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MASTERESTAURANT® Checklist

Errores de reseiias y reputacion
online vs el método correcto

(Masterestaurant)

Método probado en +8.400 restaurantes - 43 paises contenidorestaurante.com

QUICK VERDICT

Online reputation is not optional: a restaurant with 4.2 stars generates 15 to 30% more
reservations and delivery sales than one with 3.8. This checklist breaks down 15
measurable items almost everyone gets wrong, what each costs, and how to measure real
repeat-purchase success.

Checklist Actionable checklist with a measurable “done” criterion peritem - 13 minread - 2026-09-27

Online reviews now decide 87% of food delivery purchases and 71% of table reservations
(OpenTable/Mindshare 2026). An owner ignoring reviews is leaving measurable revenue on the table
every week.

Diego F. Parra has audited the digital reputation of over 1,200 restaurants across 43 countries. The recurring
mistake isn't lack of reviews; it's passivity after receiving them — slow responses, defensive tone, no follow-up.

This checklist comes from that audit: the 5 costly causes, 10 intermediate items almost nobody measures, and
the exact workflow (daily/weekly/monthly) that lifts average stars from 3.9 to 4.3 in 90 days.
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SIDE-BY-SIDE COMPARISON

Online reviews and reputation, side by side

Response to negative review

Platform monitoring

Photos and gallery

Complete profile (info and

hours)

Response to positive review

ERROR THAT 73% OF
RESTAURANTS MAKE

X No response or 5-7 day
delay; generic reply ("Thanks
for feedback"); defensive tone
or public refutation.

X  Check reviews only when
the owner remembers; ignore
messages on Google,
Facebook, or Tripadvisor.

X 0-5 photos on Google My
Business; old, poorly lit, or
cold-food photos; not updated
in months.

X Outdated hours; wrong
category; incomplete phone or
address; missing business
description.

X No response or just
"Thanks"; no mention of

customer names or details.

RIGHT METHOD (MASTERESTAURANT)

v Respond in <24 hours; admit the issue
without excuses; offer specific solution
(replacement, credit, follow-up). Tone:
professional, empathetic, executive.

v Audit Google My Business daily; check
Facebook/Instagram comments every 12
hours; respond in <24h. Owner: designated

manager or community manager.

v' 220 recent photos (dishes, space, staff,
real customers); update 2—3 times monthly;

emphasize best-selling dishes and authentic
atmosphere.

v" Hours verified weekly; primary category +
3 secondary (cuisine type, services); 2-3 line
description with local keyword; phone with
WhatsApp active.

v Respond in <48 hours; cite the specific
dish or detail the customer mentioned; invite
return with small offer (10% off next visit, free
dessert).

EXPONENCIAL Transformation Program —

Put it to work in your restaurant:

Why is online reputation no longer a marketing luxury?

A restaurant with a 4.2-star average generates 15 to 30% more reservations and delivery orders than one
sitting at 3.8, and that gap has nothing to do with the menu — it comes down to the perception a cus-
tomer buys before deciding anything.

Reviews already drive 87% of food delivery purchases and 71% of table reservations, per aggregated
OpenTable/Mindshare 2026 data. Diego F. Parra repeats this in every Masterestaurant audit: the food gets tast-
ed inside the restaurant, but the decision to walk in happens outside, on a phone screen. Ignoring that is not a
cosmetic oversight, it is leaving measurable revenue on the table every week without active management. An
owner who checks reviews once a month has already missed the window where that opinion carried the most
weight in the search ranking.
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The top 5 mistakes almost everyone makes (and what each one costs)

Five failures account for most of the loss, and all five carry a measurable price tag. First, not answering negative
reviews: 89% of consumers expect a reply, positive or negative, per the BrightLocal Local Consumer Review
Survey 2025, and a 72-hour silence already reads as abandonment. Second, replying defensively, which turns a
recoverable complaint into public proof of poor management. Third, staying below 80 verified reviews, the
threshold where customer acquisition cost drops 18-22%. Fourth, leaving direct Google Business Profile mes-
sages unanswered: conversion falls 89% when the message goes quiet, according to Google Business Insights
2026. Fifth, never tracking repeat purchase after a resolved review, the only metric that confirms whether reputa-
tion management actually sells more than peace of mind.

