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01HAPPY
HOUR!

BEVERAGE STRATEGY
TASK  FORCE

PART
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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
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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 !



HAPPY HOUR  RECIPE

I C E D  H O R C H A T A  C O F F E E
Horchata Coffee is the combination of the two best things: horchata and
coffee. Think of this coffee horchata recipe like cold brew. Coffee
grounds are steeped with almonds, rice and brown sugar, blended and
then strained to make the most delicious drink. 

A PRACTICE WE SHOULD START USING
NOW.. . .

In OUR recipe case, we are using leftover already
brewed coffee, in place of the coffee grounds
mentioned above

This recipe not only gives our guests what they are
ALREADY craving.... but its a sustainability WIN
for us!
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share with your team!
yield: approx. 15-20 servings

Ingredients:
3 cups (6.5 ounces) blanched almonds
5 cups (17.5 ounces) uncooked white rice
20 cups of chilled, leftover coffee
2.5 cups brown sugar
6 cinnamon sticks
4 teaspoons vanilla extract
Pinch kosher salt

RECIPE

Instructions:

06

In a large bowl, combine the almonds, rice, leftover chilled coffee, brown
sugar, cinnamon sticks, vanilla extract, and kosher salt. Mix everything up
until combined, and cover the bowl with a lid or wrap.

Let sit at room temperature for 5 hours, or overnight in the fridge.

Transfer the horchata mix (including the cinnamon sticks) to your mixer or
blender. Blend for about 1 minute, until the horchata coffee turns cloudy and
coffee-like.

After you blend it, allow the mixture to stand for 20 seconds (some of the
pulp will fall to the bottom of the blender). Slowly pour through a strainer
just until all of the liquid has been emptied out of the blender or mixer (leave
the pulp in the blender and discard).

Pour through a mesh strainer into a bowl to catch the majority of the nut
and coffee pulp. Re-strain the mixture once more to eliminate any additional
small bits of coffee and almonds. 

Transfer to the fridge in a pitcher to keep cold.

When when you’re ready, serve over ice! Add cream or milk to your glass, if
desired.

Use within 3 days., and Keep Refrigerated.



B E V E R A G E  B E S T  P R A C T I C E
O F  T H E  Q U A R T E R

SUSTAINABILITY
PRACTICE

1107

reusing leftover coffee

Sustainability initiatives are EVERYTHING... and reducing waste is the biggest way we can
make an impact within our F&B environments

With coffee being one of the biggest items we sell in our properties, that also means that
there is a LOT of waste associated with it.... 

Use as a client “random act of kindness”

Sell at R&C outlets as a special feature of the day

Use as an up-sell opportunity with hosted events

Ashley Russo
Levy Convention Centers
National Sales Director
arusso@levyrestaurants.com

QUESTIONS?

Collect what remains sitting in urns, and store it by refrigerating it
Sell it/ serve it as a cold brew coffee offering
Culinary teams can use to cook with it (i.e. coffee cake)

Don't throw away your leftover brewed coffee...

Any property location can do this! No specialty equipment or product required

IT’S THAT
EASY!

SALES
SUGGESTIONS

Start reusing leftover coffee as cold brew coffee!
Take it a step further and use the Horchata
Coffee Recipe to elevate your guest offeringItem

ACTION

TAKE IT A STEP
FURTHER...

Freeze the coffee to create coffee ice cubes

If no opportunity to sell or serve to guests, create a coffee station for your employees!

TELL THE STORY: Use our Sustainability Practice Logo’s and Messaging to tell our guests
WHY this cold brew coffee is special.... 

mailto:arusso@levyrestaurants.com


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
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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"?



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
at your property,
and share with us!Item

ACTION
Either use this Iced Horchata Coffee recipe or develop your own version of an
iced coffee offering that reuses leftover coffee1

Feature the recipe at your property, before our next quarterly
Beverage Strategy Task Force call, held on December 15th 2

Be sure to display sustainability messaging and storytelling 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 Julio & Hilary by Friday, November 10th 4

Hilary Barash
Levy Convention Centers
Area Director of Experience Design
hbarash@levyrestaurants.com

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


02LOOKING
BACK

BEVERAGE STRATEGY
TASK  FORCE

PART
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L A S T  Q U A R T E R ' S  M E E T I N G
T O P I C  O V E R V I E W

SUSTAINABILITY PRACTICES WITH BEVERAGES 
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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 you feature the pineapple tepache recipe or
another "zero waste" beverage after our last call?

did your property start using dried fruit garnishes,
after our last call?

