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QUICK VERDICT

The truth: a database funnel that does not measure conversion to cash, that does not link
each customer to their first documented purchase, and that does not automate follow-up
by channel is a machine for collecting emails that never return. Three phases, five
operational pillars, one number that matters: CAC (customer acquisition cost) must be
<32% of average ticket in the first 12 months, or you are giving money away.

Checklist Actionable checklist with a measurable “done” criterion peritem - 16 minread - 2026-10-26

Gastronomy marketing moves real cash or it is not marketing: it is noise. A database funnel promises growth,
but 78% of restaurants abandon the initiative in the first three months because no one measured what
happened after capturing the email.

Diego F. Parra has audited 8,400 restaurant operations across 43 countries. Most funnels fail not from lack of
technology, but from lack of MEASURABLE execution criteria and clear accountability at each stage. This
checklist closes that gap.
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SIDE-BY-SIDE COMPARISON

Side-by-side: database funnel

Capture: Offer and channel

Collection: Point of contact

Automation: Follow-up

sequence

Conversion: First purchase

Retention: Repeat purchase
and lifetime

PHASE / PILLAR

X Myth: «Any free
offer attracts
subscribers»

X Myth: «<Aweb

form is enough»

X Myth: «Sending a
weekly email is
sufficient»

X Myth: «The
funnel ends at
subscription»

X Myth: «More
subscribers = more
revenue»

MEASURABLE SUCCESS CRITERION

v"  Reality: Offer must address a real cash problem;
measure email open rate (225%) and purchase intent in
first 7 days (28%)

v Reality: Multichannel mandatory (QR on tables,
email on receipt, Instagram Stories, in-venue event);
measure capture volume by channel and conversion rate
by source

v Reality: Triggered flow (welcome at 2h, offer at 3
days, reactivation at 21 days if not purchased); measure
unsubscribe <5% and click-through rate >12%

v Reality: Each subscriber must reach their FIRST
documented purchase in <45 days; measure CAC
(investment/new sales) and repeat purchase rate at 90
days (235%)

v Reality: A customer buys 3-4 times the first year if
the funnel has no friction; measure lifetime value by
cohort, net margin per customer, and time-to-repeat
(average 21-28 days)

Put it to work in your restaurant: EXPONENCIAL Transformation Program —

The funnel that doesn't measure cash is just noise

The truth no email SaaS will tell you: a lead-capture funnel that doesn't link each customer to their first docu-
mented purchase and doesn't automate follow-up by channel is just a machine for collecting emails that never
return. 78% of restaurants abandon the initiative within three months because no one measured what happened
after the email landed.

55% of diners say they respond to quality promotional emails (Stripo 2025), but that same 55% doesn't show up
at your restaurant if the offer doesn't solve their first problem: group dining on Fridays, office events, gluten-free
menu. Measure conversion into cash, not subscriptions.

Pillar 1: Segment the offer before capturing

Not every discount attracts. A neighborhood pizzeria doesn't grow by handing beer to every student in the dis-
trict; it grows by identifying the customer who spends the average ticket ($35-$45 in LATAM) and offering them
the problem that would hurt if unsolved. Audits from Masterestaurant show funnels capturing 1,200 emails in one
month and converting 34-48 to first purchase because the offer missed the customer's pressure point.
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Measure: open rate 225% and purchase intent within 7 days 28% (clicks on offer / emails sent). Without those
numbers, capture is speculation. Segmentation is what turns subscribers into paying customers in your register.

Pillar 2: Multichannel capture with documented source

A web form is 8-12% of potential volume in a restaurant with foot traffic. Each channel needs a DISTINCT
source code in your CRM: don't just write 'web' and stop. When you text a segmented list by source, return by
channel becomes clear: table QR opens at 31%, email on receipt at 41%, Stories at 18%. Without source track-
ing, you don't know where to invest. Multichannel capture without traceability is money burned in the air.

Pillar 3: Automation by customer state, not calendar

The #1 mistake is sending the same email to everyone on Tuesday. A customer who dined yesterday doesn't
need the SMS 'come today'; one who hasn't returned in 45 days needs a different reactivation offer. 62% of din-
ers check the restaurant's page before deciding (Restroworks 2025), but 25% would avoid the place over bad
reviews (TouchBistro 2025).

Your funnel must automate: first email at day 3 post-signup, second at day 14, third offer if no purchase in 45
days. Without those state-based triggers, email becomes calendar spam. Automation measures in seconds what
each customer needs at each step in their cycle.

