
CREATIVE SERVICES
EXAMPLE COLLATERAL DESIGNS



MENU & MENU INSERT DESIGNS

INTERSTATE HOTELS & RESORTS
DESTINATIONS MENU

HYATT
GARDEN TO GLASS 
MENU INSERTS

JW MARRIOTT BEVERAGE 
SELECTIONS MENU



BEVERAGE PROGRAM GUIDES

INTERSTATE
HOTELS & RESORTS

HIGHGATE 
HOTELS & RESORTS

HYATT
HOTELS & RESORTS



PROMOTION EXECUTION GUIDES

HYATT GARDEN TO GLASS 
PROMOTION GUIDE

INDIGO HOTELS 
HENRY’S HARD SODA 
PROMOTION GUIDE

IHG SHARE FOREVER 
COKE PROMOTION GUIDE



LIMITED TIME OFFER (LTO) PACKAGES

IHG WORLDLY CLASSICS

EXECUTION GUIDE

P ROMO T ION 
AT  A  G L A N C E

I N T E RC ON T I N E N TA L ®

HO T E L S  &  R E S ORT S

I NC E N T I V E  P RO GR A M :
PRIZES

MONTHLY PRIZES to be awarded in raffles for 
bartenders and servers who sell the most Worldly 
Classics cocktails each month 

GRAND PRIZES to be awarded for performance 
over the duration of 2018 program…

• F&B Directors with the top-performing unit

• Bartenders with top sales performance

• Servers with top sales performance

W H E N:
Standard published November 2017 with
compliance required by January 1, 2018

W H AT:
• Opportunity for guests to explore our brand’s

worldly perspectives, culture and heritage

• Supplemental offering within your main bar 

 or lounge

• Mandatory new standard for the Americas

W H E R E :
All InterContinental Hotels in the Americas Region 

W H Y:
Drive differentiation in our bars and restaurants by:

• Showcasing our brand’s unique perspective

• Elevating luxury perceptions

• More consistently meeting luxury stayers’

cocktail expectations

ENROLLMENT

Your team must input sales of Worldly Classics 
cocktails into the program tracking site to be 
eligible for the incentive program and prizes.  

For details about the incentive program, prizes 
and eligibility, visit the Worldly Classics initiative 
page in Merlin or intercontinentalfandb.com

BACK OF HOUSE POSTER

BI-FOLD MENU

SERVER CARD



SPECIAL EVENTS COLLATERAL

FOUR SEASON RECIPE TO WIN 

STEP & REPEAT WALL

EMAILS & CONFERENCE WEBSITE

INVITATION
BADGES

BOOTH CHALLENGE QUESTION

KOERNER

koerner-co.com

BOOTH CHALLENGE QUESTION

What year was Koerner founded?

VENDOR SIGNAGE



Seek The Seeker Training Session

FACILITATOR GUIDE

FACILITATOR CHECKLIST

Review the contents of your Sip 2 Sell Seek The Seeker 
training kit to be sure it includes all the following: 

For the first (main) trivia contest:

• The Seeker Quest for Knowledge Trivia Contest Q&A card pack

For the scavenger hunt:

• 5 envelopes labeled Team A

• 5 envelopes labeled Team B

• 5 envelopes labeled Team C 

• 10 Sip 2 Sell clue decoders

For the second (bonus) trivia contest:

• Advanced/Bonus Trivia Contest Q&A card pack 

PREPARATION FOR THE TRAINING
SESSION & EXERCISES  

• The training session will include two fun exercises/games, 

played in teams for prizes. 

• At the end of the session, you will hold an “advanced” trivia 

contest with bonus questions. Participation in this second trivia 

contest is optional for the session attendees.

• The following sections explain what you will need to do to set 

up for each of these games.

PRES CHECKLIST FOR THE TWO TRIVIA 
CONTESTS

• Familiarize yourself with the questions and answers in the main 

The Seeker Quest for Knowledge  Trivia Contest card pack and 

The Seeker Advanced/Bonus Trivia Contest.

• Be sure you have a white board and marker so you can keep 
score.

AGENDA FOR SIP 2 SELL TRAINING SESSION  

• Introduction & overview of session

• Briefing on how  The Seeker Sip 2 Sell feature will work

• The Seeker Wines video

• The Seeker Quest for Knowledge Trivia Contest—with a prize for 

the winning team!

• The Seeker’s Journey Scavenger Hunt—with another team 

prize!