3

4 has your property started using the Sustainability
Practice logo's/ storytelling materials?

has your property ordered or started offering
Wheyward Spirit products?



03YOUR
PURPOSE

BEVERAGE STRATEGY
TASK  FORCE

PART
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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 monthly meetings

BEVERAGE STRATEGY TASK  FORCE
F IELD CHAMPIONS
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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 representation is required with every
quarterly Beverage Strategy Task Force call

100% property participation is imperative

The property assigned Beverage Field Champion
must send another salaried manager 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

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

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

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

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

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
S E P T E M B E R  2 2 N D ,  2 0 2 3 :  S U S T A I N A B I L I T Y  P R A C T I C E S  W I T H  B E V E R A G E S
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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

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

E R I N  Z I M M E R M A N
R & C  S U P E R V I S O R
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 E 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

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 E N I F E R  C O R R E A
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

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

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

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

D A N I  P E P L A S K I
G E N E R A L  M A N A G E R
R U P P  A R E N A

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

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

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

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

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

E M E L Y  A L M O N T E
D I R .  O F  S & E
O R E G O N  C C

S A R A  S I G
S U P E R V I S O R
P O R T L A N D  E X P O

W I L L I A M  C L E I S
D I R .  O F  R E S T A U R A N T S
D A V I D  L .  L A W R E N C E  C C

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

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

CHANGES WITH
PROPERTY BEVERAGE
FIELD CHAMPIONS?
PLEASE REACH OUT TO:

mailto:jhenriquez@Levyrestaurants.com


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
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1

2 “Iced Coffee Horchata” drink recipe property
implementation

3

4

Property Implementation of Tradecraft canned, RTD
coffee products

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, November 10th

As Beverage Field Champions, your main
responsibility is to take the learning that we

share during these calls, and implement them
within your properties

A lot of what we share may be suggestions, but
most of what we share will be expectations

Let’s be the first in our company to make
impactful, division-wide change with our

beverage programming, together!

Leftover coffee served as iced coffee option, as property
process moving forward

Review NEW 2023 Core Beverage Menu with your
property team, and implement some of the new RTD
products within your location

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

QUESTIONS?

mailto:jhenriquez@Levyrestaurants.com


emely almonte

BEVERAGE
FIELD CHAMPION

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

Oregon Convention Center
Director of S&E

ealmonte@levyrestaurants.com

18
Thank you, Emely and the OMCC team, for implementing              of the “Action

Items” from our last Beverage Strategy Task Force Call! You all are Rockstars!

Implementation Insights from Emely!

“Zero Waste cocktail implementation: We had some bud light product that was about to expire so we created specialty
cocktails in our lobby bar to use the product so we wouldn't just dump and spoil it. Bud Paloma and Shandy”

“We ordered and added dehydrated garnishes for our VIP services along with our lobby bar and trained staff on it's
storage and re-use”

“We had Wheyward Spirits product in house from when we hosted the Stop Food Waste Day for Compass. We have
incorporated the story board and trained our bartenders on how to present and sell the product”

“We introduced the Sustainability site to our designated in house Canva sign maker and had them develop fun signage
using a variety of the Sustainability logos to pair with the practices above”

“Celsius products are now being sold in our stands. We gathered guest and staff feedback and they enjoy the taste of the
product”

ALL



04THIS QUARTER’S
BEVERAGE

TOPIC

BEVERAGE STRATEGY
TASK  FORCE

PART
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B E V E R A G E  T O P I C
O F  T H E  M O N T H

1120

evolve our offerings with the times &
trends

make strategic decisions in our sales
approaches and product selections in
order to capture all the revenue we can

make sure we are doing our part,
sustainably 

create a memorable experience vs. a
standard experience, every time

With coffee being one of the top selling
items within our convention center
environments, we need to continue to....



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

1121

CONSUMER
PERSPECTIVE59%

59% of coffee consumed daily is
gourmet. Customers are willing
to pay a higher price premium
for unique flavors and specific

origins.
[National Coffee Association]

Consumers want more
“seed to cup”
transparency.

CC DIVISION YTD PREMIUM SALES

PURCHASE
DECISIONS

HEALTH, WELLNESS, AND
SUSTAINABILITY ARE DRIVING
CUSTOMERS TO CHOOSE
HOMEMADE NUT OR OAT MILK AND
SEASONAL SPECIALTY BEVERAGES
OVER THEIR USUAL CUP OF JOE.

