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By Barry Sparks

In slightly more than 10 years, Pin-
stripes has grown from its original 

Northbrook venue in the Chicago 
area to eight locations. Pinstripes is 
known for its combination of bowl-
ing, bocce, made-from-scratch food, 
extensive wine list, craft beers and 
outstanding service.

Today, other Pinstripes locations 
include South Barrington, Ill.; Edina, 
Minn.; Oak Brook, Ill.; Georgetown, 
Washington, D.C.; North Bethesda, 
Md.; Chicago and Overland Park, 
Kan. Plans call for opening Pinstripes 
in Fort Worth, Cleveland, Houston, 
Dallas, Nashville and San Mateo, 
Calif., in the next few years.

Dale Schwartz, founder and CEO 
of Pinstripes, says the company plans 
to open four to fi ve locations per year, 
starting in 2019, with the goal of 100 
locations in North America. He says 
active discussions are underway for 
possible international markets.

Schwartz says the company’s stra-
tegic vision, that, “Pinstripes will offer 
people an alternative way to connect 
with others and have fun,” has fueled 
the company’s growth.

“We focus on the human-to-human 
connection,” he says. “Today, people 
are less connected than ever because 
of smart phones and the internet. 
People just don’t spend time socializ-
ing. We want to go back to the future 
and connect people through games, as 

well as quality food and drink.”
He says he has talked to many peo-

ple who agree with the premise of the 
book, Bowling Alone, which describes 
the disintegration of many social and 
religious structures along with com-
munities. That has led to fewer con-
nections and less socialization.

Schwartz says remembering the 
fun he had bowling in a kids’ league 
in Cleveland more than 45 years ago 
sparked a journey to re-create that 
nostalgic and fun connection with oth-
ers that most people seek.

According to Schwartz, the name 
Pinstripes, which he coined more than 
30 years ago, is a play on the bowling 

“pin” and is intended to generate an 
upscale image, given the association 
with “pinstripe” formal attire.

He believes the Pinstripes concept 
provides a unique alternative to just 
going to dinner or to the movies.

“We want Pinstripes to be a memo-
rable experience so customers will 
want to come back,” says Schwartz. 
“In fact, we want it to be more than 
memorable. We want it to be sticky, 
something they can’t shake. We want 
the urge to return to be powerful.”

When customers leave, Schwartz 
says he wants to hear them say things 
like:

• “We had fun. We need to come 

PINSTRIPES

All Dressed Up and
Everywhere to Go

Pinstripes specializes in sophisticated fun, and
founder Dale Schwartz is aiming for 100 venues.

From the left: Live Oak Bank’s Ben Jones (General Manager and FEC Domain 
Specialist, Entertainment Center Lending Team), Marien Stark (Loan Offi cer, Enter-
tainment Center Lending Team) and Kay Anderson (Director of Emerging Markets) 
meet with Pinstripes founder and CEO Dale Schwartz and Chief Operations Offi cer 
Chris Soukup during the recent F2FEC conference.
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back and do it again.”
• “We have to come back and try 

bocce.”
• “Oh my God, the food was fabu-

lous.”
• “Did you see that wedding recep-

tion? We have to have our next 
special event here.”

Chris Soukup, Chief Operations Of-
fi cer for Pinstripes, says the company 
emphasizes sophisticated fun.

“You don’t usually hear those two 
words together,” he says. “But they 
are a great combination. We combine 
scratch food, bever-
ages and recreation 
in a community 
environment. It’s a 
great escape from 
everyday life.”

 He points out 
that one Pinstripes 
location has a group 
of 40 to 50 women 
who come to play 
cards regularly and 
have lunch. Each 
Pinstripes venue 
also hosts more than 
2,000 events a year, 
including wedding 
receptions, corpo-
rate parties and 
special occasions.

One of the differentiators for 
Pinstripes is that food and beverage 
revenue drives the operation, accord-
ing to Soukup.

