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QUICK VERDICT

Verdict: content that drives bookings is the kind that pushes the guest toward a
commercial-intent channel —business profile, first-party ordering, loyalty—, not the kind
that piles up views. Per Yelp (2026), 4 out of 5 business-page users are ready to buy and
57% contact or visit within 24 hours; per Malou (2025), the Google Business Profile gets 7x
more views than the website. Short-form video, by contrast, converts discovery but rarely
a direct booking: Restroworks (2025) reports 135,200 average views per food Reel and
Toast (2026) attributes 38% of Gen Z discovery to TikTok. The mistake | see over and over:
owners chasing the viral Reel while neglecting the profile that closes the sale. Read as unit
economics it is clear: prioritize bottom-of-funnel content —profile, first-party ordering,
repeat visits— and use short-form video only as the mouth of the funnel.
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2 Masterestaurant Study / Sector Synthesis

Expert synthesis - cited industry sources - 13 min read

INTELLECTUAL PROPERTY OF MASTERESTAURANT® — EXCLUSIVE FOR SECTOR LEADERS

This is an expert synthesis, not primary research with our own sample. Diego F. Parra and Masterestaurant read
real public data from National Restaurant Association, Toast, Yelp, Circana, Lightspeed, Paytronix, Restroworks,

LoyaltyPass, Statista and Malou (2024-2026 window) through a cash lens: which format moves a booking, a

check or a repeat visit, and which only moves a like counter that never shows up at break-even.

The question an owner needs answered is not «which content has the most reach?» but «which content lowers

customer acquisition cost and raises guest LTV?». A Reel with 135,200 views (Restroworks, 2025) that leads to

no intent channel is traffic that does not monetize; a business page where 57% of users visit within 24 hours

(Yelp, 2026) is a funnel with measurable conversion.

Platform bias pushes toward vanity metrics: they reward watch time, not the booking. So this barometer splits

each format into two columns —the one that creates commercial intent and the one that creates only social

signal— and attaches the real external figure behind where each falls, so restaurant marketing spend is
allocated by unit economics and not by trend.

SIDE-BY-SIDE COMPARISON

Side-by-side comparison

User purchase intent

Window to action

Effect on average check

Effect on repeat / LTV

Customer lifetime value

Visibility that converts
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FORMATS THAT DRIVE
BOOKINGS / REPEAT VISITS

X Yelp: 4 of 5 business-page
users ready to buy (Yelp, 2026)

X  57% contact/visit the business
within <24 h (Yelp, 2026)

X  +35% items per check via first-
party ordering (Paytronix, 2024)

X 39% of visits come from loyalty
members, double 2019
(LoyaltyPass, 2026)

X LTV 45% higher for owned-
channel customer vs web-only
(Lightspeed, 2025)

X Google Business Profile: 7x
more views than the website
(Malou, 2025)

FORMATS THAT ONLY DRIVE LIKES

v TikTok: 63.1% discover
products/trends, no immediate intent (The
Influence Agency, 2025)

v' 135,200 average views per food Reel,
most with no booking click (Restroworks,
2025)

v 38% of Gen Z discovery via TikTok,
no check data (Toast, 2026)

v 51% of TikTok users dine out from
content, no measured repeat
(Restroworks, 2025)

v~ Viral reach that does not translate into
repeat or LTV data

v Short-form video: fastest-growing
discovery channel, mouth of funnel
(Forbes; Toast, 2026)
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Finding 1 — Which restaurant content actually drives reservations?

Content that books tables is the kind that pushes the guest toward a commercial-intent channel —busi-
ness profile, first-party ordering, loyalty—, not the kind that piles up views in the feed.

I've seen it in dozens of restaurants: the budget goes to the flashy Reel and the register doesn't move. The ex-
ternal numbers explain why. According to Yelp (2026), 4 out of 5 users who open a business page are already
ready to buy, and 57% contact or visit within 24 hours. That is a funnel with measurable conversion. By contrast,
the average food-and-drink video on Instagram racks up 135,200 views (Restroworks, 2025) that rarely end in a
direct click to book. The gap isn't reach; it's intent. Short-video discovery is real —51% of TikTok users dine out
because of a restaurant's content (Restroworks, 2025)— but it only counts when it lands on a channel where a
transaction happens.

