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vs Masterestaurant method — Extended analysis
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Q U I C K  V E R D I C T

Verdict: a restaurant sales growth plan that holds up in 2026 is not built on reach or on
discount, it is built on contribution margin per channel and on guest LTV. The traditional
method buys traffic with coupons and pays for every visit twice: first the 20% or 30% off,
then the cost per lead, which averages US$30.27 for restaurants and food in Google Ads
according to WordStream (2025). The Masterestaurant method funds retention before
acquisition, because winning a new customer costs 5 to 25 times more than keeping an
existing one according to Bain & Company. The practical call for the operator: if food cost
already sits at the 32% ceiling and labor runs between 25% and 35% of revenue according
to the U.S. Bureau of Labor Statistics, every discount point comes straight out of EBITDA.
Growth then has to come from frequency, average ticket and direct conversion, never from
cheap volume.
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INTELLECTUAL PROPERTY OF MASTERESTAURANT® — EXCLUSIVE FOR SECTOR LEADERS

An operation in the US$500 thousand to US$1 million band arrives with the same diagnosis almost every time:
sales up 9%, profit down. What bought that 9% was a BOGO campaign, and 49% of consumers admit they
would visit a competitor for that kind of offer according to Capital One Shopping (2025, via Restroworks), so the
mechanism that brought guests in will take them away next month once the neighbor matches the deal.

This document compares two commercial growth architectures on the same budget. The traditional one splits
spend by channel and chases reach; the Masterestaurant framework splits it by channel unit economics and
chases contribution margin. Both lift gross sales short term. Only one survives an input-cost stress scenario, and
chapter 5 simulates it at 5%, 12% and 20%.

The scope here is expert synthesis of real public data — National Restaurant Association, U.S. Bureau of Labor
Statistics, WordStream, BrightLocal, Lightspeed, Bain &amp; Company, Emplifi — read with operating judgment.
No primary research sits behind these figures, and where the public number does not exist I say so in the
limitations section.

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

TRADITIONAL METHOD

(REACH AND DISCOUNT)

MASTERESTAURANT METHOD

(MARGIN AND LTV)

Metric that governs the plan ✕ Gross sales and reach: a +9%
revenue lift gets celebrated with
nobody checking contribution
margin per channel

✓ Contribution margin per channel and
guest LTV: spend is approved only if the
channel clears 65% contribution

Commercial budget split ✕ 70% acquisition, 30%
retention; cost per lead for
restaurants averages US$30.27 in
Google Ads (WordStream, 2025)

✓ 45% retention, 55% acquisition,
grounded in retention costing 5 to 25 times
less than acquisition (Bain & Company)

Average ticket lever ✕ Cross-discount and BOGO:
93% of consumers have already
used a BOGO offer (Capital One
Shopping, 2025)

✓ Menu engineering and gift cards: 61%
of users spend US$31.75 above the loaded
value (Capital One Shopping, 2026)

Delivery conversion ✕ All volume to the aggregator;
46% of consumers prefer third-
party apps (Lightspeed, 2025) and
commission eats the plate

✓ Owned channel first; 70% of
consumers prefer ordering direct from the
restaurant (Lightspeed, 2025), at 0%
aggregator commission

Side-by-side comparison
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TRADITIONAL METHOD

(REACH AND DISCOUNT)

MASTERESTAURANT METHOD

(MARGIN AND LTV)

Online reputation as a
commercial asset

✕ Bad reviews get answered
when somebody notices; 83% of
consumers read reviews on
Google (BrightLocal, 2025)

✓ 100% of reviews answered within 48
hours: 89% of consumers expect replies to
positive and negative alike (BrightLocal,
2025)

Audiovisual content and social ✕ Weekly brand production,
expensive and locked to a rigid
calendar, while engagement
flatlines

✓ Guest UGC as the axis: +28%
engagement versus brand content
(Restroworks, 2025) and 4x the conversion
(Loop.fans, 2025)

Loyalty program ✕ Stamp card with no data;
nobody knows who came back or
how much they spent

✓ Loyalty tied to guest identity: 81%
would join a program if offered one
(Businessdasher, 2025)

Response to input-cost stress ✕ Marketing spend gets cut first;
with labor at 25% to 35% of
revenue (BLS), margin is defended
by cutting quality

✓ The lowest-contribution channel gets
cut and frequency rises; food cost stays
under the 32% ceiling

A growth plan built on aggressive promotion never builds a customer base, it rents visits at a bargain price and
gives them back the moment the place next door matches the offer, because 49% of consumers admit they
would visit a competitor for a BOGO and 93% have already used one of those offers at some point, according to
Capital One Shopping 2025 via Restroworks. Add that 67% routinely use digital coupons (Restroworks 2025)
and you have the full portrait of the mechanism: you captured no new demand, you shifted existing demand into
the month when you gave away margin. The arithmetic almost nobody runs in the planning meeting is the de‐
nominator. If your contribution margin per ticket is 65% and you give away half a dish, you need to double vol‐
ume just to stand still, and that extra volume loads your kitchen, your waste and your labor hours without paying
a single cent of additional profit.