“Food and beverage has always 
been a differentiator of what we do,” 
he stresses. “We take great pride in 
our made-from-scratch food, wine 
list, crafted beers and handcrafted 
cocktails. We make our own pasta, 
sauces and gelato. Food presentation 
and quality are very important to us. 
We look at every product and ask, ‘Is 
it of the highest quality?’ Pinstripes is 
more like a restaurant with bowling 
and bocce. We are redefi ning many 
elements of the bowling experience.”

Mike Cairns, senior lender, enter-
tainment industry, for Live Oak Bank, 
says Schwartz and Pinstripes are lead-
ers in the relatively new concept.

“Dale recognizes that food and bev-
erage are kings,” he says. “He obsesses 
over food quality and exceptional ser-
vice. Dale wants to make everything 
the best it can be, even if it’s a grilled 
cheese sandwich. He has a different 
perspective, and as lenders, we learn 
from different perspectives. Dale has 
helped educate us.”

He continues: “Dale has a strong 

growth plan, 
and his approach appeals to millen-
nials and baby boomers. We believe 
Pinstripes has a bright future.”

Cairns touts Schwartz’s “amazing 
team with impressive backgrounds.” In 
addition to Schwartz and Soukup, Pin-
stripes’ executive team includes Cesar 
Gutierrez, Chief Culinary Offi cer; Lida 
Ahn, Chief Training Offi cer; Laura 
Krohmer, Chief Sales Offi cer; Karen 
Raviv, Chief Marketing Offi cer; and 
Robert Hense, Chief Development 
Offi cer.

Cairns says Schwartz is known for 
his methodical approach, extensive 
research, conducting due diligence 

and selecting the right locations.
Schwartz says, “If you fail to 

prepare, you prepare to fail.” It’s a 
philosophy that has served him well.

Live Oak Bank is the primary 
lender for Pinstripes, which is one of 
its largest customers in the entertain-
ment sector.

Kurt Harz, who retired from 
Brunswick after 40 years and served 
as a consultant to Live Oak Bank 
afterward, introduced Schwartz and 
Live Oak Bank offi cials in March 
2017. “Dale is one of the few business 
visionaries I’ve met during my career,” 
says Harz.

Schwartz has extensive experience 
in the formation, fi nancing and expan-
sion of various companies. He has a 
Bachelor of Arts degree from Colgate 
University and a Masters in Business 

Administration 
from the Har-
vard Business 
School. He has 
been involved 
in businesses 
ranging from a 
natural phar-
macy retailer to 
a biotechnology 
company.

“Pinstripes 
is a different 
playground 

than most of us are accustomed to,” 
offers Harz. “Dale has a great business 
sense.”

Harz says Schwartz and Live Oak 
Bank made an immediate connection.

“Live Oak understands the industry 
and its nuances. A lot of banks don’t. 
Live Oak Bank recognized the value 
of Dale’s non-traditional approach. 
They had the right combination of 
personnel and knowledge of the 
industry.”

Soukup credits Schwartz’s “dynamic 
vision” as the key to the company’s 
growth. “We don’t do things the nor-
mal way,” he says. “We’re outside the 

From the beginning, Pinstripes has al-
ways stressed its food-and-beverage 
program. The mostly-Italian fare is 
made from scratch, including sauces 
and even the gelato (not shown, to 
prevent hunger pangs).
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box; we’re a disruptive brand.”
Certainly, Pinstripes’ menu and bev-

erage list are out of the ordinary when 
it comes to bowling venues.

Pinstripes’ menu features wood-
fi red pizza, homemade pasta and 
sauces (such as angel hair pomodoro 
and fettuccini Bolognese), and chef 
specialties (such as fi let mignon trio 
and maple glazed salmon). A variety 
of sandwiches includes open-face 
grilled salmon and prime rib dip, 
while crispy calamari and stuffed 
mushrooms can be ordered as appe-
tizers. Homemade gelato, caramelized 
cheesecake and Frangelico chocolate 
cake top the list of delectable desserts.

The menu also includes late-night 
fare, Sunday brunch, happy hour 
items and gluten-free food.

Pinstripes changes its menu, includ-
ing wine and beer selections, every six 
months in an effort to stay seasonal 
and appealing.

