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Mike Raven: Are most of the Chili’s open for inside dining?

Cami Lehmann: Yes! More than 80% of Chili’s restaurants are 
open for dine in. We’re operating at limited capacities per 
local government mandates because the safety of our Team 
Members and Guests is our number one priority as we reopen.

MR: Re-opening – a lot harder than closing down?

CL: I’m not sure if one was harder than the other since we 
are reopening just as rapidly as we closed. However, in an 
emotional sense, it was more difficult to close our doors than 
the excitement we are feeling as we bring back our Team 
Members and welcome our Guests to dine-in with us again. 
Also, a big prop goes out to our cross-functional teams such 
as our COVID-19 task force, operations, government relations, 
communications and more that have done an amazing job of 
creating a seamless reopen experience for both our Guests and 
Team Members all while adjusting to the new norms.

MR: Chili’s always had a successful to-go program, even a 
separate entrance for it. Did all this background help you with 
your spirits to-go program?
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CL: Absolutely! Our off-premise sales 
have certainly grown year-over-year, so 
our teams were well equipped to shift 
to a to-go, curbside and delivery only 
business over night. 

Offering spirits to-go was already on our 
radar as something we wanted to test 
but was shifted to a lower priority due 
to the importance and focus on our on-
premise opportunities. One of the great 
things that has come out of COVID-19 is 
that Chili’s now gets to offer our premium 
alcoholic beverages to be enjoyed in 
the comfort and safety of our Guests’ 
homes. And because of our robust off 
premise business in place, we were 

easily able to add spirits to-go to our 
menu where we legally could and it’s 
been exciting to see that come to life. 
Our Guests have expressed how much 
they love our margs and marg kits to-go. 
One Guest in particular shared “Thank 
you for being available during these 
times! You help us keep a ‘normal’ life. 
Especially the To-Go Margaritas. Cheers 
to keeping our sanity in check!!”

MR: Those margarita to-go kits are just 
too cute, when did you decide to come 
up with that?

CL: As soon as our dining rooms began to 
close, and the legalities and regulations 
began to change for alcohol to-go, 
my first priority was working with our 
internal teams and supplier partners to 
understand what we had available in 
terms of packaging, sizing, branding 
opportunities and more. The great 
thing about beverage is that it is 
purely incremental to the business. So, 
I focused on finding the right offer that 
would be an easy win for our Team 
Members to execute and one that our 
Guests would enjoy. We are the number 
one restaurant purchaser of tequila in 
the United States, and margaritas are a 
top seller for us, so it only made sense 
that margaritas were the prime kit and 
cocktail offering to provide our Guests. 
We launched alcohol to-go at Chili’s on 
March 26, 2020; about one week after 
our dining rooms began to close. And 
to date, we have sold close to 1 million 
to-go margaritas, or as we call it, Mar-
GO-Ritas!

MR: How hard are the logistics of the new 
way of customer interaction? Menus, 
napkins, waiter masks and table prep?

CL: Just as our teams worked through 
a new off-premise only model with 
minimal contact with Guests, we are 
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just as effectively working through the 
challenges of reopening our restaurants 
by ensuring we are providing a safe and 
clean environment for our Team Members 
and Guests. We are going above and 
beyond to follow and implement safety 
and cleaning protocols such as requiring 
our Team Members to wear masks, 
seating Guests six feet apart, removing 
non-essential items from the table 
and installing hand sanitizing stations 
in the restaurant. While all of the new 
logistics can be seen as cumbersome, 
we couldn’t be happier to shake our 
margaritas 25 times again and safely 
serve them to our Guests. And we’ve 
heard from both our Team Members 
and Guests that they are impressed with 
the steps we have taken to ensure their 
safety whether they chose to dine in 
with us or order to-go.

MR: How about the food menu choices?

CL: Our food and beverage choices 
have remained the same as we reopen 
our doors. We know that what our 
Guests missed the most in quarantine 
was going to restaurants and enjoying 
their favorite menu items. So at this 
time, we are continuing to offer our 
full menu featuring our mouthwatering 
burgers, ribs and fajitas, and of course 
our margaritas as we did prior to 
COVID-19.

MR: Each state, even counties and 
cities have different rules. How hard is 
it for the company managers to deal 
with all this?
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CL: We have a strong government 
relations team and industry relations 
teams at our Restaurant Support Center 
(RSC) that have and continue to stay 
ahead of the rules and regulations put 
in place. Thus, we have a chance of 
anticipating what’s next so we can 
quickly work with our operations and 
communications teams to prepare 
our Team Members and restaurants to 
ensure we are adhering to the local 
and state regulations. While it takes 
time to adjust, it’s important for us to 
stay compliant and do things the right 
way as we take great pride in caring 
for our Team Members and Guests.

MR: Datassential, king of statistics, 
claims the number one thing Americans 
want to do is visit their favorite sit-down 
restaurants again (41%). So, there is 
light at the end of the tunnel, right?

CL: Yes! To quote our CEO and 
president, Wyman Roberts, from our 
recent earnings call – “No one asked 
for this situation and no one welcomes 

the upheaval it’s caused in our world, 
but it’s times like these that prove who’s 
strong enough to weather a storm of this 
magnitude. We are established brands 
in our communities. Chili’s has been 
around for 45 years and Maggiano’s 25 
years. Guests know they can trust us to 
provide great food at a great value in 
a safe environment. And our team has 
demonstrated their strength, resilience 
and commitment during this crisis. So I’m 
confident that whatever environment 
comes, we will over perform just like 
we have over the past few years and 
especially during the past couple of 
months. No one knows for sure what 
lies ahead, but I know this, if it’s half a 
dining room scenario, no one will get 
more out of a half a dining room than 
we will. When we return to full dining 
rooms, no one will outperform us. We 
have the best operators in this business. 
We’ve invested in the right model and 
we have the technology to respond 
to an ever-changing environment. We 
walked into this thing strong. We remain 
strong, and we will emerge strong.” 
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MAKE YOUR DRINK 
SPECTACULAR

@Qmixers #QatHome

Q Mixers is committed 
to helping you make 
every drinking moment 
spectacular