ICED COFFEE CONTINUES TO GROW
IN POPULARITY. NITRO AND COLD
BREW ARE AMONG THE MORE
POPULAR COLD OFFERING,
ACCORDING TO DATASSENTIAL,
THEIR 4-YEAR MENU GROWTH IS AT
247% AND 113% RESPECTIVELY.

ADDING COFFEE AND ESPRESSO
DRINKS FROM TRENDING
INTERNATIONAL CUISINES CAN BE
A PART OF CREATING AN
AUTHENTIC EXPERIENCE.

Non-Coffee Beverage Sales
83.7%

Coffee Sales
16.3%

coffee
sales
16.3%

non-coffee
beverage

sales
83.7%

note: these
percentages do not
included R&C data

currently



22B E V E R A G E  T R E N D  I N S I G H T S
2 0 2 3  E 1 5  T R E N D  R E P O R T S

CLICK HERE TO VIEW FULL REPORT CLICK HERE TO VIEW FULL REPORT

Social media influences what we drink

Caffeine is all the buzz

Consumers are interested in sustainable production and
packaging

Health and Wellness is still a top focus

Flavor leads the way for trends

RTDs continue to expand

https://www.levyexperience.com/_files/ugd/17ac15_13e29b01d3b4432fa1e069bd8fb5bd09.pdf
https://www.levyexperience.com/_files/ugd/17ac15_c2d90098a5794e8b859320db412b5740.pdf


23N A  B E V E R A G E  T R E N D  I N S I G H T S
2 0 2 3  E 1 5  T R E N D  R E P O R T S

GENERAL NA  BEV.
CATEGORY TRENDS

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

QUESTIONS?

mailto:arusso@levyrestaurants.com


N A  B E V E R A G E  T R E N D  I N S I G H T S
2 0 2 3  E 1 5  T R E N D  R E P O R T S

24

COFFEE/ TEA
CATEGORY TRENDS

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

QUESTIONS?

mailto:arusso@levyrestaurants.com


1125S O U R C I N G  I N S I G H T S
T R A D E C R A F T  C O F F E E

JAMIE
MCOWAN

featuring
!

Associate Director of Business Development 

Tradecraft

M:203-246-2517

jmcowan@tradecraft.me
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WMBE WMBE

WMBE

WMBEWMBE

WMBE

WMBE
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WMBE
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WMBE
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1138T R A D E C R A F T  R T D ’ S
T E A  &  K O M B U C H A

tea! kombucha
!

WMBE
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S O U R C I N G  I N S I G H T S
T R A D E C R A F T  R T D ' S :  O R D E R I N G

PRODUCT
AVAILABILITY

1141

sourcing tradecraft rtd's

Canteen is your source for a variety of RTD's, kcups,
Nespresso pods.

RTD's cost at a range of generally $2-3 per can.

All orders are placed on the Canteen portal.  The local
account executive will set up access and an order guide.

To open a new account connect with Adam and myself,
we will request a new account creation with Canteen.
Within a week Canteen will establish a new account and
ordering portal access.

WHO TO REACH
OUT TO

PRICING
INSIGHTS

CONNECTING
WITH
CANTEEN

Be sure to check out the Core Solutions
Beverage Program Guide by clicking on the
image icon to the left, to view Levy's most
current corporate beverage product offerings Item

ACTION Jesse Barrows
Levy Convention Centers
Regional Purchasing Manager
jbarrows@levyrestaurants.com

QUESTIONS?Find an opportunity to
start selling canned
coffee drinks at your
property!

https://www.levyexperience.com/_files/ugd/17ac15_f5788819b4e1442aa3841ce15ccc36a7.pdf
mailto:jbarrows@levyrestaurants.com


1142S O U R C I N G  I N S I G H T S
G R O U P  P O L L

1

2 do you currently sell canned coffee drinks in your
catering operations?

do you currently sell canned coffee drinks in your
retail locations?



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

43

Click the play
button on this
page to watch
the Change
Please Coffee
USA Video

We are
pursuing
using Change
Please Coffee
in our
catering
operations, in
our R&C
locations, and
wherever we
have the
opportunity,
division-wide

... it just
makes too
much sense

100% of Change
Please's profits goes
towards training
and employing
people experiencing
homelessness as
baristas, while
supporting them
with vital services

https://www.youtube.com/watch?v=OqTIhFttiI0


E X P E R I E N C E  I N S I G H T S
C H A N G E  P L E A S E  C O F F E E
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RYAN
MCMILLAN

featuring
!