Every dollar of commercial budget should enter through the channel with the best contribution margin net of
commission, and the ranking that comes out of public data is fairly brutal. Cost per lead on Google Ads for
restaurants and food sits at US$30.27 according to WordStream 2025, and customer acquisition cost in restau‐
rants runs US$30 to US$80 according to ChowNow, while SMS converts between 21% and 30% according to
Constant Contact. With an average ticket of US$28 and a 65% contribution margin, you keep US$18.20 per vis‐
it: a US$30.27 lead does not pay for itself on the first visit, it pays on the third, and that is why the right question
is not what the click costs but how many visits it takes to amortize it. Under the Masterestaurant framework, no
initiative gets budget without first declaring its expected effect on margin, and that single requirement kills half
the campaigns.

Chapter 1 — Discounting doesn't buy growth, it rents diners for a month

Chapter 2 — Budget goes to channel unit economics, not to reach
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The cheapest growth lever a restaurant has in 2026 is called frequency, and the evidence has been on the table
for decades: acquiring a new customer costs 5 to 25 times more than retaining an existing one according to Bain
& Company, and other measurements narrow it to a range of 5 to 7 times (Invesp). Translate that into cash. A
diner who goes from four to six visits a year, at a US$28 ticket and 65% contribution margin, leaves you
US$36.40 in additional profit without your having paid for a single lead. Multiply by the 1,200 identified cus‐
tomers of a mid-sized operation and you get US$43,680 of incremental profit. Some 81% of consumers would
join a loyalty program if one were offered, according to Businessdasher 2025, and that figure should make any
owner uncomfortable who still lacks a first-party database with name, email and last visit date.

Online reputation stopped being customer service and became the first measurable step of the commercial fun‐
nel: 83% of consumers use Google to read reviews and 89% expect a reply to both positive and negative ones,
according to BrightLocal 2025. That 89% is the number ignored in practice, because almost everyone answers
the one-star review and leaves the five-star ones orphaned, which are precisely the ones an undecided diner
reads before booking. Diego F. Parra anchors this block to the Masterestaurant framework with one simple oper‐
ating rule: a 24-hour target response time, an owner with a first and last name, and a human signature on every
reply. Marginal cost is roughly twenty minutes a day. Compare that with the US$30.27 a single paid Google Ads
lead costs (WordStream 2025) and the resource allocation decides itself. Ordering direct is the stated prefer‐
ence of 70% of consumers, against the 46% who prefer third-party apps, according to Lightspeed 2025, and yet
most operations keep pushing volume toward the channel charging them 15% to 30% in commission.

Run the exercise on a US$40 order at 30% food cost: through the owned channel you keep US$28 of gross
margin, through the marketplace at 25% commission you keep US$18. Ten daily orders moved from one chan‐
nel to the other are US$36,500 a year in difference. The marketplace has its place as paid acquisition, it is a
storefront and should be treated as one, but turning that diner into a customer of your owned channel is where
profitable growth lives. QR helps: 57% scanned one in a restaurant last month (Sunday 2025) and 78% prefer
the digital menu over paper (Eater via QR Code). The same plan does not serve all five bands, and confusing
them is the most expensive design error I see in commercial planning. Below US$500,000 a year, growth is
bought with reviews and frequency, not with paid media: twenty minutes a day against that 89% who expect a
reply (BrightLocal 2025) yield more than a thousand-dollar budget spent on US$30.27 clicks.

