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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 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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WHAT IS BERGAMOT?

HAPPY HOUR  RECIPE

E A R L  G R E Y  H O L I D A Y  C O C K T A I L
Top Beverage Flavor Trend: Bergamot

“Functional Beverage” Trend:
Rich in Antioxidants
Detoxifies the Body
Boosts Energy Levels
Reduces Stress Levels
Improves Digestion

Speed of Service at Bars:
This recipe is easy to make because you can do the prep work and batch beforehand

The fruit itself is the size of a small orange and somewhat pear-shaped. On the outside, bergamot comes
in various shades of green, yellow, and orange, and on the inside, they are color of limes, lemons, and,
occasionally, oranges. Like most citrus, bergamots are in season from October to March.

Bergamot is most prized for the super fragrant essential oil extracted from its skin. The aroma is citrusy,
musky, and floral with an intensity that’s hard to believe. That oil is used to scent perfumes and soaps,
and, of course, is commonly combined with black tea for Earl Grey.

Earl Grey tea is a black tea flavored with the oil of bergamot.
Earl Grey tea is high in caffeine and has a light, citrusy flavor.
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YIELD: 1 COCKTAIL
PRE-PREP/ BATCHING TIME: 12 MINUTES

quick serve/ mix at bar for guests!

Ingredients:
Earl Grey tea

4 cups water / 4 Earl Grey tea bags

1¼ ounces gin OR spirit-free gin alternative
gin suggestion: “Hendricks”
gin alternative suggestion: “Ritual Zero Proof”

honey simple syrup
5 cups water / 1 cup honey

1/4 ounce fresh-squeezed lemon juice
2 sprigs lavender OR 1 lemon rind twist

RECIPE

Instructions:

Brew 4 cups Earl Grey tea. This will give you enough to make a few cocktails.
Store in the refrigerator to keep cold

Make a batch of honey simple syrup to store in the fridge as well. 5 cups water,
1 cup honey

Bring to a simmer until honey has dissolved, then cool in the fridge

when you are ready....

Take 6 ounces of your cold, pre-brewed Earl Grey tea, and add to cocktail
shaker

Take 1¼ ounces of your cold, pre-made honey simple syrup, and add to cocktail
shaker

Add 1¼ ounces of gin OR a spirit-free gin alternative for a NA version of this
drink, to your cocktail shaker

Add 1/4 ounce fresh-squeezed lemon juice to your cocktail shaker

Shake all ingredients together, and then strain into a festive holiday cocktail
glass of your choosing, over ice

Garnish with lavender sprigs or lemon rind twists

06

https://www.amazon.com/Alternative-Award-Winning-Non-Alcoholic-Delicious-Cocktails/dp/B07VR1SL5W/ref=sr_1_2_sspa?crid=1RCK6P8JP98S9&keywords=spirit+free+gin&qid=1699980839&sprefix=spirit+free+gi%252Caps%252C127&sr=8-2-spons&sp_csd=d2lkZ2V0TmFtZT1zcF9hdGY&psc=1


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!Item

ACTION
Either use this recipe or develop your own version using bergamot flavoring1

Feature this suggestive recipe or something similar at your property, before our
next quarterly Beverage Strategy Task Force call, held on Friday, March 22nd2

Be sure to display messaging and storytelling about this flavor trend 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 by Friday, February 16th4

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


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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COFFEE....COFFEE....

RESUSING LEFTOVER COFFEE TRADECRAFT PARTNERSHIP &  
COFFEE RTD’S

CHANGE PLEASE COFFEE

COFFEE SALES TACTIC BEVERAGE TREND REPORTS CORE BEVERAGE PROGRAM

Click here to
download

September’s full
call deck

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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https://403113d6-4f39-43f3-90a6-234ecd8af336.filesusr.com/ugd/17ac15_4013127755f54da78f79c8f1836030b6.pdf
https://403113d6-4f39-43f3-90a6-234ecd8af336.filesusr.com/ugd/17ac15_4013127755f54da78f79c8f1836030b6.pdf
https://403113d6-4f39-43f3-90a6-234ecd8af336.filesusr.com/ugd/17ac15_4013127755f54da78f79c8f1836030b6.pdf
https://403113d6-4f39-43f3-90a6-234ecd8af336.filesusr.com/ugd/17ac15_4013127755f54da78f79c8f1836030b6.pdf


