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An interview with Allison Kafalas
Director of Beverage Americas

Hilton Hotels
Allison Kafalas is the Director of
Beverage, Americas, for Hilton Hotels.
In her role, Allison is responsible for
anything beverage related within
the Managed Estate at Hilton Hotels
& Resorts, including full service and
luxury brands.
Allison started her professional career
in hospitality working for Starwood
Hotels & Resorts. During her 10 years
with Starwood, she moved across
departments and disciplines including
Operations,
Marketing,
Brand
Management and Food & Beverage.
In her role as Director of Food &

Beverage, North America, Allison ran
the National Beverage program for
the 9 full-service brands under the
Starwood umbrella. As well, she was
responsible for marketing initiatives
and Banquets & Catering projects.
After Starwood, Allison switched
hospitality channels and entered
the airport space. She held the title
of Director of Beverage for OTG
Management, an upscale, designled airport concessionaire company
that spanned 10 airports with over
100 unique full-service restaurant
concepts.
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Allison earned her bachelor’s degree
in Hotel & Tourism Management from
New York University. She resides in New
York City with her husband and very
spirited 2 ½ year-old son.
ITM: Allison, what stage are the hotel
reopenings at?
We are very close to having all of
the Managed hotels open again.
However, it’s very important to keep in
mind that just because a hotel is open
doesn’t mean there are high levels of
occupancy or that it is busy. A hotel
might be open and functioning but at
15 percent occupancy.

ITM: With that phased approach,
I presume this created earlier
opportunities for beverage sales?
Yes! But, let’s not forget that with such
low occupancy, we didn’t have very
high expectations for driving huge
beverage sales or revenue in those
early stages. However, we were able
to adapt our beverage strategy so
that it was relevant to the particular
venue. It’s no surprise that Grab & Go
locations became the most popular
and more important to focus on. We
adjusted the beverage offerings to
be more applicable in a take-away
environment.

ITM: How did you handle reopening F&B
venues with such sporadic occupancy
rates?

ITM: Tell us a bit about your CleanStay
and EventReady programs – those
were done in partnership with Lysol,
correct?

We created a phased opening
approach for restaurants and bars
that was based on occupancy levels.
For instance, stage one opening was
up to 30 percent occupancy. With
occupancy levels up to 30 percent,
we expect to see low volumes of
guests in F&B venues. Our guidance to
hotels was to offer Food & Beverage
service at a Grab & Go/Market Place.
As occupancy levels increase, with
the various opening stages, more F&B
venues would open. Ultimately, once a
hotel hits 60+ percent occupancy, the
majority of Food & Beverage venues
should be operating.

Yes, both programs were created in
partnership with Lysol/Dettol. Hilton
CleanStay builds upon Hilton’s already
high standards of housekeeping
and hygiene, where hospital-grade
cleaning products and upgraded
protocols are currently in use, to ensure
Hilton guests enjoy an even cleaner
and safer stay from check-in to checkout. The most impactful feature of this
program was introducing the Hilton
CleanStay Room Seal to indicate that
guest rooms have not been accessed
since they were cleaned.

Top Left: Conrad Punta de Mita, overlooking
the Pacific Ocean is one of Hilton’s newest.
Bottom Left: Grand Wailea, A Waldorf
Astoria Resort by Hilton on beautiful Maui,
Hawaii.

EventReady with CleanStay builds on
this foundation. It is a global meetings
and events program designed to
created event experiences that
are clean, flexible, safe and socially
responsible.
EventReady
provides
curated solutions with creative food
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and beverage, thoughtful technology
resources, elevated standards and
practices with redesigned spaces for
physical distancing, and reimagined
ways to meet and gather.
ITM: You have put a priority on
beverage promotions quickly after
reopenings commenced. What is the
theme and goal of the promotions?

There is nothing better than getting
together in person, but safety is our
top priority. The only way to safely
and effectively host RFP meetings was
to do it virtually. The virtual meetings
were certainly successful, but it’s no
replacement for live meetings.

The goal of any promotion, whether
food or beverage, is to drive
incremental revenue. Our team has
always created a year-long calendar
of beverage promotions, with each
one lasting approximately 6 weeks.
We paused all promotions in March
due to COVID and the fact that nearly
all the hotels temporarily closed.
Once hotels started to reopen, we
reintroduced the campaigns, starting
with Summer of Spritz. This promotion
celebrated the Aperol Spritz and
other bubbly beverages. The beauty
of these beverage promotions is that
they are designed at no cost to the
hotel, so it is really beneficial for hotels
to participate.

ITM: Beverage supplier partnerships are
vital to long-term success. What have
you been doing this year that you feel
has helped keep these relationships
strong?

ITM: You are working with IMI Agency
to ensure there are zero lapses
between beverage promotions, even
down to the property level, through
2021. It sounds like you’re serious and
organized about this.

ITM: Looking forward to 2021, what will
be high on your list of priorities?

I am a little bit of an organizational
control freak! We did pause everything
related to beverage for several
months, so I’m excited that we’re able
to pick things up again.
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of IMI’s Technology Team. Do you feel
the virtual format is effective?

ITM: You have been doing RFP
meetings virtually with the assistance
The Nines

You alluded to it in a previous question.
Although we took a short break with
the beverage promotions, I believe we
were the first major company to release
a promotion while still in the midst of
a pandemic. I heard from quite a few
suppliers that it was so refreshing to
read about new programming, even if
it didn’t specifically include one of their
products. Now, that says something! I
think it shows how hopeful Hilton is that
business will come back in 2021.

Launching our new beverage program!
That, and I am looking forward to
traveling again. There are so many
hotels with the Hilton portfolio that I
have not yet visited.

Top Right: The iconic Hotel de Coronado,
Curio Collection by Hilton.
Bottom Right: Hilton’s Waldorf Astoria
Orlando, Bonnet Creek, luxury at its finest.
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Allison with her husband Dan Kafalas
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Mercat Restaurant

Honor the legend. Please drink responsibly.
DON JULIO Tequila. 40% Alc/Vol. © 2020 Imported by Diageo Americas, New York, NY.
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