Finding 2 — Why the vanity metric never shows up at break-even

Views don't lower the cost of acquisition or raise LTV, which is why they never show up at a restaurant's break-
even. The owner's question isn't «which content has the most reach?», but «which content lowers CAC and rais-
es guest value?». A Reel with 135,200 views (Restroworks, 2025) that leads to no intent channel is traffic that
doesn't monetize. The Google Business Profile, by contrast, gets 7 times more views than the restaurant's web-
site (Malou, 2025), and those views convert: 57% of Yelp users visit or contact within 24 hours (Yelp, 2026).
Platform bias pushes the vanity metric because they reward watch time, not reservations. Diego F. Parra and
Masterestaurant read this data through a cash lens: every format is allocated by unit economics, not by trend.
The rule is simple: if a metric doesn't touch ticket size, repeat purchase, or occupancy, it's a social signal,
not sales.

Finding 3 — First-party ordering is where the ticket lives

First-party ordering is the format that moves the ticket, not the viral Reel. When the guest orders on the restau-
rant's own platform instead of an aggregator, they order 35% more items per check (Paytronix, 2024) and the
ticket rises 35% per transaction versus third-party apps (Lightspeed, 2025). That extra margin is clean: no ag-
gregator commission takes it. On top of that, the direct-channel customer is worth 45% more in lifetime value
(Lightspeed, 2025), because the restaurant controls the data, the repeat purchase, and the relationship. The
mistake | see again and again is celebrating content that floods an aggregator where every order erodes margin,
while the owned channel —the one that actually pays payroll— goes unpromoted. Content that books always
pushes toward first-party ordering: direct menu, business WhatsApp, reservation button. Video that only links to
a third party gives away margin that already belonged to the restaurant.

Finding 4 — Visibility isn't conversion: the reach trap

Visibility and conversion are not the same thing, and confusing them costs cash. The Google Business Profile
gets 7 times more views than the restaurant's website (Malou, 2025) and converts fast: 57% of Yelp users act
within 24 hours (Yelp, 2026). There, intent is immediate. At the other end, TikTok is a powerful discovery engine
—63.1% of users discover products and trends on the platform (The Influence Agency, 2025) and 38% of Gen Z
discovers restaurants there (Toast, 2026)— but intent is deferred: seen today, maybe visited in weeks. Both mat-
ter, at different points of the funnel. The cash mistake is measuring discovery by the yardstick of conversion, or
the reverse. Diego F. Parra puts it plainly: short video fills the top of the funnel; the business profile and first-par-
ty ordering close the bottom. If discovery content has no clear bridge to an intent channel, the reach evaporates
without leaving a single reservation.
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Finding 5 — Loyalty and repeat purchase: the format that keeps margin

Loyalty content is the kind that raises LTV, because repeat purchase is where real margin lives. In QSRs, rough-
ly 71% of sales come from returning customers (Restroworks, 2024), and loyalty-member visits already account
for 39% of the U.S. total (LoyaltyPass, 2026), double the 2019 figure. Retaining costs far less than acquiring, so
a format that pushes guests to enroll is worth more than one that only adds followers. The gift card is another
underrated intent channel: the restaurant gift-card market hit US$36,817 million in 2025 (Business Research
Insights, 2025), and cafés and restaurants make up 43% of gift-card sales (Capital One Shopping, 2026).
Content that books invites the guest to enroll, to reorder, to gift. Content that only entertains leaves the guest in
the feed with no reason to return, and no data to reach them again. Offer content generates real traffic, but only
if it respects food cost.

Finding 6 — Discounts and value menus: real traction, with fine print

According to Circana (2025), 29% of U.S. restaurant traffic over twelve months carried some kind of deal, and
value-menu traffic grew +1% in the quarter to June 2025 while total traffic fell 1%. Promotion moves visits when
wallets are tight. But the fine print is about cash: a discount that pushes food cost above 32% per plate turns
traffic into a loss. The mistake | see is promoting the wrong dish —the worst-margin one— to fill tables in the off-
peak hour. Diego F. Parra and Masterestaurant insist: the offer is designed on the best-contribution dish, not the
most popular one. Value content that books pairs the price hook with an owned ordering channel, to capture the
guest's data and turn the one-off visit into repeat purchase. Without that, the discount only buys traffic once. The
content budget is allocated by unit economics, not by view count.

