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ABOUT THE AUTHOR
Nick Fosberg is was once a struggling bar /
restaurant owner who almost went bankrupt
till he reached out to a small business
marketing coach who helped him double his
sales in just 8 months by applying what Nick
know call his 100/80/20 LRVO Marketing &
Promotional Formula.
Nick has been invited to speak by Jon Taffer,
National Restaurant Association, Nightclub &
Bar, and many other industry leaders to speak
to their audience on how to increase revenue
and double their loyal customers without
risking their marketing dollars.
Nick still owns bars today, but his core business
is now Bar Restaurant Success. A marketing
and promotional agency that helps bar and
restaurant owners get more new customers in
their doors at a profit. Nick has decided to
revolutionize the way owners advertise and
guarantees his clients a positive ROI on his
services or they simply don't pay for the ad
costs or his services.
If you'd like more information about Nick's
agency visit www.BarRestaurantSuccess.com

"

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!

"

Don Wllburn
Hot Shots Sports Bar & Grill,
Arnold, MO

"

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.

"

Chris Lenahan
Author of "The Little Black Bar Book"
www.openingabar.com

For National Chilli Month you could run what is called a “Chilli
Cook Oﬀ”. A chilli cook-oﬀ is where you get contestants to come
in and bring in their own chilli. Then customers and friends of
the contestants come in and pay to try all the diﬀerent chillies
and they vote on whoever has the best chilli.
When I do this at my bar we charge $5 and customers get 5
tickets to vote with. They can give all 5 to their favorite or they
can split among other contestants. 1st place gets 70% of pot,
2nd gets 30%, and 3rd place will get a $25 gift card.

Low Advertising Budget
As I mentioned, in order for them to win, they have to have the most votes. So, what they’re going to do is call
all their friends and family members and ask them to come help them win the competition. They do a lot of
the marketing for you!
You can even get beer and liquor sponsors involved for diﬀerent donations and prizes. This event is
something fun and diﬀerent to do that will bring in a bunch of people if chilli fits your demographics and if it’s
cold enough. For those in the “Hot” weather states in October, this might not work out as well for you.
Our loyal regulars LOVE this promotion because it stirs up quite the competition between them. Lot of fun.
We always schedule our event during the Chicago Bears bye week as I’m in the Northern IL area, but you
could do this at anytime during October.

If you own a restaurant or bakery you could give away a free
cookie to all the kids that come in. Try to get the local school
district to allow you to get flyers into the hands of the kids.
Why? The kids will go home and “sell” their parents on taking
them to get their free cookie and drop another $20-$40 on
dinner or lunch.
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HOW TO ATTRACT NEW CUSTOMERS, TURN THEM INTO RAVING
FANS & BECOME UNBEATABLE IN ANY MARKET

Receive a FREE Copy
Just Pay $5.95 Shipping + Handling

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

"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

Click Here & Get Your FREE Copy Today

I love doing charities for numerous reasons. Number one, it helps
people in need. Number two, it really builds a great relationship
within the community and shows your customers you care about
other people.
One idea for a charity event is to bring in guest bartenders and
have a promotion each week. Whichever guest bartender brings in
the most tips, wins some kind of bigger prize. Last year we ran a 10
week contest and I chipped in $1,000 to whichever guest
bartender raised the most money (I didn’t do this for Breast
Cancer, it was for Boy’s & Girl’s Club but wanted to share what
could be done).

Why did I do this? Because it made this a big competition and the guest bartenders did all they can to get as
many people in the door which also brought a ton of new customers to us. Over the 10 weeks we raised a
little under $9,800 for the club and we did these events on our slowest nights of the week.
To make sure my staﬀ didn’t get screwed out of their regular pay, we made sure they got $20 per hour from
those tips which was agreed upon. It’s not fair to take money out of your staﬀ’s pocket and I was putting up
the $1,000 prize money - which was really $100 a night over 10 weeks.
A second way to raise money for this type of event is to have a percentage of sales go to charity. That could
either be on 50% of the food sales or maybe it’s on a certain cocktail that is featured that night. For example
coming up with a pink drink for the night, giving it a cool name and charging a little more for it and a dollar
per drink goes to breast cancer.
We’ve also done 50/50 raﬄes. People buy 50/50 raﬄe tickets and 50% of the pot goes to the charity group.
Usually, about 9 out of 10 times the winner ends up giving the other 50% of what they won back to the charity
group. The best way to promote this is to use your customer list, social media outlets, and sending out a press
release.
Send the press release out to the newspaper, radio stations, and TV stations and you will get extra exposure
(free exposure) for this and they’ll probably come out during the event. Now you can see why I love doing
charity events. It helps people in need, gives you a lot of extra exposure, and it brings a lot of new faces in the
door that love what you're doing for the community!

