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The pessimist 
sees difficulty 

in every 
opportunity. 
The optimist 

sees the 
opportunity 

in every 
difficulty.

Winston Churchill
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I would like to take a minute to honor the 13 brave soldiers who gave 
their lives a few weeks ago in Afghanistan. All but one were in their 
20’s, and Staff Sgt Darin Hoover was to be a father next month. As 

a gesture of support, our company is sending a $500.00 gift card to each 
of their families, but most importantly, we hope they know how much we 
care about them and that they will never be forgotten.

Summer has flown by and it was so nice to see people vacationing again. 
I had the opportunity to enjoy almost 10,000 miles of our beautiful 
country through the windows of a train. Stops included Chicago, 
Minneapolis, Whitefish MT, Portland, San Francisco, Denver, Reno, 
Glenwood Springs CO, Havre, MT, Milwaukee, San Diego, Los 
Angeles, Flagstaff, Albuquerque, Raton NM, and Kansas City. I saw 
majestic buffalo, antelope, eagles, and even a moose. I met so many kind 
and wonderful people (and passed numerous rafters in Colorado who 
took joy in mooning the train), and thousands of stars late at night as we 
crossed the desert expanse. 

Despite our many challenges today, both in Washington D.C. where 
politicians act like children and from this deadly virus that just won’t go 
away, I can tell you America is still a strong and beautiful place.

We look forward to VIBE, at the beautiful Omni La Costa in Carlsbad, 
California. Our MAB group is excited to be honoring a true legend in 
our industry, Ken Ruff of Beam Suntory. Hope to see you there!

PATRICK’S CORNER
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THE ROXY ICE MACHINE

Dry ice can really add that extra oomph to a program, but it’s 
often almost impossible to order, a nightmare to store, difficult 
to train with, and there are so many safety parameters that 
sometimes it seems hardly worth it, but then again. . .

The Roxy Ice Machine eliminates all those problems by 
creating dry ice in a food safe puck which you can handle with 
your hands. Since staff never comes in contact with the dry 
ice, there’s no need for specialized training and no concern 
of a consumer eating or swallowing it. It fits any glass and 
the machine fits easily on the bar, all making it super easy to 
include dry ice in your beverage programs.

At approximately $1,500 per machine, it may sound pricey, but 
when compared to similar machines we have seen in the past, 
which can go for $4,000 or more, this might just fit the bill!
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Green is the 
New Black

TIPS AND TRENDS

Written by: Donna James

“SUSTAINABILITY” & WHAT THAT M
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Green is the 
New Black Secondly, climate change and biodiversity loss are interconnected 

with issues that we do or will have. The hospitality industry 
depends on a healthy global ecosystem, and we are vulnerable to 
environmental damage.

For restaurants, climate change affects food security 
and production. Due to changes in temperature and 
precipitation patterns, and increasingly extreme weather 
events the food system is particularly at risk, and is 
already experiencing disruptions. For example, the 
chicken wing shortages we’ve been having within the past 
year aren’t just due to a shortage in labor – the U.S. had 
its coldest winter in more than 30 years1, which led to 
damaged chicken flocks since chickens lay less eggs when 
it’s cold.

With all that said, it’s not all doom 
and gloom! Sustainable practices 
are becoming more common, and 

we have a real chance to make a difference 
in the world we live in.

“SUSTAINABILITY” & WHAT THAT M
EA

N
S FO

R
 TH

E FOOD & BEVERAGE INDUSTRY

For hotels, tourism relies on the natural and cultural 
resources that attract visitors to certain destinations, such 
as the pristine beaches and crystal clear waters of the 
Caribbean and the breathtaking, snow-capped mountains 
of the Alps. Instead, ski resorts are losing their snow and 
hotels along the U.S. coastlines are predicting flooding3.

We’ve been hearing (or 
ignoring) these buzzwords 
more than usual:  
“sustainable,”  
“eco-friendly,”  
and “green,”   
but what do they really mean?

On top of it all, the food system is a major 
contributor to climate change, representing about 
a third of the total greenhouse gas emissions8. Our 
growing populations and changing incomes will also 
further exacerbate the need for increased production 
and more efficient distribution.

In simple terms, [environmental] sustainability means actions or processes 
that causes little-to-no-harm to the natural world or living creatures, 
including other humans. It’s all about finding ways to meet the demands of 

life without causing detriment to society or compromising future generations. 
“What does that have to do with the hospitality industry?” you ponder.

Firstly, the hospitality industry has historically had a dramatic 
impact on the environment through use of consumable goods, 
and energy and water consumption.
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Sustainability is NOT 
a trend – it’s here to stay!

