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HAPPY
HOUR!



HOUR
HAPPY

B E V E R A G E  S T R A T E G Y  T A S K  F O R C E Cheers!
b e f o r e  e a c h  q u a r t e r l y

c a l l ,  w e  w i l l  s h a r e  t h e

" h a p p y  h o u r  r e c i p e "  w i t h

y o u !

p r e p a r e  t h e  " s p i r i t - f r e e "

d r i n k  i n  a d v a n c e  o f  o u r

c a l l  t i m e ,  s o  w e  c a n  a l l

s i p  a n d  c h e e r s  t o g e t h e r

d u r i n g  o u r  m e e t i n g !
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SPIRIT FREE COCKTAIL 

“ZERO PROOF” BEVERAGES for every occasion
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H A P P Y  H O U R  T A L K
G R O U P  C O N V E R S A T I O N

QUESTIONS?QUESTIONS?

IDEAS?IDEAS?

FEEDBACK?FEEDBACK?
How does the recipe taste?

Do you think your guests will like it?

Was it simple enough to make?

Do you need help with how to implement/ sell at your property?

Do you need help sourcing the ingredients?

What types of F&B services/ functions could
you use this recipe with?

What are some fun ways to "tell the story"?
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C A L L  T O  A C T I O N
F I E L D  B E V E R A G E  C H A M P I O N S

Use today's featured recipe
(or your own variation)
at your property, and share
with us!

Either use this recipe or develop your own version using an energy drink to create a
craft “spirit free“ drink feature1

Feature this suggestive recipe or something similar at your property, before our
next quarterly Beverage Strategy Task Force call, held on Friday, July 19th 2

Be sure to display messaging and storytelling about the drink you feature for your
clients and guests to see. Have fun with the recipe, and give people a story to go along
with it!

3

Take pictures of your property featuring the drink, write a quick summary of how
you chose to serve it, and send your story to Mitzy by Friday, June 14th4

Mitzy Ocasio
Georgia World Congress Center
Director of Customer Experience
mocasio@levyrestaurants.com
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https://www.levyexperience.com/core-standards-core-solutions-copy-1
https://www.levyexperience.com/core-standards-core-solutions-copy-1
https://www.levyexperience.com/core-standards-core-solutions-copy-1
https://www.levyexperience.com/core-standards-core-solutions-copy-1
mailto:jhenriquez@Levyrestaurants.com
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LOOKING
BACK



MAIN TOPICS....MAIN TOPICS....

2024 BEVERAGE TRENDS CONVENTION CENTERS WINE SALES RTD WINE

BARTESIAN COCKTAIL MAKER LEVY CORE BEVERAGE GUIDE:
DEI & SUSTAINABLE PRODUCTS

GOALS WITH BEVERAGE
ACTION ITEMS

L A S T  Q U A R T E R ' S  M E E T I N G
D I S C U S S I O N  O V E R V I E W
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Click here to
download

December’s full
call deck

https://drive.google.com/file/d/1jlcDAgeUNZIYgnDMveutFM0a9-CXgln_/view?usp=sharing
https://drive.google.com/file/d/1jlcDAgeUNZIYgnDMveutFM0a9-CXgln_/view?usp=sharing
https://drive.google.com/file/d/1jlcDAgeUNZIYgnDMveutFM0a9-CXgln_/view?usp=sharing
https://drive.google.com/file/d/1jlcDAgeUNZIYgnDMveutFM0a9-CXgln_/view?usp=sharing


c l i c k  h e r e
f o r  m o r e  d e t a i l s

De c em b e r
2023

O r d e r  a  B a r t e s i a n  C o c k t a i l
M a k e r  &  D e v e l o p

P r o g r a m m i n g  O p p o r t u n i t i e s
a t  Y o u r  P r o p e r t y

09L A S T  Q U A R T E R ' S  M E E T I N G
A C T I O N  I T E M S

Click here
to download

Bartesian
Ordering Guide

W i t h  t h e  g o a l  o f  b e t t e r
t r a c k i n g  s a l e s  o f  w i n e ,  g e t

w i t h  y o u r  p u r c h a s i n g  t e a m  t o
h a v e  t h e m  k e y  t h e  a c t u a l

w i n e  d e t a i l  i n t o  I n f o r

Click here
to download

CC Wine Sales
Overview

Guide

L o o k  a t  t h e  b e v e r a g e  t r e n d s
f o r e c a s t e d  f o r  2 0 2 4 ,  a n d  u s e
a t  l e a s t o n e  o f  t h e m  a t  y o u r

p r o p e r t y

Click here for
Beverage Trend

Information

E i t h e r  u s e  t h e  E a r l  G r e y  H a p p y
H o u r  C o c k t a i l  r e c i p e  o r  d e v e l o p

y o u r  o w n  c o c k t a i l /  s p i r i t - f r e e
b e v e r a g e  t h a t  i n c o r p o r a t e s