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

S e p t e m b e r
2023

R e u s i n g
L e f t o v e r  C o f f e e

S e l l i n g
T r a d e c r a f t  R T D
C o f f e e  P r o d u c t s

R e v i e w i n g  L e v y ’ s  N e w
C o r e  B e v e r a g e  L i s t

11L 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

Tradecraft RTD
product deck

click here to
view the new

core beverage
guide

https://www.levyexperience.com/_files/ugd/17ac15_ae81689fe14045eba7ddb4fe9056e382.pdf
https://drive.google.com/file/d/1tvb6Ula3he92z5JvM0i-8LK-wAlwwVdQ/view
https://drive.google.com/file/d/1tvb6Ula3he92z5JvM0i-8LK-wAlwwVdQ/view
https://drive.google.com/file/d/1tvb6Ula3he92z5JvM0i-8LK-wAlwwVdQ/view
https://drive.google.com/file/d/1tvb6Ula3he92z5JvM0i-8LK-wAlwwVdQ/view
https://www.levyexperience.com/_files/ugd/17ac15_f5788819b4e1442aa3841ce15ccc36a7.pdf
https://www.levyexperience.com/_files/ugd/17ac15_f5788819b4e1442aa3841ce15ccc36a7.pdf
https://www.levyexperience.com/_files/ugd/17ac15_f5788819b4e1442aa3841ce15ccc36a7.pdf
https://www.levyexperience.com/_files/ugd/17ac15_f5788819b4e1442aa3841ce15ccc36a7.pdf


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

1112

1

2 Did anyone use the horchata recipe, or have plans to
use it in the future?

Did you start using leftover coffee in your property? 
If yes, how so?

3

4
Has anyone started selling any of the other NEW RTD’s
shown in the new Core Beverage List? 
If so, which ones?

Did anyone start selling any of the RTD coffee drinks
shared by Tradecraft? If yes, which ones?

     F E E D B A C

K
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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 quarterly meetings

BEVERAGE STRATEGY TASK  FORCE
F IELD CHAMPIONS

14



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

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

QUESTIONS? 1115

mailto:jhenriquez@Levyrestaurants.com


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

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

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

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

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

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 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

D E V I K I A  T Y S O N
F O H  O P E R A T I O N S  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

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

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 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

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

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

A N D R E W  K I N G
T B D  O N  T I T L E
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:

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

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

1116

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

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

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

B R A D  W H I T I N G
G E N E R A L  M A N A G E R
G R B

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
D E C E M B E R  1 5 ,  2 0 2 3

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

e F
ield Cham
pion

1117

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

1118

1

2

3

4

With the goal of better tracking sales of wine, get with
your purchasing team to have them key the actual wine
detail into Infor

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, February 16th

Either use this Earl Grey Holiday recipe or develop your own
version using bergamot flavoring

Order a Bartesian Cocktail Maker for your property,
and find an application for usage that works for you

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

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!

Look at the beverage trends forecasted for 2024, and use
one of them at your property

mailto:jhenriquez@Levyrestaurants.com


michael como

BEVERAGE
FIELD CHAMPION

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

Dallas Market Center |  ESports
Stadium Arlington + Expo Center

Sr. Catering Sales Manager
mcomo@levyrestaurants.com

19Thank you, Michael Como at the Dallas Market Center , for implementing               

of the “Action Items” from our last Beverage Strategy Task Force Call! You’re a

Rockstar!

Implementation Insights from Michael...

Reusing Leftover Coffee:
The Iced Coffee Horchata recipe was tasted by the client and they now have it as an option moving forward for their building events.
They also upsold a “spiked” version with Bailey’s, Kahlua, etc. The service is being upsold to groups who have morning coffee services
as an afternoon break service.
R&C - Leftover coffee will be brought to a specialty bar (“Etuk”) with the horchata as the spiked option as a daily special when coffee
is available

Tradecraft RTD’s: 
Their location is now receiving BLK & Bold & La Colombe Coffee
They have put them in their Byte vending refrigerators that are open 24/7
DMCC Levy team has also reached out to Ascension (Tradecraft Southern Partner) to create a relationship with them as they are down
the block from DMCC

Levy Core Beverage Guide Review:
They are now ordering “On The Rocks” RTD products
Cutwater and Lone River products have lived in their locations already

ALL
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4.1BEVERAGE
TRENDS
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Scott Brown
&

Hilmi Kilickaya
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2023 MENU
WINNERS

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

QUESTIONS?