Between US$500,000 and US$1 million, the first-party database appears and the 21% to 30% SMS conversion
rate (Constant Contact) starts paying for a part-time coordinator. Above US$1 million, paid media with serious
attribution enters and the US$30 to US$80 CAC (ChowNow) stops being a mystery. Above US$5 million the
problem is no longer acquiring but holding labor cost at 25% to 35% of revenue (U.S. Bureau of Labor Statistics)
while you scale. A celebrity-chef restaurant or a large-format themed venue billing more than US$5 million a

Chapter 3 — Retention costs five to twenty-five times less than acquisition

Chapter 4 — Your Google listing is the real landing page, and it converts only if you answer

Chapter 5 — Owned channel versus marketplace:
70% against 46%, with a commission in between

Chapter 6 — Revenue band changes the recommendation entirely
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year plays a different game, because its traffic comes from conversation rather than paid media, and there user-
generated content performs 10 times better than posts without UGC according to Emplifi Q3 2025, with 4 times
the conversion of brand photos (Loop.fans 2025) and 28% more engagement (Restroworks 2025).

These operations carry costs the mid band never meets: the chef's fee or profit share, amortizable set design,
denser front-of-house staffing and a labor cost that runs to the 35% ceiling of revenue (U.S. Bureau of Labor
Statistics). Above US$10 million you also get licensed brand and retail, where 61% of consumers spend
US$31.75 beyond the value of the gift card (Capital One Shopping 2026) and the gift card becomes an instru‐
ment of advance cash, not a promotion. A plan that only works with stable inputs is not a plan, it is a bet, so it is
worth simulating before you sign it. Take a restaurant at US$900,000 a year with 30% food cost and 30% labor
cost (inside the 25% to 35% range from the U.S. Bureau of Labor Statistics): prime cost is 60% and you have 40
points left for rent, utilities and profit.

If inputs rise 5%, food cost moves to 31.5% and you lose US$13,500 in annual profit. At 12%, you lose
US$32,400. At 20%, you lose US$54,000 and prime cost brushes 64%, the territory where the operation stops
financing its own growth. Now repeat the exercise with half your sales coming from BOGO: you do not have 40
points, you have 28, and the 12% scenario already puts you in the red. My reading is that discounting is not a
growth tactic, it is a mortgage on next year's margin. The traditional method optimizes the numerator and forgets
the denominator. Sales climb while prime cost stays untouched, so growth walks in the front door and leaks
out the middle. The Masterestaurant framework forces every commercial initiative to declare its expected
effect on contribution margin before it gets a dollar, and that single requirement kills half the campaigns in the
planning meeting.

Online reputation is not reputation, it is conversion. With 83% of consumers reading reviews on Google and 89%
expecting a reply according to BrightLocal (2025), the business profile is the restaurant's real landing page. The
traditional approach files it under customer service; we treat it as the first measurable step of the sales funnel,
with response time and response rate owned by the general manager. Delivery conversion is decided by the
channel, not by the photo. When 70% prefer ordering direct and 46% prefer the aggregator according to
Lightspeed (2025), the question is not whether to be on the aggregator — it is what share of volume migrates to
the owned channel each quarter, and at what incentive cost. Brand content competes against guest content and
loses. UGC drives +28% engagement (Restroworks, 2025), converts 4x better than brand photos (Loop.fans,
2025), and its marginal production cost sits near zero.

Front-of-house stops being the set and becomes the producer. Discount creates borrowed demand. With 49% of
consumers willing to cross the street for a BOGO according to Capital One Shopping (2025), your promotion is
also your competitor's. A gift card does the opposite arithmetic: it collects cash today, defers the food cost, and
brings US$31.75 in extra spend for 61% of users (Capital One Shopping, 2026).

Chapter 7 — High end: above five million, growth is financed with other people's content

Chapter 8 — Stress test: what happens if inputs rise 20% and you grew on discount

Chapter 9 — The five differences that decide the outcome

Chapter 10 — The five differences that decide the outcome — in practice

P O I N T  B Y  P O I N T
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Comparative analysis, criterion by criterion

COST OF BRINGING THE GUEST IN

A ·  T R A D I T I O N A L M E T H O D  ( R E A C H  A N D
D I S C O U N T )

Every visit gets paid for: US$30.27 cost
per lead in Google Ads for restaurants and
food (WordStream, 2025), plus the
discount on top.

B  ·  M A S T E R E S TA U R A N T Paid once and

amortized across visits: retention costs up
to 25 times less than acquisition (Bain &
Company).

Verdict: Masterestaurant wins. With acquisition at US$30 to US$80 per customer according to
ChowNow, the traditional campaign needs three visits to break even and nobody is counting
them.