T oday’s consumers, hotel 
bookers, and restaurant 
patrons are realizing that 

altering their behavior will play a 
pivotal role in the fight against climate 
change. They want to know that the 
companies they give their money 
to follow environmentally, socially, 
and culturally sound practices. An 
overwhelming majority of Millennials 
and Gen Zs are willing to pay more 
for products and services that don’t 
harm the environment, deplete natural 
resources, or negatively affect the lives 
of people or wildlife.4 Additionally, in 
a recent consumer trend report, 61% 
of consumers say that they prefer to be 
associated with brands and companies 
that align with their own values.2 Even 
COVID-19 did not significantly impact 
this commitment. As the foodservice 
industries are being radically 
transformed, sustainability remains a 
key factor for consumers.5

We are already seeing an 
increasing number of 
brands releasing beverages 

produced in a more environmentally 
friendly way, containing no polluting 
substances, and packaged with more 
recyclable materials. To highlight a few 
notable [American] brands:

• J. Lohr takes very seriously 
its leadership role in “Growing 
Sustainability” throughout the 
wine industry. They have received 
the Green Medal Leader Award 
from the California Sustainable 
Winegrowing Alliance, and on 
their website & social media,  J. Lohr 
gives consumers a behind-the-scenes, 
transparent look at their innovative 
practices within their vineyards and in 
their cellars.

• New Belgium Fat Tire is the 
Americas’ first certified carbon neutral 
beer and New Belgium plans to be 

completely carbon neutral by 2030. 
They are working to reduce their 
emissions and co-founded the Glass 
Recycling Coalition to improve 
recycling nationwide, as well as the 
Brewers Association Sustainability 
Subcommittee.6

• Trinchero Family Estates holds 
7 out 7 sustainable certifications, and 
has reduced water use and maximized 
water reuse at production facilities and 
in the vineyards. It has also minimized 
waste generated by its facilities, while 
striving to achieve a zero waste to 
landfill status.7

• Grey Whale Gin botanicals are 
sustainably grown, and the company 
has partnered with Oceana, and 1% of 
sales helps funds charities that help the 
environment.

• Maker’s Mark is on track to 
divert all its landfill waste by this 
summer, thanks to the distillery’s 
robust recycling program as well as a 
composting system that processes food 
scraps, grain dust, and barrel char. 
Since the surrounding community 
does not have residential recycling, 
employees are encouraged to bring 
their bottles and cans to work for 
recycling there.

What can we do?

Committing to sustainability 
practices in the food & beverage 
industry is crucial. While each 

company will have their own road map, 
below are a handful of thought-starters:

• Reduce Waste: Waste reduction 
options are abundant. Hotels & 
restaurants can source food locally, 
and resorts who have green-space can 
transform a portion of that space to 
grow food on site. Businesses can also 
adopt food-donation policies alongside 
local organizations/food banks and let 
consumers know any unused food will 
make it to the local food kitchen instead 
of being thrown away.

• Compost Pick-Up: Restaurants 
& hotels already pay for waste 
management, and they are usually 
charged by “pulls per week” (aka, 
the amount of total waste). Divert the 
compostable food waste in kitchens 
and make contact with local food 
composting facilities to schedule pick-
up for those items.

• Food Digestors: Food waste 
that decomposes in landfills releases 
methane, a greenhouse gas 28 times 
more potent than carbon dioxide.13 
One remedy utilized by Omni 
Boston Hotel at the Seaport is 
Grind2Energy, an innovative food 
waste recycling system which decreases 
landfill contributions and helps 
generate clean, renewable energy by 
the use of anaerobic digestors. The 
hotel’s food waste is directed to a facility 
where it is converted into heat energy, 
and what remains is distributed to local 
dairy farms to be used as fertilizer.

• Plastic Utensils: More to-go & 
delivery orders means more plastic 
to-go packing… but it doesn’t have to! 
Online ordering websites and/or apps, 
can include an option for consumers to 
select whether or not they want plastic 
utensils included in their to-go bag.

• Environmentally Friendly 
Packaging: A recent survey done 
by Business News Daily reports 
that over 80% of interviewees say 
environmentally conscious products/
packaging are extrememly important to 
them. As mentioned above, consumers 
are willing to pay more for eco-friendly 
packaging – in fact, on average, as 
much as $2 more.2

• Digital Receipts: Reduce paper 
usage with POS systems that now allow 
you to send digital receipts to guests, 
which is great news because almost 90 
percent of Millennials and younger 
Americans would like retailers to offer 
digital receipts as an option.9
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Final few words…

While implementing sustainable practices sounds lovely, there may still 
be some hesitation from decision-makers. There are misconceptions 
that sustainability is expensive and that consumers do not care 

enough about it to justify the costs. Some switches in practices may indeed 
require an investment at the front end, but ultimately, a brand known as 
sustainable attracts more patrons, which equals more business.

