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Masterestaurant Occupancy-by-Daypart Analysis
2026: why restaurant retargeting is won by the hour

By Diego F. Parra · Updated 2026-08-12 · Service & Customer Experience

Q U I C K  V E R D I C T

Restaurant retargeting rarely fails on creative; it fails on the clock. If 72% of diners will not
wait more than 30 minutes for a table (Toast, 2025), every impression pushing traffic into
an already saturated daypart buys a line that dissolves, while the 3 p.m. to 6 p.m. valley
stays empty. The correct 2026 decision is to segment audiences by DAYPART instead of
by creative instinct, placing 60% to 70% of the remarketing budget in the hours where
installed capacity sits unsold.

🔬  M a s t e r e s t a u r a n t  S t u d y  /  S e c t o r  S y n t h e s i s Expert synthesis · cited industry sources · 15 min read

· 2026-08-12

INTELLECTUAL PROPERTY OF MASTERESTAURANT® — EXCLUSIVE FOR SECTOR LEADERS

A three-unit urban operator showed me his ads dashboard in April: 41,000 monthly impressions, a reported
return that looked respectable and, underneath it, a weekday lunch running half empty. He was buying people
for 9 p.m., the one hour where nobody else fit.
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This analysis gathers public data from ACSI, Toast, the National Restaurant Association, PwC, Intouch Insight,
OpenTable and Bankrate published between 2023 and 2026, then organizes it around a question almost nobody
asks: in which specific hour of the day is your retargeting money buying a table that was already occupied?
The figures belong to the sources; the reading, the ordering and the operational consequences belong
to Masterestaurant.

None of this is primary research. It is a synthesis of real external sources read by a consultant who has spent
twenty years walking in through the kitchen and out through the cash register, and who holds an uncomfortable
thesis: the guest journey has an HOUR, and your media plan usually does not.

S I D E - B Y- S I D E  C O M PA R I S O N

SATURATED DAYPART (PEAK 8-

10 P.M.)

DAYPART WITH CAPACITY

(VALLEY 3-6 P.M.)

Guest tolerance for waiting ✕ 72% will not wait over 30 min for
a table (Toast, 2025), and peak
consumes that whole allowance

✓ 8 min average wait before
abandoning a queue (ScanQueue,
2026); the valley rarely reaches that
threshold

Risk of a bad experience from
room pressure

✕ 32% stop buying from a brand
they love after ONE bad experience
(PwC, 2025)

✓ 59% walk away after TWO bad
experiences (PwC, 2025): the valley
leaves room for service recovery

Measured satisfaction in quick
service

✕ 79 out of 100 on the ACSI quick-
service restaurant index (ACSI, 2024)

✓ 98% satisfaction with 7+ minute
waits when protocol holds (Intouch
Insight, 2025)

Available reactivation lever ✕ 47% of customers use loyalty
programs several times a month
(Deloitte via Toast, 2025)

✓ 37% order delivery at least weekly
(UpMenu, 2024): the valley also
monetizes outside the room

Reservation leakage from no-
shows

✕ 33.7% of UK diners have missed
a reservation (OpenTable, 2025)

✓ No-shows hurt less in the valley: the
freed table actually resells

Conversational recovery
channel

✕ 60% review response rate at
chains (NRA, 2025)

✓ 38% at independents, with 62% of
reviews unanswered (NRA, 2025): the
valley is the hour to answer them

Order-taking automation ✕ Only 6% of restaurants use AI to
take orders (NRA, 2026)

✓ 26% use some form of AI (NRA,
2026): real room to unload peak from the
valley

Side-by-side comparison

Restaurant retargeting is measured in hours because a table is inventory that expires every fifteen min‐
utes and cannot be stored.

Finding 1 — Why does restaurant retargeting get measured in hours instead of clicks?
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That three-unit operator showed up with 41,000 monthly impressions and a weekday lunch running half empty,
while his bidding kept heating up the 9 p.m. slot, the only hour where nobody else fit. Sector figures explain the
waste: 72% of diners will not wait more than 30 minutes for a table (Toast, 2025) and average tolerance in a line
drops to 8 minutes (ScanQueue, 2026). When you push demand toward a saturated peak, those eight minutes
burn out at the door and the impression you paid for ends up manufacturing a line that dissolves. At
Masterestaurant we call that buying guests so you can hand them to the place around the corner. Between 3
p.m. and 6 p.m. you pay rent, partial payroll and energy on a dining room that bills very little, and that is where
the cleanest incremental margin in an urban restaurant sits.

