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Kerry: Welcome to Marketing Smarts, a podcast brought to you by 

MarketingProfs. I’m your host Kerry O’Shea Gorgone. Thanks for 

listening. 

 As always, if you like what you hear on the podcast, we would love to 

hear from you. Please leave us a comment on our website, write us a 

review on iTunes, or reach out to me on Twitter @KerryGorgone. 

 I’m very excited about today’s episode because we’ll talk with Jon 

Taffer, the world’s top bar and night life consultant and internationally 

recognized award winning concept developer. Jon is one of the first 

inductees into the Nightclub Hall of Fame and holds distinctions like 

Pub Master in the UK, with multiple honors as Operator of the Year and 

Property of the Year.  

 Jon’s management methodology, reaction management, has become 

the gold standard of the industry. He’s best known for his in-your-face, 

no-holds-barred style of turning failing bars into profitable businesses 

on Spike TV’s number one hit show Bar Rescue, currently in its fourth 

season with more than 100 episodes. 

 Jon has also created an all-inclusive bar and nightclub management 

app called Jon Taffer’s Bar HQ and is the bestselling author of Raise 

the Bar: An Action Based Method for Maximum Customer Reaction.  

 I invited Jon to Marketing Smarts to talk about what it takes to turn 

around a failing business, his approach to rebranding a failing bar, and 

how every company is actually in the business of creating positive 

reactions. I’m very excited to have Jon with us today.  

 Jon, thanks so much for talking with me.  

Jon: My pleasure. It’s good to be here. It’s always fun to talk marketing. 

Kerry: I am such a fan of your work on Bar Rescue. I have to think that now 

you’re ruined for going to a bad bar. Is that true?  

Jon: No. It inspires me.  

http://www.marketingprofs.com/podcasts/
http://www.marketingprofs.com/podcasts/
http://twitter.com/KerryGorgone
http://www.spike.com/shows/bar-rescue
http://jontaffer.com/bar-hq/
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Kerry: But now people probably recognize you, so do they all think, “Uh-oh, 

I’m in trouble,” and you just stopped in for a drink on the road or 

something?  

Jon: It is. Especially if I walk to a bar deliberately, with that deliberate 

stride when I’m approaching it, the look on their face is often one of 

terror.  

Kerry: You should do an outtakes episode where it’s just people being 

concerned that perhaps you’re there to rip them apart.  

Jon: It’s funny, in the Bar Rescue episodes we show a little more of that 

now, because when I walk into the room people go, “There he is. Oh 

no, Taffer is here.” They say fun things. Those reactions can be very 

entertaining.  

Kerry: I have to think so. It’s funny that sometimes they still seem surprised 

to see you even though they’ve asked for your help. Bar Rescue 

chronicles your adventures rehabilitating these failing bars and people 

have asked for your help, and yet when you come in and start telling 

them what the matter is with the bar they still seem shocked.  

Jon: I must tell you we mess with them before I go in. 

Kerry: Oh no.  

Jon: We do. Reality is hard to achieve when people know you’re coming and 

you’ve attained some celebrity, the show is famous. They think I’m 

coming tomorrow, they think that I’m not coming for a few hours, 

often we’ll hang an extra light in the room when we set up and they’ll 

start removing one of those lights and tell them, “He went to another 

bar.”  

 So I’m arriving a day early, a day late, hours early or late, they think 

I’ve already gone to another place, they believe we’re setting up two 

at once and even the crew doesn’t know which one I’m going to, which 

is often the case, so when I walk in they are surprised even though 

they were hoping I’m coming and they think they knew when I was 

coming, they’re shocked that I’m there at that moment. 
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Kerry: So they think they’re off the hook and they start drinking behind the 

bar and then you come in. 

Jon: Very much so. If we think that they’re playing up for the camera, 

playing up for me, or cleaning up for me, then we’ll pull a few lights 

and say, “He’s not coming, he went to another one. He’s already on 

the plane.” Then they start acting like themselves and it gets real, and 

then I’ll walk in about two hours later.  