Be it for profit or for ethics, the sustainability movement is growing bigger 
and bigger. Consumers are willing to put their money where their mouths 
are, and brands will have to follow suit.

Lastly, as a Millennial who’s worked in the hospitality industry for the last 
12+ years – from coffee shops, pizza shops, mom & pop restaurants to 
hotels and fine dining, I am excited to see the shift in sustainability. If we 
collectively put our minds together, we can really transform the food & 
beverage industry and make a positive impact on the environment.

SOURCES:

1. National Oceanic & Atmospheric 
Administration, March 2021

2. Mintel 2021 US Foodservice Trends; 
Mintel US Trending Flavors and 
Ingredients in Alcoholic Beverages Aug 
2020; Blueconic 2021 Omni-Channel 
Acceleration In Retail

3. Union of Concerned Scientists, Underwater, 
2018

4. Forbes, Gen Z is Emerging As The 
Sustainability Generation 

5. Food Dive, Consumers Still Care About 
Sustainability Amid Pandemic, April 2020

6. https://www.drinksustainably.com/

7. https://www.winebusiness.com/
news/?go=getArticle&dataId=247512

8. FAO.org; http://www.fao.org/news/
story/en/item/1379373/icode/

9. Businesswire Survey: Millennials 
Drive Demand for Digital Receipts, 
December 2019

10. J. Lohr Behind-the-Scenes; 
https://www.instagram.com/p/
CM3DkAdnYsk/

11. Gray Whale Gin; https://www.
graywhalegin.com/

12. Maker’s Mark; https://www.
makersmark.com/distillery

13. EPA Landfill Gas, July 2021 
https://www.epa.gov/lmop/basic-
information-about-landfill-gas
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To put it simply, inventory management 
is the process of tracking the goods 
coming in and out of a restaurant. It 

includes tasks like ordering, receiving, storage, deple-
tion, and forecasting. With the rising cost of goods, 
managing inventory strategically, to drive profit, has 
become both more important and more challenging. 
It must be efficient, accurate, and adhered to by all 
team members; otherwise, the restaurant runs the risk 
of losing money or not meeting guest needs.

There are many inventory management 
platforms utilized across the industry; many have 
applications to assist team members with both 
setting up inventory systems and troubleshooting 
any issues that arise. 

No matter which platform you’re currently 
using there are three “best practices” that 
are universal:

1. Ordering 
Most critical is forecasting the right amount 
of inventory needed in stock at any given 
time. If levels dip too low, the risk of running 
out of products increases. This can lead to missed 
sales, back ordering, customer service issues and 
more. On the other hand, too much inventory 
can result in having “dead stock” which can 
negatively affect the restaurant’s bottom line. 
Inventory left sitting on shelves in the storeroom is 
operating capital that could be used elsewhere. 

2. Communication
Open dialogue with your distributor repre-
sentatives is vital to a successful inventory 
management strategy. Too often in our online/
automated industry, an inventory order is placed 
without prior distributor communication. Having a 
scheduled meeting with the sales representative before 
each order is submitted will allow the restaurant to 
plan for the unexpected. The sales representative 
can also make the restaurant aware of things like:

• Products with Alternate Sizes
• Full Case, Combined Case, Broken Case Options
• Specials, Discounts, or Rebates
• Out of Stocks, Product Substitution

3. Storage 
To reduce incorrect ordering or inventory 
counts, a restaurant must have products 
stored properly. This means every single product 
in the restaurant has a labeled home, and all team 
members must store items in a consistent manner 
where they can easily be found. Inventory rotation 
(think: “First In, First Out”) occurs with each 
new received order, which ultimately protects 
the guest from expired products. Loss prevention 
is constant and needs to be covered from shift 
to shift. Restaurants should securely lock any 
storage rooms and secure all inventory that is in 
the front of the house at the end of every night. 

The 
INS & OUTS

of 
INVENTORY

want a little help from 
your friends?

The PHCP Beverage Operations & 
Training Team can assist in all stages of 

inventory management. Years of restaurant 
experience and distributor relations allow 

the PHCP Team to diagnose, analyze, and 
solve inventory problems. For information on 
Inventory Management Services, contact PHCP’s 

Director of Beverage Operations & Training, 
Kurt Moody at kurt@phcp.com.

Written by: Kurt Moody
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Here at PHCP, we take pride in 
many things: our quality of work, 

level of service, hospitality, team-driven 
atmosphere, and longstanding industry 
friendships are just a few that come to 
mind. These are all deeply engrained 
in our company culture with our Texas 
roots which we are pretty proud of as 
well! The ‘pride of Texas’ is a cultural 
phenomenon in the Lone Star State, 
and has impacted far beyond our state 
borders and even into the beverage 
industry by ushering in a new sub-cate-
gory of brands that are gaining traction 
across the United States and beyond. 