click here to
download full

mid-year
beverage

trend report
2023

B E V E R A G E  T R E N D  I N S I G H T S
L O O K I N G  B A C K  A T  2 0 2 3

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

TREND REPORT GENERATED BY DATASSENTIAL

W H A T  I S
D A T A S S E N T I A L ?

mailto:arusso@levyrestaurants.com
https://drive.google.com/file/d/11FmKU8brbjMjROw_K0obnSkLqoG2AmKM/view?usp=sharing
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2023 MENU
RUNNER-UP’S

B E V E R A G E  T R E N D  I N S I G H T S
L O O K I N G  T O  2 0 2 4

H A R D  S O D A

L O W  C A L O R I E /  C A R B  C R A F T  B E E R

B O O Z Y  F R O Z E N  D E S S E R T - D R I N K S

S I N G L E - S E R V E ,  B O T T L E D  O R  C A N N E D ,
R E A D Y - T O - D R I N K  C O C K T A I L S

S P I C Y  I N G R E D I E N T S

Item
ACTION 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  o n e  o f  t h e m
a t  y o u r  p r o p e r t y



W h a t  h a s  b e e n  a d d e d  m o r e  a n d
m o r e  t o  m e n u s  o v e r  t h e  p a s t  y e a r ?

click here for
core bev.
menu RTD
espresso
martini

information

24

M O C K T A I L S /

S P I R I T - F R E E

g r o w t h  o n
m e n u s

6 5 %

H A R D

K O M B U C H A

g r o w t h  o n
m e n u s

6 8 %

B E R G A M O T

g r o w t h  o n
m e n u s

6 0 %

E S P R E S S O

M A R T I N I

g r o w t h  o n
m e n u s

5 9 %

H A R D

I C E D  T E A

g r o w t h  o n
m e n u s

5 6 %

B E V E R A G E  T R E N D  I N S I G H T S
L O O K I N G  B A C K  A T  2 0 2 3

click here for
core bev.
menu RTD
hard tea

information

https://drive.google.com/file/d/1xMlH4wzeUbEWrZyCFy-VIaFD97d4TG_r/view?usp=sharing
https://drive.google.com/file/d/1xMlH4wzeUbEWrZyCFy-VIaFD97d4TG_r/view?usp=sharing
https://drive.google.com/file/d/1xMlH4wzeUbEWrZyCFy-VIaFD97d4TG_r/view?usp=sharing
https://drive.google.com/file/d/1xMlH4wzeUbEWrZyCFy-VIaFD97d4TG_r/view?usp=sharing
https://drive.google.com/file/d/1xMlH4wzeUbEWrZyCFy-VIaFD97d4TG_r/view?usp=sharing
https://drive.google.com/file/d/1xMlH4wzeUbEWrZyCFy-VIaFD97d4TG_r/view?usp=sharing
https://drive.google.com/file/d/1tfn2CirG99xXgQZ_Iw5RaTWqIDipPSVc/view?usp=sharing
https://drive.google.com/file/d/1tfn2CirG99xXgQZ_Iw5RaTWqIDipPSVc/view?usp=sharing
https://drive.google.com/file/d/1tfn2CirG99xXgQZ_Iw5RaTWqIDipPSVc/view?usp=sharing
https://drive.google.com/file/d/1tfn2CirG99xXgQZ_Iw5RaTWqIDipPSVc/view?usp=sharing
https://drive.google.com/file/d/1tfn2CirG99xXgQZ_Iw5RaTWqIDipPSVc/view?usp=sharing


W h a t  m i g h t  g u e s t s  l o o k  f o r  i n  2 0 2 4 ?  

25

L O W  C A L O R I E /

C A R B  C R A F T  B E E R

H A R D

S O D A

N E W !

W I N E

C O C K T A I L S

o f  c o n s u m e r s
A R E

i n t e r e s t e d !

7 4 %

B O O Z Y

F R O Z E N  D E S S E R T S

7 2 %

R T D

C O C K T A I L S

O N

T H E

R I S E !

B E V E R A G E  T R E N D  I N S I G H T S
L O O K I N G  T O  2 0 2 4

N E W !

o f  c o n s u m e r s
A R E

i n t e r e s t e d !

S P I C Y

I N G R E D I E N T S

O N

T H E

R I S E !

I t e m s  t h a t  h a v e  m o v e d  i n t o  m a i n s t r e a m
s t a t u s  a n d  a r e  g r o w i n g  i n  i n t e r e s t

https://kelvinslush.com/


26B E V E R A G E  T R E N D  I N S I G H T S
2 0 2 3 :  W H A T  M O V E D  U P !



