiplied three times to get a poker chip amount. 

The bowler then becomes a Texas Hold’em player 
and competes in a tournament to decide the overall winner. 
The winners are recognized with 20 free games of bowling, 
a $60 value.

Response to the new facility has been overwhelmingly 
positive since its opening in August. “The positive recep-
tion has exceeded our expectations,” said Keener. “Positive 
comments have increased significantly, and many of the pre-
opening skeptics have been won over. Of particular note is that 
the morale of the employees working here has most greatly 
improved since our grand re-opening. They have a feeling 
of ownership and are proud of the center. Their enthusiasm 
shows in the quality of their work and in the way they interact 
with our customers. This results in more satisfied customers 
and repeat visits by them.” —MCH

the cost analysis in order to 
keep us in line with our de-
partment labor-versus-sales-
volume goals.”

This month, a new burger, 
“The Captain Jack” is sched-
uled to be unveiled. “Featur-
ing Black Angus Beef and a 
collectable pirate action figure 
for each purchase, this prom-
ises to be a real swashbuckler 
of a deal,” said Keener. “The 
USAG Korea Area I Market-
ing Department Chief, Frank 
Desilva, has developed a most 
outstanding and imaginative 
marketing campaign to intro-
duce our new burger to the 
public. It will be featured in 
our monthly marketing maga-
zine, ‘In The Zone,’ which ties 
the burger into an event.”

The food and beverages 
served at the Bowler’s Grotto 
are ordered through the Area 
I Service Division. “They are 
an excellent source, easy to 
work with and are willing to 
go the extra mile in accom-
modating special orders,” he 
said. “They even deliver to 
our back door! We at Bucca-
neer Bowl may be a bit out of the 
box, but it is just good business to 
comply with the 80-20 rule. That is 
80 percent or more of our purchases are 
from our Service Division. If they don’t 
have it in stock, they usually find it elsewhere 
and provide it. Orion Foods representative Bill 
Koepp is always introducing new food items and 
combinations that attract our customers.”

In addition to its décor, the entire layout of the facility 
was redesigned and configured to better locate the various 
departments, offices and customer service areas with an eye 
on enhancing the theme, customer enjoyment and employee 
motion at work. “Departments that required employees to 
walk all the way across the old center to assist in another area 
no longer have to do that,” Keener explained. “The customer 
service desk for lane assignments and the snack bar food 
counter areas were narrowed down from approximately 40 
feet apart to just 3 feet.”

The rental lockers that had previously been spread down 
the left and right lengths of the center alongside lanes 1 and 
14 are now located in the customer traffic area in a room 
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