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QUICK VERDICT

The headline finding of the Masterestaurant Content-to-Table Conversion Analysis 2026 is
that social demand is no longer the bottleneck: 58% of consumers visited a restaurant
after seeing it on TikTok, up from 38% in 2022 (MGH Survey, 2024), and brands with
stronger social strategies reported +14.1% revenue (Deloitte Digital, 2024). What breaks
sits downstream, at the table: without a protocol for food loss and waste (FLW) step by
step, every additional point of demand enters a kitchen producing unmeasured waste, and
the sector's 3%-9% net margin —per Statista— absorbs the hit long before the owner sees
it in the income statement. The verdict from SATE Institute and Masterestaurant is blunt:
buy no further reach until the post-booking leg is instrumented.
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INTELLECTUAL PROPERTY OF MASTERESTAURANT® — EXCLUSIVE FOR SECTOR LEADERS

A Bogota restaurant with 4.3 stars and 190,000 monthly TikTok views closed in fourteen months. Demand was
never scarce. What was missing is the leg nobody measures: between the confirmed booking and the plated
dish it bled eight points of food cost through prep waste, over-produced mise en place and kitchen returns that
never reached a log. The figure above —58% of visits driven by TikTok per MGH Survey (2024)— is real and
welcome; the trouble is that operators read it as a marketing target when it is, strictly speaking, a load test on
the operation.

SATE Institute publishes this analysis because food waste stopped being an environmental externality and
became credit risk for the gastronomic MSME. Target 12.3 of the Sustainable Development Goals calls for
halving per-capita food waste by 2030, and the IDB Group's #SinDesperdicio initiative has documented for
years that Latin America and the Caribbean loses roughly a third of the food it produces. Translated into the
economic unit that matters here: every unmeasured point of FLW is a point of contribution margin that funds no
formal payroll, supports no loan and pushes up business mortality in a sector heavy in youth employment.

The Twin Ecosystem Model under which we operate splits the roles cleanly. SATE Institute sets the
development agenda, measures impact and runs the programs; Masterestaurant S.A.S., as exclusive
technology ally and software owner, supplies the platform that instruments operational data. Diego F. Parra
contributes the consultant's reading of third-party public figures: not one statistic in this document comes from a
proprietary sample, and it should be read that way.

The thesis holding the whole document together fits in one uncomfortable line: the hospitality sales funnel does
not end at the booking, it ends at the kilogram of food that becomes a ticket, and that final leg is the only one
multilateral banks can use as a scoring variable.

SIDE-BY-SIDE COMPARISON

Side-by-side comparison

RESTAURANT WITH AN RESTAURANT WITH A
UNINSTRUMENTED SOCIAL MEASURED CONTENT-TO-
FUNNEL TABLE PATH

Social discovery (Gen Z, single X 67% of Gen Z picks where to eat v 67% of Gen Z decides via social

unit, fast casual) via social media, yet no booking is and every booking carries a channel
attributed to a channel (TouchBistro tag; 41% of that cohort searches on
Diner Trends, 2025) TikTok (Restroworks, 2025)

Online reputation (full service, X 92% of diners read reviews before v 71% read Google reviews before

3-10 units) choosing, and replies are delegated deciding, and one extra Yelp star lifts
with no protocol (Restroworks, 2024) revenue 5%-9% (BrightLocal, 2024;

Harvard Business School, Michael
Luca)

www.masterestaurant.com - Original Study - Content-to-Table Conversion Index 2026: the measurable path from post to booking and food loss and waste (FLW) step by step Page 2 of 14


https://www.masterestaurant.com/checklist_alistamiento_diario_restaurantes.html

Booking confirmation (multi-
unit)

Delivery conversion (QSR,
multi-unit)

Marketing spend over sales
(established)

Retention and repeat purchase
(QSR with loyalty)

FLW and margin (all segments)