Tito’s Handmade Vodka started 
out in a small shack in Austin in 

1997, when Tito Beveridge obtained 
the first legal permit to distill spirits 
in Texas. According to Tito’s VP 
of Trade Marketing, Frank Polley, 
“The support of Austin, and Texas, 
is a big part of what helped get this 
brand to where it is today.”1 Tito’s 
efforts in connecting within the Austin 
community, paired with the strength 
of Texas’s on-premise, off-premise, 
and distributor markets, this brand 
among others has grown tremendously. 
Today, Tito’s Handmade Vodka is 
leading the vodka category as the 
#1 vodka on-premise by volume.2

 
Tito’s growing popularity paved the 

way for other Texas spirit brands 
like Deep Eddy Vodka. Established 
in 2010 in Austin, Texas, Deep Eddy 
Vodka prides itself on its all natural 
ingredient, small-batch production 
process. With the consumer shift away 
from high-sugar spirits and towards 
personal wellness, it’s no surprise that 
this brand quickly gained traction in 
the market with its naturally flavored 
releases, incorporating real ingredients 
like clover honey, cranberries, and 
citrus fruit.3 In addition to catching 
the eye of consumers, Deep Eddy 
turned the heads of suppliers with 

Written by: Erica Poole

CLIENTLove

Shining 
Stars 
Over 
TEXAS
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its continued innovation and was 
acquired by Heaven Hill in 2015.

Following this acquisition, 
Milestone Brands hit the 

scene, announcing its formation 
as a beverage alcohol supplier and 
investor in February 2016, led by 
Eric Dopkins, former CEO of Deep 
Eddy Vodka, and Chad Auler, 
co-founder of Deep Eddy Vodka. 
The first brand to be added to the 
Milestone portfolio was Dulce Vida 
Tequila, the only 100-proof, USDA 
certified organic tequila in the world.4 
Although produced in the Highlands 
region of Mexico, Dulce Vida is 
imported into Austin, Texas, where 
Milestone Brands is headquartered. 
Inspired by the growth of the tequila 
category, Dopkins and Auler saw 
potential in the brand and released 
an 80-proof blanco, reposado, and 
añejo, as well as two real-fruit-infused 
blanco tequilas, lime and grapefruit, 
followed by pineapple jalapeño. 
These low-calorie, low-carb options 
meet the demands of health-conscious 
consumers, who want to make cleaner 
food and beverage choices without 
sacrificing flavor. From launching its 
“You Are What You Drink” campaign 
in the summer of 2020 to the 
release of its ready-to-drink Tequila 
& Soda line in spring of 2021, the 
brand continues to transform and 
is now one of the fastest-growing 
tequila brands in the U.S.5

Another noteworthy innovation 
is a true Texas collaboration 

between Dulce Vida Tequila and 
Garrison Brothers Bourbon, 

Dulce Vida’s 100-proof Lone Star 
Añejo Tequila, which is made in 
small batches and specially aged in 
Garrison Brothers Texas Straight 
Bourbon Whiskey barrels.5

“Wait, a Texas bourbon?!” Yes, 
Garrison Brothers is another 

pioneer of the Texas craft distillery 
industry. On Texas Independence 
Day in 2010, it was the first 
whiskey legally made in Texas 
since Prohibition7 and believed to 
be the first bourbon distillery built 
outside of Kentucky. Dan Garrison 
had a mission to make “the best 
bourbon in the world” in Texas Hill 
Country, which younger brother 
Charlie thought to be “a total pipe 
dream.” After one sip of barrel 
number six, he knew that he had 
created a full-bodied bourbon unlike 
anything he had ever tasted before.8

According to Garrison Brothers’ 
master distiller, Donnis Todd, 

there are a number of elements that 
make Garrison Brothers’ bourbons 
so extraordinary: from the high-cal-
cium, low-iron ground water used 
in the distillation process and their 
strong relationship with local grain 
farmers, to the custom barrels, and 
most notably, varying Texas weather. 
Summer temperatures that soar above 
100 and drop into the 70s and 60s 
cause a slight leakage in the barrels, 
leaving behind bourbon with a “very 
unique, amazing special mouthfeel8” 
that is now available in 42 states. 

The distillery has won numerous 
awards for its lineup, and fans 

continue to flock by the hundreds to 
rural Hye, Texas for special releases. 
Once small, Garrison Brothers is now 
ranked the #1 American whiskey 
brand above $70 in the U.S. accord-
ing to Nielsen reports.9 The quality of 
the liquid combined with the passion 
of their team make no surprise 
that Garrison Brothers’ bourbons 
continue to push beyond the borders 
of Texas and into national accounts. 