b e r g a  m o t  f l a v o r i n g

Click here for
recipe

information

https://www.levyexperience.com/_files/ugd/17ac15_6f72a72b548a498ba002d4191fc143ac.pdf
https://drive.google.com/file/d/1ri-Y7yb3TViKgBnY9O7-8F-e7Wqhn7g3/view?usp=sharing
https://drive.google.com/file/d/1ri-Y7yb3TViKgBnY9O7-8F-e7Wqhn7g3/view?usp=sharing
https://drive.google.com/file/d/1ri-Y7yb3TViKgBnY9O7-8F-e7Wqhn7g3/view?usp=sharing
https://drive.google.com/file/d/1ri-Y7yb3TViKgBnY9O7-8F-e7Wqhn7g3/view?usp=sharing
https://drive.google.com/file/d/1OexRt57aC5EFXHHlN94zGWPapGXuOqA4/view?usp=sharing
https://drive.google.com/file/d/1OexRt57aC5EFXHHlN94zGWPapGXuOqA4/view?usp=sharing
https://drive.google.com/file/d/1OexRt57aC5EFXHHlN94zGWPapGXuOqA4/view?usp=sharing
https://drive.google.com/file/d/1OexRt57aC5EFXHHlN94zGWPapGXuOqA4/view?usp=sharing
https://drive.google.com/file/d/1OexRt57aC5EFXHHlN94zGWPapGXuOqA4/view?usp=sharing
https://drive.google.com/file/d/1E9LvDA8gzXWas5FW84g01fpKXmxXdceA/view?usp=sharing
https://drive.google.com/file/d/1E9LvDA8gzXWas5FW84g01fpKXmxXdceA/view?usp=sharing
https://drive.google.com/file/d/1E9LvDA8gzXWas5FW84g01fpKXmxXdceA/view?usp=sharing
https://drive.google.com/file/d/1qA4qcHT3hckzXCXkMQ8vwj7rI2zGeWPX/view?usp=sharing
https://drive.google.com/file/d/1qA4qcHT3hckzXCXkMQ8vwj7rI2zGeWPX/view?usp=sharing
https://drive.google.com/file/d/1qA4qcHT3hckzXCXkMQ8vwj7rI2zGeWPX/view?usp=sharing


B E V E R A G E  A C T I O N  I T E M S
I M P L E M E N T A T I O N  C O N V E R S A T I O N
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1

2
Did anyone look through the 2023 & 2024 beverage
trends and either feature or start incorporating
something new? If so, what?

Did you use the Earl Grey Holiday Cocktail recipe or
feature a craft cocktail that incorporates bergamot
flavoring? If so, how?

3

4 Did you order a Bartesian Cocktail Maker? And if so, how
have you started to apply it in your service environments?

Has your property/ purchasing team started to accurately
key-in your wine sales through Infor?

     F E E D B A C

K
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YOUR
PURPOSE



Y O U R  P U R P O S E

To be your property's beverage expert

To drive and influence beverage change and evolution
within your property location

To collaborate with the Beverage Strategy Task Force
team, and contribute to the monthly discussions

To actively implement the learnings, processes and
"Action Items" identified during the quarterly meetings

BEVERAGE STRATEGY TASK  FORCE
F IELD CHAMPIONS

12



Attendance will be taken and reported out with
the post-call progress report that gets shared
with the Regional Leadership team/ all property
DO's/ GM's & VPH's

Property GM/ DO or Field Champion to notify
Julio in advance if they are unable to attend the
quarterly call

We are looking for full CC Division property
attendance and active engagement with every
quarterly Beverage Strategy Task Force call

100% property participation is imperative to the
success of this beverage-centric initiative 

The property assigned Beverage Field Champion
may send another person from their property in
their place, if they are unable to attend the call

Property GM/ DO to select who their
replacement will be if needed, in order to have
100% property participation

C A L L  A T T E N D A N C E  G O A L S
1 0 0 %  P R O P E R T Y  P A R T I C I P A T I O N

If your property is unable to have representation
on a quarterly call, rest assured... there are
methods in place to help your Beverage Field
Champion catch up! Including.....

Video recording of the meeting attached
within the ‘chat’ on the corresponding
Microsoft Teams Calendar Invite 

Presentation deck shared via email by Julio
after the call concludes

The presentation deck is also posted to the
Beverage Strategy Webpage

Quick-view placement of the call’s “Action
Items” housed on the Beverage Strategy
Webpage for ease in access

Additionally, Julio will follow up with all
properties/ Field Champions who missed the
quarterly call to see if they need any information
regarding how to access these catch-up tools,
and provide any additional support with
questions involving the topics discussed