RESTAURANT WITH AN
UNINSTRUMENTED SOCIAL
FUNNEL

X Phone confirmation, no revenue
attributed to the message and no no-
show control

X Operates inside a US$473.49
billion U.S. market projected for 2026
with no channel margin (Statista Market
Forecast, 2026)

X  Scattered spend, above or below
the band with no return criterion (Toast,
2025)

X No program: repeat visits ride on
whatever organic reach the month
delivers

X No daily waste log; the sector's
3%-9% net margin quietly absorbs the
loss (Statista)

RESTAURANT WITH A
MEASURED CONTENT-TO-
TABLE PATH

v US$4.20 revenue per confirmation
SMS and 97% of messages read
within 15 minutes (Tabular, 2025)

v Tracks contribution margin per
channel inside a US$1.51 trillion
global market projected for 2026
(Statista Market Forecast, 2026)

v Steady spend within the 3%-6% of
sales band, with customer acquisition
cost per channel (Toast, 2025)

v 75% of QSR brands running
loyalty reported higher traffic in 2025
(National Restaurant Association,
2025)

v FLW measured by stage —
receiving, storage, prep, service—
against the third of food LAC loses per
#SinDesperdicio (IDB Group)

Finding 1 — Why social demand stopped being the bottleneck

Demand is no longer the problem: 58% of consumers visited a restaurant after seeing it on TikTok, up from 38%
in 2022, according to the MGH Survey (2024), and that twenty-point jump in two years turns content into a load
test on the kitchen rather than a marketing target. A Bogota restaurant with 4.3 stars and 190,000 monthly views
closed in fourteen months without ever lacking guests at the door; what it lacked was the stretch nobody
records, between the confirmed booking and the plate served, where eight points of food cost drained away in
prep waste and mise en place overproduction. Deloitte Digital documents that brands with the strongest social
strategy saw 14.1% higher revenue, and that spread rewards whoever has the operation to sustain it. Food loss
and waste is credit risk today, not a corporate sustainability topic.

Finding 2 — Food waste stopped being an environmental externality

Target 12.3 of the Sustainable Development Goals calls for halving per capita waste by 2030, and the IDB
Group's #SinDesperdicio initiative has spent years documenting that roughly a third of the food produced in
Latin America and the Caribbean is lost. Translate that into the economic unit that matters inside a small gastro-
nomic business: with a sector net margin of 3% to 9% according to Statista, every unmeasured point of food
waste eats between a third and all of the period's profit. It funds no formal payroll, it backs no loan, and it drives
the failure rate of a sector heavy in young employment. SATE Institute publishes this analysis for that opera-
tional reason, not out of environmental vocation. Write the two formulas before you buy a dashboard. The
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Content—Table Conversion Index is bookings attributed to content divided by qualified reach for the period, ex-
pressed as a percentage; food waste is kilograms of unsellable food over kilograms received, measured BY
STAGE and by period.

Finding 3 — Operating definitions before dashboards

Diego F. Parra insists on a point that unsettles marketing teams: a metric without a unit, a formula and a named
owner is not a metric, it is an opinion with a nice chart. The Twin Ecosystem Model separates roles without am-
biguity — SATE Institute sets the agenda and measures impact, while Masterestaurant S.A.S., exclusive tech-
nology ally and owner of the software, instruments the operational data. No statistic here comes from a propri-
etary sample; every figure cites public third parties, and that is how each one should be read. Attribute by chan-
nel or do not attribute at all. Some 67% of Gen Z decides where to eat based on social media (TouchBistro Diner
Trends, 2025) and 41% uses TikTok to search for restaurants (Restroworks, 2025): those are different discovery
behaviors, with different capture costs, and averaging them into a single number destroys the information. On
top of that sits the validation layer, where 71% read Google reviews before deciding (BrightLocal, 2024) and
55% of Gen Z checks reviews inside Instagram (TouchBistro, 2025).