• Review, wrap-up, next steps

• Advanced/Bonus Trivia Contest, with individual prizes—optional 

for participants

PREP CHECKLIST FOR THE SEEKER’S JOURNEY 
SCAVENGER HUNT

The scavenger hunt will take the teams to four locations within the 
hotel, but in a different order for each team. These locations are: 

• The front desk

• The loading dock

• The gym/fitness center

• The Event Services/Banquet Office

DON’T let any of the participants know these are the 
scavenger hunt locations!

• Prior to the start of the training session, you will need to place the 
envelopes for the 3 teams in each of the four these locations. So... 

• In the Gym/Fitness Center, you would place or tape the 3 envelopes 
labeled Team A-Gym, Team B-Gym and Team C-Gym in an easy-to-see 
location that won’t interfere with guest use of the equipment.

• In the hotel’s Loading Dock area, you would place or tape the envelopes 
labeled Team A-Loading Dock, Team B-Loading Dock and Team 
C-Loading Dock in a conspicuous place that won’t be in the way of 
active work.

• For the Front Desk, give the Team A, B and C Front Desk envelopes to 
a front desk staff member, explaining the game and asking if they will 
provide the correct envelope when asked by the respective teams.  

• Place the 3 Event Services/Banquet Office envelopes in a visible spot in 
this office, and alert the staff members in the office about the game.

PRIZES REQUIRED FOR THE TRAINING SESSION 
EXERCISES/GAMES 

You will need to purchase two team prizes and 7 individual prizes 
for the 3 contests included in this Sip 2 Sell training session. 

Specifically: 

• Team prize for the winners of the main The Seeker Quest for Knowledge 

Trivia Contest 

• Team prize for the winners of The Seeker’s Journey Scavenger Hunt

• 7 individual prizes for the participants who correctly answer the 

questions in The Seeker Advanced/Bonus Trivia Contest

Use your judgement to select prizes you know will be fun and 
motivational for your participants. Some suggestions: 

• For the team prizes—consider a gift card for lunch at a popular local 

restaurant, or for a pizza delivery lunch for the winning team. The 

amount should be large enough to cover the cost of the meal for all 

members of the team. 

• For the individual prizes—fun ideas could include scratch-off lottery 

tickets, Target gift cards or movie pass gift cards. Keep these simple and 

the amount of each in line with what is appropriate for your hotel and 

market.  

PROGRAM LAUNCH TRAINING

HYATT SIP 2 SELL

TEAM A
Start

A-1

TEAM A

A-1

FACILITATOR GUIDE

The Seeker

QUEST FOR KNOWLEDGE
Trivia Contest

The Seeker Quest for Knowledge

ADVANCED TRIVIA CONTEST

TRIVIA CARDS

TEAM COLOR-CODED SCAVENGER HUNT 
CLUE CARDS & DECODER
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����������THE SEEKER WINES
SIP 2 SELL EDUCATIONAL VIDEO

https://vimeo.com/361326748/90c2827172


VERTICAL BANNERS

AIMBRIDGE HOTELS & RESORTS

VEGAN PIE BAR SUNDAE

$6

vegetarian & vegan
f r i e n d l y



NEWSLETTERS

FOUR SEASONS HOTELS & RESORTS HYATT HOTELS & RESORTS AIMBRIDGE HOTELS & RESORTS

SEPTEMBER 2019

Celebrating Summer!

The summer season brings people together, often outdoors. That gives our hotels the 
opportunity to explore exciting new ways to refresh and delight guests. This issue showcases 
some great examples, including the Summer Seafood Boil at Yew Seafood + Bar at the Four 
Seasons Hotel Vancouver and the cool 4 Press IPA at the Four Seasons Las Vegas

We also feature an interview with Sam Bortugno, Resort Sommelier at the Four Seasons 
Hotel Orlando, and winemaker Michel Chapoutier takes a turn in the spotlight in our Sip & 
Learn column.

In this issue, we will answer the debated question on why you and your customers should 
drink Organic Wines. Also, the wine programs are a signature offering at our restaurant and 
bars, and we are excited to showcase the many winners of the Wine Spectator Awards.   

We welcome your ideas and suggestions for feature articles, tips and recommendations  
in future bimonthly issues of SIP LUX. Please send them to Jessica Altieri,    
jessica.altieri@fourseasons.com.

Cheers!