27B E V E R A G E  T R E N D  I N S I G H T S
2 0 2 3 :  W H A T  M O V E D  U P !



28B E V E R A G E  T R E N D  I N S I G H T S
2 0 2 3 :  W H A T  M O V E D  U P !
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Adam Borders
&

Rachael Lowe



1130P U R C H A S I N G  I N S I G H T S
C O N V E N T I O N  C E N T E R S  2 0 2 3  W I N E  S A L E S

click here
to download

full deck

https://drive.google.com/file/d/1RgBqGk46rMjsglea57JGwfjTHDeoBXlg/view
https://drive.google.com/file/d/1RgBqGk46rMjsglea57JGwfjTHDeoBXlg/view
https://drive.google.com/file/d/1RgBqGk46rMjsglea57JGwfjTHDeoBXlg/view


1131P U R C H A S I N G  I N S I G H T S
C O N V E N T I O N  C E N T E R S  2 0 2 3  W I N E  S A L E S



1132P U R C H A S I N G  I N S I G H T S
C O N V E N T I O N  C E N T E R S  2 0 2 3  W I N E  S A L E S



1133P U R C H A S I N G  I N S I G H T S
C O N V E N T I O N  C E N T E R S  2 0 2 3  W I N E  S A L E S



click here
to view sales

data

1134C C  W I N E  S A L E S
T R A C K I N G  P R O C E S S

Item
ACTION 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

https://docs.google.com/spreadsheets/d/1TBeSF9Ba_SojmEFPMyIQY1RvsFeYD66W/edit?usp=sharing&ouid=100734658367482609431&rtpof=true&sd=true
https://docs.google.com/spreadsheets/d/1TBeSF9Ba_SojmEFPMyIQY1RvsFeYD66W/edit?usp=sharing&ouid=100734658367482609431&rtpof=true&sd=true
https://docs.google.com/spreadsheets/d/1TBeSF9Ba_SojmEFPMyIQY1RvsFeYD66W/edit?usp=sharing&ouid=100734658367482609431&rtpof=true&sd=true


1135W I N E  T R E N D  I N S I G H T S
D A T A  F R O M  2 0 2 3



1136R T D  W I N E S
B E N E F I T S

100%
RECYCLABLE
MATERIAL &
LESS WASTE

LIGHTER TO
CARRY AND
EASIER TO

TRANSPORT

FASTER
TO

CHILL

FASTER
SPEED OF
SERVICE

SHATTER-
PROOF

NO LIGHT
STRIKE OR

AIR
INFLUENCE

T H E  P R O S !
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Heather Wulf



1138B A R T E S I A N  C O C K T A I L S
P R O G R A M M I N G  O V E R V I E W

Heather Wulf
Sr. Director of Premium & Hospitality Services
Levy Core Solutions
Email: hwulf@levyrestaurants.com
Cell: 402.440.5906

LEVY APPLICATION QUESTIONS?

Casey Cline
Commercial Partnership Manager
Bartesian
Email: cline@bartesian.com
Cell: 217.840.8855

BARTESIAN QUESTIONS?

click here
to download
full overview

deck

Item
ACTION

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

mailto:hwulf@levyrestaurants.com
mailto:cline@bartesian.com
https://drive.google.com/file/d/1UEcVcn2ZFH73GBVG_0eTxFmpz87qWEEv/view?usp=sharing
https://drive.google.com/file/d/1UEcVcn2ZFH73GBVG_0eTxFmpz87qWEEv/view?usp=sharing
https://drive.google.com/file/d/1UEcVcn2ZFH73GBVG_0eTxFmpz87qWEEv/view?usp=sharing
https://drive.google.com/file/d/1UEcVcn2ZFH73GBVG_0eTxFmpz87qWEEv/view?usp=sharing


1139B A R T E S I A N  C O C K T A I L S
T H E  P R E M I S E . . .

T h e  B a r t e s i a n  P r e m i s e . . .T h e  B a r t e s i a n  P r e m i s e . . .
B a r t e s i a n  i n c r e a s e s  r e v e n u e  a n d  i m p r o v e s  t h e  g u e s t  e x p e r i e n c eB a r t e s i a n  i n c r e a s e s  r e v e n u e  a n d  i m p r o v e s  t h e  g u e s t  e x p e r i e n c e
w i t h o u t  a d d i n g  a n y  i n c r e m e n t a l  o p e r a t i o n a l  c o s t s  o r  c h a l l e n g e s !w i t h o u t  a d d i n g  a n y  i n c r e m e n t a l  o p e r a t i o n a l  c o s t s  o r  c h a l l e n g e s !