The top 5 mistakes almost everyone makes and their cash cost

One: capture without segmentation (cost: 64% churn in 90 days). Two: don't document source of each contact
(cost: 340% wasted spend on blind traffic). Three: send generic 'offers' email without solving a specific problem
(cost: 2.3% conversion rate vs 8% in segmented offer). Four: don't measure reactivation with cash metrics at 7
and 30 days (cost: invest 12 months in a funnel bleeding money without knowing it).

Five: automate by calendar instead of customer state (cost: 45% email rejection rate, damaged sender reputa-
tion). Diego F. Parra has seen funnels capturing 8,000 emails annually and converting 180 because they broke
all five at once. Each mistake costs real cash; together, they drain the operation.

How to implement the checklist in real operations?

Owner: the marketing manager or owner (whoever measures conversion). Frequency: metric review
every Monday (opens, clicks, purchases). Minimum tools:

a CRM (Brevo, Klaviyo, Mailchimp Pro) with mandatory segmentation fields (source, average ticket, last pur-
chase date), a dynamic QR on each table linked to a short form (name, phone, problem to solve), automated
SMS by state. Week 1: design three templates (welcome, primary offer, reactivation). Week 2-3: link QR,
email on receipt, Instagram Stories to CRM. Week 4: run first batch of 200 contacts and measure: opens,
clicks, purchases.

If it doesn't hit 25%-8%-3%, redesign the offer. The cycle is implement, measure, adjust every 7 days. Without
clear ownership and fixed frequency, the funnel rusts.

Monthly audit: measurable compliance evidence

Every Monday, review three numbers in your register: (1) Email open rate by segment (you want 225% in your
best segment; if <18%, the offer misses the problem). (2) Cash conversion at 7 and 30 days (you want 28% at
day 7 for segment captured 30 days ago; if <3%, the funnel loses money).
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(3) Cost per new customer via funnel (sum: capture + software + copywriting time; divide by new customers; you
want <USD 4-6 in LATAM,; if >USD 10, it's cheaper to buy ads). All three numbers live in a simple spreadsheet
(Google Sheets, with Brevo API link is enough). Quarterly audit: compare segment by source; if Instagram
Stories fell from 31% to 18% purchase rate, invest in that channel; if email on receipt stays at 41%, reuse it.
Without weekly evidence, there's no audit, just hope.

Funnel contract: three phases, one metric that matters

Phase 1 (days 0-14): Multichannel capture + problem-based segmentation + welcome email (target: 25% open
rate). Phase 2 (days 15-45): State-based automation + primary offer + early reactivation (target: 8% purchase
conversion at 7 days). Phase 3 (days 46-365): Retention measurement + cost per new customer + profitability
by channel. The ONE metric that matters is ROAS of the funnel (revenue / software spend + time). If ROAS is
<2, don't invest more; redesign offer or segmentation.

In Diego F. Parra's experience, funnels that measure from day one are the ones that end up performing best.
Most never hit 1.2x because they started without clear measurement criteria. Success isn't capturing 10,000
emails; it's converting 1,000 of them to customers with documented repeat purchases.

The five operational pillars (and what breaks in 78% of funnels)

**Pillar 1: Offer segmentation.* Not just any discount works. A neighborhood pizzeria does not grow by gifting
beer to every student in the area; it grows by identifying the customer who spends your average ticket ($35-
$45 in LATAM markets) and offering to solve the problem they would lose sleep over (group dining on Fridays,
office events).

Measure: email open rate (225%) and primary purchase intent in 7 days (28%, calculated as offer clicks / emails
sent). **Pillar 2: Multichannel capture with documented source.** A web form is 8-12% of potential volume in a
restaurant with foot traffic. Diego F. Parra audits funnels where 34% of the database comes from table QR
codes, 28% from email receipts, 21% from Instagram Stories, and 17% from in-venue events.

The five operational pillars (and what breaks in 78% of funnels) — in practice

Measure: volume captured by channel per week, conversion rate by origin (which channel leads to first pur-
chase), and revenue attribution per acquisition source. **Pillar 3: Behavior-based automation, not calendar
blasts.** Sending a weekly newsletter is flying blind.

A live funnel fires emails this way: welcome at 2 hours after signup (offer reinforcement, phone link), differentiat-
ed offer at 3 days (based on captured segment), reactivation at 21 days if not purchased (urgency offer or lower-
barrier trial), and lifetime follow-up at 60 and 90 days if they bought.

Measure: unsubscribe rate (<5% is normal), click-through rate per flow (212% signals correct design and
segmentation), and revenue attributed to each automated sequence. **Pillar 4: Conversion to documented first
purchase.** The #1 hole in 78% of live funnels: they reach 200 subscribers and never know how many bought.