Paul Fiala 
Vice President Food and Beverage, Americas
Four Seasons Hotels and Resorts
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AROUND THE WORLD

8 LAST 
SIP

EDITION III   

WELCOME

 BEVERAGE IDEATION TEAM

Happy New Year to each of you, and thank you all for a wonderful 2019!

I am looking forward with great anticipation to 2020 and the implementation of the new beverage program. 
As a reminder Hyatt Regency, Grand Hyatt and Destination hotels are to be compliant with the new program by 
February 1st. We continue to add materials and tools to our Beverage App, and encourage you all to explore the 
site in detail, in particular the training courses that are available to you and your teams. 

Congratulations to the winners of the Fall Bourbon promotion: Hyatt Regency Atlanta, Grand Hyatt San Diego, 
Hyatt Regency Sacramento, Royal Palms and Hyatt Regency Huntington Beach. We look forward to sharing the 
experiences of the educational tour of Bourbon Country with the winners later this spring. 

Our winter Canvas Sparkling promotion continues to be a fantastic success, and we look forward to providing more 
details in the coming weeks. If you have not yet had the opportunity to enjoy the new release of Canvas Blanc de 
Blancs, we encourage you to do so, at the more favorable price point of $6.75.

We had such a fantastic response to the Holiday Cocktail contest that we found it too hard to pick a winner 
without your help. So, all entries will receive a prize—a beautiful bar tool kit—and we invite you to vote for your 
favorite HERE. The hotel whose cocktail receives the most votes will win $500 in gift cards to use in celebrating 
with their beverage team. Time to get voting: polls will close at midnight CST on January 22.  

I encourage everyone to continue to reach out with suggestions, ideas, questions and examples of the great ways 
we can continue the beverage conversation with our associates. Please continue to share each edition of the 
newsletter with your teams so they, too, can directly contribute and benefit from the resources available. 

Thank you for your ongoing support.

Brian Loughnane
Corporate Director of Food & Beverage
Americas

BAR WATCH | What’s new to note 

Canvas Reserve 
Cabernet 
Sauvignon  
This limited release 2016 

Cabernet, introduced in 

December 2019,  has been 

developed in collaboration 

with Hyatt’s Beverage 

Ideation team. Sourced 

from vineyards across Napa 

County and displaying the 

quality hallmarks of the noble 

Cabernet grape that Folio 

Fine Wine Partners and the 

Michael Mondavi family are 

known for. Learn more at 

canvaswines.com.

Glenfiddich 
Grand Cru
This latest 

expression from 

Glenfiddich, 

introduced last 

fall, has been 

matured for 23 

years in American 

and European oak 

casks and elegantly 

finished in rare 

French cuvée 

casks—the only 

Glenfiddich Single 

Malt to undergo this exceptional finishing. Dark gold 

in color, it features notes of apple blossom, freshly 

baked bread and candied lemon. Taste evokes layers 

of rich vanilla oak, sweet brioche, sandalwood, pear 

sorbet and white grape, with a long, opulent and 

sweet finish. To learn more, visit glenfiddich.com.

Corona Hard 
Seltzer
Constellation Brands is 

planning to enter the 

booming hard seltzer 

category this summer with 

a Corona-branded spiked 

seltzer. Unlike category 

leaders White Claw Hard 

Seltzer and Truly Hard 

Seltzer, which were introduced as new brands by 

their parent companies, the new seltzer is being 

launched under the Corona umbrella. Corona Hard 

Seltzer checks in at 90 calories, 4.5% ABV and zero 

grams of carbs and sugar—the latter a boast that 

can’t be made by the biggest players in the category. 

The product is being positioned as a “lighter, less-

filling option” for the hard seltzer category and 

marketed with the tagline: “Not a carb in the world.” 

The Corona Hard Seltzer line will come in four 

flavors: Tropical Lime, Mango, Cherry and Blackberry 

Lime. For more information, visit coronausa.com.
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COCKTAIL
CORNER

Frozen Irish 
Coffee
Frozen Irish 
Coffee

COMING
SOON: Cocktails for Old Mandates | April & May 2020

SOURCE: Food & Wine Magazine
SOURCE: Catersource, Meryl Snow

Food Trends on the Rise
Here is a list of fun F&B trends expected to 

take off in the upcoming months, according to 

af&co.’s food and hospitality trend report. Is your 

property jumping on the bandwagon with any of 

these trends?

• More Japanese influences, including soufflé 

pancakes and other street foods.