 Keeping it real requires work. 

Kerry: The whole scenario, this is interesting to me because so much of what 

you do to turn these bars around is rooted in science, but the last 

thing you’re thinking about (or the last thing I’m thinking about when I 

go to a bar) is science. But you actually can generate more revenue by 

changing simple things like do the chairs feel heavy, are the spirits 

behind the bar lit. It’s very interesting to me. 

 How many years was it before you realized you had a science and you 

could reduce bar success to an actual science?  

Jon: When I was very young one of the first things I got really good at, and 

my friends all had to say to me, “What does Taffer do for a living?” I 

think if I had to pick one thing they would probably say that I’m a 

promoter.  

 I started as a great promoter. I don’t mean DJ style promoter, I mean 

I was a promoter for hotels and things like that, and I ran marketing 

departments. I was extremely good at developing promotions and 

creating revenue spikes and growing revenue through events and 

promotions, activities, packaging, and things like that.  

 When I was young something stumbled upon me that has stuck with 

me my entire life, and that is the fact that we don’t market, we create 

reactions, we achieve it through marketing. Marketing is not what we 

do, it’s the vehicle to what we do. If marketing doesn’t create a 

reaction, it’s meaningless.  

Kerry: In your book Raise the Bar you talk a lot about that.  
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Jon: I do. I had that revelation when I was young. I realized everything 

that I have to do has to create a reaction. That’s how I get noticed in a 

crowd. That’s how I get people to read what I need them to read. 

That’s how I get attention. That’s how I get responses.  

 I have to create reactions. Then I realized, wait a minute, I don’t serve 

food. The cook in the kitchen isn’t making an entrée, he’s making a 

reaction. He’s achieving it through the entrée. When the plate hits the 

table, either you sit up and react to it or you don’t. Then I realized I 

don’t play music, I play reactions, I achieve it through music.  

 Music, food, beverage, marketing; none of these things are the 

products that we create. We are in the business of human reactions. 

Whether we’re marketers, promoters, food developers, beverage 

developers, business owners, he or she who creates the best reactions 

wins.  

Kerry: Yet people don’t understand that. They understand their own reaction 

when they walk into a lackluster bar and they know that they’re not 

impressed, but then when they go back to work in their own bar they 

still serve drinks in plastic cups or fail to replace the upholstery and 

stuff like that. Some people might view those things as superficial, but 

what you’re saying is that you’re in the business of reactions.  

Jon: I am. Let me give you a reaction that I’ve never spoke about on 

television. I don’t think I’ve spoken about it in any kind of interview 

before.  

 Let’s say you go to a nice steak house for dinner and you’re going to 

spend $60 to $80 on a steak. The lights are low and the waiter walks 

slow. Doesn’t he? Then you go to a three meal a day Denny’s type of 

restaurant. The lights are bright and the waiter walks fast. Correct? If 

the waiter walked faster in the steak house, that steak wouldn’t be 

worth $60. If he walked around like the waitress at Denny’s, the steak 

wouldn’t be worth $60.  

 The mechanics and pace affect the value of the product. If the lights 

were brighter in that steak house, the steak wouldn’t be worth $60 

anymore. All of these things affect what you’re willing to pay for 
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something, how you perceive it, what its perceived value is, whether 

you’ll come back. All of that is reactionary. It’s sensory, if you will, 

subliminal.  

 When you really get into the depths of what causes you to come back 

and the sciences of how do I get you to respond to a message, how do 

I change the response rate of those messages, I’m a nutcase, I pick all 

that stuff apart consistently. That’s how I drive sales. 

Kerry: How many times would you go back and refine something if it’s not 

getting the reaction that you want?  