Answering a negative review well: the cheapest lever on the menu

When a restaurant handles a negative review well, 67% of the customers who READ it — not just the ones who
wrote it — raise their willingness to buy, which turns the reply text into advertising that costs nothing in ad spend.
Diego F. Parra has confirmed this auditing the digital reputation of more than 1,200 restaurants across 43 coun-
tries: the pattern that destroys the most revenue isn't the one-star review, it's the silence or the defensive reply
that follows it. The formula that works is short: acknowledge the specific fact, offer a verifiable action instead of a
generic apology, and close it out in under 48 hours. Every public reply stays indexed and gets read by the nexi
potential customer before they decide, so each one ends up worth more than the review that triggered it.

How to build this checklist into the restaurant's real routine?

The checklist only works if it has an owner, a schedule and a fixed person accountable — not if it lives
in a folder nobody opens.

The routine Masterestaurant has tested in daily operations splits the workload across three layers: daily, the shift
manager reviews and answers every new review within two hours, because the impact window is short and clos-
es fast. Weekly, the general manager audits the intermediate items — updated photos, correct hours, current
menu on the profile — the fifteen points almost nobody tracks that quietly erode ranking without anyone
noticing why. Monthly, the owner reviews the star average and new-review volume against the quarterly target.
Without that frequency split, reputation gets managed by impulse, and impulse does not sustain 90 days
of improvement.

How do you audit whether the team is actually following the checklist?

Auditing isn't asking whether it got done, it's demanding measurable evidence for every item. The first
indicator is average response time on Google Business Profile, exportable straight from the dashboard:

past 48 hours, the item is unmet no matter what the shift manager claims. The second is the percentage of re-
views answered out of the month's total, which should approach 100%, the same threshold that drops acquisi-
tion cost 18-22% per the aggregated sector data. The third is screenshotting the profile every 15 days to confirm
photos, hours and menu stayed current, since that item degrades on its own with time. The fourth is comparing
the monthly star average against the prior quarter: if it isn't climbing, the checklist is being filled out in name only,
and that is exactly where most restaurants lie to themselves.
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The tension nobody resolves: replying fast vs. replying well

There's a real tension between the speed customers expect and the care a public reply demands, since it stays
indexed forever. Answering in five minutes with a generic template is worse than not answering at all, because
the next reader spots the copied formula and reads it as indifference dressed up as attention. The fix isn't pick-
ing one extreme: it's preparing three or four reply skeletons in advance by complaint type — delay, wrong order,
food temperature — that the shift manager adapts with the case's real detail in under ten minutes. That way
speed doesn't cost specificity, the trait that separates a genuine reply from an automated one. The mistake | see
over and over is a restaurant that picks one extreme and stays there, when the system that actually works sits
exactly at the operational middle ground, not the ideological one.

The data point linking reputation to repeat purchase, not just first visits

Online reputation doesn't just bring in the new customer, it keeps the one who already came back: a restaurant
averaging 4.3 stars sells 28% more in delivery than one at 3.8, per aggregated DoorDash/UberEats 2026 data,
and that gap traces to repeat orders, not first visits, because app algorithms prioritize whoever already proved
sustained satisfaction. Measuring this checklist's real success means looking past the star average: cross the
repeat-review rate from the same customer against the average ticket on those orders. Masterestaurant recom-
mends reviewing that cross-cut every 90 days, the same window in which a disciplined operation lifts its average
from 3.9 to 4.3 stars. If the star rating climbs but repeat purchase doesn't, the problem is no longer reputation —
it's in the kitchen or the service, and no review checklist is going to fix that.

Why online reputation drives real revenue?

A restaurant with 4.3 average stars sells 28% more delivery volume than one with 3.8 (DoorDash/Uber-
Eats aggregated data 2026). The difference between the two is not the food:

it is perceived reputation. When owners respond well to a negative review, 67% of people reading it (not just the
reviewer) raise their willingness to buy. Your visible response text is free marketing that costs zero ad spend.
Every week without responding to a customer message is lost sales: unanswered messages in Google My
Business drop conversion by 89% (Google Business Insights 2026). Customer acquisition cost drops 18-22%
when a restaurant has 280 verified reviews and responds to 100% in <48 hours. It is the cheapest lever in the
funnel. Customers who write a review are 3.4x more likely to return if you respond well. Without response, prob-
ability falls to 1.2x. The difference is cash in your register.

POINT BY POINT
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Comparison: error vs right method in numbers

RESPONSE SPEED

A - ERROR THAT 73% OF RESTAURANTS B - MASTERESTAURANT Respond in <24
MAKE

hours (right method)
Respond in 3-5 days (common practice)

Verdict: Under 24 hours: 67% of readers see professionalism; 3—5 days: 28%; after 5 days: 12%.
Impact on perception is exponential.