These Texas-based spirits brands 
are just a few of many who have 

helped lead the industry by breaking 
barriers. As long as we as consumers 
remain open-minded discoverers, we 
can expect to see continued innova-
tion, new products and new beverage 
production regions in all of the 50 
states. To that, I say “Howdy! Y’all 
are all welcome in my home bar!”

SOURCES:

1. Jeremy Nedelka, “Why Texas Distilling is 
Booming,” BeverageDynamics, March 16, 
2020

2. Nielsen CGA On-premise Data – Market 
Total US, Y/Y Growth (%) as of 3/20/2021

3. Brad Japhe, “Haters Gonna Hate, but Craft 
Vodka is on the Rise,” MSN, Food and 
Wine, June 4, 2020

4. “Dulce Vida Tequila has a new Owner,” 
Ratti Report, May 17, 2016

5. Pam Olszewski, “Dulce Vida Tequila 
Launch ‘You Are What You Drink’ 
Campaign for Health-Conscious Summer 
Lifestyles,” July 24, 2020

6. http://www.dulcevidaspirits.com/lonestar 

7. Joseph V Micallef, “The Top American 
Whiskies According to New York Internal 
Spirits Competition,” Forbes, May 14, 2021

8. Jon Page, “Bourbon Vision: The Origins of 
Garrison Brothers Distillery,” Craft Spirits, 
May 2021

9. Nielsen Off-premise Category/Shopper 
Insights, L52/26/13 Weeks,  
February 6, 2021
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To all of our friends who 
have traveled near and 
far to join us for this 

year’s Supplier Showcase, 
thank you! You help make this 
event what it is, and we could 
not be more appreciative for 
your partnership. We can’t wait 
to see y’all again next August 
for the 6th Annual Supplier 
Showcase – let’s make it bigger 
and better than ever!

Notes  
   from

Photo credits: Linda Alvarado,  
Emily Plocheck, Jessica Treviño Garza
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take-aways
INDUSTRY INSIGHTS FROM THIS 
YEAR’S SUPPLIER SHOWCASE

QR MENUS ARE HERE TO STAY… 
FOR NOW, AT LEAST 

We saw QR codes and digital 
menus explode in 2020. 

According to Devin 
Burns, Omni Hotels and 

Resorts is seeing two 
types of guests: those 
that want to hold a 

physical, printed menu 
and those who prefer 

to access menus digitally. 
Patrick Kirk with Applebee’s 

agreed, adding that QR 
codes and digital menus have 

caused a “decluttering” of POP 
from table-tops, but slowly, things 

are coming back. By integrating 
QR codes into printed materials, we can utilize expanded 
content that supplements menus and POP, ultimately 
reducing clutter. “When you get into the digital space, the 
opportunities are boundless… we would love to see every 
picture of every drink we have listed on the digital menu 
[with expanded description] so people can make better, 
more informed decisions,” Patrick Kirk stated.  “QR codes 
are a luxury,” added Cindy Busi, “[they allow for] expanded 
content, like including wine tasting descriptions on menus, 
in addition to allowing us to be nimble and make quick 
changes if necessary.”
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INNOVATION PIPELINES HAVE CHANGED, 
BUT PROMOTIONS ARE EXPECTED TO  

COME BACK IN 2022 
During the pandemic, we saw a decrease in on-

premise food and beverage promotions. Cindy Busi 
noted that Darden Restaurants has spent the 
better part of the last 18 months diving into 
all facets of their business. This has allowed 

their company to really focus on their ‘What is 
the guest looking for?’ strategy. “We have a new 

permission slip in life right now,” Cindy stated, 
“and we’re taking advantage of that, which is a lot 

of fun.” While Darden hasn’t launched any new LTO 
promotions just yet, they are looking to focus on LTO 

promotions in 2022. “A lot of our guests are coming 
in for the first time, so they [are unfamiliar with our 

menus,]” Cindy mentioned. “We are taking advantage of 
that [and using] this time to retrain our teams… so, instead 

of doing something new, [we are taking the opportunity] to 
refresh what we currently are doing to make it better.”

