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QUICK VERDICT

The headline finding reorders the budget: 62% of consumers find restaurants through
Google (Restroworks, 2024), so the digital vs traditional marketing argument in a tourist
district is no longer settled by flyers or billboards, but by the listing, the photo and the
review your visitor reads four blocks from your door. Add that 60% use Instagram to
discover new places (Tablein, 2024) and that one extra Yelp star moves independent
revenue by 5% to 9% (Harvard Business School, Luca, 2016), and the verdict writes itself:
tourists are captured in digital, but profitability comes — through retention and repeat
visits — from the neighbor who lives ten blocks away.

¢ Original Study / Industry Index First-party research - methodology & sample disclosed - 11 min read

- 2026-08-11

INTELLECTUAL PROPERTY OF MASTERESTAURANT® — EXCLUSIVE FOR SECTOR LEADERS

www.masterestaurant.com - Original Study - Masterestaurant 2026 tourist diner analysis: digital vs traditional marketing, ticket, expectations and reviews of visitors against I... Page 1 of 11


https://contenidorestaurante.com/autor-diego-f-parra-en.html

This analysis audits no restaurants and collects no proprietary sample. It synthesizes public figures from the

National Restaurant Association, Toast, Restroworks, Tablein, TouchBistro, Paytronix, Grand View Research and

Harvard Business School, published between 2016 and 2026, and organizes them with Diego F. Parra's

consulting read to answer one operating question: where does your next marketing dollar go when half your

dining room is passing through.

The underlying tension has a cash-flow name. Tourists pay a high ticket and never return; residents pay less

and come back a dozen times a year. Since existing customers spend on average 67% more per order than new

ones (Restroworks, 2024), a plan built only around visitors buys expensive volume and sells cheap guest

lifetime value. That is where the digital vs traditional marketing debate turns into a unit economics and customer

acquisition cost problem.

SIDE-BY-SIDE COMPARISON

Side-by-side comparison

Dominant discovery channel

Pre-visit research on social

Weight of online reputation

Highest-converting visual

asset

Spend per order

Frequency and repeat visits

Content format that lands

Friction at the table

www.masterestaurant.com - Original Study - Masterestaurant 2026 tourist diner analysis: digital vs traditional marketing, ticket, expectations and reviews of visitors against I...

TOURIST DINER (PASSING
VISITOR)

X Google: 62% of consumers find
restaurants there (Restroworks,
2024)

X  41% of diners research
restaurants on social before deciding
(TouchBistro, 2025)

X High: +1 Yelp star equals +5% to
+9% revenue for independents (HBS,
Luca, 2016)

X Listings with 100+ photos: 520%
more calls than average
(Restroworks, 2025)

X Baseline: new customer, no

purchase history (Restroworks, 2024)

X  Low by definition: a stay window
of a few days

X Reels and TikToks under 12
seconds (Restroworks, 2025)

X QR menu: over 89 million
Americans scanned a QR code in
2025 (QR Code, 2025)

LOCAL DINER (RETURNING
RESIDENT)

v Instagram and word of mouth: 60%
use Instagram to discover new places
(Tablein, 2024)

v 41% as well, but with less weight:
the resident already knows the menu
(TouchBistro, 2025)

v" Medium: repeated experience
corrects the review (HBS, Luca, 2016)

v Listings with 100+ photos: 2,717%
more direction requests (The Media
Captain, 2025)

v 67% more per order than a new

customer (Restroworks, 2024)

v Loyalty members visit 40%+ more
often than non-members (Paytronix,
2024)

v' Short Reels plus loyalty: 81% of
members buy more often (Paytronix,
2024)

v" QR menu plus sign-up: turns the
scan into repeat-purchase data (QR
Code, 2025)
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Finding 1 — Seven differences that rewrite the budget

Tourists are captured with assets you already own — listing, photos, reviews — while residents are captured
with data you have to build; that is why 62% Google-led discovery (Restroworks, 2024) is recoverable money
and a printed flyer is not. The latest review weighs more on visitors than any paid campaign, because they have
no prior experience to contradict it: 5% to 9% of revenue per star among independents (HBS, Luca, 2016). Short
video competes with the walk. Under 12 seconds is the documented optimal length for restaurant Reels and
TikToks (Restroworks, 2025), and in a tourist zone that clip decides between your door and the one next to it.
Residents respond to loyalty, tourists never accumulate enough: 40%+ extra frequency among members
(Paytronix, 2024) against an average stay of a few days. Customer acquisition cost spikes when you chase visi-
tors with paid media; it collapses when you work retention and repeat visits on a resident who already spends
67% more per order (Restroworks, 2024).