Jon: Let’s say it’s a plate. I design a plate and it hits the table and you 

don’t sit up. I will design it until you do. I understand that the fact of 

the matter is that it’s not the plate, it’s whether you sit up or not that’s 

going to make me money. I am committed to that and I have been for 

30 years. That’s what changed my life.  

 You’re not answering a phone call, you’re creating a reaction, you’re 

doing it through the phone call. You and I aren’t making a podcast 

now, we’re creating reactions in the listeners. If they don’t react, we 

have no podcast.  

Kerry: Thank goodness you’re here. 

Jon: It’s the absolute truth. Entertainment and storytelling, it’s all no 

different. Today with shorter attention spans, with people multitasking, 

those sciences become even more important. 

Kerry: You get right down to how much it’s worth to the bar owner to have 

someone seated longer – talking about short attention spans – and 

laughter directly plays into that. I was reading in your book, the levels 

of laughter, how many times people laugh.  

Jon: Yes. Think about it in your personal life or professional life; how often 

do you leave a room when you’re laughing and having fun? You never 

walk out of a room in the middle of a laugh. That almost never 

happens. When you’re at that level of emotional reaction you sustain 
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it, you perpetuate it. Those are the moments we all live for and those 

are the moments we remember.  

 Those are the moments in my business that I have to pause. I need 

you to dance more than you normally do. I want you to talk more than 

you normally do, laugh more than you normally do. I have to 

manipulate beats per minute, lighting levels, music content, seating 

heights to get people to look in each other’s eyes, certain seating 

styles.  

 This is a bold thing to say, but when the demographic is over 34 years 

old I put backs on barstools because women start to get sensitive 

about their backsides when they’re 34. Below 34, I don’t need backs 

because you prefer to spin around and interact with people. These 

little sciences are very important. 

Kerry: Even things like how people enter and leave the dance floor, if there is 

a dance floor, you have this thing that you put up – is it called the butt 

funnel?  

Jon: It is the butt funnel. There’s always an alternative way in that’s wider 

if you choose, but the butt funnel is an entrance where people bump 

into each other and it causes them to look in each other’s eyes and 

react. You’d be surprised how many friendships and who knows how 

many marriages may have happened due to my butt funnels around 

America.  

 People go to restaurants to have a good time. They go to bars 

especially to have a good time. In a restaurant, when you go with 

friends, you define your own time. It’s the four of you at a table and 

you’re going to define your experience, whether it’s business, whether 

it’s laughing, etcetera. When you go to a bar, the bar defines the 

experience. The experience, whether you dance or not, you’re 

interacting much more with the staff and with people around you. 

They’re very different environments.  

 In a bar environment my job is to take you somewhere that is more 

fun than you would normally have. 
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Kerry: There are so many factors, you put so much thought into every single 

bar that you turn around; the brand, the experience, right down to the 

details like the butt funnel or the backs on chairs. If there is a single 

factor that you think has the most impact on the success or failure of a 

bar, what would that one factor be? 

Jon: It’s hard to give you an operational factor. The fact of the matter is 

everything happens the first three steps in. To me, creating the right 

branding and expectation on the outside so people aren’t disappointed 

when they come inside is very important. Managing expectation and 

exceeding it, I think, are the two most important things. 

 Dive bars can be very cool even though they’re worn and have holes in 

the seats. It takes really hit music and a hip crowd to make a dive bar 

cool. I think you have to know who you are and you have to manage 

expectation based on who you are.  

 I’ll answer the question another way. The number one reason why 

bars fail or bars don’t achieve potential and restaurants do is because 

of excuses. People saying the recession is bad – false, somebody is 

making money. Or it’s been raining for a month – bull, somebody is 

making money in the rain. Or it’s the first nice sunny day, summertime 

nobody is coming in the bar, wintertime nobody is coming to bars, it 

snowed so nobody is coming to the bar, first day without snow nobody 

is coming to the bar. People have excuses every day.  