INDUSTRY-WIDE ISSUES CAUSED BY STAFFING CHALLENGES 
Being closed for so many months hit everyone hard. When 
the on-premise finally opened back up, it caused a myriad 
of new problems, including challenges with staffing. “Labor 
is an issue,” James Kramer noted, “…and we are trying to do 
everything we can to ‘reduce resistance’ and [provide some 
relief to our General Managers and staff]. As a department, 
and a group, there are things 
that we can do to help 
them.” Devin Burns added, 
“It’s about what we can 
do as to make it as easy 
as possible for our 
associates to deliver 
great hospitality.” 
Internally, this may 
be company-
wide changes in 
hourly pay rate, 
incentivizing higher 
education, adjusting 
hours of operation, etc. 
Externally, Suppliers can 
help their on-premise Partners 
by increasing communication 
regarding any out-of-stock issues, 
providing relevant training and trend materials, and ensuring 
programming ideation and recommendations are turnkey, 
curated for the brand, and easy-to-execute. 
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ALCOHOL BEVERAGE TO-GO IS THRIVING, 
BUT STATE LEGALITIES CONTINUE TO BE 
A CHALLENGE 

“We’re really happy with what we’ve 
seen with our cocktail to-go [platform],” 
Patrick Kirk started. “It’s doing really well, 
to the point where it’s growing, and when 
anything is growing in our environment, we 
focus on it.” There are some challenges, 
however, that the on-premise is having to 
overcome regarding alcoholic beverages 
to-go. Some are controllable, like better 
training for team members, encouraging 
suggestive selling, unique packaging, etc. 
Other, more uncontrollable challenges, 
like the fragmentation of state-by-state 
legalities surrounding alcohol beverage 
to-go, have made it difficult to implement 
anything nationwide. James Kramer added, 
“To be compliant with [the different] state 
regulations, you’re writing one program 
multiple times, and trying to get that 
[program] executed consistently is difficult.” 

OUT-OF-STOCK ISSUES ARE CREATING 
OPPORTUNITIES FOR NEW SUPPLIERS TO 
BREAK INTO ON-PREMISE 

Darden Restaurants is just one example of 
an on-premise account having to revamp 
their menus and strategically rewrite their 
list based on what is available and in-stock. 
This has created an opportunity for newer, 
up-and-coming brands to break into the 
on-premise and fill some of those gaps. 
“For new partners,” Cindy Busi noted, “it’s 
all about having stock and resources, like 
training pieces.” “The dynamic has changed 
a lot,” James Kramer added, “there is a lot of 
competition out there, which is a good thing 
for us, because we need things that will back 
fill those brands that continue to struggle 
[with out-of-stocks].”

To view a full recording of  
The Industry Insights Panel Discussion 
from Supplier Showcase, click here.

Written by: Bradie Bowen, Photo credit: Linda Alvarado
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Panelists
Devin Burns, Vice President, Rooms, Food & Beverage, Omni Hotels & Resorts

Cindy Busi, Sr. Director of Beverage, Darden Restaurants
Patrick Kirk, Vice President of Beverage Innovation at Applebee’s

James Kramer, Vice President of Beverage Operations for Fertitta Entertainment

Moderator:  Michelle Fossett, CMO, Patrick Henry Creative Promotions

WE WOULD LIKE TO EXTEND
A VERY SPECIAL

thank you 
TO OUR DISTINGUISHED PANELISTS 
FOR THEIR TIME AND EXPERTISE!
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Celebrate? CELEBRATE!
Start Here

Does your company have funds 
to spend on this?

Are we thinking gi�s or experiences? Has travel been approved?

We’ve got some
$$ to play with. . . 

Yes
Budgets are tight, but we’d 

like to do something!

No

Yes
Ready for takeoff!

Sort of 
but we’re being careful

No
we’re still zooming 

in our pjsGifts

Experiences

Employee Appreciation Kits

HOW PHCP CAN HELP:
We can curate a unique set of gifts for 

your team and manage every detail from 
ideation to delivery.

An In-Person Celebration

HOW PHCP CAN HELP:
We can plan an event that fits your 
unique needs, with well-being and 
safety in mind, at your office or an 

event space.

A Hybrid Celebration

HOW PHCP CAN HELP:
We can organize a small event in key cities or 

locations and come together with a virtual hub. 
We can assist from ideation to event execution 
for both the in-person and virtual components.

A Virtual Celebration

HOW PHCP CAN HELP:
We can help coordinate live 
entertainment, the creation , 

execution and shipping of kits that 
bring the party to every home.

Virtual
Team-building

HOW PHCP CAN HELP:
We can utilize our knowledge 
of the latest virtual platforms 
and event ideas to ensure a 

truly memoriable experience 
for all attendees, at an 

affordable price.
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ThankThank
      You!      You!
Thank
      You!

We at PHCP were so glad to have a chance to 
spend some time with you and set our sights 
on the excitement that lies ahead! We would 

like to extend a sincere Thank You to everyone 
who attended, participated, contributed 

and made this Showcase wonderful! 
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WHATEVER YOU 
NEED, WE’LL BE AT 
YOUR SERVICE.