Consider the size of the field: the European guest-facing foodservice channel moved 950 billion dollars in 2025
(Restroworks, 2025), and that volume is not spread flat across the day. Shifting 10% of your ad budget from the
peak into the dead afternoon requires no menu reprint and no new hire; it requires a bidding calendar. The mis‐
take I see again and again is treating the valley as a pricing problem, when it is first an INTENT problem: no‐
body knows you are open and cooking at 4:30 p.m. Advertising does that job for pennies, if you give it a clock.
An ad that fills an already full dining room does not produce a sale: it produces a bad experience, and the price
of that bad experience is asymmetric. According to PwC, 32% of customers stop buying from a brand they love
after ONE bad experience, the figure climbs to 49% in Latin America and reaches 59% after two missteps.

Cross that with real tolerance: 72% will not hold out past half an hour for a table (Toast, 2025) and eight minutes
are enough for them to leave the line (ScanQueue, 2026). What would happen if your Friday night campaign
worked too well for six straight weeks? You would hold a stable average check, watch your review score slide
and, two quarters later, face a peak that no longer fills on its own. Advertising would have paid to accelerate the
exit of your best customers. Waiting does not destroy the experience; waiting WITHOUT management does.
Intouch Insight measured 98% satisfaction at Chick-fil-A drive-thrus in 2025 despite waits above seven minutes,
against a sector-wide average total service time of 4 minutes 15 seconds. The same source that records the
longest wait records the highest satisfaction, and that resolves the apparent tension between volume and quali‐
ty: what the guest punishes is the surprise, not the minute.

Applied to retargeting, change the message by the hour. At peak, the ad promises a specific time and a booking
channel; in the valley, it promises immediate seating. Quick-service satisfaction holds at 79 out of 100 according
to ACSI (2024), a ceiling you do not break with more traffic but with honest expectations. A reservation is not
guaranteed capacity, and whoever plans media as if it were ends up holding holes already sold. OpenTable doc‐
umented in 2025 that 33.7% of British diners have missed a reservation, a third of the book that can evaporate
precisely in the hour you decided not to promote because it looked full. That is where retargeting pays best:
small audiences, tight radius, activation two hours ahead to refill released tables. Some 37% of adults order de‐
livery at least once a week (UpMenu, 2024), which means there is an audience a few streets away whose
hunger is being solved by phone and who would sit down if somebody gave them a reason tonight.

Finding 2 — The 3 p.m. to 6 p.m. valley is the only free square footage you have left

Finding 3 — Pushing traffic into a saturated peak destroys lifetime value

Finding 4 — The waiting paradox: Chick-fil-A proves the clock is not the enemy
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Your reservation book should trigger the bid, not freeze it. Retargeting does not end when the guest sits down: it
continues in the review written that night, which decides next week's bidding. The National Restaurant
Association measured in 2025 that chains now answer close to 60% of reviews, while independents stall at 38%
and leave 62% unanswered. That silence is expensive when the same guest already arrives carrying a 32%
chance of walking away after a single failure (PwC). Loyalty offers the counterweight: 47% of customers use loy‐
alty programs several times a month according to Deloitte, via Toast, and that identified base is the cheapest
audience you can segment by daypart. Answering lunch-shift reviews, with a name and an hour attached, feeds
the same engine that pushes ads into the valley. Automation exists to move bids by the hour, not to guess
your capacity.

The National Restaurant Association reported in 2026 that only 6% of restaurants use artificial intelligence to
take orders, though 26% already run some form of AI, and that gap marks where the available advantage sits:
forecasting occupancy by daypart, not the chatbot at the door. With twelve weeks of history and the point-of-sale
log, the 3:40 p.m. gap can be predicted with less error than any floor manager's hunch. Diego F. Parra keeps
pressing a point owners find hard to swallow: the model is only worth something if somebody kills the campaign
once the room hits 85%. Without that rule written down, AI optimizes the click and keeps selling tables you do
not have. Start by measuring, hour by hour, what each open hour costs you and what it bills, then post that map
next to your ad dashboard.