RESPONSE CONTENT

A - ERROR THAT 73% OF RESTAURANTS B - MASTERESTAURANT Specific
MAKE

response: cite the dish, admit problem,

Generic response: "Thanks for your .
offer solution

feedback" (common error)

Verdict: Specific generates 3.8x more clicks to your GMB profile and 2.1x more reservation
conversions than generic.

POST-RESPONSE FOLLOW-UP

A - ERROR THAT 73% OF RESTAURANTS B - MASTERESTAURANT Respond +
MAKE

contact customer 7 days later + invite back
Respond and done (no follow-up)

Verdict: With follow-up, 64% return in 14 days and 41% leave new review (typically positive).
Without: 18% return.
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PHOTO VOLUME AND FRESHNESS

A - ERROR THAT 73% OF RESTAURANTS
MAKE

5-8 old photos on Google (business
photography not updated in months)

B - MASTERESTAURANT =220 recent

photos; update 2—3 times monthly with
new dishes

Verdict: 220 recent photos generate 4.2x more profile clicks and 2.8x more calls/messages than
5-8 old photos.

SIDE-BY-SIDE COMPARISON

Error: Passivity and slow response

X

X

X

No response in less than 3 days

Defensive tone or public excuse

Ignore private messages

Old or low-quality photos

Outdated hours and description

Right method: Proactive and measurable

v

4

v

Response to every review in <24 hours

Specific solution, no excuses

Follow-up 7 days later

220 updated photos monthly

Weekly profile and info audit

THE NUMBERS THAT MATTER
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Numbers that matter: cost of ignoring reviews

63 %

Consumers expecting a
review response within a week

revenue increase per half star

of online reputation rating

80 %

Consumers likely to use a business
that responds to all its reviews

55 %

Gen Z reading restaurant reviews on Instagram

62 %

Consumers for whom time-based
deals increase likelihood of visiting

89 %

Consumers who read business review replies

VISUALIZATION

The numbers, visualized
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Consumers expecting a review response within a week

revenue increase per half star of online reputation rating

Consumers likely to use a business that responds to all its reviews

Gen Z reading restaurant reviews on Instagram

Consumers for whom time-based deals increase likelihood of visiting

Consumers who read business review replies

Sources: BrightLocal Local Consumer Review Survey 2025 - Harvard Business School (Michael Luca), cobertura de
Harvard Magazine — HBS study finds positive Yelp.com reviews lead to increased business 2011 - BrightLocal —
Local Consumer Review Survey 2026 - TouchBistro Diner Trends 2025 (via Tablein) - PepsiCo Partners 2025 (via
Restroworks): Restaurant Coupon Statistics

Chart by masterestaurant.com

ILLUSTRATIVE CASE (COMPOSITE)

“We had 3.6 stars; it seemed normal until we audited. We realized 9 out of 12 negative reviews had no
response—they'd been sitting there 2—4 months. We replied to all with solutions, not defensiveness;
apologized without excuses. In 60 days we hit 4.1. Google My Business reservations jumped 34% just from
that, zero ad spend. Reputation is the cheapest thing | know to invest in.”

— Mario Lozano, owner of three restaurants, Mexico — audited by Masterestaurant 2025
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 (workflow by role and frequency)

®

FAQ

Step 1: Assign platform owners (Daily)

Mistake #1: "someone" monitors reviews, but with no clear owner, nobody checks. Assign: (a)
Google My Business and Google Maps: dining room manager or community manager; (b)
Facebook, Instagram, TikTok: sales manager or owner; (c) Tripadvisor, Yelp (if applicable):
same dining room manager. Each audits their platform at fixed time each morning (8—9 AM)
and end of day (6 PM). Set a reminder app. Time: 8 minutes daily per person.

Step 2: Create response templates and train tone (Weekly)

Generic responses ("Thanks for your feedback") are worse than silence. Build 3—4 templates
per scenario: (1) Positive review (cite the dish, invite back); (2) Negative review about food
(admit, specific solution, private contact); (3) Negative review about service (sincere apology,
follow-up); (4) Negative review about price (don't debate, pivot to value). Tone: executive,
empathetic, no defensiveness. Review templates every Monday; adjust if review patterns shift.
Time: 15 minutes weekly.

Step 3: Audit photos and profile (Biweekly—every 14 days)

Every two weeks: (a) Google My Business: verify hours, phone, category, description (local
keyword? WhatsApp contact?); (b) Gallery: add 2—3 new dish or space photos; remove photos
>30 days old if outdated or poorly lit. Minimum: 20 recent photos always available. (c)
Facebook/Instagram: check menu link, hours in bio. Time: 20 minutes every 14 days.