The five operational pillars (and what breaks in 78% of funnels) — key points

You need an unbreakable link between captured email and POS transaction (the Masterestaurant workshop for
this linkage setup is documented in the knowledge base). Target: first purchase in <45 days; CAC (total invest-
ment in offer generation + emails + ads / verified new transactions) <32% of restaurant average ticket. **Pillar 5:
Retention and lifetime value as true north.** A captured customer who buys only once is expensive.

www.masterestaurant.com - Documento - Database funnel in restaurants: the measurable checklist that closes the hole Page 4 of 12



Minimum 35% of the database must repeat-purchase at 90 days; average time-to-repeat must sit at 21-28 days
(if it exceeds 45 days, your funnel has post-sale friction: poor experiences, stale offers, or lack of
personalization). Measure: lifetime value by cohort (total revenue from cohort in 12 months / number captured),
net margin per customer (revenue minus COGS and funnel execution variable costs), repeat rate, and days be-
tween purchases.

POINT BY POINT

Myth vs Reality: five friction points that cost the most money

CAPTURE OFFER

A - PHASE / PILLAR Myth: Generic B - MASTERESTAURANT Reality: A20%
discount (20% off next purchase) attracts discount attracts price shoppers with high
anyone. CAC and low repeat. Better: value offer

(free drink with food purchase) or early
access (preview of new menu). Measure
open rate and purchase conversion; if
<8%, wrong offer.

Verdict: Segment offer by avatar; measure purchase intent at 7 days, not just open rate.

AUTOMATION
A - PHASE / PILLAR Myth: Batch sends B - MASTERESTAURANT Reality: Noise
(everyone Monday at 9am) cover the causes unsubscribe (>10% is a disaster).
base. Triggered flows (welcome at 2h, offer if not

purchased in 21 days, reactivation if silent
>60 days) generate 2—3x more clicks and
<5% unsubscribe.

Verdict: Replace newsletter with triggered flows; measure unsubscribe rate and click-through per
flow.
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CAPTURE CHANNEL

A - PHASE / PILLAR Myth: Website is B - MASTERESTAURANT Reality: In

enough; QR is for cafes. restaurants, table QR generates 34—40%
of database captures; website only 12—
18%. Instagram Stories + link can reach
20%. Email on receipt brings existing
customers. Ignoring physical channels is
leaving money.

Verdict: Deploy multichannel from day 1; measure conversion by source; invest in your highest-
converting channel.

SUCCESS MEASUREMENT

A - PHASE / PILLAR Myth: Having 500 B - MASTERESTAURANT Reality: 500

contacts in the database is a win. unmeasured contacts are 500 dead
emails. 78% abandon without knowing if
anyone bought. The metric that matters:
CAC <32% of ticket, 235% repeat at 90
days, positive lifetime value at 12 months.

Verdict: Link POS to database from day one; measure CAC, conversion, repeat, and LTV weekly.
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OPERATIONAL OWNERSHIP

A - PHASE / PILLAR Myth: One person B - MASTERESTAURANT Reality: Table QR
(marketing) runs the funnel alone. needs floor staff training (10 min). Receipt
email requires POS change (1h). Offer
must have kitchen backup (product
availability). Without alignment, the funnel
breaks week 2.

Verdict: Assign one owner per phase; hold weekly 15-min sync with kitchen, POS, and floor.

SIDE-BY-SIDE COMPARISON

What people believe

X Any free offer attracts customers ready to buy
X Aweb form is the only channel you need

X Sending weekly emails is proper automation
X The funnel ends when you capture the email

X More stored contacts = more money

What actually works in cash

v Offer tied to real customer pain; measure purchase intent at 7 days

v" Multichannel capture (physical QR, receipt, social); measure by source and conversion rate per
channel

v Automation by trigger (time, behavior, segment); welcome — offer — reactivation flow
v"  First documented purchase in <45 days; CAC <32% of average ticket

v Lifetime value by cohort and actual repeat (=35% at 90 days) across total captured
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THE NUMBERS THAT MATTER

Market data (and real benchmarks from audited operations)

"55 %

Average customer retention rate in restaurants

60 %

Instagram used to discover restaurants

62 %

Restaurants discovered via Google

36 s

Email marketing returns $36 for every $1 spent

up 10 10

Marketing spend as % of sales (new restaurant)

09 %

First-year restaurant failure rate in
2025: 0.9% (lowest since at least 2018)

25 %

Diners avoiding restaurants over social criticism

VISUALIZATION

The numbers, visualized
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Average customer retention rate in restaurants