 If you wake up in the morning and say, “You know what? I’m not 

going to stop until they sit up when that plate hits the table. I’m not 

going to stop until the smile when the bartender walks away. I’m not 

going to stop until everybody’s foot is tapping. I’m not going to stop 

until I’m creating these reactions,” that’s where success lies. If people 

don’t go that far it’s because they’ve come up with some type of an 

excuse not to.  

 If I could share one other thing with you. In all of my years of 

consulting I learned a lot of success. Bar Rescue taught me about 

failure. Knowing about failure is very important to understand the 

success. I’ve now done 103 bar rescues, and these people are deep in 
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failure, as you know, and every one of them has found some way to 

blame their failure on someone or something else. The moment I can 

get them to accept that the failure is because of them, they don’t like 

it, but that’s when it changes. 

Kerry: A lot of times your rescue is revealing a deeper issue at the heart of 

the bar and it has nothing to do with the business itself. The owner 

has suffered the loss of a loved one, or health problems, or sometimes 

there really has been an economic downturn in the community. It’s not 

easy for owners to overcome them, but you put them back on the 

path.  

 If our listeners are faced with a similar issue or roadblock, what would 

be their first step, how do they get back on track?  

Jon: That’s one of the best questions I’ve ever been asked. When those 

situations happen, one of two things will happen. You’ll get a little 

scared, fear should settle in, and fear is either paralyzing in that it 

makes you reevaluate what you’ve done, you start focusing on what 

you’ve done and you get paralyzed, or fear would make you fight 

harder.  

 In these cases fear has paralyzed them, in most cases. They doubt 

what they’ve done, but they’re not changing it. They’ve almost 

accepted the path that they’re on and they’re not fighting for it. They 

lost the fire in their belly, they get beat down. I come in and I do have 

a methodical approach to this.  

 First I try to appeal to people’s pride, “How do you feel about your 

business? What happens when you walk down the street? Aren’t you 

proud of yourself? Look at what you’ve created. You’re going to lose it 

all.” If pride doesn’t cause their ears to pop up, so to speak, then I go 

to fear. “What happens when you lose your house? How often do you 

say no to your children?” And I really work fear, “What are you going 

to do about it? You’re going to lose your house. What are you going to 

do about it?”  

 I play fear and if their ears don’t pop up then, so to speak, and their 

eyes don’t open wide and they don’t suddenly find that fire to some 
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degree or get scared enough to act, then it’s boot camp time. Then 

what I have to do, and you see this but it’s methodical, it’s not 

emotional to me, is I beat them on every decision they make until they 

start to doubt themselves.  

 I challenge everything and I start to hold them accountable for 

everything. “You did this. Why did you do this? Why did you do that? 

How can you do this? How can you do that?” I do it until they start to 

doubt themselves. The moment they doubt themselves, their ego gets 

crushed, their brain opens a crack, and then I can walk in. That’s 

actually the process. 

 Once I walk in I can’t try to change what they do, I can’t say don’t do 

this or that, do this, because when I leave they’re going to go back to 

doing what they used to do. I have to change the way they think. 

That’s the only way I’m going to change what they do. That’s why it’s 

so intense, because if they resist the pride and they don’t go for the 

fear, then I’m in boot camp mode and I will beat them until that brain 

opens without a doubt. 

Kerry: Well, that makes for great TV, that’s why it’s Spike TV’s number one 

show. 

Jon: Maybe. But it’s also the only way I’m going to solve it. Remember, the 

remodel is 36 hours, recon I’m only there for about an hour to an hour 

and a half, so I really only have about two days to change the way 

they think. I’m like a Gestalt therapist, I am in their face because I 

have no choice, because if I don’t I will leave and they will not be any 

better off.  

Kerry: A lot of times they’re in the middle of something, even with their 

partners. What’s the hardest Bar Rescue you’ve ever pulled off?  