Finding 4 — Attribution by channel, not by feel

Four doors, four conversion rates. When an owner tells me social media is working, | ask for the breakdown and
it almost never exists, because the dashboard came bundled with the vendor and nobody defined what counted
as an attributed booking. The restaurant funnel does not end at the booking, it ends at the kilogram of food that
becomes a ticket. That is the uncomfortable thesis of this analysis, and its practical consequence is hard: of
every metric along the journey, the only one auditable with physical evidence —scales, supplier delivery notes,
discard logs by stage— is food waste. TikTok reach cannot be audited; prep waste can. With the global delivery
market projected at US$1.51 trillion by 2026 according to Statista, capital is looking for places to price risk in this
sector, and it prices where it can verify. | got this wrong for years by recommending the marketing dashboard
first: the correct order runs the other way, scale and stage-level logging first, channel attribution second.

Finding 5 — What happens if you double reach without touching the kitchen?

Assume your content works and qualified reach doubles next quarter.

Twice the bookings come in, the kitchen buys mise en place for demand that is now volatile and overproduces
20% of its highest-turnover stations, returns climb because service times stretch, and food cost moves three or
four points up exactly when the most revenue is landing. With a sector net margin between 3% and 9%
(Statista), that movement erases the profit of your good quarter. The Bogota case with 190,000 monthly views
ended precisely there: more demand, less cash. That is why the SATE Institute analysis measures operating ca-
pacity first and reach growth second, never the reverse. Two truths live here that appear to contradict each oth-
er. Gaining one star on Yelp lifts revenue between 5% and 9%, according to Michael Luca's study at Harvard
Business School, so reputation pays in measurable billing; but reputation is built with generous portions, con-
stant display restocking and a full menu available until closing, and all three manufacture waste.

Finding 6 — The paradox of the rising review and the falling margin

The bridge between them is the recipe card with yield measured by stage: a firm portion, staggered production
by service window and a reduced menu in the final two hours. With 92% of diners reading reviews before choos-
ing (Restroworks, 2024), nobody can afford to lower the perceived standard — but you can stop paying for it in
kilograms that end up in the bin. Start by weighing the discard from a single station for fourteen days, split into
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three stages: receiving, prep and dining room returns. No software yet. With those kilograms and your supplier
delivery notes you get the first real food waste figure by stage, and the surprise almost always sits in prep, not in
the plate that comes back. In parallel, tag every booking with its source channel using the confirmation SMS,
read within the first fifteen minutes in 97% of cases and generating US$4.20 per message according to Tabular
(2025); there is your attribution without buying anything.

Finding 7 — What to measure on Monday morning

Two weeks, one scale, one new field in the booking log. Once marketing spend —3% to 6% of sales in an es-
tablished restaurant, per Toast (2025)— is decided with those two numbers, the journey from post to table stops
being a story. Operational definitions before dashboards. The Content-to-Table Conversion Index is defined as
bookings attributed to content divided by qualified reach for the period, expressed as a percentage; FLW is de-
fined as kilograms of non-sellable food over kilograms received, measured by stage and by period. Without
those two formulas written down and signed off, any dashboard is decoration. Diego F. Parra keeps pressing a
point marketing teams dislike: a metric without a unit, a formula and an owner is not a metric, it is an opinion
with a chart. Attribution by channel, not by feel. The 67% of Gen Z choosing where to eat via social (TouchBistro
Diner Trends, 2025) and the 41% searching on TikTok (Restroworks, 2025) describe discovery behavior,
not conversion.

