
C U S T O M E R  S T O R I E S

K E Y  R E S U LT S

TO PL ACE ORDERS, 
REDUCED FROM 5 HOURS

TO TAKE INVENTORY,  
REDUCED FROM 2!3 HOURS

HIGHER COST CONTROL AND 
MORE ACCURATE REAL"TIME 
NUMBERS FOR PRICING
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T H E  G O A L

As the Director of Food and Beverage 
Operations for The Clubs at St. James 
3ODQWDWLRQ��/LQGVH\�.UDXVH�ZDV�ƮQGLQJ�
challenges in managing the inventory 
and ordering process of all of the various 
establishments on their property. 
The cumbersome process took far too much 
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THE CLUBS AT ST. 
JAMES PL ANTATION

“A thriving residential lifestyle community that 
awaits members of all interests!” This is what  
The Clubs at St. James Plantation o!ers to over 
3,000 memberships within their private residential 
golf community in Southport, North Carolina. With 
this mantra in mind, it’s only natural that their 
varied selection of food and beverage is just as 
important with five unique year-round restaurants 
on the property as well as a seasonal poolside 
outdoor kitchen and restaurant.

http://www.theclubsatstjames.com/


G E T T I N G  S E T  U P  W I T H  B E V S P O T

With The Clubs at St. James Plantation being managed  
by Troon Golf and part of its membership program  
Troon Privé, Lindsey caught wind of a deal between 
BevSpot and other Troon properties. Feeling the pain of her 
tedious and ine!cient inventory and ordering processes, 
she jumped onto the plan to install BevSpot at all of the 
restaurants at The Clubs at St. James Plantation:

“[I was all for] anything that we could do 
to make our inventory process easier.”

Heading up the project, Lindsey found that onboarding 
with BevSpot was much more approachable than some of 
the other technology solutions that The Clubs at St. James 
Plantation had tried to implement in the past.

“The onboarding process was a 
lot smoother than I thought it 
would be. Some sta! have been 
hesitant to try new technology, 
but they all jumped on this and 
were eager to learn how to use it.”

http://www.troonprive.com/index.php


T H E  O U T C O M E

After completing the onboarding process, Lindsey started 
seeing incredible improvements from BevSpot across the 
board quickly. With BevSpot, her team turned what was 
previously a 5-hour ordering process into less than 20 
minutes for each manager. The restaurants at St. James 
also saw 2 to 3 hours of inventory reduced down to 20 
minutes. More importantly, Lindsey began to see much 
higher cost e!ciency in all of their beverage programs.

“[BevSpot] really helped us to stay 
on top of our cost control. Because 
our inventory was only updated 
month-to-month, you really weren’t 
paying attention to it. [BevSpot] is 
giving us more accurate and real-time 
numbers, which allows us to see where 
we need to adjust price points.”

Lindsey also appreciates the continued support she 
has received from the BevSpot Customer Success team. 
Working hand-in-hand with her own representative to help 
improve her beverage programs, the Customer Success team 
as a whole has been quick to catch any mistakes that might 
have happened and alert Lindsey about them promptly.

“It’s been a great process to work with 
the [Customer Success] team and you 
get that personal backup [from them].”

While her sta" has certainly benefited from BevSpot, 
Lindsey has also seen positives from a personal standpoint. 
She no longer needs to be physically tethered to the property 
when inventories and ordering are taking place, and can 
enjoy the comfort of managing and overseeing the process 
from afar when needed with BevSpot.

“I’m connected when I need to 
be and can put it down when I 
don’t need to be. I was actually 
able to go on from my iPad from 
home and show a manager [doing 
inventory] this is where you’re 
o!. It’s great that I don’t have to 
say to wait until I come in or to 
screenshot it to me.”

—Lindsey Krause, Director of  
Food and Beverage Operations



T H E  O U T C O M E

Lindsey was also happy to see improvements in a common 
concern when adopting BevSpot: St. James’ relationship 
with their distributors’ representatives.

“What I have seen is that our local reps 
have now been able to come in show us 
some new product and not just ask what 
our orders are for that week. It really 
gives them an opportunity to come in 
and sell more.”

Overall, Lindsey could not be more satisfied with how 
BevSpot has improved her beverage programs across the 
board. She is looking forward to continue building on the 
relationship between The Clubs at St. James Plantation  
and BevSpot.