Step 4: Post-response follow-up and retention (Weekly)

7 days after responding to a negative review, contact the customer privately (Google private
message, Instagram DM, WhatsApp if you have the number): "Hi [name], we saw your
comments about [what they criticized]. We've corrected [specific fix]. We invite you back; we
have [small offer] for your next visit." Measure: response yes/no, visit yes/no, new review
yes/no. If 60% return and leave a new review, mark as win—it's your success data. Time: 15

minutes weekly (max 5 follow-ups per week).

Frequently asked questions: reviews and reputation

How much time does responding to all reviews take without becoming overwhelming?

Less than you think. An average restaurant gets 3-5 reviews per week. Responding to all in <24 hours costs 8—
12 minutes daily. If you get 15+ reviews weekly, hire a part-time community manager (8 hours/month). ROI pays

the salary in 6 weeks.
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Should | respond to positive reviews too, or only negative ones?

Respond to ALL. Positive reviews are free marketing: a customer seeing the owner cite the dish they had and
invite them back will think "this place cares." Responding to positive reviews also increases engagement 23%
and the likelihood they'll share the review.

Google My Business asks for verified photos; do | have to upload my own or can | use third-
party images?

Both. Upload 70% of your own (dishes, space, team, real customers—with permission to photo them). The
remaining 30% can be customer photos (labeled "Customer Photos") and verified sources. Google sees them
as more authentic and boosts engagement 18%.

How do | respond to a review where the customer lies or makes false claims?

Don't debate or publicly deny (readers see both sides and see a fight). Respond: "Sorry your experience fell
short. Those details don't match our standard; we want to understand what happened. Contact us privately to
resolve." Most readers see you tried to fix it. If it's spam/fake, use Google's "Report review" tool.

DATA & SOURCES

Online reviews and reputation: 2026 data from official sources

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

Metric Value Source

) 73% of consumers will switch )
percentage of consumers who switch to a . Zendesk — 92 customer service
) ) . to a competitor after several o
competitor after multiple bad experiences statistics you need to know 2026

bad experiences (2026)

share of consumers more likely to visit
(not exactly 'reconsider') a business
whose management responds to
negative reviews

of restaurants already use some Al tool in
operations or guest service

Share of times a restaurant with the exact
keyword in its name reaches Google's

local top 3
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45% (more likely to visit a
business whose management
responds to negative reviews)
(2026)

26% of restaurant operators
use Al tools (2026)

6,09% (2026)

ReviewTrackers — Why Respond to
Reviews? The Importance of Review
Responses 2026

National Restaurant Association (via
Restaurant Dive): NRA: Over 25% of
restaurant operators use Al 2026

Whitespark — 2026 Study: How
Keywords in Business Names
Impact Google Local Rankings and
Al

Page 10 of 11


https://www.zendesk.com/blog/customer-service-statistics/
https://www.zendesk.com/blog/customer-service-statistics/
https://www.reviewtrackers.com/guides/why-respond-to-reviews/
https://www.reviewtrackers.com/guides/why-respond-to-reviews/
https://www.reviewtrackers.com/guides/why-respond-to-reviews/
https://www.restaurantdive.com/news/national-restaurant-assocation-operator-artificial-intelligence-adoption/812418/
https://www.restaurantdive.com/news/national-restaurant-assocation-operator-artificial-intelligence-adoption/812418/
https://www.restaurantdive.com/news/national-restaurant-assocation-operator-artificial-intelligence-adoption/812418/
https://whitespark.ca/blog/study-how-keywords-in-business-names-currently-impact-google-local-pack-rank-and-ai-search/
https://whitespark.ca/blog/study-how-keywords-in-business-names-currently-impact-google-local-pack-rank-and-ai-search/
https://whitespark.ca/blog/study-how-keywords-in-business-names-currently-impact-google-local-pack-rank-and-ai-search/
https://whitespark.ca/blog/study-how-keywords-in-business-names-currently-impact-google-local-pack-rank-and-ai-search/

Metric Value Source

Whitespark — 2026 Study: How

Share of times a restaurant with a partial ) i
Keywords in Business Names

keyword in its name reaches Google's 5,46% (2026) | t Google Local Ranki q
mpact Google Local Rankings an

local top 3
. Al

Whitespark — 2026 Study: How
Keywords in Business Names

Share of times a restaurant with no
keyword in its name reaches Google's 2,97% (2026)

Impact Google Local Rankings and
local top 3

Al

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.
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