1113



A N D R E W  H E E F N E R
D I R E C T O R  O F  O P E R A T I O N S
G W C C

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

O M A H A :  C H I  H E A L T H  C E N T E R

S H E N E K A  P E R R Y M O N D
D I R .  O F  R E S T A U R A N T S
G R B

T R I S T A N  L E M O N S
R & C  M A N A G E R
G R B

M I C H A E L  C O M O
S E N I O R  C A T E R I N G  S A L E S
D M C C /  A R L I N G T O N  C C

S E A N  C A L H O U N
D I R E C T O R  O F  B E V E R A G E
G W C C

M A R I A  R I V A S
S E N I O R  S A L E S  M A N A G E R
P U E R T O  R I C O  C C

L A U R E N  T E D F O R D
S E N I O R  C A T E R I N G  S A L E S
M I S S I S S I P P I  C C

J O S E P H  C R A M E R
S R .  O P S  M A N A G E R
A M E R I C A ' S  C E N T E R

M A R K  S T U E S S E
S R .  O P S  M A N A G E R
A M E R I C A ' S  C E N T E R

C H E L S E A  H A R N E Y
C A T E R I N G  S A L E S
T H E  C L A S S I C  C E N T E R

L U C  L A C E R T E
D I R .  O F  B A R S  &  C A F E S
A U S T I N  C C

M A T T  T I N S L E Y
S R  O P E R A T I O N S  M A N A G E R
B O S T O N  C C

L A U R E N  L A U R E N T
D I R .  O F  C A T E R I N G  S A L E S
G R E A T E R  C O L U M B U S  C C

K A T H R Y N  Y A R A N O
C A T E R I N G  S A L E S  M A N A G E R
G R E A T E R  C O L U M B U S  C C

C H R I S T O P H E R  O B E N O U R
D I R .  O F  P U R C H A S I N G
G R E A T E R  C O L U M B U S  C C

J E N N I F E R  A S W E G A N  
G E N E R A L  M A N A G E R
C H A T A N O O G A  C C

J E N I F E R  P I N A D E L O P E Z
D I R .  O F  P R E M I U M
H Y N E S

P A T T Y  F O L E Y
A S S I S T  D I R E C T O R  C A T E R I N G
J A V I T S  C C

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

D A V I D  M E L A R A
A S S I S T A N T  G M
S A N T A  C L A R A  C C

S T E P H A N I E  H E N D E R S H O T
S R .  C A T E R I N G  S A L E S
O R E G O N  C C

S T E P H E N  S C H N E I D E R
G E N E R A L  M A N A G E R
P O R T L A N D  E X P O

A N D R E W  K I N G
R & C /  B A R  M A N A G E R
D A V I D  L .  L A W R E N C E  C C

K E N N Y  B E D A R D
P U R C H A S E R
D A V I D  L .  L A W R E N C E  C C

A M A N D A  S U K H L A L
B A N Q U E T  M A N A G E R
J A V I T S  C E N T E R

CHANGES WITH
PROPERTY BEVERAGE
FIELD CHAMPIONS?

PLEASE REACH OUT TO:

M I T Z Y  O C A S I O
D I R .  O F  G U E S T  E X P E R I E N C E
G W C C

1114

R E B E C C A  C O O K S E Y
S R .  C A T E R I N G  S A L E S  M A N A G E R
L O S  A N G E L E S  C C

A R I A N A  S A C C H I
B A N Q U E T  M A N A G E R
S A N T A  C L A R A  C C

F I E L D  C H A M P I O N  A T T E N D A N C E  R E P O R T
A P R I L  1 9 ,  2 0 2 4

A L E X I S  D E L I V O R I A S
C A T E R I N G  S A L E S  M A N A G E R
B O S T O N  C C

S T E V E  V I N I N G
G E N E R A L  M A N A G E R
M I S S I S S I P P I  C C

J A M I E  M C G O L D R I C K
F O H  L E A D
D A V I D  L .  L A W R E N C E  C C

E I M A N  K A R I M
D R .  H O S P  S T R A T E G Y
B O S T O N  C C

M I C H A E L  C H R I S T I A N
T B D  O N  T I T L E
H Y N E S

M I K E  W E R N E R
B E V E R A G E  M A N A G E R
G R E A T E R  C O L U M B U S  C C

B I A N C A  K I S I N
D I G I T A L  M E D I A  S T R A T E G I S T
J A V I T S  C C

A U R E L I U S  J E N K I N S
C A T E R I N G  S A L E S
J A V I T S  C E N T E R

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

A D R I A N A  M E S T R E S
T B D  O N  T I T L E
P U E R T O  R I C O  C C

F O R E S T  E V A N S
D I R .  O F  B A N Q U E T S
C L E V E L A N D  C C

J O S H  N O R M A N
S R .  O P S  M A N A G E R
C L E V E L A N D  C C

M E L I S A  K A S T E N
C R E A T I V E  D E S I G N E R
C L E V E L A N D  C C

A M A N D A  A K E R S
A S S I S T A N T  G M
K E N T U C K Y  E X P O

M I C H A E L  S M I T H
S E N I O R  P U R C H A S E R
H A W A I I  C C

V I K R A M  H E R M O N
A S S I S T A N T  G M
K E N T U C K Y  C C

E D S O N  V I Z C A R R A
T B D  O N  T I T L E
R U P P  A R E N A /  L E X I N G T O N  C C

M E R I D I T H  L A M B E R T
A R E A  D I R E C T O R  O F  S A L E S
S P O K A N E  C C

A S I A  R O S S
S R .  C A T E R I N G  S A L E S
R U P P  A R E N A /  L E X I N G T O N  C C

J E F F R E Y  S C H M I D T
A S S I S T A N T  G M
K E N T U C K Y  E X P O

A S H L E Y  P E A R C E
C A T E R I N G  S A L E S
S P O K A N E  C C

C H R I S  B R O W N
D I R .  O F  P R E M I U M
W I S C O N S I N  C E N T E R  D I S T R I C T

H E A T H E R  M C K E N Z I E
T B D  O N  T I T L E
K E N T U C K Y  E X P O

J O H N  W A L L A C E
P U R C H A S I N G
K E N T U C K Y  E X P O

J U S T I C E  M O N H O L L E N
T B D  O N  T I T L E
R U P P  A R E N A /  L E X I N G T O N  C C

Mitzy Ocasio
Georgia World Congress Center
Director of Customer Experience

mocasio@levyrestaurants.com

mailto:jhenriquez@Levyrestaurants.com


B E V E R A G E  A C T I O N  I T E M S
G O A L S

B
ev
er
ag
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ield Cham
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OUR WAY OF PROVIDING SUGGESTIVE
IDEAS THAT MEET THE UNDERLYING

“BEVERAGE OBJECTIVE”

SCALE & get CREATIVE with the action items to make them fit for
your property

EXPLAIN & DISCUSS what does and doesn't work for you

SUGGEST alternatives! If our suggestions aren't right for you,
what else can you suggest that’s similar or meetings the
underlying beverage objective?