Contact Judy for more information:

281.983.5500  |  judy@phcp.com

We make planning easy 

& stress free. Because, 

if you want something 

done right … you don't 

have to do it yourself!

CONCIERGE 
SERVICES

G i ft  G ivi n g

Travel  Arra ng em ents

Tra nsp o rtat i o n

D i n i ng

Enterta i n m ent

Let PHCP assist  you with our top-notch

BRANCHING OUT - DALLAS
With its world-class events and bustling night life, is 
it any wonder that PHCP benefits from a presence 
in Dallas, Texas? Operations in “Triple D” are headed 
up by Senior Account Executive and Dallas expert 
Britney Smith.

Britney is not only integral to our Dallas operations, 
but she has extensive knowledge of the Houston 
comings-and-goings as well, and makes frequest 
trips to the home office to keep things cohesive 
and stay informed. You can expect the same level of 
PHCP dedication, expertise and courtesy whether in 
Houston, Dallas, Orlando, or anywhere!

1) 18 Fortune 500 Companies call 
Dallas County home, 2) We have Dallas 
and Mariano Martinez to thank for 
the invention of the frozen margarita 

machine (and consequently for the 
current popularity of Tex Mex and 
tequila), 3) The term ‘Super Bowl’ was 
coined in Dallas.

DID YOU
KNOW

We are so excited to have Emma 
Friedman and Angie McCartha joining 
us at PHCP! We feel so fortunate to be 
welcoming on board two such enthusi-
astic and well educated individuals. We 
feel their impact will be immediately 
recognizable within and without. Angie 
will be working alongside Cheryl Stanko 
in Special Events and Emma, who 
interned with us throughout the summer, 
is working with Tyler Funderburke and 
his team. Angie and Emma are proud 
graduates of Texas A & M and the 
University of Houston, respectively.

    —— Patrick      
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EMPLOYEES OF THE MONTH!
APRIL MAY
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ANGELA THOMPSON
Office Administrator

Always ready with a smile and a giggle, Angela is the 
bright first face you’ll see at the offices of PHCP. Her 
vivacious manner lets you know right off she has never 
met a stranger, and sure enough, she'll do everything 
she can to make visitors and employees alike feel right 
at home!

FAVORITE DRINK? “Coke, Etude Pinot, coffee, Sonic 
Cherry Limeade”

FAVORITE VACATION MEMORY? “The time my husband 
and I went to Puerto Vallarta. We were drinking tequila 
at the pool ALL day and well…

What happens in Mexico, stays in Mexico”

WHAT WOULD YOU ADD TO THE PHCP PLAYLIST? 
“The Clash: Train in Vain, Wham!: Freedom, Travis 
Scott: The Plan… these songs will wake you up and get 
you moving!! I love all kinds of music!!

KURT MOODY
Director of Beverage Operations

No one has ever accused Kurt of not having a person-
ality! Running into him will definitely make your day 
more interesting. Harbinger of trivial knowledge, a 
sharp eye and a quick wit only opens the door to the 
value he brings to his clients. Never underestimate the 
lengths he will go to get the job done right!

FAVORITE DRINK? “Simple answer…BEER. I am a 
self-admitted beer knurd and beer “ticker”. If there’s a 
beer available that I have never had, I’ll try it. How do 
you know I’m an OCD beer drinker? I keep a journal 
with beers that I have tried, capturing beer data and 
tasting notes. In 2021, I am still riding the sour beer 
wave. From old world Flemish Reds and Lambics to 
new world Sour IPAs and Wild Ales, there is seldom a 
sour beer that I won’t enjoy. I will always have a bottle 
of Brouwerij Rodenbach Grand Cru in my beer cellar. ”

STUPIDEST MOVIE YOU SECRETLY ENJOYED? 
“Growing up in the 1980’s with two older brothers, 
He-Man was the best! Prince Adam and Cringer 
changing into He-Man and Battle Cat was so epic, that 
may times you could hear the Moody boys summon-
ing the “Power of Grayskull” loudly in the house. So 
understandably, when Masters of the Universe came 
out in 1987 it welcomed with childish joy. As an adult, I 
still get roped into it once or twice per year. It has the 
worst acting, horrendous special effects, and a terrible 
script. But I still LOVE it! If you have 106 minutes of 
your life to waste and completely turn your brain off, 
check it out.”

WHAT WOULD YOU ADD TO THE PHCP PLAYLIST? 
Show tunes are Kurt's unexpected go-to whether 
someone is listening or not!

Just necessities! Now put those down and go get the Chardonnay!
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EMPLOYEES OF THE MONTH!
JUNE JULY

JESSICA TREVIÑO GARZA
Account Executive

Jess' eagerness to take on any project is infectious. 
Open mind and open heart, she never hesitates to let 
someone know how important they are to her, and in 
truth, that goes both ways! Did you know she had her 
eye on joining the PHCP team for years before she 
finally made the leap? Obviously, we're so glad she did!