• More vegan dishes and plant-based 

alternatives, plus more earth-friendly 

packaging.

• A higher occurrence of blue- and indigo-

colored food on menus, with more sightings 

of Filipino favorite purple yam ube.

• Asian tea shop-influenced honey toast, 

along with hollowed-out bread items, will be 

gracing more pastry counters.

• CBD. Much more CBD.

• Flour made from cauliflower, sweet potatoes 

and other fruits and vegetables.

• Menus will transform as chefs learn more 

about the immigration stories of their own 

families.

3/3
National

Moscow Mule Day 

3/8
Daylight
Saving
Time Begins

3/8
International

Women’s Day

3/14 
National
Pi Day #3.14

3/15
March Madness Begins! 

(Selection Sunday)

3/17
St. Patrick’s Day

3/19
First day of

3/20
National

Ravioli Day

PROMOTIONAL 
OPPORTUNITIES

the Humanity of Your Team
Ways to AppreciateWays to Appreciate

FOOD + BEVERAGE
NEWS BRIEFNEWS BRIEF

Client retention is an effective business 
strategy, but one that can be particularly 
challenging in the events industry. For 
many clients, events are few and far 
between. Celebrations like weddings, 
quinceañeras and bar mitzvahs are one-
time occasions, so it can be tricky to find a 
customer who will stick with you for life.

With that said, it may be challenging but it 
certainly isn’t impossible—especially in the 
catering industry.

SELL YOUR OTHER SERVICES 
PASSIVELY

Even if you’re only working with a client 
for a one-time event, you can still let 
them know all of the other ways you are 
available for service. A couple may never 
plan a wedding again, but that’s not to say 
they’ll never need a caterer again.
For example, say you are working with an 
engaged couple, and they’re very satisfied 
with your menu development and the 
quality of your food. If the bride works in a 
corporate office, mention your experience 
catering for professional meetings. Or, if 
she mentions that her father is turning 60 
the following year, show her a photo of a 
milestone birthday party that you catered.

MAKE A MEMORABLE IMPACT

More than anything, you need to make it 
so your clients won’t forget you. You need 
to win them with a mix of great customer 
service and delicious food. Otherwise, 
they won’t hesitate to go back to Google 
the next time they need 
a caterer.

Providing an excellent customer 
experience comes with the added bonus 
of family and friend referrals. If you’re 

consistently impressing your clients and 
their guests, you’ll earn free word-of-
mouth marketing, which is invaluable. 
When a client sings your praises following 
an event, reach out and ask if they 
know any friends who would like your 
services. If they say yes, request an email 
introduction. This is a powerful technique, 
as people genuinely like to help others, 
and your name will carry more weight 
when referred by a friend.

STAY IN TOUCH

The best way to stay top-of-mind is simply 
to keep in touch with your clients, even 
after their event is over. Follow them on 
social media and engage with their posts. 
Go the extra mile and send them a holiday 
card each year or, if it’s a wedding 
client, send them an anniversary 
card.

You can also share their event 
photos every now and then 
to show you’re thinking about 
them. Tag them in the post with 
a reminder of how wonderful 
their celebration was. Building a 
personal relationship and staying 
in touch with a client after their 
event takes effort—but rest 
assured it will not go unnoticed.

Don’t feel discouraged by the 
challenges of client retention 
in our industry. Instead, get 
empowered to change that in 
your business. Place your clients 
first and continue nurturing those 
relationships throughout their 
planning process and beyond.

  How to Keep Clients
   FOR LIFEFOR LIFE

What is the most important thing you can do if you’re responsible 

for the performance of a group of individuals at work? You can 

treat everyone in the group like a person. Here are some ideas 

about what that means.

• Machines don’t have emotions, but people do. Let them show 

those emotions at work. 

• People crave control, so give it to them. Let them control as 

much of their work life as possible.

• People want to know what’s expected of them and how 

they’re doing. Whenever possible, give them ways to figure 

that out for themselves. When that’s not possible, give people 

regular and usable feedback.

• People want to be competent. Let them demonstrate it. Help 

them do work that builds on their strengths.

• People want to grow and develop. They want to do a little 

better tomorrow than they’re able to do today. 

• People like to do important work. Tell them why what they do 

matters. Connect them with the people who use the product 

of their labors.

• People prefer to work with people they like. That’s why group 

dynamics are important. Pay attention to things that keep the 

team a safe and enjoyable place to work. Root out the folks 

who make it hard for everyone else.