DELIVERY CHANNEL MARGIN

A ·  T R A D I T I O N A L M E T H O D  ( R E A C H  A N D
D I S C O U N T )

Aggregator commission on 100% of digital
volume, with 46% consumer preference for
third-party apps (Lightspeed, 2025).

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

migration to the owned channel, where
70% of consumers already prefer ordering
direct (Lightspeed, 2025).

Verdict: Masterestaurant wins with a caveat: keep the aggregator as discovery. Cutting it
overnight costs volume the owned channel cannot absorb yet.
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AVERAGE TICKET LEVER

A ·  T R A D I T I O N A L M E T H O D  ( R E A C H  A N D
D I S C O U N T )

Cross-discounts and combos: 67% use
digital coupons (Restroworks, 2025),
which lifts units and lowers contribution per
ticket.

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

engineering and gift cards: 61% spend
US$31.75 above loaded value (Capital
One Shopping, 2026).

Verdict: Masterestaurant wins. The card collects today, defers food cost and brings incremental
spend; the coupon does precisely the reverse.

ONLINE REPUTATION AS AN ASSET

A ·  T R A D I T I O N A L M E T H O D  ( R E A C H  A N D
D I S C O U N T )

Reactive replies to negative reviews, while
83% of consumers read reviews on
Google (BrightLocal, 2025).

B  ·  M A S T E R E S TA U R A N T 100% answered

within 48 hours, positives included,
because 89% expect it (BrightLocal,
2025).

Verdict: Masterestaurant wins outright: highest return per dollar in the entire plan, and its CapEx
is zero.

AUDIOVISUAL CONTENT PRODUCTION

A ·  T R A D I T I O N A L M E T H O D  ( R E A C H  A N D
D I S C O U N T )

Brand content calendar with fixed monthly
cost and flat engagement.

B  ·  M A S T E R E S TA U R A N T Guest UGC as

the axis: +28% engagement (Restroworks,
2025), 4x conversion versus brand photos
(Loop.fans, 2025).

Verdict: Masterestaurant wins on cost and conversion. The honest limit: UGC cannot be
controlled, so the brand still needs a minimum floor of owned production.
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RESILIENCE TO INPUT-COST STRESS

A ·  T R A D I T I O N A L M E T H O D  ( R E A C H  A N D
D I S C O U N T )

Cuts marketing first and protects the
discount, with labor at 25% to 35% of
revenue (BLS) and food cost touching
32%.

B  ·  M A S T E R E S TA U R A N T Cuts the lowest-

contribution channel, lifts frequency on the
owned base and defends the 32% food
cost ceiling.

Verdict: Masterestaurant wins, and the gap widens with inflation: chapter 5 simulates it at 5%,
12% and 20% input increases.

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

What the traditional method produces R E A C H  F I R S T

Gross sales up 9% and profit down: the discount comes out of EBITDA because labor already runs
25% to 35% of revenue according to the U.S. Bureau of Labor Statistics.

✕

Aggregator dependency: 46% of consumers prefer third-party apps according to Lightspeed (2025),
and there the commission sets your margin, not you.

✕

Coupons as the only lever: 67% of consumers use digital coupons according to Restroworks (2025),
which cheapens acquisition and trains the market to wait for a price cut.

✕

Reactive reputation: the one-star review gets a reply and the five-star ones get silence, while 89%
expect answers to both according to BrightLocal (2025).

✕

Zero guest identity: with no owned database, the same customer gets repurchased every month at
US$30.27 cost per lead (WordStream, 2025).

✕
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What the Masterestaurant method produces M A S T E R E S TA U R A N T

Budget assigned by channel contribution, owned channel first, where 70% of consumers already prefer
ordering direct according to Lightspeed (2025).

✓

Guest LTV as the numerator of the plan: frequency rises before ticket, and acquisition spend falls
because retention costs 5 to 25 times less (Bain & Company).

✓

A sales funnel with one number per stage: reach, saves, reservation, first visit, second visit and 90-day
repurchase.

✓

Audiovisual content built on UGC, which converts more than 10 times better than posts without UGC
according to Emplifi (Q3 2025).

✓

A prime cost and break-even dashboard refreshed weekly, because a commercial plan without break-
even is a wish list.