Finding 8 — What separates a social funnel from an auditable Content-to-Table path

Between those two ends sit booking, confirmation, arrival and consumption, and the average restaurant across
the region logs absolutely nothing there. Measurement frequency for FLW. A monthly shrink count is archaeolo-
gy. The protocol behind this analysis calls for a daily log by stage —receiving, storage, prep, service and table
returns— because each stage has its own root cause and its own countermeasure. Traceability into the develop-
ment indicator. SDG target 12.3 and the IDB Group's #SinDesperdicio initiative demand data comparable across
productive units. A restaurant measuring FLW by stage becomes eligible for financing instruments that a restau-
rant with aggregate shrink can never document. Territory risk. Two units of the same brand running identical so-
cial strategies convert differently depending on competitive density, purchasing power inside the catchment and
supplier logistics; reading the Index without correcting for territory risk produces bad expansion calls. Cost per
point of margin recovered. Cutting one point of FLW usually costs less than buying the equivalent reach to pro-
duce the same contribution margin, and that comparison —not ROAS— is the one Masterestaurant puts on the
board table.

POINT BY POINT
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Comparative reading: what each criterion decides

WHERE THE BOTTLENECK ORIGINATES

A - RESTAURANT WITH AN
UNINSTRUMENTED SOCIAL FUNNEL

B - MASTERESTAURANT Locates the loss

between booking and plated dish, and

Assumes weak demand and buys intervenes there first

additional reach with no prior diagnosis

Verdict: B wins. With 58% of visits driven by TikTok (MGH Survey, 2024) and 67% of Gen Z
deciding via social (TouchBistro Diner Trends, 2025), demand is documented; the uninstrumented
stretch is the kitchen.

DATA QUALITY FOR FINANCING

A - RESTAURANT WITH AN

B - MASTERESTAURANT FLW by stage
UNINSTRUMENTED SOCIAL FUNNEL

with unit, formula, owner and a twelve-
Reach and engagement metrics,

unauditable by a credit officer

month series

Verdict: B wins outright. Only the disaggregated series works as a scoring variable and as
evidence against SDG target 12.3.

RETURN PER DOLLAR INVESTED

A - RESTAURANT WITH AN

B - MASTERESTAURANT Steady spend at
UNINSTRUMENTED SOCIAL FUNNEL

3%-6% of sales (Toast, 2025) plus

Growing media spend with unknown recovery of FLW points

customer acquisition cost by channel

Verdict: B wins in most cases: recovering one point of shrink usually costs less than buying the
reach that would produce the same contribution margin.
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EFFECT OF ONLINE REPUTATION

A - RESTAURANT WITH AN B - MASTERESTAURANT Systematic
UNINSTRUMENTED SOCIAL FUNNEL

replies with average-rating tracking
Reviews without a reply protocol, even

though 43% of diners rate replies as very
important (Toast, 2024)

Verdict: B wins with measured cash effect: one extra Yelp star lifts revenue between 5% and 9%,
per Michael Luca's research at Harvard Business School.

CLOSING THE BOOKING LOOP

A - RESTAURANT WITH AN B - MASTERESTAURANT SMS
UNINSTRUMENTED SOCIAL FUNNEL

confirmation with revenue attributed per

Phone confirmation with no no-show log message

and no attributed revenue

Verdict: B wins: US$4.20 per message and 97% read within the first 15 minutes (Tabular, 2025)

turn confirmation into a channel with its own return.

READING DELIVERY CONVERSION

A - RESTAURANT WITH AN B - MASTERESTAURANT Measures
UNINSTRUMENTED SOCIAL FUNNEL

contribution margin per channel inside that
Measures volume inside a US$473.49

billion U.S. market projected for 2026
(Statista Market Forecast, 2026)

same market

Verdict: B wins. Market size —US$1.51 trillion globally projected for 2026 per Statista— says
nothing about one unit's profitability; channel margin does.
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RETENTION AND REPEAT PURCHASE

A - RESTAURANT WITH AN B - MASTERESTAURANT Loyalty program
UNINSTRUMENTED SOCIAL FUNNEL

with incremental traffic measurement
Repeat visits hostage to the current

month's organic reach

Verdict: B wins: 75% of QSR brands running loyalty reported higher traffic in 2025 (National
Restaurant Association, 2025), an outcome organic reach cannot sustain.