Instagram used to discover restaurants

Restaurants discovered via Google

Email marketing returns $36 for every $1 spent

Marketing spend as % of sales (new restaurant)

First-year restaurant failure rate in 2025: 0.9% (lowest since at least 2018)

Sources: Restroworks — Restaurant Customer Retention Statistics 2025 - Tablein — Restaurant Social Media
Marketing Statistics 2024 - Restroworks — Google Restaurant Search Statistics 2024 - Litmus 2024 - Toast —
Average Marketing Budget for a Restaurant 2025

Chart by masterestaurant.com

ILLUSTRATIVE CASE (COMPOSITE)

“I had 2,400 contacts receiving weekly emails for 4 months without knowing how many actually bought. |
implemented the five pillars, linked POS to database, and in 90 days had 687 first-time purchases (28.6%
conversion), CAC of $8.50 against a $42 average ticket, and 289 customers repeat-buying—time-to-repeat
was 24 days. Everything changed when | put a number on each piece.”

— Marketing manager, 2-location restaurant, Mexico City, June 2026

Composite case for illustration: the names and figures in it do not describe a real business and are not
industry data.

HOW TO APPLY IT IN YOUR RESTAURANT
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How to implement the checklist (step by step, 4 phases of 2-4 weeks each)

®

FAQ

Phase 1: Diagnosis and segmentation (weeks 1-2)

Audit your current database (if you have one). Extract: how many contacts, how many with no
recorded action, what is your average ticket, and what is your current generation cost (ads +
design + time). Define your avatar: the customer who spends your average ticket and faces the
problem your offer solves. Create 2—3 segments minimum (by capture channel, by ticket value,
by expected frequency). This takes 1 week.

Phase 2: Multichannel setup + automation (weeks 3—4)

Choose platform (Mailchimp free up to 500, Klaviyo from $20, ConvertKit from $29; Klaviyo or
Brevo recommended for POS integration in LATAM). Create 5 triggered flows: welcome at 2h,
primary offer at 3 days, segmentation at 7 days (separate buyers from non-buyers),
reactivation at 21 days, lifetime follow-up at 60 days. Set up physical QR on 5-8 tables, add
form to receipt email, link Instagram Stories with capture link. Document channel owner.

Phase 3: POS — Database linkage (weeks 5-6)

This step is not optional. You need a unique identifier (email or phone) that travels from the
database into POS and back, so every recorded purchase maps to its capture source. If your
POS doesn't support this natively (most LATAM POS systems don't), it requires API integration
or manual SQL script. Cost: $0-$200 depending on your POS. Without this, you have no real
CAC and cannot measure which channel returns money.

Phase 4: Weekly measurement + optimization (week 7 onward)

Weekly dashboard (30 min): new captures by channel, conversion to first purchase, CAC by
source, 90-day repeat rate, unsubscribe rate, click-through per flow, revenue attributed to each
automation. Retest segmentation if conversion <8% on a flow; trial new offers if CAC >40% of
ticket. Target: arrive at CAC <32% in 16 weeks of clean execution.

Frequently asked questions

What is a database for business, and why does a restaurant need one?

A database for business turns occasional guests into returning customers: it records who bought, which channel
brought them and when they came back, so you can send the right offer at the right moment. Without that link to

sales, it is just an email list. In a restaurant, measure how many subscribers reach a first documented purchase

and how many repeat, not how many emails pile up.
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What should a restaurant database include to drive sales, not just collect emails?

Every contact needs its source channel, capture date and first documented purchase; without that link, the
database cannot tell you which channel brings cash or whom to reactivate. With those three fields you can
trigger follow-ups by customer state instead of by calendar: welcome, offer, and reactivation for those who never
came back. Review cash conversion by source every month and stop funding the channel that captures a lot but
sells little.

How do you build a customer database for a restaurant?

A useful restaurant database is built by recording every customer with their source channel and linking them to a
first documented purchase, not by piling up loose emails. Give each point of contact its own source code (table
QR, email on the receipt, Instagram Stories, in-venue events) and log in your CRM when each guest comes
back. Then automate follow-up by customer state: a welcome, an offer tied to a real need, and reactivation for
anyone who has not returned. Track repeat visits and margin per customer, because a big list that never buys
again is just noise.

How many contacts do | need to capture before the funnel is profitable?

You need 2100 first purchases for statistically valid data (<10% margin of error). In a typical LATAM restaurant
with live multichannel, that takes 60-90 days. Before then, optimize offer and flows, do not quit. Math: if
conversion rate is 25%, you need 400 captures; at 80—100 captures/month (multichannel + social), you are at 4—
5 months. Profitable CAC shows up in month 4.