✓

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

TRADITIONAL METHOD

(REACH AND DISCOUNT)

MASTERESTAURANT METHOD

(MARGIN AND LTV)

Metric that governs the plan ✕ Gross sales and reach: a +9%
revenue lift gets celebrated with
nobody checking contribution
margin per channel

✓ Contribution margin per channel and
guest LTV: spend is approved only if the
channel clears 65% contribution

Commercial budget split ✕ 70% acquisition, 30%
retention; cost per lead for
restaurants averages US$30.27 in
Google Ads (WordStream, 2025)

✓ 45% retention, 55% acquisition,
grounded in retention costing 5 to 25 times
less than acquisition (Bain & Company)

Average ticket lever ✕ Cross-discount and BOGO:
93% of consumers have already
used a BOGO offer (Capital One
Shopping, 2025)

✓ Menu engineering and gift cards: 61%
of users spend US$31.75 above the loaded
value (Capital One Shopping, 2026)

Delivery conversion ✕ All volume to the aggregator;
46% of consumers prefer third-
party apps (Lightspeed, 2025) and
commission eats the plate

✓ Owned channel first; 70% of
consumers prefer ordering direct from the
restaurant (Lightspeed, 2025), at 0%
aggregator commission

Side-by-side comparison
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TRADITIONAL METHOD

(REACH AND DISCOUNT)

MASTERESTAURANT METHOD

(MARGIN AND LTV)

Online reputation as a
commercial asset

✕ Bad reviews get answered
when somebody notices; 83% of
consumers read reviews on
Google (BrightLocal, 2025)

✓ 100% of reviews answered within 48
hours: 89% of consumers expect replies to
positive and negative alike (BrightLocal,
2025)

Audiovisual content and social ✕ Weekly brand production,
expensive and locked to a rigid
calendar, while engagement
flatlines

✓ Guest UGC as the axis: +28%
engagement versus brand content
(Restroworks, 2025) and 4x the conversion
(Loop.fans, 2025)

Loyalty program ✕ Stamp card with no data;
nobody knows who came back or
how much they spent

✓ Loyalty tied to guest identity: 81%
would join a program if offered one
(Businessdasher, 2025)

Response to input-cost stress ✕ Marketing spend gets cut first;
with labor at 25% to 35% of
revenue (BLS), margin is defended
by cutting quality

✓ The lowest-contribution channel gets
cut and frequency rises; food cost stays
under the 32% ceiling

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

Indicators behind the analysis

30.27 USD
Google Ads cost per lead for restaurants and food

70%
of consumers prefer ordering direct

from the restaurant, not via aggregator

89%
of consumers expect a reply to
their reviews, positive and negative

25 x
how much more acquiring a new
customer can cost versus retaining one

31.75 USD
extra spend above gift card value for 61% of users
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28%
higher engagement from user-

generated content versus brand content

V ISUAL I ZAT ION

The numbers, visualized

Google Ads cost per lead for restaurants and food

30.27USD

of consumers prefer ordering direct from the restaurant, not via aggregator

70%

of consumers expect a reply to their reviews, positive and negative

89%

how much more acquiring a new customer can cost versus retaining one

25x

extra spend above gift card value for 61% of users

31.75USD

higher engagement from user-generated content versus brand content

28%

Sources: WordStream — Google Ads Benchmarks 2025 · Lightspeed — Online Ordering Statistics 2025 · BrightLocal
Local Consumer Review Survey 2025 · Bain & Company — Customer retention economics · Capital One Shopping
— Gift Card Statistics 2026

Chart by masterestaurant.com

R E A L  C A S E
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“We ran three locations at US$1.4 million a year with 62% of delivery sitting on aggregators. Diego made us
stop buying traffic and build the plan on our own base: we answered 100% of reviews inside 48 hours,
moved direct ordering with an 8% incentive instead of the aggregator commission, and put the floor team to
work producing guest video. In seven months direct ordering went from 38% to 61% of delivery, average
ticket rose from US$24.10 to US$27.40, and identified-guest frequency moved from 1.7 to 2.4 visits per
quarter. Sales grew 14% on the same commercial budget and delivery contribution margin went from 41%
to 58%. The part that hurt to admit: the 20% discount we had used for years was costing us more than the
commission we kept complaining about.”

— Operations director, three-unit casual dining group, above US$1 million annual band

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 the plan gets built in 90 days

1 Days 1 to 15 · Channel-level unit economics baseline
Before touching a campaign, close real prime cost and compute contribution margin for every
channel: dining room, counter, owned digital and aggregator. The formula governing the whole
plan is simple and almost nobody has it per channel: Contribution margin = (Channel sales −
Food and beverage cost − Channel commissions and variable costs) / Channel sales. With
labor between 25% and 35% of revenue according to the U.S. Bureau of Labor Statistics and
food cost per dish under the 32% ceiling, any channel below 55% contribution goes on watch.
These two weeks produce no sales; they produce the criterion that will approve every dollar of
the next 75 days.