SIDE-BY-SIDE COMPARISON

Myth: the problem is that not enough people show up WHAT THE MARKET BELIEVES

X Assumes more reach fixes broken unit economics; reach only speeds up how fast the break is
discovered.

X Counts impressions, followers and saves: vanity metrics no credit officer can turn into a scoring
variable.

X Buys media before knowing customer acquisition cost per channel, which is how spend drifts outside
the 3%-6% of sales band Toast documents (2025).

X Treats waste as unavoidable kitchen shrink rather than an account measured stage by stage.

X Confuses booking with ticket: calls the conversion closed while the guest has yet to sit down.
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Measured reality: the bottleneck sits after the click MASTERESTAURANT

v Social demand exists and is documented: 58% visited after seeing TikTok versus 38% in 2022 (MGH

Survey, 2024).

v" The stretch that decides the outcome runs from confirmed booking to plated dish, and the loss lives

there.

v" Afood loss and waste (FLW) step by step protocol turns shrink into an accounting line with an owner

and a frequency.

v Online reputation carries measured cash effect: 5%-9% extra revenue per Yelp star (Harvard Business

School, Michael Luca).

v" Confirmation SMS closes the loop at US$4.20 per message, with 97% read within 15 minutes (Tabular,

2025).

v" What a multilateral bank can audit is not engagement: it is FLW by stage and its effect on contribution

margin.

SIDE-BY-SIDE COMPARISON

Side-by-side comparison

Social discovery (Gen Z, single
unit, fast casual)

Online reputation (full service,
3-10 units)

Booking confirmation (multi-
unit)
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RESTAURANT WITH AN
UNINSTRUMENTED SOCIAL
FUNNEL

X 67% of Gen Z picks where to eat
via social media, yet no booking is
attributed to a channel (TouchBistro
Diner Trends, 2025)

X 92% of diners read reviews before
choosing, and replies are delegated
with no protocol (Restroworks, 2024)

X Phone confirmation, no revenue
attributed to the message and no no-
show control

RESTAURANT WITH A
MEASURED CONTENT-TO-
TABLE PATH

v 67% of Gen Z decides via social
and every booking carries a channel
tag; 41% of that cohort searches on

TikTok (Restroworks, 2025)

v 71% read Google reviews before
deciding, and one extra Yelp star lifts
revenue 5%-9% (BrightLocal, 2024;
Harvard Business School, Michael

Luca)

v US$4.20 revenue per confirmation
SMS and 97% of messages read
within 15 minutes (Tabular, 2025)
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Delivery conversion (QSR,
multi-unit)

Marketing spend over sales

(established)

Retention and repeat purchase

(QSR with loyalty)

FLW and margin (all segments)

THE NUMBERS THAT MATTER

RESTAURANT WITH AN
UNINSTRUMENTED SOCIAL
FUNNEL

X Operates inside a US$473.49
billion U.S. market projected for 2026
with no channel margin (Statista Market
Forecast, 2026)

X Scattered spend, above or below
the band with no return criterion (Toast,
2025)

X No program: repeat visits ride on
whatever organic reach the month
delivers

X No daily waste log; the sector's
3%-9% net margin quietly absorbs the
loss (Statista)

RESTAURANT WITH A
MEASURED CONTENT-TO-
TABLE PATH

v Tracks contribution margin per
channel inside a US$1.51 trillion
global market projected for 2026
(Statista Market Forecast, 2026)

v Steady spend within the 3%-6% of
sales band, with customer acquisition
cost per channel (Toast, 2025)

v 75% of QSR brands running
loyalty reported higher traffic in 2025
(National Restaurant Association,
2025)

v FLW measured by stage —
receiving, storage, prep, service—
against the third of food LAC loses per
#SinDesperdicio (IDB Group)

