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M I S S I O N

To drive beverage revenue, margins,
innovation and experiences in our
Convention Center environments,
while developing unique selling points
and sharing best practices

BEVERAGE STRATEGY TASK  FORCE

03
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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
T E A M  M E M B E R S
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C C  D I R E C T O R  O F
E X P E R I E N C E  D E S I G N
H I L A R Y  B A R A S H

CORE SOLUTIONS BEVERAGE TEAM:
Home off ice resources  engaged for  act ive
col laborat ion in  CC Beverage St rategy
Task  Force ca l l s ,  pro ject  based
development  s t rategy ,  and programming
ro l l -outs

prov ide inf luence and d i rect ion wi th
beverage pro ject  in i t iat i ves  that  have
been:

deemed a pr ior i ty  by  the CC
Regional  Leadersh ip  Team
developed in  co l laborat ion wi th  the
Core Solut ions  Global  Beverage
Team

mainta in  overs ight  and ensure
progress ion wi th  beverage program
developments ,  in  partnersh ip  wi th  the
Regional  Leadersh ip  task  force leaders
and Core Solut ions  Beverage Team
create opportun i t ies ,  p lat forms and
processes  for  the shar ing-out  of
beverage deve lopments ,  best
pract ices  and too lk i t  assets  
prov ide exper ience dr iven ins ights  and
pro ject  ideat ion

Regional  Team Exper ience Sponsor  to :  

C C  N A T I O N A L
S A L E S  D I R E C T O R :
A S H L E Y  R U S S O

prov ide s t rategic  sa les  suggest ions ,
opportun i t ies ,  feedback and
overs ight  wi th  beverage programming
developments
rev iew deve loped beverage menus to
ensure offer ings ,  pr ic ing ,  packaging
and key  sa les  in i t iat i ves  are being
met  and are in- l ine wi th  the CC
Div i s ion ' s  s tandards ,  and are v iab le
with in  CC env i ronments
so l ic i t  and co l lect  c l ient  beverage
crav ings  f rom nat ional  perspect ive ,
and cont r ibute the informat ion for
pro ject  inf luence
prov ide regional/  demographica l
ins ights  that  impact  the types  of
menu offer ings  to  deve lop,  by  area

Regional  Team Sales  Sponsor  to :

C C  R E G I O N A L
P U R C H A S E R S
J E S S E  B A R R O W S  &
A D A M  B O R D E R S

prov ide sourc ing support  wi th
beverage products  and equipment
mainta in  overs ight  wi th  beverage
pro ject  in i t iat i ves  & programming,
f rom a model  market  and sourc ing
v iabi l i t y  perspect ive
leverage re lat ionsh ips  wi th  vendors
and market  knowledge in  beverage
pro ject  p lann ing d iscuss ions  
prov ide gu idance to  property
purchasers  wi th  new beverage ro l l -
outs

Regional  Team Purchas ing Sponsors  to :  

work  d i rect ly  wi th  Scott  E .  Brown of
the Core Solut ions  Beverage team
research and mainta in  overs ight  wi th
t rends & data re lated to  beverages
prov ide task  force wi th  too ls  and
ins ights  that  wi l l  he lp  propel  pro ject
in i t iat i ves
he lp create the parameters  for  KP I ' s ,
and t rack  out l ined measurables  wi th
beverage programs & new pro jects

CC Property  E15-PSA Sponsor  to :  

B E V E R A G E
C H A M P I O N S  L E A D :
J U L I O  H E N R I Q U E Z

co-faci l i tate the month ly  task  force
cal l s ,  wi th  Core Solut ions  D i rector  of
Beverage:  Rachael  Lowe
take notes  and document  key  ins ights
gained f rom month ly  ca l l s  and other
pro ject  based cal l s ,  to  share wi th
ent i re  group as  wel l  as  D iv i s ion
Pres ident
create ass ignments  for  beverage
champions  and s t ructure t imel ines
based on determined pro jects
co l lect  pro ject  progress  reports  and
share wi th  task  force team
assume re levant  pro ject  management
dut ies  to  ensure pro jects  s tay  on t rack
with  de l i verables
ensure case s tudies  are being crafted
with  new pro ject  ro l l -outs
share completed pro ject  informat ion
and created case s tudies  wi th  regional
CC leadersh ip  team
serve as  a support  resource to
Beverage Champions  for  gu idance,
inst ruct ion and pro ject  ass i s tance 
schedule  and create agenda for
regu lar  pro ject  s tatus  touch-base
al ignment  ca l l s  wi th  wi th  Regional
Leadersh ip  Representat ives  and Core
Solut ions  Beverage Team
Representat ives