www.BarRestaurantSuccess.com

3

This is the perfect opportunity to run a pizza eating competition!
People love this because it’s fun, it’s wild, and it’s very entertaining.
You can go anywhere and have a good meal and watch TV, but
where can you go watch a bunch of people try to eat pizza as fast
as possible? People love this stuﬀ and it’s something that I do
every single year for National Pizza Month.
Here’s how I run this promotion. Each contestant pays $5 to cover
that cost of the pizza. I pay out prizes to first, second, and third
place in gift cards, along with a first place trophy that I get made
for $20 or $30 bucks. It’s not like we’re giving away thousands of
dollars, it’s just something fun and diﬀerent.
During the event, take a video of it, and put that on Facebook after
it’s done. It will be shared like crazy. You’ll get a lot of exposure
from that as well.
Typically we get 15 contestants but they all have 3-4 people come
and watch. It doubles a slow week night for us.

Another Idea: 500 Pizza Giveaway!
Here’s one that will get you a ton of exposure and make you stand out!
You could give away 500 pizzas! Now that’ll grab ATTENTION! (but do it where you break even on the pizza.)
Such as, get a free pizza when you buy “x”. Some other food item at full price or focus on this being dine in
only and it’s good for 4 people. Then each person must purchase one beverage. This allows you to at the very
least cover your cost and get new people doing business with you. Provide them with a great experience and
they could become customers for years!
You’d want to use a press release for this to get the free exposure and social media so you have no
advertising cost. I wouldn’t suggest spending hundreds of dollars to promote your free pizza giveaway as
you’ll get enough engagement from social.
Important tip! Be sure to run this as a “lead capture” promotion, meaning in order to get the free pizza, they
must sign up to receive it online. Send the oﬀer to them by email with restrictions and expiration date. Use a
automated CRM system to do this for you.
Also be sure to state how the promotion works and what the restrictions are within your marketing before
people sign up. The idea is to have the right restrictions so you at least break even at the very least which will
turn away the freebie seekers - that’s what you want.
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WEEKLY PROMOTIONS IN OCTOBER
2ND WEEK
For National Beer Week you could run a bunch of diﬀerent bar
promotions. Flippy cup and beer pong tournaments. Run a
special on pitchers of beer or all beers.
Get in contact with your beer reps and do some tastings and try
to get a bunch of giveaways for the week. As a big prize you
could maybe do a paid brewery tour if you have a brewery
within 1-2 hours of you.
When I owned Rural On Tap, a smaller upscale craft beer bar,
our customers LOVED the chance to win these brewery tours.
The beer company would take care of a gas card and hotel. The
brewery agreed to few hundred dollars in spending money. This
way it didn’t really cost us anything to do a big prize like this.
You could also run a “Lead Capture” promotion where people have the chance to win a keg party. Run ads
and posts one Facebook and Instagram, through your email list, and drive them to a opt in form online to
enter to win. Then pick a day where they have to be present to win.
WARNING: Be sure to check your laws about doing a keg party giveaway. Where I’m from we can’t give away
free beer. Against the law. So what we do is still advertise “Win a key party” but we make sure in our
marketing we mention the law and that there will be a $60 charge for the keg and make the point that that
is still a great deal. It’s not an issue and people understand it’s not our fault.
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DAILY PROMOTIONS IN OCTOBER
3RD
Bring in your boyfriend and get “X.” Such as percentage oﬀ the tab, a free
appetizer, or whatever you feel is a good oﬀer. This promotion is just
another diﬀerent way to create an oﬀer to get extra people in the doorby giving them something of value.
You’ll always get a better response to your oﬀers when there is a “Reason
Why” attached. Instead of just saying get 20% tomorrow, you’d say
“Because it’s National Boyfriends Day tomorrow, we’re giving all the lucky
ladies out there with a good man in their life, 20% oﬀ their entire tab!”
Simple promotion to run on social and to your e-mail list. To get more
people in, allow husbands and best friends too!

4TH
This works great for bars and restaurants. You run a special on all
your vodkas or a specific brand. Reach out to your reps and see
what kind of case deals you can get. Maybe you can get some
prizes and giveaways from your rep and make a big event out of it.
You could create a special martini menu as well.