2026 scorecard: the public figures behind the analysis

58 %

visited a restaurant after seeing it
on TikTok, up from 38% in 2022

W10

higher revenue among brands
with stronger social strategies

92 %

of diners read reviews before choosing where to eat

4.2usp

revenue generated per
booking confirmation SMS sent
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75 %

of QSR brands with loyalty programs
reported higher traffic in 2025

B %

ceiling of healthy marketing spend over
sales (floor 3%) in an established restaurant

VISUALIZATION

The numbers, visualized

visited a restaurant after seeing it on TikTok, up from 38% in 2022

G

higher revenue among brands with stronger social strategies

G 14.1%

of diners read reviews before choosing where to eat

a2

revenue generated per booking confirmation SMS sent

@ 2UsD

of QSR brands with loyalty programs reported higher traffic in 2025

G

ceiling of healthy marketing spend over sales (floor 3%) in an established restaurant

a

Sources: MGH Survey 2024 - Deloitte Digital 2024 - Restroworks 2024 - Tabular 2025 - National Restaurant
Association 2025

Chart by masterestaurant.com

REAL CASE
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“We were coming off a peak of 190,000 monthly views and we believed the problem was a slow kitchen.
Once we started weighing waste by stage we found that 61% of our shrink was born in prep, not in returned
plates, and that we were producing mise en place for an occupancy that only happened two days a week.
We took food cost from 36.8% down to 30.4% in eleven weeks without touching the menu or the prices,
and average ticket rose because we stopped running out of the dishes that actually sold. Demand was
never the problem.”

— Operations director of a three-unit restaurant group in Bogota, participant in a technical
assistance program

HOW TO APPLY IT IN YOUR RESTAURANT

Food loss and waste (FLW) step by step: the protocol that closes the path

@ Step 1 — Define the unit and the cut-off before weighing anything
FLW is measured as kilograms of non-sellable food over kilograms received in the period,
expressed as a percentage, and broken into five stages: receiving, storage, prep, service and
table returns. Write the formula, fix the period —weekly for operations, monthly for the board—
and name an owner per stage, first and last name. Without a cut-off, every station chef applies a
private criterion and the data stops being comparable across units. Sector net margin runs 3%
to 9% per Statista, so a two-point definition error erases an entire quarter's result.

@ Step 2 — Install a daily log by stage for four baseline weeks
One scale, a five-row sheet and four consecutive weeks are enough for a baseline. Log weight,
stage, cause and shift; ban the «miscellaneous» box, which is where 100% of what nobody
wants to see hides. The Masterestaurant costing rule carries the rest of the arithmetic: food cost
tops out at 32% per dish, and payroll, rent and utilities are not charged to the plate because they
belong to break-even. Four baseline weeks turn a hallway argument into a series you can audit
and present to a program officer.

@ Step 3 — Cross FLW against the Content-to-Table Conversion Index by daypart
Here comes the finding almost nobody looks for: waste does not distribute like demand. When
content fires bookings into a specific daypart —and the 58% who visited after seeing TikTok per
MGH Survey (2024) arrive concentrated, not spread— the kitchen over-produces for the peak
and wastes through the trough. Cross attributed bookings per daypart against waste per daypart
for one month. High correlation means your problem is neither marketing nor cooking: it is

production planning, fixed with forecasting rather than training.
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@ Step 4 — Turn every recovered FLW point into declared contribution margin
Translate the result into money per dish and into break-even, never a loose percentage. One
recovered FLW point on a monthly food purchase becomes direct contribution margin, and that
figure competes head-on with marketing spend, which Toast (2025) places between 3% and 6%
of sales in an established restaurant. Show both lines in the same table. Whether the next dollar
goes to media or to waste control stops being an owner's preference and becomes arithmetic,
which is precisely what a multilateral bank needs in order to price risk.