EXTENDING the “Due Date”! If you don’t think you will be able to
implement the action items in time for our next quarterly call ...
that’s ok! Continue to think of ways to still achieve the action
items regardless of the deadlines

SHARE with your peers and fellow Beverage Field Champions.
Lean on one-another for tips, tricks and implementation guidance

 “These are example ideas. Not the ONLY ideas…”

Property Example:
Michael Como at the Dallas Market
Center did not use the Pineapple
Tepache recipe from June’s call. He
did however find ANOTHER recipe that
worked well for their property with a
“zero waste” jalapeno margarita 



T H I S  Q U A R T E R ' S  A C T I O N  I T E M S
F I E L D  C H A M P I O N  T O - D O ’ S

1116

1

2

3

4

list of sustainable/ organic & DEI beer, wine & spirit brands
must be added to every property’s bar menu within the
convention center division

5 A bullet point overview inclusive of your progress with all of
the above, as well as pictures to support each action item

DUE DATE FOR ALL OF THE ABOVE:
Friday, June 14th

Either use the celcius happy hour recipe or develop your own
version using an energy drink to create a craft “spirit free“
drink feature

learn about each new bar product brand, and find ways to
tell the sustainability & DEI stories to your clients and
guests

QUESTIONS?

As a Beverage Field Champion, you are your property’s chosen
representative that’s responsible for taking the learning objectives
that we share during our quarterly calls, and finding ways to use &

them within your venue

Not all suggestive beverage “Action Items” are 
“one-size-fits all”, and finding ways to appropriately SCALE &

creatively MODIFY the ideas to fit the nature of YOUR business will be
important

 If you aren't sure how to achieve the “Action Items” in a way that
works best for your property, reach out for advise, tips, tricks, and even

some on-on-one brainstorming conversation. 
We are here to help!

Additionally, look to your fellow Beverage Field Champions for
guidance. The best ideas come from all of you within your properties.

Lean on one-another for implementation collaboration

Let’s make impactful, division-wide change with our beverage
programming, together!

Start suggesting signature cocktails in the sales process
with clients to cut down on full bar setups

Mitzy Ocasio
Georgia World Congress Center
Director of Customer Experience
mocasio@levyrestaurants.com

mailto:jhenriquez@Levyrestaurants.com


sean calhoun

BEVERAGE
FIELD CHAMPION

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

Georgia World Congress Center 
F&B Consultant/ Food & Beverage Services

jacalhoun@gwcc.com

17Thank you, Sean Calhoun & the Levy GWCC Team for

developing programming for the Bartesian Cocktail maker!



18B A R T E S I A N  C O C K T A I L  M A K E R
G W C C  P R O G R A M M I N G  P L A N

click here to
download word

document

click here to
download

sales info sheet

https://docs.google.com/document/d/10A4qSmioKyiTbh1tSZz-k9CvWqWNiRYm/edit?usp=sharing&ouid=100734658367482609431&rtpof=true&sd=true
https://docs.google.com/document/d/10A4qSmioKyiTbh1tSZz-k9CvWqWNiRYm/edit?usp=sharing&ouid=100734658367482609431&rtpof=true&sd=true
https://docs.google.com/document/d/10A4qSmioKyiTbh1tSZz-k9CvWqWNiRYm/edit?usp=sharing&ouid=100734658367482609431&rtpof=true&sd=true
https://drive.google.com/file/d/1dh87cvYDaWoDaE15Ws_sqd8m69qdIeUT/view?usp=sharing
https://drive.google.com/file/d/1dh87cvYDaWoDaE15Ws_sqd8m69qdIeUT/view?usp=sharing
https://drive.google.com/file/d/1dh87cvYDaWoDaE15Ws_sqd8m69qdIeUT/view?usp=sharing
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4.1CORE BEVERAGE
PROGRAM INSIGHTS

BEVERAGE STRATEGY
TASK  FORCE

20

Andrew Brinkman
Sr. Director of Beverage
Levy Core Solutions
andrew.brinkman@levyrestaurants.com

mailto:arusso@levyrestaurants.com


R F P  P R O C E S S
I N S I G H T S

3

1

2

1

2

This Spring, Levy will conduct another Request for Proposal from alcohol suppliers and
distributors

The Home Office Beverage Team will evaluate potential new offerings in May, launching a new
Core Beverage Program (Core Beverage List) July 1st

The Core Program (Core Beverage List) is looking for strategic opportunities for pricing,
aspects of the program

Submit an exception report based on the beverage program. Internally released July 1st, live
October 1st

Submit an exception report based on the 2025 program but use 2024 as a guide leading up to
July

Exception Requests...

Changes are being made to the current Core Beverage List/ Program...