Finding 2 — Seven differences that rewrite the budget — in practice

Delivery redraws the map: US$67.79 billion billed in Europe and US$32.42 billion of GMV in Latin America dur-
ing 2025 (Grand View Research, 2025) is demand that arrives without a tourist. Photography remains the high-
est documented-return asset: 2,717% more direction requests on listings with more than 100 photos (The Media
Captain, 2025), a figure no billboard matches.

POINT BY POINT

Tourist against resident, criterion by criterion

CUSTOMER ACQUISITION COST

A - TOURIST DINER (PASSING VISITOR) B - MASTERESTAURANT Resident: the
Tourist: every visit is paid in full through cost spreads across twelve or fifteen visits
ads, listing work or platform commission; a year, and drops each time.

no second purchase amortizes it.

Verdict: The resident wins. With existing customers spending 67% more per order (Restroworks,
2024), chasing visitors alone means buying dear and selling once.
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SPEED OF RESULT

A - TOURIST DINER (PASSING VISITOR) B - MASTERESTAURANT Resident: loyalty
Tourist: a well-built listing converts within takes two or three months to show
days; listings with 100+ photos receive frequency.

520% more calls (Restroworks, 2025).

Verdict: The tourist wins on speed. That is why the correct order is listing first, loyalty second,
never the reverse.

SENSITIVITY TO ONLINE REPUTATION

A - TOURIST DINER (PASSING VISITOR) B - MASTERESTAURANT Resident:
Tourist: decides on this week's review, with forgives a bad service night when the
no personal experience to soften it. history is good.

Verdict: The tourist rules here. One star is worth 5% to 9% of revenue among independents
(HBS, Luca, 2016), and that money disappears quietly.

EFFECTIVE CONTENT FORMAT

A - TOURIST DINER (PASSING VISITOR) B - MASTERESTAURANT Resident:
Tourist: vertical video under 12 seconds, seasonal content, menu changes and
dish in close-up (Restroworks, 2025). program announcements.

Verdict: A tie with a split. One shoot feeds both audiences if you edit two versions; publishing the
same cut for both wastes half the effort.
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EFFECT ON AVERAGE TICKET

A - TOURIST DINER (PASSING VISITOR) B - MASTERESTAURANT Resident: lower

Tourist: high first-visit ticket, skewed by the ticket but better mix and fewer discounts.
showcase dish seen in the photo.

Verdict: It depends on margin, not on ticket. If your showcase dish runs 36% food cost, the tourist

raises your sales and lowers your contribution margin.

TERRITORY RISK AND SEASONALITY

A - TOURIST DINER (PASSING VISITOR) B - MASTERESTAURANT Resident: flat

Tourist: brutal high season, empty low demand year-round, with gentle dips.
season,; territory risk concentrates.

Verdict: The resident wins as a buffer. Delivery helps: US$32.42 billion of GMV in Latin America
during 2025 (Grand View Research, 2025).

TRACEABILITY OF THE INVESTMENT

A - TOURIST DINER (PASSING VISITOR) B - MASTERESTAURANT Resident: loyalty

Tourist: digital leaves a full trail, from leaves a trail through guest identification.
impression to QR scan (over 89 million
U.S. scans in 2025, QR Code, 2025).

Verdict: Digital wins on both sides. The printed flyer is the only channel in this table that cannot
prove a single sale.

SIDE-BY-SIDE COMPARISON
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What the tourist triggers in your operation EXPENSIVE VOLUME

X

Search-led discovery: 62% arrive via Google (Restroworks, 2024), so your listing is worth more than
any printed flyer.

Extreme sensitivity to the latest review: one star moves 5% to 9% of independent revenue (HBS, Luca,
2016).

High first-visit ticket, zero history: returning guests spend 67% more per order (Restroworks, 2024) and
the tourist never gets there.

Demands verified photography: listings with more than 100 photos receive 520% more calls
(Restroworks, 2025).

Consumes vertical video under 12 seconds before walking to your door (Restroworks, 2025).

What the resident sustains MASTERESTAURANT

v

v

Frequency: loyalty members visit 40%+ more often than non-members (Paytronix, 2024).

Incremental spend: 38% more per visit than a walk-in guest (Paytronix, 2025).

Measurable repeat purchase: 81% of U.S. loyalty members buy more often than non-members
(Paytronix, 2024).

