


Nick  Fosberg  i s  was  once  a  s t ruggl ing  bar  /
res taurant  owner  who  a lmost  went  bankrupt
t i l l  he  reached  out  to  a  smal l  bus iness
market ing  coach  who  helped  him  double  his
sa les  in  jus t  8  months  by  apply ing  what  Nick
know  ca l l  his  100 /80 /20  LRVO  Market ing  &
Promot iona l  Formula .  

Nick  has  been  inv i ted  to  speak  by  Jon  Taf fe r ,
Nat iona l  Restaurant  Assoc iat ion ,  Nightc lub  &
Bar ,  and  many  other  indust ry  l eaders  to  speak
to  the i r  audience  on  how  to  increase  revenue
and  double  the i r  loya l  customers  without
r i sk ing  the i r  market ing  dol la rs .  

Nick  s t i l l  owns  bars  today ,  but  his  core  bus iness
i s  now  Bar  Restaurant  Success .  A  market ing
and  promot iona l  agency  that  helps  bar  and
restaurant  owners  get  more  new  customers  in
the i r  doors  at  a  prof i t .  Nick  has  dec ided  to
revo lut ion ize  the  way  owners  adver t i se  and
guarantees  his  c l ients  a  pos i t i ve  ROI  on  his
serv ices  or  they  s imply  don ' t  pay  fo r  the  ad
costs  or  his  serv ices .  

I f  you 'd  l i ke  more  in format ion  about  Nick 's
agency  v i s i t  www .BarRestaurantSuccess .com
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If you’re looking for new, creative promotions or marketing 

strategies that are actually profitable, Nick’s expertise will get 

you the results you’re looking for much faster then you trying 

to figure it out on your own through trial and error. He’s got 

the shortcut and success stories to prove it. 

The Bar Restaurant Success program is literally the easiest turn key 

promotional program for busy owners like myself. Nick goes through 

step by step into each promotion, how to run it, what offers to make, 

and he gives you every marketing template you need to make it a 

success. If you want to be different then the competition, run 

promotions that get people in your door, that are easy to setup, this is 

your answer!

Chris Lenahan 

Author of "The Little Black Bar Book" 

www.openingabar.com 

Don Wllburn 

Hot Shots Sports Bar & Grill, 

Arnold, MO 
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NATIONAL HOT DOG MONTH 

July is considered to be National Hot Dog

Month. One thing you can do that is out of

the ordinary is run a hot dog eating

competition.  

This brings out the competitiveness in your

customers and gives them something fun and

entertaining to watch, while also bringing you

some free publicity by getting a press release

out to your news stations. They are always

looking for interesting stories to write or talk

about. 

Another idea is you could get creative and

create a menu of five different types of hot

dogs for the month or new recipes. Need

ideas? Google :)  

I would take some pictures of the hot dogs

that look the best and post them all over

social media. Get your staff to share them.

Maybe do a buy one get one type of special

with purchase of a beverage for the first week

to drive a ton of customers in. Create a buzz! 
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INTERNATIONAL
JOKE 
DAY - 1ST 

International Joke Day is on July 1st. If you ever find it hard to come up with an e-mail to send out to your list of
customers, here’s one solution. If you’ve been following my work, you know I’m a firm believer in building relationship
with my customers through my marketing. Communicating with them on a personal level.  

Here’s one way of doing that. Send them a e-mail letting them know it’s International Joke Day and that you thought you’d
light up their day with a little bit of humor. If you don’t know any jokes, get on Google and search for the type of jokes that
best fit your demographics.  

At the end of the e-mail be sure to say “Oh and by the way, this week we have x,yz……” This is where you’d enter in any
specials or promotions you have going on.  

I call this “under the radar” promoting. Where your e-mail isn’t all about you and your specials, but more about your
customer, where you communicate with them about something besides your business, then sneak your promotions in at
the end.  