21



22B E E R
S T R A T E G Y  &  I N S I G H T S

Click here for
full Core
Beverage

Program Guide

https://drive.google.com/file/d/1_gQi6EvxjuHCBExkvCrEHLNIGJMkHIzR/view?usp=sharing
https://drive.google.com/file/d/1_gQi6EvxjuHCBExkvCrEHLNIGJMkHIzR/view?usp=sharing
https://drive.google.com/file/d/1_gQi6EvxjuHCBExkvCrEHLNIGJMkHIzR/view?usp=sharing
https://drive.google.com/file/d/1_gQi6EvxjuHCBExkvCrEHLNIGJMkHIzR/view?usp=sharing


23S P I R I T S
S T R A T E G Y  &  I N S I G H T S



24W I N E
S T R A T E G Y  &  I N S I G H T S



25S U S T A I N A B L E ,  O R G A N I C  &  D E I
L E V Y  C O R E  B R A N D S

Click here for
full Core
Beverage

Program Guide

https://drive.google.com/file/d/1_gQi6EvxjuHCBExkvCrEHLNIGJMkHIzR/view?usp=sharing
https://drive.google.com/file/d/1_gQi6EvxjuHCBExkvCrEHLNIGJMkHIzR/view?usp=sharing
https://drive.google.com/file/d/1_gQi6EvxjuHCBExkvCrEHLNIGJMkHIzR/view?usp=sharing
https://drive.google.com/file/d/1_gQi6EvxjuHCBExkvCrEHLNIGJMkHIzR/view?usp=sharing


C O R E  B E V E R A G E  T O O L S
L E V Y  D I S H

26

Andrew Brinkman
Sr. Director of Beverage
Levy Core Solutions
andrew.brinkman@levyrestaurants.com

QUESTIONS?
click here to
access the

beverage page
on Levy Dish

https://cpgplc.sharepoint.com/sites/US-MyC-Levy/core-solutions-beverage/
mailto:arusso@levyrestaurants.com
https://cpgplc.sharepoint.com/sites/US-MyC-Levy/core-solutions-beverage/
https://cpgplc.sharepoint.com/sites/US-MyC-Levy/core-solutions-beverage/
https://cpgplc.sharepoint.com/sites/US-MyC-Levy/core-solutions-beverage/
https://cpgplc.sharepoint.com/sites/US-MyC-Levy/core-solutions-beverage/
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Hilary Barash
Levy Convention Centers
Regional Manager of Experience Design Strategy
hbarash@levyrestaurants.com

mailto:hbarash@levyrestaurants.com


1128C C  B A R  P R O D U C T  S T A N D A R D S
A C T I O N  I T E M S

l e a r n  a b o u t  e a c h  b r a n d ,  a n d  f i n d  w a y s  t o
t e l l  t h e  s u s t a i n a b i l i t y  &  d e i  s t o r i e s  t o  y o u r
c l i e n t s  a n d  g u e s t s

1

2

a l l  o f  t h e  f o l l o w i n g  b r a n d s  m u s t  b e  a d d e d
t o  e v e r y  p r o p e r t y ’ s  b a r  m e n u  w i t h i n  t h e
c o n v e n t i o n  c e n t e r  d i v i s i o n

s t o n e  i p a
n e w  b e l g i u m  v o o d o o  r a n g e r
a t h l e t i c  b r e w i n g  n a  b e e r

u n c l e  n e a r e s t  w h i s k e y
a m a r o  n o n i n o  l i q u e u r
t h e  b o t o n i s t  g i n
a m e r i c a n  h a r v e s t  v o d k a

h o u s e  o f  b r o w n  c h a r d o n n a y
b e n v o l i o  p i n o t  g r i g i o
b l a c k  g i r l  m a g i c  r e d  b l e n d
r a i n s t o r m  p i n o t  g r i s

beerwine spirits
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A P P R O X I M A T E L Y  1 4 0 , 0 0 0  L B S / D A Y  O F  S P E N T  G R A I N  F R O M  T H E  B R E W I N G  P R O C E S S

I S  R E P U R P O S E D  A S  M U L C H  I N  T H E I R  G A R D E N S  A N D  A S  A N I M A L  F E E D  B Y  L O C A L

F A R M E R S .  S T O N E  W A S  A M O N G  T H E  F I R S T  C R A F T  B R E W E R I E S  T O  R E P U R P O S E  H O P S ,

S P E N T  G R A I N  A N D  Y E A S T  F O R  C A T T L E ,  G O A T  A N D  C H I C K E N  F E E D .  I T ’ S  A L S O  U S E D

T O  P R O D U C E  L O C A L L Y - M A D E  S O A P S  A N D  D O G  B I S C U I T S

•  C E R T I F I E D  B  C O R P O R A T I O N

•  1 S T  C E R T I F I E D  C A R B O N  N E U T R A L  B E E R  I N  U S

•  1 S T  W I N D  P O W E R E D  B R E W E R Y

•  1 S T  C A R B O N  N E U T R A L  F O O T P R I N T  S T U D Y  F O R  B E E R

C C  P R O D U C T  S T A N D A R D S :  B E E R
S U S T A I N A B L E

F O R  O V E R  2 5  Y E A R S ,  S T O N E  B R E W I N G  H A S  M A D E  T H O U G H T F U L  C H O I C E S  T O  M I N I M I Z E

T H E  I M P A C T  T H E I R  B U S I N E S S  H A S  O N  T H E  P L A N E T  A N D  E N V I R O N M E N T

https://www.stonebrewing.com/about/facts


1130C C  P R O D U C T  S T A N D A R D S :  N A  B E E R
S U S T A I N A B L E

I N  A P R I L  2 0 2 2 ,  A T H L E T I C  B R E W I N G  R E C E I V E D  T H E I R  B  C O R P

C E R T I F I C A T I O N .  T H I S  C E R T I F I C A T I O N  S H O W S  T H A T

A T H L E T I C  B R E W I N G  I S  M E E T I N G  A  S P E C I F I C  ( R E A D :  H I G H ! )