Cheap channel: 47% of adults order takeout weekly (National Restaurant Association, 2025), and that
order comes from your own list, not from an ad.

Double the visit frequency of digital-only customers (LoyaltyPass, 2026), which is precisely where
guest lifetime value lives.

SIDE-BY-SIDE COMPARISON

Side-by-side comparison

TOURIST DINER (PASSING LOCAL DINER (RETURNING
VISITOR) RESIDENT)

Dominant discovery channel X Google: 62% of consumers find v Instagram and word of mouth: 60%
restaurants there (Restroworks, use Instagram to discover new places
2024) (Tablein, 2024)
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Pre-visit research on social

Weight of online reputation

Highest-converting visual

asset

Spend per order

Frequency and repeat visits

Content format that lands

Friction at the table

THE NUMBERS THAT MATTER

TOURIST DINER (PASSING
VISITOR)

X  41% of diners research
restaurants on social before deciding
(TouchBistro, 2025)

X High: +1 Yelp star equals +5% to
+9% revenue for independents (HBS,
Luca, 2016)

X  Listings with 100+ photos: 520%
more calls than average
(Restroworks, 2025)

X Baseline: new customer, no
purchase history (Restroworks, 2024)

X Low by definition: a stay window
of a few days

X Reels and TikToks under 12

seconds (Restroworks, 2025)

X QR menu: over 89 million
Americans scanned a QR code in
2025 (QR Code, 2025)

LOCAL DINER (RETURNING
RESIDENT)

v 41% as well, but with less weight:
the resident already knows the menu
(TouchBistro, 2025)

v" Medium: repeated experience
corrects the review (HBS, Luca, 2016)

v Listings with 100+ photos: 2,717%
more direction requests (The Media
Captain, 2025)

v 67% more per order than a new
customer (Restroworks, 2024)

v Loyalty members visit 40%+ more
often than non-members (Paytronix,
2024)

v Short Reels plus loyalty: 81% of
members buy more often (Paytronix,
2024)

v QR menu plus sign-up: turns the
scan into repeat-purchase data (QR
Code, 2025)

The scorecard: six public figures that settle the decision

62 %

of consumers find restaurants through Google

60 %

use Instagram to discover new restaurants

67 %

more per order is spent by existing

customers versus new ones
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9 %

extra revenue per Yelp star gained
(independents, 5-9% range)

40 %

higher visit frequency among
loyalty program members

10 %

of sales is the marketing spend
ceiling for a new restaurant

VISUALIZATION

The numbers, visualized

of consumers find restaurants through Google

G a2

use Instagram to discover new restaurants

G

more per order is spent by existing customers versus new ones

G

extra revenue per Yelp star gained (independents, 5-9% range)

&

higher visit frequency among loyalty program members

G

of sales is the marketing spend ceiling for a new restaurant

-

Sources: Restroworks 2024 - Tablein 2024 - Harvard Business School (Michael Luca) 2016 - Paytronix Loyalty
Trends Report 2024 - Toast 2025

Chart by masterestaurant.com

REAL CASE
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https://www.paytronix.com/company/news-press/press-releases/paytronix-loyalty-trends-report-top-operators-drive-up-to-37-of-transactions-via-loyalty-members
https://www.paytronix.com/company/news-press/press-releases/paytronix-loyalty-trends-report-top-operators-drive-up-to-37-of-transactions-via-loyalty-members
https://pos.toasttab.com/blog/on-the-line/average-marketing-budget-for-a-restaurant
https://masterestaurant.com/

“We spent eight months paying for tourist ads and handing out 3,000 flyers a month on the boardwalk, with

an acquisition cost nobody measured. Diego made us stop everything and look at the listing: 11 photos,

three unanswered reviews, an outdated menu. We went up to 118 photos, answered 94 reviews in six

weeks and moved from 4.1 to 4.5 stars. Calls multiplied, the visitor average ticket rose from 34 to 41 dollars

because the photo was selling the expensive dish, and marketing spend dropped from 9.4% to 5.8% of

sales. What hurt most to admit is that the flyer never brought a single traceable guest.”

— Owner of a 92-seat coastal restaurant, Masterestaurant method client
HOW TO APPLY IT IN YOUR RESTAURANT

How to place your restaurant on this radar (four steps)

@ 1. Measure your real tourist/resident mix before moving a dollar
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For fourteen days tag every check in the POS as visitor or resident — the server asks for a ZIP
code with the bill — and calculate average ticket and table turns per group. Without that cut you
are arguing digital vs traditional marketing blind. If visitors exceed 55% of your checks, your
priority is the Google listing, because 62% of consumers discover restaurants there
(Restroworks, 2024). If they fall below 35%, your priority is repeat purchase: existing customers
spend 67% more per order (Restroworks, 2024).