Finding 7 — How to allocate the content budget by unit economics

The cash rule is clear: prioritize the formats that push toward a commercial-intent channel and measure each by
its effect on ticket, repeat purchase, and occupancy. First-party ordering raises the ticket 35% (Lightspeed,
2025) and LTV 45% (Lightspeed, 2025); loyalty already brings 39% of visits (LoyaltyPass, 2026); the business
profile converts within 24 hours for 57% of users (Yelp, 2026). Of short-video discovery —135,200 views per
Reel (Restroworks, 2025), 38% of Gen Z discovery (Toast, 2026)— demand one thing only: a bridge to those
channels. Diego F. Parra closes with a concrete action: audit your last quarter of content and sort each piece
into two columns —commercial intent or social signal— and reallocate spend toward the first. What doesn't
touch the register doesn't defend the budget. Content that books lives in commercial-intent channels —business
profile, first-party ordering, loyalty— where the user is already ready to buy: 4 of 5 on Yelp (2026).

Finding 8 — The differences that decide where the budget goes

Content that only gets likes lives in the discovery feed, where intent is deferred. The cash difference is in check
and repeat: first-party ordering lifts items per check +35% (Paytronix, 2024) and the owned-channel customer is
worth 45% more in LTV (Lightspeed, 2025). The viral Reel alone moves neither number. Visibility does not equal
conversion: the Google Business Profile gets 7x more views than the site (Malou, 2025) and converts within <24
h (Yelp, 2026), while 135,200 views per Reel (Restroworks, 2025) rarely lead to a direct booking click. The
allocation error: budget and team hours chasing reach (top of funnel) while the business profile and first-party
ordering —the bottom of funnel that closes the sale— stay unoptimized. This barometer fixes that misallocation
of spend.

POINT BY POINT
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Comparative analysis: bookings vs likes, criterion by criterion

PURCHASE INTENT

A - FORMATS THAT DRIVE BOOKINGS / B - MASTERESTAURANT Discovery feed:
REPEAT VISITS

deferred intent, 63.1% discover without
Business channel: 4 of 5 users ready to

buy (Yelp, 2026)

buying (The Influence Agency, 2025)

Verdict: For an immediate booking the intent channel wins; discovery is the prior step, not the
close.

EFFECT ON CHECK

A - FORMATS THAT DRIVE BOOKINGS / B - MASTERESTAURANT Viral Reel: no
REPEAT VISITS

check data (Toast, 2026)
First-party: +35% items per check

(Paytronix, 2024)

Verdict: Content that leads to the owned channel raises the check; reach alone does not.

REPEAT AND LTV

A - FORMATS THAT DRIVE BOOKINGS / B - MASTERESTAURANT Short-form video:
REPEAT VISITS

51% dine out from content, no measured
Loyalty: 39% of visits from members

(LoyaltyPass, 2026); LTV +45%
(Lightspeed, 2025)

repeat (Restroworks, 2025)

Verdict: Loyalty turns discovery into LTV; without it, reach is lost after the first visit.
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ALLOCATION COST

A - FORMATS THAT DRIVE BOOKINGS / B - MASTERESTAURANT Produce Reels:
REPEAT VISITS

high hour cost, indirect return
Optimize profile: high return, 7x more

views than the web (Malou, 2025)
Verdict: Bottom of funnel first (cheap and it converts); short-form video after, as the mouth of the
funnel.

SIDE-BY-SIDE COMPARISON

Bottom-of-funnel content (drives bookings and repeat visits) CONVERTs

X Optimized Google Business Profile and Yelp: 7x more views than the website (Malou, 2025) and 57%
contact within <24 h (Yelp, 2026).

X First-party online ordering: +35% items per check (Paytronix, 2024) and 45% higher LTV than web-only
(Lightspeed, 2025).

X Loyalty program with repeat-visit content: 39% of visits already come from members (LoyaltyPass,
2026).

X Value offers and menus in owned channels: 29% of US traffic uses some deal (Circana, 2025).