Director of Change Please USA

Change Please Coffee

M:803-504-6190

ryan.m@changeplease.org



E X P E R I E N C E  I N S I G H T S
C H A N G E  P L E A S E  C O F F E E
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Change Please Coffee product costs less than what you would pay for Starbucks coffee

Online Ordering Portal makes placing an order simple... even with large quantities

Orders are roasted on demand to provide the most quality product, 
and typically ships within 3-5 days

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


click here
to visit levy's

internal change
please coffee
information
webpage

E X P E R I E N C E  I N S I G H T S
C H A N G E  P L E A S E  W E B P A G E

46

Hilary Barash
Levy Convention Centers
Area Director of Experience Design
hbarash@levyrestaurants.com

QUESTIONS?

https://www.levyexperience.com/sustainability
https://www.levyexperience.com/change-please-coffee
https://www.levyexperience.com/change-please-coffee
mailto:hbarash@levyrestaurants.com


E X P E R I E N C E  I N S I G H T S
C H A N G E  P L E A S E  C O F F E E
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CLICK THE IMAGE HERE
TO BE DIRECTED TO THE
NEW CHANGE PLEASE
BRAND GUIDE, FOR A
SNEAK PEAK INTO THE
NEW BRAND DIRECTION

change please coffee is
going through a 
re-brand and will be
releasing new logo’s
collateral, and marketing
materials soon

Hilary Barash
Levy Convention Centers
Area Director of Experience Design
hbarash@levyrestaurants.com

QUESTIONS?

https://www.levyexperience.com/_files/ugd/17ac15_ffc06c6e1c5a4c6c9161bb80d2da95dc.pdf
mailto:hbarash@levyrestaurants.com


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

1148

vs.

selling coffee by the PERSON

selling coffee by the GALLON

https://www.levyexperience.com/core-standards-core-solutions-copy-1
https://www.levyexperience.com/core-standards-core-solutions-copy-1


NO CONSUMPTION SHEETS

CLIENT FOCUS ON EVENT AND NOT ON
APPROVING REFILLS 

SEAMLESS SERVICE WITH NO WAIT TIME FOR
MORE TO BREW 

SUSTAINABILITY EFFORTS WITH BREWING
BASED ON DEMAND VS. BREWING TO THE
PRE-ORDERED QUANTITIES 

OPPORTUNITY TO INCREASE REVENUE 

BENEFITS OF PACKAGE
PRICING

CONVERTING
THE CLIENT 

WAIVED BEVERAGE ATTENDANT FEES 

ACCOMMODATION WITH GALLON RATES IN
STAFF OFFICES & GREEN ROOMS

PRICING STRUCTURE IS DESIGNED WITH THE
ROOM TO NEGOTIATE PER PERSON PRICING
TO OFFER “DISCOUNTS”

NO MINIMUM BREW AMOUNTS REQUIRED

VALUE PERCEPTION WITH “UNLIMITED”
QUANTITIES

SALES
CHALLENGES

CONVERTING NATIONAL CLIENTS AND
SEASONED 3RD PARTY PLANNERS

COMBATTING “RINSE AND REPEAT” EVENTS
THAT RE-ORDER SAME QUANTITIES

A MAXIMUM QUANTITY (GALLONS) MUST BE
SET IF THE “DISCOUNTED RATE” IS DISCOUNTED
TOO LOW

RFP PROCESS FOR FUTURE BOOKINGS AND
TRANSLATING GALLON COSTS IN ONE CITY TO
PER PERSON PRICING IN ANOTHER

PER PERSON COSTS MAYBE OUTSIDE OF
PREDETERMINED BUDGET IF FUNCTION
SCHEDULE WAS BUILT AROUND GALLON
PRICING

SUCCESS RATE
DATA

$75 PER GALLON
137 TOTAL GALLONS
= $10,275 REVENUE 

$13.95PP HALF DAY X 12 PEOPLE $18.95PP ALL
DAY X 2,095 PEOPLE
= ROUGHLY $39,867.65

GALLON RATE AT 2022 EVENT 

PER PERSON RATE AT 2023 EVENT 

288% REVENUE INCREASE WITH NO
ATTENDANT FEES 

P R O P E R T Y  I N S I G H T S
C O F F E E  S A L E S  S T R A T E G Y
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CLICK THE ABOVE IMAGE TO VIEW
THE NEW CORE BEVERAGE MENU,
AND FIND SOME NEW RTD PRODUCTS
THAT YOU CAN START SELLING AT
YOUR PROPERTY LOCATIONItem