OPPORTUNITY:
Customers Want GOOD
Cocktails! 

CHALLENGE:
Labor, Training,
Ingredients, Waste, Cost

POTENTIAL SOLVE:
Bartesian --> 50
Cocktails, Small Space,
No Waste, No Training



How It Works 

Bartesian is a premium, capsule based system
that crafts bar quality cocktails at the touch of a
button 

Insert capsule, select spirit strength, and serve
cocktail in under 30 seconds
 
Works with any brand of vodka, whiskey, tequila,
gin, and rum 

the machine work great for craft NA drinks as
well. use spirit-free liquor brands instead!

50+ cocktail pods flavors to choose from

Cocktails 

1140B A R T E S I A N  C O C K T A I L S
P R O D U C T  L I N E  O V E R V I E W

click here for
catalog of

cocktail pod
selections

click here for
pod ordering

link

Bartesian provides free machines to Levy as
part of our partnership with them

Reach out directly to Casey Cline with
Bartesian, who handles all professional sports,

live entertainment, and convention center
business for Levy

Bartesion also provides complementary capsule
storage devices

 the capsules are sold in boxes of 60
for $90 ($1.50 / capsule)

the machine

https://drive.google.com/file/d/1qu6QKJ4MQVYdYTxkakSi4vxoaEtOHhtY/view?usp=sharing
https://drive.google.com/file/d/1qu6QKJ4MQVYdYTxkakSi4vxoaEtOHhtY/view?usp=sharing
https://drive.google.com/file/d/1qu6QKJ4MQVYdYTxkakSi4vxoaEtOHhtY/view?usp=sharing
https://drive.google.com/file/d/1qu6QKJ4MQVYdYTxkakSi4vxoaEtOHhtY/view?usp=sharing
https://business.bartesian.com/
https://business.bartesian.com/
https://business.bartesian.com/


Convention centers

Show Offices Mobile Carts 

Exhibit Floor Bars R&C Portables

Hosted Bars

1141B A R T E S I A N  C O C K T A I L S
A P P L I C A T I O N  S U G G E S T I O N S

R&C Outlets - Stands & Bars



1142B A R T E S I A N  C O C K T A I L S
C A R T  A P P L I C A T I O N

C A R T  O N  W H E E L S B A T T E R Y  P A C K V E S S E L S  A N D  D É C O R
E L E M E N T S

c l i c k  i m a g e  f o r
o r d e r i n g  l o c a t i o n

c l i c k  i m a g e  f o r
o r d e r i n g  l o c a t i o n

https://www.webstaurantstore.com/cal-mil-3698-4-84-sierra-3-shelf-u-build-service-cart-48-x-24-x-44/2113698484.html
https://www.amazon.com/dp/B0791Y1WSQ?ref=nb_sb_ss_w_as-reorder_k1_1_17&amp=&crid=AEA4RLODNWHW&sprefix=mobile%252Bpower%252Bsour&th=1


1143B A R T E S I A N  C O C K T A I L S
F I E L D  F E E D B A C K

“Adding Bartesian to our suite level increased per game
alcohol sales by 30%.  This was during a pilot program with
little marketing, so we expect sales figures to be drastically

higher next season. We’re opting to add Bartesian to our in-seat
service area as well; which is going to address a huge request

by our fans for cocktails.”
- Lorin Blume, Director of Premium

“We used to offer batch cocktails and it was slow, so we
replaced all of those with Bartesian and our spirit sales have

increased.”

“Bartesian is so easy for anyone to use. It doesn’t matter
who’s working the stand…plus the guests love the drinks, it’s

a no-brainer for us.” 
– Joe Ditri, Lower.Com Field, Asst. Director of Ops



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

1144
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1146C O R E  B E V E R A G E  P R O G R A M
D E I  &  S U S T A I N A B L E  P R O D U C T S

CLICK THE IMAGE TO
TO THE RIGHT TO VIEW

THE NEW CORE
BEVERAGE MENU, AND

FIND SOME NEW RTD
PRODUCTS THAT YOU
CAN START SELLING
AT YOUR PROPERTY

LOCATION!