Top-of-funnel content (drives discovery and likes) MASTERESTAURANT

v" Food Reels: 135,200 average views (Restroworks, 2025), big reach but indirect conversion.
v Discovery TikTok: 38% of Gen Z discovery (Toast, 2026); lights the fuse, does not close the booking.
v Short-form video overall: the fastest-growing discovery channel (Forbes), no check or repeat data.

v" Viral trend content: 63.1% discover on TikTok (The Influence Agency, 2025), deferred intent.

SIDE-BY-SIDE COMPARISON
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Side-by-side comparison

FORMATS THAT DRIVE FORMATS THAT ONLY DRIVE LIKES
BOOKINGS / REPEAT VISITS

User purchase intent X  Yelp: 4 of 5 business-page v TikTok: 63.1% discover
users ready to buy (Yelp, 2026) products/trends, no immediate intent (The
Influence Agency, 2025)

Window to action X 57% contact/visit the business v' 135,200 average views per food Reel,

within <24 h (Yelp, 2026) most with no booking click (Restroworks,
2025)

Effect on average check X +35% items per check via first- v 38% of Gen Z discovery via TikTok,
party ordering (Paytronix, 2024) no check data (Toast, 2026)

Effect on repeat / LTV X 39% of visits come from loyalty v 51% of TikTok users dine out from
members, double 2019 content, no measured repeat
(LoyaltyPass, 2026) (Restroworks, 2025)

Customer lifetime value X LTV 45% higher for owned- v Viral reach that does not translate into
channel customer vs web-only repeat or LTV data

(Lightspeed, 2025)

Visibility that converts X Google Business Profile: 7x v" Short-form video: fastest-growing
more views than the website discovery channel, mouth of funnel
(Malou, 2025) (Forbes; Toast, 2026)

THE NUMBERS THAT MATTER

The 2026 scorecard in six cited figures

]

OF 5

Yelp business-page users ready to buy (2025)

57 %

of users contact or visit the business within 24 h

35 %

more items per check when ordering
on owned first-party channel

ll5 %

higher LTV for owned-channel customer vs web-only
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39 %

of visits come from loyalty members (double 2019)

38 %

of Gen Z restaurant discovery comes from TikTok

VISUALIZATION

The numbers, visualized

Yelp business-page users ready to buy (2025)
a

OF 5
of users contact or visit the business within 24 h

G

more items per check when ordering on owned first-party channel

G

higher LTV for owned-channel customer vs web-only

G

of visits come from loyalty members (double 2019)

G 39%

of Gen Z restaurant discovery comes from TikTok

G

Sources: Yelp 2026 - Paytronix 2024 - Lightspeed 2025 - LoyaltyPass 2026 - Toast 2026

Chart by masterestaurant.com

REAL CASE
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https://www.yelp-press.com/press-releases/press-release-details/2026/Yelp-Delivers-Record-Net-Revenue-in-2025-Accelerating-Investment-in-AI-Transformation/default.aspx
https://www.globenewswire.com/news-release/2024/04/01/2855210/0/en/Paytronix-Finds-Guests-Order-35-More-Items-per-Check-Via-First-Party-Online-Ordering-Platforms.html
https://www.lightspeedhq.com/blog/online-ordering-statistics/
https://www.loyaltypass.co/blog/guide/restaurant-loyalty-statistics
https://pos.toasttab.com/blog/data/how-guests-discover-new-restaurants
https://masterestaurant.com/

“A three-location bistro spent almost all its marketing time on Reels: they hit 140,000 views in a month and
zero afttributable bookings. We reallocated half of those hours to optimizing the Google Business Profile
and turning on first-party ordering. Within a quarter, the check rose because the first-party channel orders
more items per check —consistent with the +35% Paytronix reports (2024)— and 57% of those seeing the
profile arrived within a day, as Yelp (2026) describes. The Reel still delivered reach; now, there was a
funnel behind it that closed the sale.”