The Beverage St rategy Task  Force shou ld
have representat ion f rom a min imum of  ( 1 )
VP of  Hospi ta l i t y  f rom the CC Div i s ion ,  to
serve as  the "Lead Beverage Champion"
f rom the f ie ld

Beverage Champion Lead to :

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

f inance,  purchas ing,  group sa les ,
R&C,  cu l inary ,  bar  management

th is  a l lows those who are invo lved in
beverage sa les  and operat ions  to
have the space to  make change,
inf luence programming,  and be
represented wi th  ideas

part ic ipate in  and dr ive  forward
beverage re lated pro jects
part ic ipate in  month ly  touch-base
task  force cal l s
prepare progress  reports  wi th
ass igned pro jects
work  wi th  E15  and Analyt ics  team
members  to  def ine and t rack
measurables  and KP I ' s  wi th  beverage
in i t iat i ves
document  and create pro ject  share-
outs  & case s tudies
serve as  the i r  property  locat ion ' s
beverage programming ambassador
and un i t  in f luencer  

The Beverage St rategy Task  Force shou ld
have representat ion f rom mul t ip le
disc ip l ines  inc lud ing (but  not  l imi ted to) :

One d i rector  leve l  or  above,  Beverage
Champion representat ive  f rom each Levy
Convent ion Center  property

Beverage Champions  to :

C C  L O C A T I O N  E 1 5 /  P S A
R E P R E S E N T A T I V E
H I L M I  K I L I C K A Y A

P R O J E C T  M A N A G E M E N T /
A D M I N I S T R A T I V E  S U P P O R T :
K E L L Y  K A L E T T A



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
O R G A N I Z A T I O N A L  D I A G R A M

C C  F I E L D  C H A M P I O N
L E A D

C C  F I E L D
C H A M P I O N S

C O R E  S O L U T I O N S
B E V E R A G E  T E A M  R E P R E S E N T A T I O N
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B E V E R A G E
C H A M P I O N S :
2 6  P R O P E R T I E S

C C  D I R E C T O R  O F
E X P E R I E N C E :
H I L A R Y  B A R A S H

C C  N A T I O N A L  S A L E S
D I R E C T O R :
A S H L E Y  R U S S O

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

D I R E C T O R  O F
B E V E R A G E :
R A C H A E L  L O W E

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

D I R E C T O R  O F  B E V E R A G E
S T R A T E G Y  &  A N A L Y T I C S :
S C O T T  E .  B R O W N

A m e r i c a ' s  C e n t e r
A r l i n g t o n  C o n v e n t i o n  C e n t e r
A u s t i n  C o n v e n t i o n  C e n t e r
B o s t o n  C o n v e n t i o n  &  E x h i b i t i o n  C e n t e r
C e n t r a l  B a n k  C e n t e r /  R u p p  A r e n a
C h a t t a n o o g a  C o n v e n t i o n  C e n t e r
D a l l a s  M a r k e t  C e n t e r
D a v i d  L .  L a w r e n c e  C o n v e n t i o n  C e n t e r
G e o r g e  R .  B r o w n  C o n v e n t i o n  C e n t e r

G e o r g i a  W o r l d  C o n g r e s s  C e n t e r
G r e a t e r  C o l u m b u s  C o n v e n t i o n  C e n t e r
H a w a i i  C o n v e n t i o n  C e n t e r
H u n t i n g t o n  C o n v e n t i o n  C e n t e r  o f  C l e v e l a n d /
C l e v e l a n d  P u b l i c  A u d i t o r i u m
H y n e s  C o n v e n t i o n  C e n t e r
J a v i t s  C e n t e r
K e n t u c k y  E x p o s i t i o n  C e n t e r
K e n t u c k y  I n t e r n a t i o n a l  C o n v e n t i o n  C e n t e r