S T A N D A R D  " O F  S O C I A L  A N D  E N V I R O N M E N T A L

P E R F O R M A N C E ,  P U B L I C  T R A N S P A R E N C Y ,  A N D  L E G A L

A C C O U N T A B I L I T Y  T O  B A L A N C E  P R O F I T  A N D  P U R P O S E . "

https://americanhiking.org/blog/athletic-brewing-sustainability/
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T H E  C O M P A N Y  W A S  H A N D E D  D O W N  T O  B E N I T O  A N D  H I S

W I F E  G I A N N O L A ,  W H O  G R E W  T H E  C O M P A N Y

E X P O N E N T I A L L Y ,  A N D  F I N A L L Y  T O  T H E I R  D A U G H T E R S

C R I S T I N A ,  A N T O N E L L A  A N D  E L I S A B E T T A  W H O

C U R R E N T L Y  R U N  T H E  C O M P A N Y  T O D A Y

•  B L A C K  O W N E D

•  H I S T O R Y  O F  J A C K  ( J A S P E R )  D A N I E L S

•  V I C T O R I A  E A D Y  B U T L E R  ( U N L E  N E A R E S T ’ S  G R E A T ,

   G R E A T  G R A N D D A U G H T E R )  I S  F I R S T  B L A C K  F E M A L E

   M A S T E R  B L E N D E R  I N  A M E R I C A

C C  P R O D U C T  S T A N D A R D S :  S P I R I T S
M I N O R I T Y /  W O M E N - O W N E D
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A N  I S L A Y  D R Y  G I N ,  T H E  B O T A N I S T  I S  M A D E  W I T H  2 2

S U S T A I N A B L Y  H A N D - F O R A G E D ,  L O C A L  B O T A N I C A L S .

P R O D U C E D  F R O M  T H E  O N E  O F  T H E  W O R L D ’ S  O N L Y  B  C O R P -

C E R T I F I E D  D I S T I L L E R I E S ,  T H E  B O T A N I S T  P U T S  C O M M U N I T Y

F I R S T

A M E R I C A N  H A R V E S T  O R G A N I C  V O D K A  I S  S U S T A I N A B L Y

P R O D U C E D  I N  J U S T  S I X  D A Y S  F R O M  G R A I N  T O  B O T T L E .

N O  A R T I F I C I A L  A D D I T I V E S  O R  P R E S E R V A T I V E S .

A M E R I C A N  H A R V E S T  V O D K A  I S  D I S T I L L E D  F R O M

O R G A N I C  W I N T E R  W H E A T  G R O W N  O N  A N  A M E R I C A N

F A M I L Y  F A R M  I N  R I G B Y ,  I D A H O

C C  P R O D U C T  S T A N D A R D S :  S P I R I T S
S U S T A I N A B L E /  O R G A N I C

https://daily.sevenfifty.com/brands/the-botanist/
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T o d a y ,  B r o w n  E s t a t e  h a s  t w o  e x c e p t i o n a l

l a b e l s  a n d  r e m a i n s  o n e  o f  f e w  c o m p l e t e l y

f a m i l y - o w n e d  o p e r a t i o n s  i n  N a p a  V a l l e y

a n d  t h e  r e g i o n ' s  o n l y  B l a c k - o w n e d  e s t a t e

w i n e r y

C C  P R O D U C T  S T A N D A R D S :  W I N E
S U S T A I N A B L E  &  D E I  B R A N D S

O u r  v i n e y a r d s  a l s o  f o c u s  o n  s u s t a i n a b i l i t y .  L o w

e n v i r o n m e n t a l  i m p a c t  s y s t e m s  a n d  s o l u t i o n s  a r e

t e s t e d  b o t h  f o r  t h e  c u l t i v a t i o n  a n d  f o r  t h e  p r o t e c t i o n

f r o m  d i s e a s e s .  W e  p a r t i c i p a t e  i n  o n g o i n g  r e s e a r c h

a n d  d e v e l o p m e n t  f r o m  s e l e c t i o n  o f  n e w  c l o n e s  t o  t h e

u s e  o f  c u t t i n g  e d g e  f a r m i n g  p r a c t i c e s ,  i d e n t i f y i n g

i r r i g a t i o n  a n d  p r u n i n g  m e t h o d s  t h a t  a r e  m o r e  i n

l i n e  w i t h  p r o t e c t i n g  t h e  e n v i r o n m e n

l a r g e s t  B l a c k - o w n e d  a n d  l a r g e s t  w o m e n

f o u n d e d  w i n e  c o m p a n y  i n  t h e  U n i t e d

S t a t e s ,  a s  w e l l  a s  o n e  o f  t h e  m o s t  i n c l u s i v e ,

a c c e s s i b l e ,  a n d  s o c i a l l y  a w a r e

T h e  g r a p e s  f o r  t h i s  w i n e  a r e  s o u r c e d  f r o m

t h e  e s t a t e ' s  s u s t a i n a b l y  f a r m e d  v i n e y a r d s
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Rachael Lowe
National Director of Beverage
Levy Core Solutions
rlowe@levyrestaurants.com

mailto:arusso@levyrestaurants.com


35G L O B A L  T A S T I N G
P R O P O S E D  O F F E R I N G S

E L E V A T E D  R T D
C O F F E E

6

L a  C o l o m b e

e l e v a t e d  b r a n d s
v a r i e t y  o f  f l a v o r s
s a t i s f i e s  c o l d  c o f f e e  t r e n d