2. Rebuild the listing before buying a single ad

Upload more than 100 real photos — dishes, dining room, facade by day and night, the team —
because listings crossing that threshold receive 520% more calls than average (Restroworks,
2025) and 2,717% more direction requests (The Media Captain, 2025). Answer EVERY review
from the last twelve months within 48 hours. There is no creativity to invent here: there is
missing visual inventory. Each tenth of a star counts, since a full star moves independent
revenue by 5% to 9% (Harvard Business School, Luca, 2016).

3. Put short video to work with the discipline of a menu

Publish four weekly pieces under 12 seconds, the documented optimal length for restaurant
Reels and TikToks (Restroworks, 2025), and aim them at your highest contribution margin dish,
not the prettiest one. Some 41% of diners research restaurants on social before deciding
(TouchBistro, 2025), and 60% use Instagram to find new places (Tablein, 2024). Menu
engineering and your content calendar are the same document: if the video pushes a dish at
38% food cost, you are paying to sell a loss.
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@ 4. Turn the scan into data and the data into repeat visits
Over 89 million Americans scanned a QR code in 2025 (QR Code, 2025) and most restaurants
capture nothing from that contact. Put voluntary sign-up on the digital menu, with a concrete
reward, and push it into loyalty: members visit 40%+ more often (Paytronix, 2024), spend 38%
more per visit (Paytronix, 2025) and 81% buy more frequently than non-members (Paytronix,
2024). That is where the guest lifetime value no acquisition campaign will hand you is born.

FAQ

Questions owners ask me about this radar

In a tourist district, is digital vs traditional marketing decided by budget or by customer profile?

By profile, and the data leaves little room: 62% of consumers find restaurants through Google (Restroworks,
2024) and 60% discover new places on Instagram (Tablein, 2024). Traditional media only competes when your
block has captive foot traffic and you want to fill a dead shift. Outside that case, digital wins on traceability alone.

How much should | invest in marketing if | just opened?

Up to 10% of sales is the reasonable ceiling for a new restaurant, according to Toast (2025), and that share
should fall as repeat purchase carries volume. If you are still at 10% in year two, you do not have a campaign
problem: you have a retention and repeat-visit problem, which costs considerably more.

Is answering old reviews still worth it, or has that ship sailed?

It is worth it, and it is the highest documented return per dollar: gaining one Yelp star raises revenue by 5% to
9% for independent restaurants, according to Harvard Business School (Luca, 2016). Answering repairs online
reputation, lowers the rate of new negative reviews and costs nothing beyond one person's time, two hours

a week.

How do I raise guest lifetime value when my dining room is 70% tourist?

By working the remaining 30% as if it were the whole business, plus delivery. Existing customers spend 67%
more per order (Restroworks, 2024), loyalty members visit 40%+ more often (Paytronix, 2024) and 47% of
adults order takeout weekly (National Restaurant Association, 2025). That is the sales floor that carries you
through low season.

DATA & SOURCES

Sector data 2026 (official sources)

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

Mercado de delivery online en Espana

Usuarios de delivery restaurante-a-
consumidor en Espafia

Penetracion de usuarios en meal delivery
(Espafa)

Conversion de contenido generado por
usuarios vs. de marca

Conversion de publicaciones con UGC
(plataforma Empilifi)

Crecimiento del presupuesto anual de
influencer marketing

Propiedad Intelectual de Masterestaurant® — Exclusivo para Lideres de Sector -

Benchmark 2026

US$9,60 mil millones en 2025 (CAGR 6,7%
hasta 2030)

12,2 millones de usuarios en 2025

24,8% de la poblacion en 2025

4x mas conversion que las fotos de marca
(2025)

Mas de 10x superior a las publicaciones
sin UGC (Q3 2025)

+171% interanual promedio (2025)

Source

Statista Market
Forecast 2025

Statista Market
Forecast 2025

Statista Market
Forecast 2025

Loop.fans 2025

Emplifi 2025

iQFluence 2026

masterestaurant.com
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https://www.statista.com/outlook/emo/online-food-delivery/spain
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https://iqfluence.io/public/blog/influencer-marketing-for-restaurants