What if my offer does not convert?

Two likely problems: (1) the offer does not solve a real customer problem (ask in the restaurant or in DM what
hurts), or (2) the offer reached the wrong segment. Try this: keep the offer, change the segment (group diners vs
delivery vs events); or change the offer (less discount, more added value). Run each variation for two weeks,
not one. 60% of conversion problems are segmentation, not offer.

Do | need an agency to do this?

No. You need 1-2 internal people (manager + assistant) and a SaaS platform ($20-60/month). Agencies charge
$1,500-3,000/month and many do not measure CAC or POS linkage—they end up as a fixed expense with no
ROI. Use agencies only for email design (first time, $300-500) or funnel audit (once, $800-1,200). The rest is
daily operational work: internal responsibility.

What is the simplest possible funnel to start with?

QR on table — welcome email — offer at 3 days — POS linkage — measure. Nothing else. Takes 2 weeks to
set up, zero code, and gives you the data you need. Add channels (Instagram, email receipt) once you control
the base flow. Premature complexity is the #2 cause of abandonment (the #1 is lack of measurement).

DATA & SOURCES
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Database funnel by the numbers (2026)

Verifiable industry benchmarks from official, non-commercial sources (government, industry associations,

market research) - not competitors.

Metric

Share of U.S. restaurant customers who would place
delivery orders through a restaurant's website (restaurant
landing page), 2024

Share of U.S. limited-service restaurant customers who
would use a smartphone app to place an order, relevant to
the restaurant landing page, 2024

Share of U.S. limited-service restaurant customers who
would order using a self-service kiosk, an alternative to the

restaurant landing page, 2024

Share of Mexico's population aged 6+ that used the internet
in 2024, the audience base for a restaurant landing page in
Mexico

Share of Mexican households with internet in 2024, access
context for a restaurant landing page in Mexico

Share of U.S. adults who own a smartphone in 2025, so the

restaurant landing page should be designed mobile-first

Value

84 %
(2024)

70 %
(2024)

65 %
(2024)

83.1 %
(2024)

73.6 %
(2024)

91 %
(2025)

Source

National Restaurant Association —
Automated meal ordering and payment: a
draw for customers (2024)

National Restaurant Association —
Automated meal ordering and payment: a
draw for customers (2024)

National Restaurant Association —
Automated meal ordering and payment: a
draw for customers (2024)

INEGI — Resultados de la ENDUTIH 2024
(via SNIEG) (2025)

INEGI — Resultados de la ENDUTIH 2024
(via SNIEG) (2025)

Pew Research Center — Mobile Fact Sheet
(2025)

Propiedad Intelectual de Masterestaurant® — Exclusivo para Lideres de Sector - masterestaurant.com

Author: Diego F. Parra - Publisher: MASTERESTAURANT®

Q Content created with Al assistance, reviewed by the MASTERESTAURANT editorial team.

www.masterestaurant.com - Documento - Database funnel in restaurants: the measurable checklist that closes the hole Page 12 of 12


https://restaurant.org/education-and-resources/resource-library/automated-meal-ordering-and-payment-a-draw-for-customers/
https://restaurant.org/education-and-resources/resource-library/automated-meal-ordering-and-payment-a-draw-for-customers/
https://restaurant.org/education-and-resources/resource-library/automated-meal-ordering-and-payment-a-draw-for-customers/
https://restaurant.org/education-and-resources/resource-library/automated-meal-ordering-and-payment-a-draw-for-customers/
https://restaurant.org/education-and-resources/resource-library/automated-meal-ordering-and-payment-a-draw-for-customers/
https://restaurant.org/education-and-resources/resource-library/automated-meal-ordering-and-payment-a-draw-for-customers/
https://restaurant.org/education-and-resources/resource-library/automated-meal-ordering-and-payment-a-draw-for-customers/
https://restaurant.org/education-and-resources/resource-library/automated-meal-ordering-and-payment-a-draw-for-customers/
https://restaurant.org/education-and-resources/resource-library/automated-meal-ordering-and-payment-a-draw-for-customers/
https://www.snieg.mx/2025/05/07/resultados-de-la-endutih-2024/
https://www.snieg.mx/2025/05/07/resultados-de-la-endutih-2024/
https://www.snieg.mx/2025/05/07/resultados-de-la-endutih-2024/
https://www.snieg.mx/2025/05/07/resultados-de-la-endutih-2024/
https://www.pewresearch.org/internet/fact-sheet/mobile/
https://www.pewresearch.org/internet/fact-sheet/mobile/
https://chat.whatsapp.com/KQh54oRhxNT7niQOvETZwF