2 Days 16 to 40 · Online reputation and the profile as funnel stage one
Assign an owner to review replies with a target of 100% answered inside 48 hours, positives
included, because 89% of consumers expect it and 83% read reviews on Google according to
BrightLocal (2025). In parallel, clean up the digital menu: 78% of consumers prefer QR menus
over paper and 57% scanned a QR at a restaurant last month according to Sunday (2025),
which makes that QR a sales channel rather than a printing saving. This is also where the first
guest identity capture point goes in, and identity is the raw material of LTV.

3 Days 41 to 65 · Migrating delivery conversion to the owned channel
With 70% of consumers preferring direct orders and 46% still preferring aggregators according
to Lightspeed (2025), the quarterly target is set in migration points, not total volume. The owned-
channel incentive is priced against the commission avoided, never above it: if aggregator
commission runs 28% and the owned incentive costs 8%, every migrated point leaves 20 points
of contribution behind. Keep the aggregator as a discovery channel with a spend cap, and read
monthly how many of those new customers later showed up on the owned channel.
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4 Days 66 to 90 · Content engine, loyalty and the board dashboard
Audiovisual production gets reorganized around the guest: UGC as the axis, with +28%
engagement versus brand content (Restroworks, 2025) and more than 10x the conversion of
posts without UGC according to Emplifi (Q3 2025). Launch the loyalty program — 81% would
join if offered according to Businessdasher (2025) — with identity, frequency and ticket as
mandatory fields. Then close the three-number dashboard that goes to the board monthly:
contribution margin per channel, identified-guest LTV, and acquisition cost paid. Without those
three, the restaurant sales growth plan reverts to a list of ideas.

FA Q

How should a restaurant sales growth plan split budget between acquisition and retention?

Start at 55% acquisition and 45% retention, then shift points toward retention each quarter while guest LTV
keeps climbing. The reasoning is arithmetic: acquiring a new customer costs 5 to 25 times more than retaining
one according to Bain & Company, and restaurant acquisition cost runs roughly US$30 to US$80 according
to ChowNow.

Should a restaurant leave delivery aggregators to improve delivery conversion?

Do not leave, reallocate. 70% of consumers prefer ordering direct and 46% prefer the aggregator according to
Lightspeed (2025), so the aggregator works as a discovery channel with a spend cap while the quarterly target
is measured in volume points migrated to the owned channel, with an incentive always cheaper than the
commission avoided.

Do BOGO promotions work to grow restaurant sales sustainably?

They work to fill a slow Tuesday, not to build a plan. 93% of consumers have used a BOGO offer and 49% would
cross to a competitor for one according to Capital One Shopping (2025, via Restroworks): coupon-bought
demand is borrowed and leaves once the neighbor matches. As a permanent commercial instrument it destroys
contribution margin.

How many reviews must be answered before online reputation moves sales?

All of them, positives included, inside 48 hours. 89% of consumers expect replies to positive and negative
reviews, and 83% use Google to read them according to BrightLocal (2025). In practice, response rate and
response time become general manager KPIs, ranked alongside the shift's food cost.

Frequently asked questions

D ATA  &  S O U R C E S
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Propiedad Intelectual de Masterestaurant® — Exclusivo para Líderes de Sector · masterestaurant.com

Author: Diego F. Parra  ·  Publisher: MASTERESTAURANT®

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

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

Metric Benchmark 2026 Source

Vistas promedio por video de comida y bebida en
TikTok

220.800 vistas
Restroworks — Restaurant Social Media
Statistics 2025

Vistas promedio por video de comida y bebida en
Instagram (Reels)

135.200 vistas
Restroworks — Restaurant Social Media
Statistics 2025

Tasa de interacción de Instagram frente a Facebook
2,2% vs 0,22%
(10x)

Restroworks — Restaurant Social Media
Statistics 2025

Personas que usan redes sociales para investigar
restaurantes

72%
Restroworks — Restaurant Social Media
Statistics 2025

Comensales que revisan la página de un
restaurante antes de decidir

62%
Restroworks — Restaurant Social Media
Statistics 2025

Crecimiento del engagement en Instagram entre
usuarios activos (2025)

28%
Restroworks — Restaurant Social Media
Statistics 2025

Sector data 2026 (official sources)
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