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

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


1147S U S T A I N A B L E  P R O D U C T
B E E R  O P T I O N

•  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



1148D E I  &  S U S T A I N A B L E  P R O D U C T S
C O R E  W I N E  O P T I O N S

•  ‘ A R C H E R  R O O S E , ’  A  W O M A N  L I V I N G  L I F E  B Y  H E R  O W N  R U L E S

•  F E M A L E  O W N E D .  E L I Z A B E T H  B A N K S  I S  C H I E F  C R E A T I V E  O F F I C E R

•  ‘ T R A V E L I N G  V I N E Y A R D ’  C O N C E P T .  S O U R C E  G R A P E S  F R O M  T H E

    R E G I O N  T H E Y  A R E  K N O W N  F O R .

•  1 0 0 %  S U S T A I N A B L E

•  B L A C K  O W N E D

•  W I N E  S C H O L A R S H I P S  F O R  B L A C K ,  I N D I G E N O U S ,  P E O P L E  O F  C O L O R

   I N T E R E S T E D  I N  P U R S U E I N G  C A R E E R  I N  W I N E  I N D U S T R Y  ( C H A R L E S

   W O O D S O N  A N D  O ’ N E I L L  F A M I L Y  W I N E  S C H O L A R S H I P S )

•  M E M B E R  O F  N O N - P R O F I T  A S S O C I A T I O N  O F  A F R I C A N  A M E R I C A N

   V I N T N E R S

•  C H A R L E S  W O O D S O N  –  F O R M E R  N F L  D E F E N S I V E  B A C K  F O R  O A K L A N D

   R A I D E R S  A N D  G R E E N  B A Y  P A C K E R S



1149

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

•  D I S T I L L E R Y  R U N  O N  1 0 0 %  R E N E W A B L E  E L E C T R I C I T Y  /  

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

•  A L L  B O T T L E S  M A D E  O F  1 / 3  R E C Y C L E D  M A T E R I A L

•  G O A L  –  P L A S T I C  F R E E  B Y  2 0 3 0

•  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

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



T H O U G H  O F  C O U R S E  W E  A P P R E C I A T E  A N Y  A N D
A L L  P A R T I C I P A T I O N  U S I N G  T H E  C O R E  B E V E R A G E
P R O G R A M  S E L E C T I O N S ,  T H E R E  A R E  A N  A B U N D A N C E
O F  A D D I T I O N A L  B E E R ,  W I N E  A N D  S P I R I T S  T H A T  A R E
A L S O  W O N D E R F U L  R E P R E S E N T A T I O N S  O F  D E I  A N D  S U S T A I N A B L E
B E V E R A G E S .  W E  E N C O U R A G E  T H E  S U P P O R T  O F  B E V E R A G E  I T E M S  F R O M
L O C A L  B U S I N E S S E S ,  I N  A D D I T I O N  T O  T H E  N A T I O N A L  C O R E  P R O G R A M .
I T ’ S  A L W A Y S  A  B E N E F I T  T O  C E L E B R A T E  O U R  N E I G H B O R S !

W E  A S K  T H A T  A N Y  L O C A T I O N  U N A B L E  T O  C A R R Y  A N  I T E M  F R O M  T H E
L E V Y  C O R E  B E V E R A G E  P R O G R A M  S U B M I T  A N  E X C E P T I O N  R E Q U E S T  S O   
W E  A R E  B E T T E R  A B L E  T O  T R A C K  P A R T I C I P A T I O N  O N  A  N A T I O N A L  L E V E L .  

1150

Rachael Lowe
National Director of Beverage
Levy Core Solutions
rlowe@levyrestaurants.com

QUESTIONS?

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

mailto:arusso@levyrestaurants.com
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1152S 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



53R 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
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


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

54

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, March 22nd / 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, February 16th

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

1

2 Look at the beverage trends forecasted for 2024, and use one of them at
your property

Either use this Earl Grey Holiday recipe or develop your own version using
bergamot flavoring

3

4

With the goal of better tracking sales of wine, get with your purchasing
team to have them key the actual wine detail into Infor

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

Order a Bartesian Cocktail Maker for your property, and find an
application for usage that works for youJulio Henriquez

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

QUESTIONS?

mailto:jhenriquez@Levyrestaurants.com


1156W 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
https://docs.google.com/forms/d/e/1FAIpQLScsI8KNBegW0mLzbpniuCmvZK7gMrSlH9IT2VZmDe9sS8nzIQ/viewform?usp=sf_link
https://docs.google.com/forms/d/e/1FAIpQLScsI8KNBegW0mLzbpniuCmvZK7gMrSlH9IT2VZmDe9sS8nzIQ/viewform?usp=sf_link
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https://www.levyexperience.com/beverage-strategy