4TH
You can create a menu of diﬀerent types of tacos or even run it for the week if
you wanted to. If you took the 'me to put a small menu together and got a
photographer to come in and takes pics for the menu and social media, I would
definitely run this for the entire week.
If you already serve tacos, you can sell them at a discounted price that day.
What I would do is maybe do it at a breakeven standpoint- do some real
cheap tacos, but create a purchase restriction so you get spenders and not just vultures in there taking
advantage of your cheap specials. Make them have to buy something else in order to get the deal on the tacos.
Another fun idea could be just like the pizza eating competition and do a taco eating competition!
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11TH
Run a discount on sausage pizza. Maybe do a free small sausage
pizza when they buy a large one topping, or some type of oﬀer
like that. If you oﬀer delivery, maybe delivery is free when they
order a large sausage pizza.

14TH
This would be more for restaurants and many do this. Free
dessert just for kids. Another idea is to come up with additional
desserts you don’t usually serve.

16TH
This is another option to run a charity event for people to bring in
a can or box of food. Give them a discount on their meal when
they do this and you could call the local food pantry and they will
come pick all the food that was brought in that day.
Send out a press release and use your customer list to get the
word out about this. You should ask people to share on Facebook
what you’re doing for World Food Day to get even more
exposure.
When you’re doing good for the community, more people are
willing to share your social media posts.
We always get 5 to 6 times more people sharing posts/events when they are tied to charity because it is
helping people in need. With that said, anytime you’re doing some kind of post with charity, ask people to
share and people are more than willing to do that!
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17TH
You can create 2, 3, 4 diﬀerent types of pasta dishes that day and run a
special on them. You could do a pasta cook-oﬀ competition, kinda like the
chilli competition I mentioned earlier.
Another option is running a buy one get one special. Pasta is pretty cheap.
Just be sure to have a up-sell strategy in place for wine or appetizers to
boost that check average.

25TH
A great promotion is to run a half price appetizer deal that day. What you
want to say w within is “the perfect excuse to eat what you want.”
There’s a lot of people out there on diets that want to eat fried food, but try
don’t. I’m one of them! But now myself and everyone else, whether on diets
or not, have the perfect excuse to say “Screw it! It’s National Greasy Food
Day!” Just like non Irish people on St. Pats day - perfect excuse to go drink
green beer and call into work the next day!
Also remember that within your marketing messages, it’s NOT just about your logo, price, location address, etc.
Think about what you need to say that is going to get PERSUADE people to do business with you, that’s going to
get people to TAKE ACTION.
Marketing is all about persuading your customers, or potential customers, that what you have to oﬀer is a better
alternative than any other option they may have. When you are able to do this, your marketing ROI skyrockets.
Everybody needs an excuse from 'me to 'me and you want to focus on creating those “excuses” for all your
promotions from 'me to 'me. Entertainment, food specials, drink specials, etc, etc.

27TH
Give back to those who have served our country! Run BOGO
oﬀer for Navy vets. Again, press release is a great way to get
some free exposure and show the community you care about
our vets.
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31ST
Now, this is a little diﬀerent, but could be very fun for a
restaurant. You could bring in a magician for the kids. Have
small little magic show. Or maybe the magician hits every table
and hands out a little gift such as a magic wand. Nothing
expensive but something enough to put a smile on the kids
face.
I’ve done this at my bar, but it was more of a adult magician /
comedy show. Our customers loved it. It was just something
diﬀerent then what we usually do and of
course..ENTERTAINING!!
You might be able to find one on Google under “Adult
Magician” or something like that. Reach out to a comedy
agency and they might be able to steer you into the right
direction.
Again, people want something new. They want to be entertained. You can go to any bar or restaurant and
eat, watch the TVs, and hangout, but people want “NEW” and they want to be entertained.
You could also have a bartender learn a few simple magic tricks and send out an e-mail informing your
customers about their tricks. Again, is this going to bring you thousands and thousands of extra dollars to
have a bartender learn this? No. But it’s just something cool and diﬀerent for the customers to experience.
If the bartenders keep using those types of things to get customers in the door, they are really going to
build up their 'ps. It’s going to build their relationship with these new customers who might be walking in
the door and might even wanna bring them back in more often. Again, you’re doing something completely
diﬀerent than what the competition is doing.

31ST
Last one, the obvious, Halloween. For a bar have a
costume contest and DJ or band come in. Restaurants
could do a few dinner specials with the names of the
specials having something to do with Halloween.
Maybe give all the kids that come in a small bag of
candy.
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