Public data sets the frame —79 out of 100 satisfaction in quick service per ACSI (2024), 8 minutes of tolerance
in a line per ScanQueue (2026), 33.7% no-shows per OpenTable (2025)— but the decision is internal and it gets
made with your own average check per hour. For years I argued that a weak lunch was a menu problem; I was
wrong, it was almost always the clock inside the media plan. This week, freeze the bid on your fullest daypart
and move that money into the 3 p.m. to 6 p.m. block for twenty-one days. If the valley's incremental check does
not cover variable cost, shut it off and keep the number. Installed capacity is a perishable hourly resource, and
restaurant retargeting is the only channel you can move at the speed of the clock without reprinting anything,
changing the menu or hiring anyone.

Guest tolerance is not constant: 8 minutes is the average before abandoning a queue per ScanQueue (2026),
and 72% will not wait over 30 minutes for a table per Toast (2025), so the same campaign that produces a
pleasant experience in the valley produces leakage at peak. The cost of one bad experience is asymmetric and
brutal: PwC reports 32% abandonment after a single incident, rising to 49% in Latin America, which turns every
hour saturated by misdirected advertising into a machine that destroys lifetime value. The post-visit conversa‐
tion, where guest loyalty actually lives, has its own daypart: with 62% of independent reviews unanswered
(NRA, 2025), the valley is not dead time but the working shift of the guest journey.

Finding 5 — No-shows turn your booked slot into a phantom hour

Finding 6 — What AI does here, and what it will not do for you in 2026

Finding 7 — The operating rule: a 24-hour map before you touch the budget

Finding 8 — Four differences that change the decision

P O I N T  B Y  P O I N T
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Compared analysis: flat budget versus daypart budget

USE OF INSTALLED CAPACITY

A ·  S AT U R AT E D  D AY PA R T  ( P E A K  8 - 1 0
P. M . )

Flat spend concentrates impressions
where spontaneous demand already
exists and leaves the valley untouched

B  ·  M A S T E R E S TA U R A N T Daypart

allocation pushes demand toward empty
seats you already pay for

Verdict: Daypart allocation wins: the valley seat carries identical fixed cost and available
contribution margin

EFFECT ON GUEST SATISFACTION

A ·  S AT U R AT E D  D AY PA R T  ( P E A K  8 - 1 0
P. M . )

Saturating peak stretches waits past the
30 minutes 72% will not tolerate (Toast,
2025)

B  ·  M A S T E R E S TA U R A N T Serving in the

valley keeps protocol intact, as Intouch
Insight's 98% satisfaction with 7+ minute
waits shows (2025)

Verdict: The valley wins: experience degrades under room pressure, not under price

REAL ACQUISITION COST

A ·  S AT U R AT E D  D AY PA R T  ( P E A K  8 - 1 0
P. M . )

Bidding at peak competes with the whole
city and inflates cost in the worst
operational moment

B  ·  M A S T E R E S TA U R A N T Bidding in the

valley buys cheap attention in the hour
nobody disputes

Verdict: The valley wins on cost and margin; peak spend is only justified to lock advance
reservations
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WINNING BACK THE LOST GUEST

A ·  S AT U R AT E D  D AY PA R T  ( P E A K  8 - 1 0
P. M . )

A flat campaign re-engages without
distinguishing whoever had a bad
experience

B  ·  M A S T E R E S TA U R A N T Daypart

segmentation lets you handle the moment
of truth before inviting again

Verdict: Segmentation wins: with 32% abandonment after one bad experience (PwC, 2025),
sequence beats message

TRACEABILITY OF THE DECISION

A ·  S AT U R AT E D  D AY PA R T  ( P E A K  8 - 1 0
P. M . )

Monthly ad return, which hides
cannibalization of tables that would have
sold themselves

B  ·  M A S T E R E S TA U R A N T Incremental

contribution margin per 90-minute block

Verdict: Block-level measurement wins: it is the only one separating new sales from displaced
sales

RESILIENCE AGAINST NO-SHOWS

A ·  S AT U R AT E D  D AY PA R T  ( P E A K  8 - 1 0
P. M . )

Without reservations, peak absorbs the
33.7% absence rate OpenTable (2025)
measures in the UK

B  ·  M A S T E R E S TA U R A N T The valley resells

the freed table inside the same daypart

Verdict: The valley wins on risk; at peak the only real defense is a confirmed reservation

S I D E - B Y- S I D E  C O M PA R I S O N
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What the average operator does T H E  M I S TA K E

Buys flat retargeting Monday through Sunday, bidding the same at 1 p.m. as at 4:30 p.m.✕