Jon: There’s a number of them that were particularly difficult. Jack’s 

Firehouse with the three brothers was a really hard one. I was just 

with them the other day and they’re doing great. That was a very 

difficult one. Sorties Tavern, which was a hostile takeover when I had 

to go in with his two other partners and we take the keys away from 

him and do a hostile takeover, that was very difficult.  
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 I have to tell you, Chilleen’s on 17, which was the one with the horse 

in it, when the horse came in and defecated on the floor.  

Kerry: I wasn’t sure you were going to stick around for that one.   

Jon: Those two owners were wonderful people who were in a really bad 

place. There’s good endings to those stories. Donna from Chilleen’s 

hasn’t had a drink since I left. Their sales are up like 400%. They were 

21 days from losing their property, if you remember. They now own 

that property, they’ve since paid for it. They’re out of debt, they’re 

doing really well, and she’s sober. It’s a great story.  

 Even the hostile takeover, Jerry hasn’t had a drink. Sorties Tavern just 

won Number One Bar in the Omaha area from a local newspaper. He’s 

doing great. And the guys from Jack’s Firehouse are doing great.  

 There’s a lot of pleasure in that. The most difficult ones are always the 

most negative ones for me. Pirate’s Tavern was very difficult – they’re 

closed. 

Kerry: That was frustrating to watch.  

Jon: It was even more frustrating to live through. Headhunters, which was 

the guy who wasn’t paying his employees and it was incredibly roach 

infested, I had to bring exterminators in and tent the building. It’s 

hard to rescue a bar when the guy has no integrity, he’s ripping off the 

employees and everyone around him and I’m just giving him a new 

stage to do it with, it becomes difficult. 

Kerry: At that point it’s like you don’t put a bunch of pennies in a blender and 

then call me to find out why the blender doesn’t work, you broke it.  

Jon: Well said. Some of those are difficult, but I truly look at it as an 

opportunity to change people’s lives. It’s remarkable how this unreal 

platform of the cameras coming in, equipment coming in, and this 

bigger than life TV character coming in and walking into your bar and 

within minutes telling you to go screw yourself and calling you names, 

embarrassing you in front of others.  



Marketing Smarts, Episode 208 
Marketing Podcast    November 18, 2015                       Guest: Jon Taffer 

  

 
Page 11 of 16 

Copyright © 2015 MarketingProfs 

 If it was the real world, people would belt me in the mouth and throw 

me the hell out the back door. But because of this platform I’m 

allowed to walk in this aggressive way. From this unreal platform 

comes the most real stuff I have ever experienced in my life. Once I 

walk in there it is fricking real.  

Kerry: The results are real. 

Jon: It is. Nothing is scripted, there are no actors, we don’t have anybody 

reading to you or that kind of stuff. Everyone is an employee and I’ve 

never been there before.  

 The secret is after recon I turn the camera off, we remove all the staff 

from the bar, and I go in and design it that night. The brand is 

selected that night based upon the physical attributes and 

demographics of the area, traffic and all that kind of stuff. I literally 

have an hour to pick a brand. I then have an hour to design what this 

wall is going to be, what that wall is going to be, and the way it’s 

going to look.  

 The next morning, which is day two, we train and we do stress tests. 

While we’re training and doing stress tests during day two, I’m 

finalizing logos, looking at proofs, I’m picking bar stools, I’m signing 

off on wallpaper and all of the design elements, I’m working with my 

two experts to finalize the food and beverage program. By the end of 

day two I have to have the logo to the sign companies, I have to have 

everything to the printer, I have to have everything ordered. Then we 

have the stress test that night.  

 On day three we come in and do training all day long, I’ll do staff 

meetings, I’ll typically sit down with the owners on day three. While 

we’re doing that, my team is starting to build shelving outside in a tent 

so the owners don’t see it. Then at the end of day three I turn it over 

to my construction team, who does build it in 36 hours.  

