SalesSpork AI™

FobeSoft - Unique Campaign Strategies

Strategy 1: “90-Day Profit Turnaround” Challenge

Target Audience:

Multi-unit restaurant owners and COOs with 3-25 locations who feel squeezed by food and labor

costs.[8ll6]

Pain Point:
They do not have a clear, daily way to see where profits are leaking, and month-end reports come
too late.[214]

Messaging Hook (examples):

o “Ifyour P&L surprises you at month-end, you're already losing money.”

o “Give us 90 days and one GM per store; we'll show you where $3,000-$5,000 per month per
location is hiding.”[2l8]

Outreach Channel & Order:

o Highly targeted LinkedIn connection + short DM with the 90-day challenge hook.[10l[11]
o Follow with a short video email showing a real before/after profit story.[10l8l

o Retarget with LinkedIn and Meta ads promoting a “Profit Turnaround Playbook” gated
asset.[12111]

Strategy 2: Vendor-Partner “Stop Blaming Your Food Rep” Campaign

Target Audience:
Restaurant owners and GMs who buy from major food distributors; also distributor sales reps who

influence software recommendations.[z8!
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e Pain Point:

Owners think “my vendor is too expensive” when the real issue is labor or waste, creating friction

and no root-cause diagnosis.[8l19
e Messaging Hook (examples):

o “Your food prices might be fine. Your labor probably isn’t.”
o “Before you fire your food rep, check your labor %."[21[&]
e Outreach Channel & Order:
o Co-branded webinar with a distributor rep: “Why It’s Not Your Food Cost: The Real Profit
Killer.”[8l
o Distributor email + sales kits where reps share FobeSoft as the “neutral P&L referee.”[131l7]

o Follow-up 1:1 calls from FobeSoft to registrants offering a “Vendor + Restaurant P&L Review

Session.”[10][8]

Strategy 3: “Daily P&L Scoreboard for GMs” Gamification Campaign

e Target Audience:

Multi-unit owners, regional managers, and GMs.[el5]

e Pain Point:

GMs are not engaged with the numbers and do not feel personal ownership of profit targets.[14119]
e Messaging Hook (examples):

o “Whatif every GM woke up and checked their score like a game, not a spreadsheet?”
o “Turnyour daily P&L into a leaderboard your managers actually want to win.”
e Outreach Channel & Order:

o LinkedIn carousel ads showing “old way” spreadsheets vs “new way” game-style

dashboards.[111[10]
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o Email to owners/ops with a “GM Engagement Pack” PDF describing contests, prizes, and

dashboards.[14]

o Invite-only roundtable for 10 ops leaders on “How to Turn GMs Into Mini-CFOs in 90

Days."[12][8]

Strategy 4: “5-Minute Finance Huddle” Playbook Campaign

e Target Audience:

Independent restaurant owners and single-unit operators who are overwhelmed and time-poor.[4/2]

e Pain Point:

They feel they “don’t have time” for accounting and avoid their numbers.[2llé]
e Messaging Hook (examples):

o “Ifyou have 5 minutes a day, you can stop guessing about your money.”[41(2]
o “One 5-minute huddle per day can be worth $30K-$60K a year.”14
e Qutreach Channel & Order:
o Short TikTok/Instagram Reels and YouTube Shorts demonstrating a real 5-minute FobeSoft
huddle.l10]l4]
o Retarget viewers with a one-page “5-Minute Daily Huddle Checklist” lead magnet.[111

o SMS/email invite to book a “Live 5-Minute Walkthrough of Your Own Numbers.”[10!

Strategy 5: “Inflation Defense Kit for Restaurants” Content-First Campaign

e Target Audience:

Operators worried about rising food and labor costs in 2025-2026.[31111

e Pain Point:

Inflation and labor costs are squeezing margins; they lack a clear, data-backed response

playbook.[5101I31
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e Messaging Hook (examples):

o “Food and labor costs are up. Your profit doesn’t have to be.”[113]
o “Beatinflation with a daily P&L, not panic price hikes.”
e Outreach Channel & Order:
o Long-form guide or mini-report: “Inflation Defense Kit for Restaurants” with FobeSoft data
examples.[11E]
o Promote via LinkedIn, industry newsletters, and association partnerships.[151{13]

o Follow with 1:1 outbound to downloaders offering a free “Inflation Impact P&L Review.”[111[10]