C A N N E D  W I N E

2

W i n e  i n  a  C a n
A r c h e r  R o o s e

a r c h e r  r o o s e :  
w o m e n  o w n e d
s u s t a i n a b l e
h i g h e r  t i e r  o f f e r i n g

C A N N E D  C R A F T
N A  B E V E R A G E S

3

L y r e ’ s

b e s t  N A  p r o d u c t  t a s t e d
N A  h e r e  t o  s t a y
s u s t a i n a b l e

H o p  W a t e r

N A  “ F U N C T I O N A L
W A T E R ”

4
N A

B E E R

5

A t h l e t i c

N A  E S P R E S S O
“ M A R T I N I ”

7

O w e n ’ s

B O T T L E D
C O C K T A I L S

1

O n  T h e  R o c k s

E L E V A T E D
M I X E R S

8

O w e n ’ s

C U S T O M  B R A N D E D
B A R W A R E

9
E L E V A T E D

T O S S W A R E

10

c o n c e s s i o n s
s p e c i a l  e v e n t s  ( i . e .  g r a m m y ’ s )

E D I B L E  C U S T O M I Z E D
G A R N I S H

11

R i p p l e s

c o n c e s s i o n s
s p e c i a l  e v e n t s  ( i . e .  g r a m m y ’ s )

D R I E D  F R U I T
G A R N I S H E S

12

l e s s  w a s t e
m o r e  e f f i c i e n t
l e v y  d i f f e r e n c e  w i t h  e l e v a t e d
p r e s e n t a t i o n



mixe r

base

ga r
n i sh

d r
inkware

upse l l

elect r ic  lemonade popular i ty  has  grown by  18% in
the  last  12  months ,  per  Datassent ia l

36G L O B A L  T A S T I N G  R E C I P E
P R O P O S E D  F O R  C O N V E N T I O N  C E N T E R S
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Ashley Russo
Levy Convention Centers
National Sales Director
arusso@levyrestaurants.com

mailto:arusso@levyrestaurants.com


e f
f i c i ency

l abo r

rev
enue

qua l i t y

su

s t
a i nab i l i t y

38S P E C I A L T Y  C O C K T A I L S
G R O U P  S A L E S  S U G G E S T I O N

S t a r t  s u g g e s t i n g  s i g n a t u r e
c o c k t a i l s  i n  t h e  s a l e s
p r o c e s s  w i t h  c l i e n t s  t o  c u t
d o w n  o n  f u l l  b a r  s e t u p s

https://craftstandard.com/draft-cocktails-vs-handmade-drinks/


p
r i

c i n g  s t r a t eg
y

a l l i g n m e nt

m
e s s a g i n g

p

r e s e n t a t i on

p
o

in

t  o f  d i f f e r an
c

e

39S P E C I A L T Y  C O C K T A I L S
G R O U P  S A L E S  S U G G E S T I O N

Dynamic pricing, along with proper signage +
unique vessels and fun garnish will help draw
guests to the signature cocktail vs. something
that we can use for a different event or has a
lower profit margin



p
ro

d u c t  s e l e c t i o
n

c
l i

e
n

t  c u s t o mi zat i o
n

re
c ip

e  c r e a t i v i t y

s t o r y t e l l i ng

g
u

e s t  e x p e r i en
c

e

S P E C I A L T Y  C O C K T A I L S
G R O U P  S A L E S  S U G G E S T I O N

40
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Scott E. Brown
Director of Beverage Analytics
Levy Core Solutions
sebrown@levyrestaurants.com

mailto:arusso@levyrestaurants.com


S I D E W O R K
B E V E R A G E  D I S P E N S E R

42

3

4

5

6

7

NOTE: cannot dispense hot or frozen drinks

1

2

cocktails

zero-proof / spirit free beverages

iced coffee

iced tea

sodas/ carbonated drinks

kombucha

juice

sidework can dispense...click here to
watch video!

https://www.sidework.co/
https://www.youtube.com/watch?v=JoKZqzSXczA
https://www.youtube.com/watch?v=JoKZqzSXczA
https://www.youtube.com/watch?v=JoKZqzSXczA


S I D EWO R K
B E V E R A G E  D I S P E N S E R

43

click here to
view full

sidework + levy
presentation

deck

https://drive.google.com/file/d/1ZDc7U-FrdRbxiI_3Kvb-CZVh32N1BhgK/view?usp=sharing
https://drive.google.com/file/d/1ZDc7U-FrdRbxiI_3Kvb-CZVh32N1BhgK/view?usp=sharing
https://drive.google.com/file/d/1ZDc7U-FrdRbxiI_3Kvb-CZVh32N1BhgK/view?usp=sharing
https://drive.google.com/file/d/1ZDc7U-FrdRbxiI_3Kvb-CZVh32N1BhgK/view?usp=sharing
https://drive.google.com/file/d/1ZDc7U-FrdRbxiI_3Kvb-CZVh32N1BhgK/view?usp=sharing
https://drive.google.com/file/d/1ZDc7U-FrdRbxiI_3Kvb-CZVh32N1BhgK/view?usp=sharing


