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Fred Tibbitts, Jr.

entertainment publications in China and the U.S.

Catering Wine Sales

Fred Tibbitts, Jr. is the foremost global wine & spirits consultant for National
Account chain hotels and restaurants, based at Bangkok and New York. He
travels the world annually attending several of the leading wine and spirits
expositions, seminars and conferences. He is a writer for industry and

Never Leave Home Without Them
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A universal principle known to all sales seniors is that "It
takes the same effort to sell one customer as it does multiple
customers, given a single presentation to them both". So, with
respect to hotel wine sales, it takes essentially the same effort
to sell a restaurant or bar customer a glass or bottle of wine as it
does a catering (mice) customer hundreds of glasses or bottles
of wine for their event. The primary difference between these
two tasks is that on the one hand you have a server promoting
wines by the glass or bottle, focusing on the seemingly best fit
for typically one to four persons; while on the other hand you
have a catering sales director promoting volumes of wines by
the bottle or glass to one group event representative. Again, the
effort to close each of these sales is practically identical.

While it is true that not every server is ready to be a catering
sales director, the processes are very similar and the close has
more in common than in difference. Let's examine why catering
wine sales can make or break your hotels food & beverage
bottom-line and how to maximize catering wine sales for the
benefit of all concerned.

If you can sell groups with the same effort and resources as
individuals, it only makes sense that catering wine sales are
far too important to overlook. The first priority is to be sure
that all catering sales associates are both food and beverage
knowledgeable. As with many servers, in the absence of proper
wine training, catering sales associates are far more confident
selling their food menus than their beverage menus. It is
therefore imperative that the culture of every hotel and restaurant
be that all servers and catering sales associates be equally as
knowledgeable for both the food and beverage offerings.

The best way to increase group wine sales in catering is to place
an equal emphasis on the value of wine and food for all catering
customers. Too often sales associates learn the budget of their
customers and spend it all on food, prizing food trade-ups as
the road to a better bottom-line; however, as the profit on wine
is far better than food, the best approach both for incremental
catering sales, profits and customer satisfaction is to find a
healthy balance of food and wine sales.

While it is true that some customers insist on bringing their own
wine, if your wine offerings are competitively priced, you offer a
broad selection and you provide both wine and food tastings for
your catering customers, you can win this battle. It is only in the
absence of an effective wine sales effort that customers believe
they are better served bringing their own wines. Of course,
corkage charges should prevail, so for those customers who
insist on bringing their own wine, at least you have a revenue
stream should this be the case.

And since everyone appreciates being recognized for superior
results, be sure to offer sales incentives for both bar and
restaurant servers as well as your catering sales associates.
The incentives will encourage everyone to improve their wine
knowledge and sharpen their wine sales skills. Once they see
that they can sell wine as easily as food and the customers are
more satisfied as a result, it will become a way of life. You can
announce and recognize your top monthly wine sales associates
for both bars and restaurants as well as catering sales, naming
the top three sales leaders for each sector and of course, always
provide a prize to the winners. Display their names in the hotel
where appropriate for everyone to see: The recognition will
mean more for some of the leaders than a monetary reward or
personal gift. So, for better wine sales in restaurants or hotels,
don't overlook catering wine sales and of course, never leave
home without them. | am Red Fred, over and out.
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