Strategy 6: “Pre-Open P&L Blueprint” for New Locations

e Target Audience:
Restaurant groups opening new locations; roles include COO, director of operations, and
development leads.[6l13]

e Pain Point:

New sites open without a clear, daily budget and P&L discipline, causing overruns and slow path-to-
profit.[1318]

e Messaging Hook (examples):

o “Before you open your next location, lock in the P&L.”
o “Every new store should launch with a daily profit plan, not guesses.”
e Outreach Channel & Order:
o Mine press releases and news (“now open” / “coming soon”) and outreach via email +
LinkedIn.[21113]
o Offer a “Pre-Open P&L Blueprint Session” tailored to the new concept.

o After the call, send a custom projected daily budget snapshot and book a full FobeSoft demo.[&
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Strategy 7: “Rescue the ‘Busy but Broke’ Restaurant” Referral Campaign

o Target Audience:

Food vendors, POS providers, accountants, and consultants who serve restaurant clients.[Z8l

e Pain Point:
Many of their clients are busy and have high sales but are still unprofitable; partners want them to

succeed to protect their own revenue.[Z8
e Messaging Hook (examples):

o “Know arestaurant with a line out the door and no profit?”l
o “We turn your ‘busy but broke’ client into your most profitable account.”
e Outreach Channel & Order:
o Direct outreach to vendor and consultant partners with a referral offer and co-marketing
collateral.[131(8]

o Joint case-study webinars showing a turnaround story (e.g., $60K in the red to $35K profit in

90 days)..8l

o Warm introductions from partners, followed by 1:1 FobeSoft demos framed as “profit rescue

sessions.”

Strategy 8: “From Spreadsheet Hero to CEO” Upgrade Campaign

e Target Audience:
Owners and controllers currently using Excel/Google Sheets plus QuickBooks to manage restaurant

finances.[171l6]

e Pain Point:
Manual spreadsheets are fragile, slow, and do not provide easy daily views or coaching for

managers.[171[6]

e Messaging Hook (examples):
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o “If one broken formula can ruin your month, it’s time to upgrade.”

o “Keep QuickBooks for your accountant. Use a daily P&L for your managers.”[6l[17]
e Qutreach Channel & Order:
o Runsearch and social ads on terms like “restaurant P&L template” and offer a free template
download.11l7]
o Inside the download, invite them to see the “live, automated version” in FobeSoft.[181(6]

o Follow up with email/LinkedIn offering to import one month of their spreadsheet data into a

FobeSoft trial.

Strategy 9: “GM Profit Coach Cohort” Micro-Mastermind

e Target Audience:
GMs and regional managers selected by owners to become “profit champions” in their

organizations.[21[14]

e Pain Point:
Managers are promoted for operations skills, not for financial literacy, and they lack a simple

system to learn.[199]
e Messaging Hook (examples):

o “Give us your top GMs for 4 weeks; we’ll send you back profit coaches.”
o “Turn shift leaders into number-savvy operators without a single accounting class.”
e Outreach Channel & Order:
o Invite-only email + LinkedIn outreach to owners offering a small “GM Profit Coach” cohort
using FobeSoft.[111110]
o Weekly live cohort sessions using anonymized P&Ls inside FobeSoft.[2][4]

o After the cohort, upsell full rollout across all locations.
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Strategy 10: “Silent P&L Audit” Using Anonymous Data

o Target Audience:

Owners who are skeptical of new tools, feel exposed about their numbers, or fear being “sold.”[14l6]

e Pain Point:

They are embarrassed by messy financials and do not want a pushy sales conversation.[141[&]
e Messaging Hook (examples):

o “Send three numbers. We'll send back where you're leaking profit—no sales pitch attached.”
o “We don’t need your name or full P&L to show you the gaps.”
e Outreach Channel & Order:
o Landing page and ads offering a “Silent P&L Audit” with only basic inputs (sales, food %, labor
%).[ell4]

o Return a short, visual report plus an optional invite to see how FobeSoft would monitor this
daily.l2ll6]l

o For those who opt in, follow up with a consultative call, not a hard pitch, to map their gaps

into FobeSoft workflows.[201{10]

These 10 strategies lean on real industry pain (rising costs, late numbers, disengaged managers) and
match where restaurant decision-makers already spend time (LinkedIn, industry partners, vendors, social

video, and associations), which maximizes attention and revenue potential for FobeSoft.