The wine list rivals those of fi ne-din-
ing restaurants. Customers can select 
from nearly 50 different bottlings, 
including many from Napa Valley 
and Italy. Some of the selections 
include Henry Chardonnay, Stemmari 
Pinot Noir, Regusci Winery Cabernet 
Sauvignon and Dogajolo Rosato. Craft 
beers and handcrafted cocktails round 
out the drink menu.

 Soukup, who spent some of his 
career working in Napa Valley, says 
people can enjoy wine while bowling 
or playing bocce. 

“Pinstripes has a great relationship 
with winemakers and owners,” he 

says. “The team visits 
Napa Valley every year. 
We have spent a lot of 
time fi guring out what 
wines will work for our 
various venues. The wine 
list may vary slightly from 
venue to venue.”

Each Pinstripes loca-
tion also features craft 
beer from its area. “We 
support the local brewer-
ies,” comments Soukup. 
“At our Overland Park 
and Edina locations, we 
feature only craft beers 
brewed in the Kansas 
City area and Minne-
sota. Craft beer helps 
to provide something 
unique to each location.”

With wine, bocce, 
homemade pasta 
and sauces, as well as 
homemade gelato, an 
Italian-American theme 
is strongly present at 
Pinstripes.

When asked why the 
company decided to 
offer bocce, in addition 

to bowling, Soukup referenced the 
Italian-America theme. In Italy, many 
restaurants and wineries have bocce 
courts. It’s one of the major forms of 
socialization. 

“Bocce is a sophisticated game, but 
it’s simple — everyone can play it,” 
stresses Soukup.

When you think about it, Italians 
are masters at making human-to-
human connections. How do they do 
it? Through wine, food and games.

Schwartz says Pinstripes has man-
aged to retain its focus over the years, 
and it has served them well.

“Food, beverages, bowling and 
bocce, along with excellent service, 
have been our focuses. We haven’t 
branched out to arcades, shuffl eboard, 
ping pong, darts or billiards. Focus has 

Pinstripes founder Dale Schwartz wanted to provide activities and spaces — including bowling 
lanes, bocce courts and meeting rooms — where people could socialize and reconnect with one 
another, the antithesis of Bowling Alone.
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been important to us,” he says.
Soukup and Schwartz say Pinstripes 

is constantly working to improve ele-
ments of its operation, whether it’s the 
artwork on the walls, the design or the 
menu.

Most Pinstripes locations have a wa-
ter element or fi re pits as part of their 
design, something that’s far beyond 
traditional bowling facilities. Most 
have patios that typically overlook a 
lake or a stream. Guests can curl up 
with a blanket in front of the outdoor 
fi replace with a cocktail, or gather 
with friends for an evening of bowl-
ing, bocce and dinner.

Soukup says Pinstripes has tight-
ened up its operation, as most of its 
newer locations have fewer square 
feet. The average square footage has 

dropped from 38,000 to 27,000.
“We are intentionally getting smaller 

and increasing our effi ciency,” he 
explains. “Every location is tailored to 
the square footage available. That’s 
why we have different layouts. The 
number of bowling lanes and bocce 
courts depends on the space. Bowling 
lanes range from 11 to 20, depending 
on the location.”

In the past decade, Schwartz says he 
probably has been most surprised by 
how diffi cult it can be to hire the right 
team members for the right positions.

“People are our greatest asset,” 
he stresses. “We are always looking 
for team members and leaders who 
share our commitment to delivering 
the most memorable and amazing 
dining and entertainment experience 

to our guests.
“It can be a challenging environ-

ment,” adds Schwartz. “We have 
gotten better, however, at hiring the 
right people.”

Over the years, Schwartz says 
Pinstripes has improved its training — 
particularly the emphasis on service 
— streamlined its menu and revised 
the protocols for preparing many of its 
menu items.

Schwartz says he and his team 
have constantly been guided by Walt 
Disney’s quote: “While there is a very 
little adult in a child, there is a lot of 
child in every adult.”

“We take that to heart,” he says. We 
want people to connect with friends 
and family, to play and change their 
frame of mind.”

Pinstripes
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