S I D E W O R K
B E V E R A G E  D I S P E N S E R

44

P R I C I N G :
~ $ 1 , 0 0 0

p e r  m o n t h

I N S T A L L A T I O N  F E E :
$ 1 , 5 0 0

A V A I L A B L E  O P T I O N :
n o - c h a r g e ,

9 0 - d a y
p i l o t  t e s t i n g  

C O M P A S S
A P P R O V E D

V E N D O R

on wheels for a mobile solution

small footprint

fully refrigerated ingredient storage

serves shelf-stable & perishable ingredients
directly from most off-the-shelf containers

one machine dispenses a drink in
about 10 seconds

can drain to a waste bin or drain

requires a water line, but can be hooked up to
water tanks/ jugs

https://drive.google.com/file/d/1XH5rOs5BKSgWvmj9iwNjOLkucyQ1KaLz/view?usp=sharing


S I D EWO R K
B E V E R A G E  D I S P E N S E R

45



S I D EWO R K
B E V E R A G E  D I S P E N S E R

46

click here to
see the full
gainbridge
fieldhouse

pilot overview

https://drive.google.com/file/d/14CwrvU-LgT8wlnby4LsVDhwIJnLndfgi/view?usp=sharing
https://drive.google.com/file/d/14CwrvU-LgT8wlnby4LsVDhwIJnLndfgi/view?usp=sharing
https://drive.google.com/file/d/14CwrvU-LgT8wlnby4LsVDhwIJnLndfgi/view?usp=sharing
https://drive.google.com/file/d/14CwrvU-LgT8wlnby4LsVDhwIJnLndfgi/view?usp=sharing
https://drive.google.com/file/d/14CwrvU-LgT8wlnby4LsVDhwIJnLndfgi/view?usp=sharing
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BEVERAGE STRATEGY
TASK  FORCE

PART

47

WRAP
UP



48R E M E M B E R  T O  V I S I T . . .
. . .  T H E  B E V E R A G E  S T R A T E G Y  W E B S I T E

click here
to visit

beverage
webpage

Be sure  to  rev iew the
Beverage Strategy  Page on

the  Exper ience Design
Websi te

Ul t imate ly ,  our  end-goal
wi th  th is  group is  to  create

a “beverage too lk i t”  that
ef fect ive ly  supports  our
teams so  that  they  know
where  to  look  and how to

implement  everyth ing  that
we develop and d iscuss

This  Beverage Strategy
Webpage is  the  so lut ion  to
being that  “one-stop-shop”

for  a l l  th ings  beverage
content  re lated

Hilary Barash
Levy Convention Centers
Regional Manager of Experience Design Strategy
hbarash@levyrestaurants.com

QUESTIONS?

https://www.levyexperience.com/beverage-strategy
https://www.levyexperience.com/beverage-strategy
https://www.levyexperience.com/beverage-strategy
https://www.levyexperience.com/beverage-strategy
https://www.levyexperience.com/beverage-strategy
https://nam11.safelinks.protection.outlook.com/?url=https%3A%2F%2Fwww.levyexperience.com%2Fbeverage-strategy&data=05%7C01%7Chbarash%40levyrestaurants.com%7Caa06104464cc459c003e08db69348fc8%7Ccd62b7dd4b4844bd90e7e143a22c8ead%7C0%7C0%7C638219446699361721%7CUnknown%7CTWFpbGZsb3d8eyJWIjoiMC4wLjAwMDAiLCJQIjoiV2luMzIiLCJBTiI6Ik1haWwiLCJXVCI6Mn0%3D%7C3000%7C%7C%7C&sdata=7V13EPGMp9zKLIQruD81dM8MbSVFSt1i8EiBDi5UnGU%3D&reserved=0
https://nam11.safelinks.protection.outlook.com/?url=https%3A%2F%2Fwww.levyexperience.com%2Fbeverage-strategy&data=05%7C01%7Chbarash%40levyrestaurants.com%7Caa06104464cc459c003e08db69348fc8%7Ccd62b7dd4b4844bd90e7e143a22c8ead%7C0%7C0%7C638219446699361721%7CUnknown%7CTWFpbGZsb3d8eyJWIjoiMC4wLjAwMDAiLCJQIjoiV2luMzIiLCJBTiI6Ik1haWwiLCJXVCI6Mn0%3D%7C3000%7C%7C%7C&sdata=7V13EPGMp9zKLIQruD81dM8MbSVFSt1i8EiBDi5UnGU%3D&reserved=0
mailto:hbarash@levyrestaurants.com
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1

2 Property representation for call attendance is critical

Our next call:
Friday, July 19th / 12:30-2:00pm EST

3
"Field Champion of the Quarter” Selection:
We want to know what beverage Action Items you are implementing
within your property to that we can feature one of you on our next call!

4 Any final questions before we conclude?
DUE DATE FOR ALL ACTION ITEMS:

Friday, June 14th

N E X T  S T E P S
C A L L  W R A P  U P

Julio Henriquez
Wisconsin Center District
Vice President of Hospitality
jhenriquez@levyrestaurants.com

QUESTIONS?
1

2

3

4

list of sustainable/ organic & DEI beer, wine & spirit brands must be added to every
property’s bar menu within the convention center division

5 A bullet point overview inclusive of your progress with all of the above, as well as pictures
to support each action item

Either use the celcius happy hour recipe or develop your own version using an energy drink
to create a craft “spirit free“ drink feature

learn about each new bar product brand, and find ways to tell the sustainability & DEI
stories to your clients and guests

Start suggesting signature cocktails in the sales process with clients to cut down on full
bar setups

QUESTIONS?

Mitzy Ocasio
Georgia World Congress Center
Director of Customer Experience

mocasio@levyrestaurants.com

mailto:jhenriquez@Levyrestaurants.com
mailto:jhenriquez@Levyrestaurants.com
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https://www.levyexperience.com/beverage-strategy