 We turn it over to them at about 9:00 at night on the third day. At 

3:00 in the afternoon on the fifth day, 36 hours later, they give it back 

to me. Of course they’re building in the interim while I’m asking 
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questions and stuff. You’ve seen those scenes, typically I’m wearing a 

hat.  

Kerry: They’re typically short. I guess it’s not sexy TV when you’re doing 

research and planning.  

Jon: I’m obviously stopping in and out during the day, because when you 

do it so quickly everything isn’t planned so you have a lot of, “What do 

we do here? What we do there?” so I’m there resolving those issues. 

 Typically on day five at 4:00 or 5:00 in the afternoon the staff is being 

held off-site and we rent a white van, we put blindfolds on them, we 

do drive them up in blindfolds, take them out of the van in blindfolds, 

line them up in front in blindfolds. When they’re facing the other way, 

we take those blindfolds off, give them a couple of minutes to let their 

eyes adjust and then I walk in front of them and do the reveal. 

Kerry: So that’s all real, it’s not like do another take?  

Jon: It’s completely real. I will tell you, we will turn them and there are 

little things we have to do for TV. For example, when I go “one, two, 

three,” and we turn them around, of course it’s completely real. Then 

I’ll line them up and turn them around a second time after and that’s a 

wide angle shot that we do so we get the front of their faces when 

they turn around the other way.  

 There are a couple of shots like that that we’ll do twice just for camera 

angle. Other than those two or three things that we do for camera 

angle during the week, there is not one thing that is scripted, reshot, 

staged, we just don’t do that stuff. Bar Rescue is real or, candidly, I’d 

walk right off and I wouldn’t do it.  

Kerry: How about the name changes? A lot of times people fight you on the 

name changes, even though some bars have these really stupid names 

before you get there. Why the fight over the name change, do you 

think? These name changes seem simple, but you put a lot of thought 

behind the words you choose.  
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Jon: I do. There’s imaging, positioning, male/female orientation, 

demographic sensitivities, the colors, the logos, the scripting or the 

block lettering. You bet, I work really hard on this stuff, and I’ve done 

it thousands of times. It’s not that I know exactly what to do, it’s what 

I’ve learned not to do over the years, to tell you the truth. When you 

do something 1,000 times you get pretty darn good at it after awhile.  

 I find it remarkable that they feel ingratiated or emotionally connected 

to something that caused them to lose their homes, their fortunes, 

their cars, writing checks for $6,000 every month, but that name Joe’s 

Bar is coveted to them. To me it’s a cancer, it’s costing you $6,000 a 

month, it’s never made you money for two years. When a business is 

losing money and you say to yourself, “I can’t change the name 

because the people that come here like it.”  

 When you’re losing money your business is not about the people who 

come, it’s about the people who don’t come, which means if I change 

the name can I get the people that are coming to keep coming. Yes, 

they’ll bitch, “I like my old bar stool, I liked it when it was red,” but 

the fact is most of them will keep coming because they have staff 

relationships and such. It’s not about who is there, it’s about who is 

not there or you wouldn’t be losing money. That’s the point that they 

don’t get.  

 When I leave they say, “Our customers didn’t like the name change.” 

It wasn’t about your customers, it was about the ones that aren’t your 

customers. That subtle distinction in the way they’re thinking is an 

example of why you can’t tell them what to do, you have to change 

the way they think or they have no chance. They just think wrong. 

Kerry: I keep hoping that some time you’ll redesign a bar near Orlando so 

that I can go and see it before and after. In case you don’t make it to 

our area, you do have video training coming to your website, right? 

Video instructions for bar owners. 

Jon: We do. For two years I’ve tried to reinvent the online training and I’ve 

put together a really special completely interactive video teaching 

system, it’s really cool. All animation, graphics, music, it’s all done by 
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me and I’m teaching you and interacting with you. It’s called Taffer 

Virtual Teaching and there’s a little video clip of it on JonTaffer.com 

and it introduces in about three weeks. I’m really excited about it, I’ve 

been working on it for two years. I think I’ve actually created an online 

teaching program that people will look forward to the next minute. 