L o s  A n g e l e s  C o n v e n t i o n  C e n t e r
M i s s i s s i p p i  C o a s t  C o l i s e u m  &  C o n v e n t i o n  C e n t e r
O r e g o n  C o n v e n t i o n  C e n t e r
P o r t l a n d  E x p o  C e n t e r
P u e r t o  R i c o  C o n v e n t i o n  C e n t e r
S a n t a  C l a r a  C o n v e n t i o n  C e n t e r
S p o k a n e  C o n v e n t i o n  C e n t e r
T h e  C l a s s i c  C e n t e r
W i s c o n s i n  C e n t e r  D i s t r i c t

V P  O F  H O S P I T A L I T Y :
J U L I O  H E N R I Q U E Z

C C  R E G I O N A L
P U R C H A S E R S :
J E S S E  B A R R O W S  &
A D A M  B O R D E R S

C C  L O C A T I O N  E 1 5 /
P S A  R E P R E S E N T A T I V E
H I L M I  K I L I C K A Y A

J u l i o  H e n r i q u e z
R a c h a e l  L o w e

t a s k  f o r c e
c a l l  f a c i l i t a t o r s :

J a v i t s  C e n t e r :  H i l m i  K i l i c k a y a
C o r e  S o l u t i o n s :  S c o t t  E .  B r o w n

E 1 5 /  A n a l y t i c s  R e p r e s e n t a t i v e s :

C C  E 1 5  L E A D



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

S C O T T  S Y L V A - M A S H B U
A G M
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

S A L  A G U I L A R
D I R .  O F  P R E M I U M
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

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

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

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

D A N  P H A M
C O N T R O L L E R
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
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ALL  BEVERAGE STRATEGY TASK FORCE LEADERS AND PROPERTY
BEVERAGE F IELD CHAMPIONS WILL  MEET  MONTHLY TO

COLLABORATE AND SHARE UPDATES

09

WHEN?



2:00-3:00pm EST,  the  last  f r iday  of  every  month

UNABLE  TO MAKE THE  CALL?



i f  you  are  unable  to  make i t  to  the  cal l ,  i t  i s  important  that  you  not i fy  ju l io  henr iquez ,  in  advance



addi t ional ly ,  we encourage you  to  f ind  someone f rom your  property  to  at tend in  your  absence

POST CALL  NOTES:



kel ly  ka let ta  wi l l  be  tak ing  notes  f rom the  cal l ,  and post ing  them to  the  TEAMS
calendar  inv i te



a recording  of  the  meet ing  wi l l  a lso  be  made for  those  who were  unable  to  at tend l ive

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



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

10

updates on new, current and future products
available within current purchasing chain ...
and also what is on the horizon

e15 and beverage analytics teams to
provide current market insights

share-out of latest beverage trends in
product, recipe, technology, and more

tips, tools and suggestions provided on how to
sell a variety of beverage concepts,
experiences, menus, and more

peer-to-peer sharing of property best
practices, operational insights, and other
beverage related ideas



document and create project 
share-outs & case studies with the
development of minimum standards
and best practices 

participate in and drive forward
beverage related projects

participate in monthly full team
touch-base task force calls

beverage champions will serve as
their property location's beverage
programming ambassadors and
in-unit influencers

work with e15 and analytics team
members to define and track
measurables and kpi's with selected
beverage initiatives

prepare progress reports with
assigned projects

11T A S K  F O R C E  P R O G R E S S
R E P O R T I N G  &  M E A S U R I N G  S U C C E S S

last Friday of every month at
2:00pm est
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B E V E R A G E  P R O J E C T S
E X A M P L E  A R E A S  O F  F O C U S