ACTION

Emphasis on diverse and women owned brands, as well as
sustainable and organic products

Streamline liquor matrix to include all products

Exception requests required when not able to align with
items on Core

Focus on data and trends to determine the addition and
removal of selections

Addition of recommended spirits and wines noted in
italics

New NA and RTD categories

https://www.levyexperience.com/_files/ugd/17ac15_f5788819b4e1442aa3841ce15ccc36a7.pdf


C O R E  B E V E R A G E  P R O G R A M
O V E R V I E W
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Rachael Lowe
National Director of Beverage
Levy Core Solutions
rlowe@levyrestaurants.com

QUESTIONS?

https://www.levyexperience.com/_files/ugd/17ac15_54ff2a3ce0fa4625b6d67b5c206f5d3f.pdf
mailto:arusso@levyrestaurants.com
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1154C O R E  B E V E R A G E  P R O G R A M
B E V E R A G E  P A G E  O N  T H E  D I S H

https://cpgplc.sharepoint.com/sites/us-myc-levy/core-solutions-beverage/


C O R E  B E V E R A G E  P R O G R A M
B E V E R A G E  P A G E  O N  T H E  D I S H
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https://cpgplc.sharepoint.com/sites/us-myc-levy/core-solutions-beverage/
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B E V E R A G E  P A G E  O N  T H E  D I S H

https://www.levyexperience.com/_files/ugd/17ac15_f5788819b4e1442aa3841ce15ccc36a7.pdf
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1164S U R V E Y  T I M E !
I N - T H E - M O M E N T  R E S P O N S E S

L e t ’ s  t a k e  a  m o m e n t  t o
a n s w e r  a  f e w  q u i c k

q u e s t i o n s !

W e  w i l l  t a k e  t h i s
s u r v e y  L I V E ,  t o g e t h e r

C l i c k  t h e  L I N K  d r o p p e d
i n t o  t h e  M i c r o s o f t  T e a m

C h a t !

Your responses will be used as data in the
quarterly Beverage Task Force Progress Report,

that gets shared with the CC Regional Leadership
Team & property DO's/ GM's & VPH’s



65R 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
Area Director of Experience Design
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
mailto:hbarash@levyrestaurants.com
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Rachael Lowe
National Director of Beverage
Levy Core Solutions
rlowe@levyrestaurants.com

QUESTIONS?

https://levybeverage.com/cocktails/
https://levybeverage.com/cocktails/
https://levybeverage.com/cocktails/
https://levybeverage.com/cocktails/
https://levybeverage.com/cocktails/
https://levybeverage.com/cocktails/
https://levybeverage.com/cocktails/
https://levybeverage.com/cocktails/
https://levybeverage.com/cocktails/
https://levybeverage.com/cocktails/
https://levybeverage.com/cocktails/
mailto:arusso@levyrestaurants.com
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1

2 Property representation for call attendance is critical

Our next call:
Friday, December 15th / 1:00-2:30pm CT

3

4

"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!

5 Any final questions before we conclude?

Take our post-call survey to let us know what we can be doing
better!

DUE DATE FOR ALL ACTION ITEMS:
Friday, November 10th

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

1

2 “Iced Coffee Horchata” drink recipe property implementation

Leftover coffee served as iced coffee option, as property process moving
forward

3

4

Property Implementation of Tradecraft canned, RTD coffee products

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

Review NEW 2023 Core Beverage Menu with your property team, and
implement some of the new RTD products within your locationJulio Henriquez

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

QUESTIONS?

mailto:jhenriquez@Levyrestaurants.com


1168W E  W A N T  Y O U R  F E E D B A C K
A F T E R  C A L L  S U R V E Y

click here to
take our

quick survey

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

L e t  u s  k n o w  h o w  w e  c a n  b e t t e r  t h e  c a l l
e x p e r i e n c e ,  a s  w e l l  a s  h o w  w e  c a n  i n c o r p o r a t e
m o r e  o f  Y O U R  i n s i g h t s  i n t o  o u r  c a l l s !

https://docs.google.com/forms/d/e/1FAIpQLScsI8KNBegW0mLzbpniuCmvZK7gMrSlH9IT2VZmDe9sS8nzIQ/viewform?usp=sf_link
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https://www.levyexperience.com/beverage-strategy