That’s a big claim, because in any kind of teaching or training videos 

online typically you’re not looking forward to the next minute.  

Kerry: Oh, I know. I do trainings, so I know about that.  

Jon: It’s really fun and I’m looking forward to people to see it.  

Kerry: Do you virtually yell at people? Does cartoon Jon Taffer tell me I’m an 

idiot and stuff?  

Jon: No. It’s just when you make a point, you can make a point in fun 

ways. If I say “raise revenue,” there’s all sorts of fun graphics and 

stuff that you see about raising revenue, really cool animations. I can 

say, “How would you like to raise your sales?” I figured out a way to 

say that and make you smile at the same time.  

Kerry: At this point I hear your voice and I smile because I love the show and 

I love the work that you do.  

Jon: That’s nice to hear. 

Kerry: Tell me about the app, Bar HQ.  

Jon: I created Bar HQ about a year and a half ago and it was my desire to 

do something for the industry that would help on a day to day basis, 

and it’s absolutely free. Bar HQ is an app that does all scheduling for a 

bar and it has 80 promotions in it.  

 Let’s say you sign up for Jon’s Bar, and when you sign up for free you 

get a unique code. You give your employees that code, so now your 

employees download the app and everybody is in the Jon’s Bar app of 

Bar HQ. All scheduling is done through the phones, day off requests 

are done through the phones, so the paper schedules and the phone 

calls “I can’t work,” all of that stuff is eliminated. You open your phone 

and you see the schedule. If you want to change shifts, you do it 

https://jontaffer.com/taffer-virtual-teaching/
https://jontaffer.com/taffer-virtual-teaching/
http://jontaffer.com/bar-hq/
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through your phone, the manager approves it through his phone, 

nobody has to call anybody and all of the scheduling is done. 

 There are 80 promotions in the app. If you pick a promotion, let’s say 

Ladies Night, you pull it down, you pick the opening day, the ending 

day, how it’s going to run, push a button, pick your flyer and all the 

graphics and everything are in it. Push another button and it sends the 

promotion out to all of your social media channels, as well as all your 

employees’ social media channels on a schedule that you dictate. So it 

manages social media posts and does all of your promotions, does all 

of your scheduling.  

 Then you get video training through the phone for your employees for 

free, two minute Taffer videos and tips on how to up-sell, how to 

cross-sell, this and that. It’s a complete management suite for bar 

owners for free. It’s pretty cool. 

Kerry: That’s amazing. I like the Taffer Tips on TV, like space out your drinks 

with a glass of water, stuff like that.  

 Jon, where can people learn more about you, get a copy of Raise the 

Bar, download Bar HQ, any of the above?  

Jon: Everything is at JonTaffer.com. 

Kerry: Perfect. Of course, they can see you on Spike TV.  

Jon: Yes. We just crossed our 100th episode and I just agreed to 20 more, 

so you’re going to see new episodes for about another year. 

Kerry: Yay. Come to Orlando, there has to be someplace you could fix.  

Jon: I bet there is.  

Kerry: Will you say “shut it down”?  

Jon: Shut it down!  

Kerry: Thank you so much, Jon. This has been really fun.  

Jon: My pleasure. Nice talking to you.  

http://www.jontaffer.com/
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Kerry: For more information visit JonTaffer.com or follow Jon on Twitter 

@JonTaffer. Be sure to check out Bar Rescue, currently in its fourth 

season, it airs Sunday nights at 10:00 PM / 9:00 PM Central on Spike 

TV.  

 Thanks for listening here to the very end. This has been the Marketing 

Smarts Podcast, brought to you by MarketingProfs. I’m your host Kerry 

O’Shea Gorgone. Talk with you next week.   

https://twitter.com/jontaffer
http://www.spike.com/shows/bar-rescue