— Diego F. Parra, Masterestaurant — reading of a consulting case
HOW TO APPLY IT IN YOUR RESTAURANT

How to position yourself: four steps to reallocate budget by unit economics

@ 1. Audit where your content falls in the funnel
Classify every piece you publish as top (discovery) or bottom (intent) of funnel. If 80% of your
hours go to reach Reels and the Google Business Profile —which gets 7x more views than your
site (Malou, 2025)— is unoptimized, you have a spend misallocation. Mark which format pushes
toward a purchase channel and which only toward a view counter.

@ 2. Optimize the bottom of funnel first
Before another Reel, make the business profile (Yelp/Google) and first-party ordering flawless.
That is where measurable conversion lives: 4 of 5 users ready to buy and 57% acting within <24
h (Yelp, 2026), and +35% items per check on first-party (Paytronix, 2024). It is the content that

shows up at break-even.

@ 3. Turn discovery into repeat with loyalty
Short-form video drives the first visit; loyalty drives the second and third. 39% of visits already
come from loyalty members, double 2019 (LoyaltyPass, 2026). Connect your reach content to a
repeat mechanic —program content, owned offers— to lift guest LTV 45% (Lightspeed, 2025).

@ 4. Measure by booking and check, not by like
Change the dashboard: replace «views» with «attributable bookings», «channel average check»
and «90-day repeat». A Reel of 135,200 views (Restroworks, 2025) with no booking click does
not enter contribution margin; a business profile that converts within <24 h does. Use the
Masterestaurant framework to read each format as a line of unit economics.

FAQ
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FAQ on content that books vs content that only pleases

Does short-form video actually work for a restaurant?

It works as top of funnel: it is the fastest-growing discovery channel (Forbes) and drives 38% of Gen Z discovery
(Toast, 2026). Its limit is direct conversion: 135,200 views per Reel (Restroworks, 2025) rarely become a
booking without an intent channel behind it.

Which format really drives more bookings?

Bottom-of-funnel content: business profile and first-party ordering. Per Yelp (2026), 4 of 5 business-page users
are ready to buy and 57% act within 24 hours; the Google Business Profile gets 7x more views than the website
(Malou, 2025).

How does the right content raise the average check?

By pushing the guest to the owned first-party channel, where they order 35% more items per check than on
third-party apps (Paytronix, 2024) and LTV is 45% higher than web-only (Lightspeed, 2025). Booking-driving
content is what leads to that channel, not what only accumulates reach.

Is a loyalty program worth investing in?

The data backs it: 39% of visits already come from loyalty members, double 2019 (LoyaltyPass, 2026), and
QSRs generate ~71% of sales from repeat customers (Restroworks, 2024). Loyalty turns short-form discovery
into measurable repeat visits.

DATA & SOURCES

Sector data 2026 (official sources)

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

. Benchmark
Metric Source
2026
Gasto recomendado en marketing como % de ventas 3% a 6% Toast — Average Marketing Budget for a
a
(restaurante establecido) ° ° Restaurant 2025
Gasto en marketing como % de ventas (restaurante hasta 10% Toast — Average Marketing Budget for a
asta
nuevo) ° Restaurant 2025
) ) o ChowNow — Restaurant Customer
CAC pagado promedio en comida rapida US$27 o
Acquisition Cost 2025
. ) . o ChowNow — Restaurant Customer
CAC organico promedio en comida rapida ~US$9

Acquisition Cost 2025
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https://pos.toasttab.com/blog/on-the-line/average-marketing-budget-for-a-restaurant
https://pos.toasttab.com/blog/on-the-line/average-marketing-budget-for-a-restaurant
https://pos.toasttab.com/blog/on-the-line/average-marketing-budget-for-a-restaurant
https://pos.toasttab.com/blog/on-the-line/average-marketing-budget-for-a-restaurant
https://get.chownow.com/blog/restaurant-customer-acquisition-cost/
https://get.chownow.com/blog/restaurant-customer-acquisition-cost/
https://get.chownow.com/blog/restaurant-customer-acquisition-cost/
https://get.chownow.com/blog/restaurant-customer-acquisition-cost/

. Benchmark
Metric Source
2026

cerca de ChowNow — Restaurant Customer

CAC pagado en alta cocina (fine dining) US$180 Acquisition Cost 2025

Restroworks — Restaurant Customer

Primeros comensales que nunca regresan 70% . -
Retention Statistics 2025

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