Your customers will get sick and tired opening e-mails from you if it’s always “Hey here’s our specials! Here’s what we have
going on!” Be personal first. Deliver value (and value isn’t always a discount. A funny joke to light up their day, a recipe, a
tip, can be of value).  

Another important tip about writing emails - Write your e-mail as if you were talking to one of your best friends in person.
Write how you talk. Make it a conversation.  
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INDEPENDENCE
DAY- 4TH 
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Independence Day, depending on where you’re located,
you could throw a big Independence Day party with live
music. Where I’m at, we are pretty dead on 4th of July.
There’s a river that runs through town and most people are
at the bars on the river or up North in Wisconsin at their
campgrounds, or having family cook outs. Hard to compete
with that. 

However, this doesn’t mean you can’t send out an email to
your customers saying, “Hey, hope you guys have a great
4th of July weekend. Be safe. Here’s what we have going on
next week.” I’d also throw in there what the family and I
were doing on the 4th. Let your customers in on your life
and get to know you more on a personal level. 

NATIONAL FRIED
CHICKEN DAY 

6TH 
National Fried Chicken Day is also on the 4th. I wouldn’t
suggest running a special on this during the week of the

4th - if you’re able to do friend chicken that is!  
 

Our customers want NEW items. They get tired of the same
old food options. I’m a big fan of doing “pre sell”

promotions where you sell tickets ahead of time for a
special dinner. That’s what I’d do here if you were only

going to offer on one specific night so you know how much
to make and how many customers will be showing up.  

 
How do you know if this will work for you? ASK!!! Ask your

customers if they’d be interested in trying some of your
Fried Chicken! This is so simple to do when you have a

customer list. I do this all the time. I’m always asking the
market what they want, what they’d like, or if they like the
idea of a specific promotion. Then I gather that feedback

and determine if there is enough interest or not.  
 

Helps determine if you have a good or bad promotion and
can save you hundreds, if not thousands of dollars. 

 



NATIONAL 
COUNTRY MUSIC 
DAY- 4TH 
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For National Country Music Day you could run a country
night promotion. There’s a HUGE draw for country music
right now and it brings in the ladies. I wouldn’t run this on
the 4th, but this doesn’t mean you can’t run this the week
after the 4th of July.  

Get your staff to dress up for the theme. Get some prizes
and giveaways for the event. I’m sure you can find some
country concert tickets online to giveaway as the main
prize. 

COW
APPRECIATION

DAY- 15TH 

The next promotion is Cow Appreciation Day. You could
have some fun with this send out an email and social

media ads / posts about this day and run a half off chicken
special, 50 cent wings, etc.  

 
Your message would be kind of funny where you’re

appreciating the cows and for that reason, you’re doing
some kind of special on chicken or turkey or something like
that. This is just something funny to do in order to create a

“reason why” to an offer / special. 
 

Always remember, when you give people a REASON to
WHY you’re making them an offer rather then just stating

the offer or special, you’ll triple your response. “Reason
Why” copy will always out-beat what I like to call “sticker
advertising” where you just promote image, prices, and

your logo. 
 



NATIONAL 
JUNK FOOD 
DAY- 21ST 
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National Junk Food Day you could run specials on fried
foods. 1/2 price appetizers or to get groups of 4 or more in,
you could create some appetizer packages at a discount.
 Within your marketing message use “reason why” copy.  

“The reason why we’re making this offer is because it’s
National Junk Food Day and everyone deserves to splurge.
Bring in this email, show this text, or say that you saw this
on Facebook.” Whatever media(s) you might use, just make
sure you’ve got some kind of call to action so they can
redeem in your business. 

NATIONAL
CHICKEN WING

DAY - 29TH 
This is the perfect day to run a special on your wings. It’s also

the perfect day to run a chicken wing eating competition.  

If you feel your wing sales are slipping, maybe start thinking
of some new sauces to come up with. This would be a great

opportunity to start asking your customers what their
favorite sauces are that you DON’T already have.  