FAVORITE DRINK? “Glass of Malbec or a Paloma”

WHAT DID YOU WANT TO BE WHEN YOU GREW UP? 
“As a little girl, I wanted to be a teacher. Once I reached 
middle school, I knew I was going to be in business 
specifically in marketing and advertising.”

WHAT WOULD YOU ADD TO THE PHCP PLAYLIST? “I 
am a huge music lover and often say that music is life. 
There are so many songs that I would like to include 
from many genres! But oh, wow, we have an actual 
playlist!! Please add Humble and Kind by Tim McGraw.”

KEVIN BARBER
Assistant Director of Beverage Innovation

Kevin's easygoing, calm and kind demeanor has a 
way of gently keeping everything on track. Within the 
intensely paced creative lab of Beverage Innovation, 
there's no telling what would happen without him, 
and I'm sure no one wants to find out! Somehow he 
manages to juggle keeping two little ones happy and 
keep up n the latest mixology trends as well. "Beneath 
that mild-mannered exterior. . ." comes to mind.

WHAT'S YOUR CURRENT DRINK OF CHOICE?  
“Ranch Water”

WHAT CELEBRITY DO YOU MOST RESEMBLE?  
“I get stopped quite often because I am said to 
resemble music artist J Cole.”

WHAT WOULD YOU ADD TO THE PHCP PLAYLIST?  
“Essence by WizKid”

Want more?  
Every quarter new songs 
get added to our PHCP 
Playlist on Spotify. Click 
the yellow note above 
to feel the PHCP vibe!
 
Have questions or interested in 
seeing how these stellar individuals 
can assist with your next project? 
Reach out to hello@phcp.com
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PHCP Book Club Picks
Billy Summers
Author: Stephen King

Billy Summers is a man in a room with a gun. He’s a killer for hire 
and the best in the business. But he’ll do the job only if the target 
is a truly bad guy. And now Billy wants out. But first there is one 
last hit. Billy is among the best snipers in the world, a decorated 
Iraq war vet, a Houdini when it comes to vanishing after the job 
is done. So what could possibly go wrong?

How about everything.

This spectacular can’t-put-it-down novel is part war story, part 
love letter to small town America and the people who live there, 
and it features one of the most compelling and surprising duos 
in King fiction, who set out to avenge the crimes of an extraordi-
narily evil man. It’s about love, luck, fate, and a complex hero with 
one last shot at redemption.

You won’t put this story down, and you won’t forget Billy.
(Amazon.com)

 
Available in hard copy, ebook and Audiobook

The Lost Apothecary
Author: Sarah Penner

Although the story line sounded so promising, most of 
us felt the writing was a little clumsy and the characters 
somewhat contrived. On the plus side, it was a pretty fast 
read. We did enjoy our roasted date 'beetles,' herb-in-
fused shortbread and I-promise-it's-safe-to-drink spiked 
berry lemonade.

We were posed the question: 

“What do you think about Nella's 
choice to start offering poison to 
women to kill the men who have 
wronged them?”

Discuss.

join us in 
reading:

THOUGHTS ON
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Laura and her family are always 

thinking of others, including us! 

“I thought I had better photos 

of the Father’s Day Baskets that 

our National Charity League 

Sienna Chapter put together for 

A Shelter for Cancer Families.”

Laura  
    Nepveux

FIND OUT MORE:
A Shelter for Cancer Families: 
https://www.cancerfamilies.org/
Feeding America - Houston Food 
Bank: https://www.feedingamer-
ica.org/find-your-local-food-
bank/houston-food-bank

“My son Aidan and I volunteer twice a month with a neighborhood church to help distribute food from the Houston Foodbank to those in the community in need.“Here are some photos from one of our Saturday morning volunteer days”

Jessica            Treviño

Photo credits: Laura Nepveux, Jessica Treviño Garza



BEHIND THE SCENES
1. What's Fourth of July 
without a picnic? Gathering 
before digging in!

2-3. Locktopia can't keep a 
good team down! Everyone 
managed to escape and 
look good doing it! (Can 
you guess which team 
had to do the Macarena 
for an extra clue?)

4. The Gang's all here! 
Grabbing a bite before 
the team-building 
outing at Locktopia. 

5. Cornhole takes a 
keen eye and nerves of 
steel. Our very own Nick 
Yeager a split second 
before sinking one in. 
(He's amazingly good at 
escape rooms, too!)

1.

5.2. 3.

4.

Photo credits: Linda Alvarado, Laura Nepveux