• People have off days. Even the most productive, most cheerful 

people have days when they make mistakes and aren’t 

productive. That’s part of the deal. 

• People have ideas. When they have ideas, they want to share 

them. When they share them, treat those ideas like the gift 

that they are. Sure, most ideas need a little tweaking to work. 

Some ideas won’t work at all. But every idea is a gift.

• Machines have serial numbers. People have names. Use their 

name. Use a name they like. When in doubt, ask them what 

they’d like you to call them.

• People like to be thanked. Thank them for their work,  

for their effort, for helping other people.

Bottom Line - People want to be treated like people.  They don’t 

want to be treated like workers or employees, or human resources 

or machines. Treat them like people and you all  will prosper.

SOURCE: ThreeStarLeadership.com

Offer guests something 

a little different this St. 

Patrick’s Day, alongside 

healthy servings of Green 

Eggs & Ham and Irish soda 

bread. With plenty of caffeine 

and sweet, creamy goodness, 

this Frozen Irish Coffee is 

sure to please the masses. 

This frozen version of the 

classic cocktail comes from 

the Erin Rose in New Orleans. 

The Erin Rose is a popular 

spot for locals, located just 

steps from Bourbon Street.

INGREDIENTS:

• 1 scoop vanilla ice cream

• 2 ounces milk

• 1 ounce espresso

• 1 ounce demerara syrup

• 1 ounce Irish whiskey

GARNISH:

• Light dusting of ground coffee

DIRECTIONS: 

• Add scoop of vanilla ice cream 

to a blender, followed by milk, 

espresso and demerara syrup.

• Add Irish whiskey and 5 ice 

cubes, blending until an icy, 

smooth consistency is reached.

3.14



POSTERS & TABLE TENTS

HARD ROCK CAFE 
POSTER & PEEL/STICK 
ADDITIONS

novemBREWnovemBREWnovemBREW
Hops Barley 

(grains)
WaterYeast

Did you know that we have found the oldest 
surviving beer recipe that dates back to 3500 BCE? 
The recipe is found within a poem honoring Ninkasi, who 
was an ancient Sumerian goddess of beer.

Did you know that malting is the process of germinating the 
seeds and then stopping the process by applying heat so that 
the seeds can maximize their sugar production?
The more sugar, the more alcohol. 

MALT refers to barley (or grains) 
that has been malted* and is 
responsible for providing sugar 
for the fermentation process.

HOPS are responsible 
for aroma, flavor, and 
preservation.

Beer is MADE OF...

HOW DO WE 
GET ALCOHOL?

}{ }{ FERMENTATION
yeast + sugar (from barley) =

CO
2
 and ethanol (alcohol)

Lager vs. Ale

Lagers have a lighter, 
clear appearance and a sweeter, 
smooth crisp flavor.

Ales have a cloudier 
appearance and a stronger 
fruitier, more robust flavor and 
tend to be more complex.

WHO
Holiday Inn® and Burger Theory™ have partnered with 
Blue Moon for a summer 2016 promotion.

WHAT
Guests who dine in our restaurants and purchase any of our burgers 
can purchase a Blue Moon (bottle or draft) at half off

WHEN
The promotion runs from July 15 - September 23, 2016. 

WHERE
All Burger Theory locations in the US and Canada

WHY
• To enhance the Burger Theory and Holiday Inn guest experience
• To drive bar and restaurant sales during the summer
• To drive sales of Blue Moon

BARTENDER/SERVER

Co
nt

es
t P

ri
ze

s

Place Prize
1st

2nd

3rd

42 mm Apple Watch Sport

50,000 IHG Rewards Club Points 

25,000 IHG Rewards Club Points

EMPLOYEE NAME BLUE MOON UNITS SOLD
200 300 400 500

All servers and bartenders must be IHG Rewards Club members in order to participate in the contest. IHG Rewards Club points can be redeemed at the IHG 
Rewards Club employee catalog via IHG Merlin. For more information, contact your hotels Loyalty Champion.

IHG BURGER THEORY 
POSTER & TABLE TENT



OTHER COLLATERAL

ARAMARK NFL 
BEERCYCLE

LANDRY’S EVENT 
T-SHIRT

HARD ROCK CAFE
MILKSHAKE KIT

MARRIOTT INTERNATIONAL
CALA PROGRAM LAUNCH KIT



THANK YOU!