Measures ad return weekly, while room capacity expires hourly✕

Pushes retargeted guests toward peak, where 72% will not wait past 30 minutes (Toast, 2025)✕

Treats a bad review as reputation rather than a hot retargeting list: 62% of independent reviews go
unanswered (NRA, 2025)

✕

Confuses average check with contribution margin and celebrates a lunch that never covers prime cost✕

What the operator filling the valley does M A S T E R E S TA U R A N T

Defines 90-minute dayparts and assigns budget by free installed capacity, not by creative instinct✓

Reserves 60-70% of remarketing for hours with unsold room✓

Segments retargeted audiences by the hour of their previous visit, not by product viewed✓

Uses the valley for service recovery: answers reviews, activates loyalty, wins back the guest who left
unhappy

✓

Takes break-even down to daypart level and decides on hourly contribution margin, not monthly
revenue

✓

S I D E - B Y- S I D E  C O M PA R I S O N

SATURATED DAYPART (PEAK 8-

10 P.M.)

DAYPART WITH CAPACITY

(VALLEY 3-6 P.M.)

Guest tolerance for waiting ✕ 72% will not wait over 30 min for
a table (Toast, 2025), and peak
consumes that whole allowance

✓ 8 min average wait before
abandoning a queue (ScanQueue,
2026); the valley rarely reaches that
threshold

Side-by-side comparison
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SATURATED DAYPART (PEAK 8-

10 P.M.)

DAYPART WITH CAPACITY

(VALLEY 3-6 P.M.)

Risk of a bad experience from
room pressure

✕ 32% stop buying from a brand
they love after ONE bad experience
(PwC, 2025)

✓ 59% walk away after TWO bad
experiences (PwC, 2025): the valley
leaves room for service recovery

Measured satisfaction in quick
service

✕ 79 out of 100 on the ACSI quick-
service restaurant index (ACSI, 2024)

✓ 98% satisfaction with 7+ minute
waits when protocol holds (Intouch
Insight, 2025)

Available reactivation lever ✕ 47% of customers use loyalty
programs several times a month
(Deloitte via Toast, 2025)

✓ 37% order delivery at least weekly
(UpMenu, 2024): the valley also
monetizes outside the room

Reservation leakage from no-
shows

✕ 33.7% of UK diners have missed
a reservation (OpenTable, 2025)

✓ No-shows hurt less in the valley: the
freed table actually resells

Conversational recovery
channel

✕ 60% review response rate at
chains (NRA, 2025)

✓ 38% at independents, with 62% of
reviews unanswered (NRA, 2025): the
valley is the hour to answer them

Order-taking automation ✕ Only 6% of restaurants use AI to
take orders (NRA, 2026)

✓ 26% use some form of AI (NRA,
2026): real room to unload peak from the
valley

T H E  N U M B E R S  T H AT  M AT T E R

The scorecard: seven public figures that map the hours

72%
of diners will not wait more than 30 min for a table

8min
average wait before abandoning a queue

32%
leave a brand they love after ONE bad experience

79
ACSI index for quick-service restaurants

/ 1 0 0

38%
review response rate at independent restaurants
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33.7%
of UK diners have missed a reservation

47%
use loyalty programs several times a month

V ISUAL I ZAT ION

The numbers, visualized

of diners will not wait more than 30 min for a table

72%

average wait before abandoning a queue

8min

leave a brand they love after ONE bad experience

32%

ACSI index for quick-service restaurants

79
/100

review response rate at independent restaurants

38%

of UK diners have missed a reservation

33.7%

Sources: Toast 2025 · ScanQueue 2026 · PwC Future of Customer Experience 2025 · American Customer
Satisfaction Index 2024 · National Restaurant Association 2025

Chart by masterestaurant.com

R E A L  C A S E
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“I put the ads dashboard and the hourly sales report on the same screen, something I had not done in two
years, and the result was humbling: 78% of my retargeting budget landed between 7 p.m. and 10 p.m.,
precisely when I was already turning tables away, while the 3 p.m. to 6 p.m. window —with capacity for 34
covers— ran at 21% occupancy. I moved 65% of the spend into the valley with a different message,
stopped chasing peak, and within eleven weeks late lunch climbed from 21% to 46% occupancy without
touching a single price.”