sustainabili
ty

 p
ra

ct
ic

es

sp
iri

t f
re

e b
ars & beverages

coffee enhancem

ents

beverage technology

13

co
m

m
un

ity
 in

itia
tive programs

recipe curation

pl

ated dining beverages

setting the scene

sa
le

s 
ta

ct
ic

s 
w

ith
 d

rin
k garnishes

AM & PM

 breaks: beverage bars

hosted bar enhancements

in-the-mom
ent teaching tools

trend research

ba

rte
nding crash courses

fun interactions

partner brand activations
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beverage strategy task force wil l  discuss priorit ies with
projects based on directive of cc division president,  and

make role assignments for task ownership through
col laborative conversation

PREMIUM/ HOSTED EVENTS

PREMIUM/ HOSTED 
EVENT FOCUSED 
BARS & BEVERAGES

"SPIRIT FREE",
NON-ALCOHOLIC
BEVERAGES &
BAR PACKAGES

BARTENDER
CRASH COURSES/
IN-THE-MOMENT
SUPPORT

examples include but are
not l imited to:

NA BEVERAGE
examples include but are

not l imited to:

RETAIL/ R&C
examples include but are

not l imited to:

ENHANCED
COFFEE/ HOT
TEA PROGRAMS

ENHANCED AM & PM 
BREAK BEVERAGE
PACKAGES

PLATED WATER
SERVICE, UPSELL
OPPORTUNITIES,
ENHANCED WATER
COOLER SETUPS

ENHANCED RETAIL/
R&C OUTLET
OFFERINGS

UPSELL WITH 
BEVERAGE
GARNISHES

EXHIBITOR
BOOTH "TRAFFIC
BUILDERS" BARS
& BEVERAGES

with focus on
implementing

"change please"
partner

sustainabi l ity practices,  community
init iatives,  and MWBE partnerships wil l  be

actively sought after and taken into
consideration every t ime, with every project

B E V E R A G E  P R O J E C T S
E X A M P L E  A R E A S  O F  F O C U S



04TASK FORCE
TOOLKIT

EXAMPLES
PART

15

BEVERAGE STRATEGY
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C L I C K  H E R E  T O
V I E W  T H E  B E V E R A G E

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

W E B S I T E

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

16

https://www.levyexperience.com/beverage-strategy
https://www.levyexperience.com/beverage-strategy
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CLICK HERE  TO VIEW
"BEVERAGE INNOVATION"  DECK

whether it's the drink that is eye-catching, the garnish, or the way the drink is made or dispensed, focus on
visual impact is something very important to consider when designing a fully rounded beverage experience. in
fact, in our day and age of social media... visual presentation is not just imperative, but expected by our
guests. period.

provide experiences that allow guests to participate in the unique beverage concoction process. a
beverage is able to become so much more beyond taste, when an immersive experience is constructed.
stories are told, the emotional connections are stronger, and the memories are lasting

beverage-centric technology is more prevalent now than ever! new equipment, technologies and automated
experiences surround us. plenty of partner vendors are making the accessibility simple. it is our responsibility
to research and find opportunities for implementation in conventional and unconventional ways

the rise in popularity of mixology & chemistry inspired cocktails, craft "spirit-free" beverages, low-proof
lifestyle drinks, seltzer waters, cold brew coffee, and& unique beverage presentations, has been trending and
is forecasted to continue for quite some time. simple or complex recipes can be incorporated and scaled
accordingly for virtually any type of event function... big or small. the word "trend" gets a bad rap... trends are
what allow us to remain relevant in today's climate, and have the ability to forecast our future...

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

CLICK HERE  TO VIEW
"SPIR IT  FREE"  DECK

CLICK HERE  TO VIEW
"WATER"  DECK

CLICK HERE  TO VIEW
"COFFEE  MINIMUM STANDARDS"  DECK

we are nothing without a strong base of standard practices that allow us to achieve consistency and a firm
understanding of what our intentions are with certain offerings, setups and initiatives. standards allow us to keep
on point, and never fall below. additionally, standards combined with an effective way of communicating what the
standards are - allows our teams to have a full understanding of what is expected. that feeling of knowing what is
expected, empowers our people and provides a a sense of ownership and pride within their day-to-day processes