You could even come up with a competition with best sauce.
Here’s how you’d run this. You get 10 or so people to

compete for 10 orders of free wings and the competition is
for who has the best sauce.  

Those customer make their sauce and bring into the bar /
restaurant. Customers buy the wings from you and they get

small portion cup of the sauces to try.  

Each person who buys the wings gets 3 tickets. They can put
1 or all the tickets in for their favorite sauce.  

TIP: The key here is to tell the contestants the more people
they get to come in for them, the better the chance they

have at winning because they can put all their tickets
towards their friend to win. This then means more

customers in your doors spending money!  



NATIONAL 
LASAGNA DAY - 29TH 

As I mentioned before I love doing  pre-sell dinner promotions that our
staff will sell tickets for. You can easily do that with a lasagna dinner and

who doesn’t like pasta?? If you don’t want to cook it from scratch, buy
the ones that you just flop into the oven and cut it out of there. That’s
what we’ve done and people loved it! Just make sure you try a few out

and see which tastes better. 

If you already serve lasagna create a dinner for 2 in your restaurant with
a bottle of wine. Try to get some couples in there dining out and make

sure you have up-sells in place to maximize on your profits. The dinner
for 2 could be done as a pre sell promo as well.  
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NATIONAL  
CHEESECAKE DAY - 30TH 

Run a free piece of cheesecake with dinner. I wouldn’t go all
out with paid advertising for this because I don’t think you’d
recoup your investment.  

This is more of promotion you run in-house, targeting your
existing customers through Facebook ads, texts, and e-mails. 

FATHER-IN-LAW 
DAY - 30TH 

Send out an email, text, or social media post – bring in
your father-in-law and get X. Create some type of offer /

incentive / giveaway.



HOW TO ATTRACT NEW CUSTOMERS, TURN THEM INTO RAVING 

FANS & BECOME UNBEATABLE IN ANY MARKET 

Here's Just a Few Secrets You'll Learn 

How Lena added 20 daily loyal customers to her business in just 60days
using one marketing strategy (Every Bar and Restaurant owner should be
using this one strategy!)
The little known secret a restaurant owner in a town of 14,000 in Minnesota
used to generate nearly $30,000 in sales from using only his email list (If
this works for a small town restaurant, it will work for anyone)

Get Nick's 3 business blueprints you can follow to add $50,000 in sales to your business in just 12

months - Discover the secret to applying all 3 blueprints at the same time, with no extra work or

investment!

How to ONLY advertise to people in your area who are BUYING beer, wine, liquor, and meals at

other bars and restaurants on their credit cards - can you think of the ROI you’d get targeting ONLY

these types of people with offers to your business.

The best offers to make to get new customers in your doors & the worst offers to make (Based on 6

years of testing different offers. This is your shortcut to eliminating trial and error)

The 5 key ingredients you need in every ad to get the highest ROI on your marketing dollars - If you

leave one of these out, you’re marketing efforts can be a total loss.

When you should and shouldn’t discount and the myths about discounting that the “restaurant and

bar” guru’s are totally wrong about

Receive a FREE Copy 
Just  Pay $5.95 Shipping +  Handling 

Click Here & Get Your FREE Copy Today 

"If only I had his book

last year. I paid Nick

$10k to learn this stuff,

and YOU Get it Free!" 

Dan Hart, 
Owner, Hart's Salon 

"There's no other resource available

that's good as this when it comes to

growing  your sales with marketing

and promotions. My manager is

implementing these strategies as

we speak!" 

Russel Demariano 
Owner the Brahmin - Boston MA 

"This should be a book that every

owner or operator owns and

devours. In my 20 plus years in the

hospitality industry, I have yet to

read anything like this. I got value

on just every page and couldn't stop

reading!" 

James Henderson, Former Director Of
Operations TGI Fridays & Former Vice

President of Human Resources for
Refferty's Restaurants 
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