— Operator of three casual dining units in an urban market, Masterestaurant method client

H O W  T O  A P P LY  I T  I N  Y O U R  R E S TA U R A N T

How to place your restaurant on this map (four steps, one working shift)

1 First, measure real occupancy in 90-minute blocks across 21 days
Pull covers served per block from your point of sale and divide by installed capacity for that
block, which is seats multiplied by expected table turnover. You need 21 days so weekend
patterns do not contaminate the diagnosis. What you are hunting is not the average but the
DISPERSION: which blocks pass 80% and which never reach 35%. With 72% of diners refusing
to wait beyond 30 minutes (Toast, 2025), any block above 80% is already pushing people away
without appearing on a single report.

2 Second, cross each block with contribution margin instead of revenue
A low-check lunch can carry a better contribution margin than an expensive dinner when midday
food cost stays inside the healthy range of up to 32% and drags no overtime payroll behind it.
Calculate margin per block by subtracting variable food and beverage cost from block revenue.
This is where menu engineering stops being a menu exercise and becomes a clock decision,
because the same dish performs differently depending on the hour it is served and the crew
plating it.

3 Third, split the retargeting budget by daypart rather than by campaign
Build separate audiences by hour of previous visit and by hour of digital interaction, then assign
60% to 70% of spend to blocks with free capacity. The message shifts with the daypart: the
valley sells time and calm, the peak sells advance booking to cut the no-show rate OpenTable
(2025) puts at 33.7% of UK diners. A retargeted click pushed into peak without a reservation is
not a sale, it is a queue.
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4 Fourth, turn the valley into the service recovery shift
With 62% of independent reviews unanswered per the National Restaurant Association (2025),
assign your weak blocks to answering reviews, activating the loyalty program that 47% of
customers use several times a month (Deloitte via Toast, 2025) and re-engaging the guest who
left unhappy. It is the cheapest hour of your week and the only one where the team can work a
moment of truth without sacrificing the room. Review the map every 60 days: urban seasonality
moves it.

FA Q

How much restaurant retargeting budget should move into the valley?

Between 60% and 70% of remarketing spend belongs in blocks with free capacity. The reasoning is arithmetic:
at peak you are already turning people away, and with 72% of diners unwilling to wait past 30 minutes per Toast
(2025), each extra impression on that daypart buys leakage rather than a table.

Does retargeting work to win back a guest who had a bad experience?

It works, but only with service recovery before the ad. PwC (2025) measures 32% abandonment after ONE bad
experience and 59% after two, reaching 49% in Latin America after a single incident. Re-engaging without
resolving the moment of truth accelerates the loss instead of stopping it, since it reminds the guest of exactly
what they want to forget.

Which metric replaces return on ad spend in this model?

Incremental contribution margin per daypart. Divide the block's additional margin by the spend assigned to that
block and compare against the same block in the prior period. A 6x ad return in an hour already running at 90%
occupancy created no new revenue: it cannibalized a table that would have sold itself.

How long before reallocating budget by daypart shows results?

Eight to twelve weeks for an urban valley to shift occupancy in a sustained way, because a guest's time-of-day
habit is stiffer than their brand preference. Measure target block occupancy every 14 days and leave the
allocation alone until the fourth reading: weekly changes only add noise to the signal.

What owners ask me about the hourly map

D ATA  &  S O U R C E S

Verifiable industry benchmarks from official, non-commercial sources (government, industry associations,
market research) - not competitors.

Sector data 2026 (official sources)
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Metric Benchmark 2026 Source

Rotación de personal >70% anual (sala >70%, cocina ~50%)
U.S. Bureau of Labor
Statistics

Abandono tras una mala
experiencia

32% de los clientes deja de comprarle a una marca
que ama tras UNA sola mala experiencia

PwC Future of
Customer Experience

Abandono tras una mala
experiencia en LatAm

En América Latina, 49% abandona una marca tras
una sola mala experiencia

PwC Future of
Customer Experience

Abandono tras dos malas
experiencias

59% se aleja de una marca tras dos malas
experiencias

PwC Future of
Customer Experience

Propina promedio en servicio
completo

La propina promedio en restaurantes de servicio
completo fue ~19.3-19.4% (2024)

Toast 2024

Propina promedio en servicio
rápido

La propina promedio en restaurantes de servicio
rápido fue ~15.8-16% (2024)

Toast 2024

C O M M U N I T Y

Join our MASTERESTAURANT Community for FREE

Restaurant owners and teams from 43 countries sharing knowledge, tools and applied AI — straight to
your WhatsApp.

Join the community
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