CLICK HERE  TO VIEW
"BARS &  BEVERAGE STATIONS"  SETUP DECK

CLICK HERE  TO VIEW SOME EXAMPLES OF
BEVERAGE EQUIPMENT

CLICK HERE  TO VIEW VENDOR L IST  THAT
INCLUDES A VARIETY OF  BEVERAGE

RELATED TECHNOLOGIES &  PRODUCTS

CLICK HERE  TO VIEW
"CHANGE PLEASE"  DECK

CLICK HERE  TO VIEW
PHOTO GALLERY INCLUSIVE  OF

BEVERAGE SETUPS

CLICK HERE  TO VIEW
GALLERY OF TRENDING CONCEPTS

INCLUSIVE  OF  BEVERAGE

https://www.levyexperience.com/_files/ugd/17ac15_c11838580f86476a83ef26d66772ad91.pdf
https://www.levyexperience.com/_files/ugd/17ac15_c11838580f86476a83ef26d66772ad91.pdf
https://www.levyexperience.com/_files/ugd/17ac15_9a2cff37512849938f6212dcf2b18495.pdf
https://www.levyexperience.com/_files/ugd/17ac15_9a2cff37512849938f6212dcf2b18495.pdf
https://www.levyexperience.com/_files/ugd/17ac15_d76b3307136f481ab681d20b28ac2caa.pdf
https://www.levyexperience.com/_files/ugd/17ac15_d76b3307136f481ab681d20b28ac2caa.pdf
https://www.levyexperience.com/_files/ugd/17ac15_d76b3307136f481ab681d20b28ac2caa.pdf
https://www.levyexperience.com/_files/ugd/17ac15_10de26f397a04f528f47598637c04cca.pdf
https://www.levyexperience.com/_files/ugd/17ac15_10de26f397a04f528f47598637c04cca.pdf
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A B O U T
This document serves as a suggestive guide to:

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

CHALLENGE OUR TEAMS TO CONSIDER A  MULT I TUDE OF
ASPECTS WHEN SOURCING OR FABR ICAT ING A F&B RELATED
PRODUCT ,  P IECE OF EQUIPMENT ,  CONCEPT ,  ETC.

GIVE YOU ACCESS TO DOCUMENTS THAT  PROVIDE CASE
EXAMPLES WHEN YOU ARE RESEARCHING & PACKAGING
YOUR F IND INGS & CREAT IONS

PROVIDE YOU WITH  A  STREAML INED WAY TO SHARE YOUR
CREAT IONS WITH  YOUR TEAM,  PEERS ,  CL IENTS  & THE
DIV IS ION

LEAD YOU THROUGH COMMON DES IGN STEPS
AS THEY RELATE  TO FOOD & BEVERAGE
SPECIF IC CREAT IONS

AID IN  THE  K ICK-START  OF A  PROJECT

PROVOKE FURTHER INNOVAT IVE ,  OPERAT IONAL
& ANALYT ICAL  THOUGHT
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CLICK HERE  TO VIEW
DESIGN PROCESS GUIDE

https://www.levyexperience.com/_files/ugd/17ac15_975fdbd671064197a545f936bdb8688b.pdf
https://www.levyexperience.com/_files/ugd/17ac15_975fdbd671064197a545f936bdb8688b.pdf
https://www.levyexperience.com/_files/ugd/17ac15_975fdbd671064197a545f936bdb8688b.pdf


05DATA
INSIGHTS

OF THE DAY
PART
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BEVERAGE STRATEGY
TASK  FORCE



N/A Beverage Sales ($29.1M)
56.9%

Packaged Beer Sales ($9.4M)
18.4%

Liquor Sales ($7.4M)
14.5%

Wine Sales ($4M)
7.8%

Draft Beer Sales ($1.2M)
2.4%

B E V E R A G E  P E R F O R M A N C E
L E V Y  C O N V E N T I O N  C E N T E R S
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Liquor sales grew 77% in March
2023 compared to February 2023

N/A Beverage with the majority
share of beverage sales at 57%

what does this mean to us? what does this mean to us?






L E V Y  C O N V E N T I O N  C E N T E R S /
L E V Y  C O R E  S O L U T I O N S  G L O B A L  B E V E R A G E