@ Step 5 — Report against SDG 12.3 and consolidate the series for financing
Consolidate twelve months of FLW by stage and by unit into a stable format, with unit, formula
and owner visible. That file is what turns a gastronomic MSME into a verifiable credit subject
and an eligible beneficiary of instruments tied to SDG target 12.3 and to initiatives such as the
IDB Group's #SinDesperdicio. A restaurant with aggregate shrink holds an anecdote; a
restaurant with a stage-level series holds a file. The gap between them costs no capital: it costs
a year of logging discipline.

FAQ

Questions coming from program officers and owners

How do you measure food loss and waste (FLW) step by step in a small restaurant?

With a scale, five stages and four weeks of daily logging. Weigh non-sellable food at receiving, storage, prep,
service and table returns, note cause and shift, then divide by kilograms received in the period. That series can
already be compared against the 32% food cost ceiling per dish and against the sector net margin of 3% to 9%
reported by Statista.

Does social discovery really convert into bookings?

It converts into documented visits: 58% of consumers visited a restaurant after seeing it on TikTok, up from 38%
in 2022 (MGH Survey, 2024), and 67% of Gen Z decides where to eat via social (TouchBistro Diner Trends,
2025). What remains unsolved is attribution: with no channel tag on the booking, the restaurant knows the
aggregate effect and ignores its customer acquisition cost.

How much should a restaurant spend on marketing once FLW is under control?

Between 3% and 6% of sales in an established operation, per Toast (2025). With FLW controlled that spend
buys growth; with unmeasured shrink it buys volume that dies in the kitchen. Sequence matters more than
amount, which is why Diego F. Parra advises against touching the media budget before four baseline weeks of
waste data exist.
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Why does a development think tank publish an analysis on content conversion?

Because food waste and gastronomic MSME mortality are indicators under SDGs 8, 9 and 12, and target 12.3
calls for halving per-capita waste by 2030. A restaurant measuring FLW by stage generates comparable data
usable for credit scoring and for public policy design; one measuring only reach generates nothing auditable.

DATA & SOURCES

Sector data 2026 (official sources)

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

market research) - not competitors.

Metric

Tamano del mercado de

meal delivery en EE.UU.

Preferencia por fotos de
comida en redes

Aumento del ticket con
lealtad

Comisién de apps de
delivery de terceros

Costo de adquisicién de
cliente (CAC)

Costo de adquirir vs.
retener

Benchmark 2026

El segmento de reparto de comida preparada en
EE.UU. alcanz6 ~$96 mil millones (2024)

84% prefiere ver fotos de comida y bebida en las
redes de un restaurante (2024)

55% de los restaurantes reporta que el ticket de sus
miembros de lealtad crecié mas que el precio de sus
platos (2024)

Las apps de delivery cobran entre 15% y 30% de
comision por pedido

Adquirir un cliente nuevo cuesta ~$30-$80 en
restaurantes

Adquirir un cliente nuevo cuesta 5-7 veces mas que
retener uno existente

Source

Statista 2024

Toast 2024

Paytronix Loyalty Trends
Report 2024

Rezku 2026 (rangos
DoorDash/Uber
Eats/Grubhub)

ChowNow

Invesp

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 - Original Study - Content-to-Table Conversion Index 2026: the measurable path from post to booking and food loss and waste (FLW) step by s... Page 14 of 14


https://www.statista.com/outlook/emo/online-food-delivery/united-states/
https://pos.toasttab.com/blog/on-the-line/restaurant-social-media
https://www.paytronix.com/resources/reports/annual-loyalty-report-2024/
https://www.paytronix.com/resources/reports/annual-loyalty-report-2024/
https://rezku.com/blog/third-party-delivery-fees-in-2026-what-doordash-uber-eats-grubhub-really-cost-restaurants/
https://rezku.com/blog/third-party-delivery-fees-in-2026-what-doordash-uber-eats-grubhub-really-cost-restaurants/
https://rezku.com/blog/third-party-delivery-fees-in-2026-what-doordash-uber-eats-grubhub-really-cost-restaurants/
https://get.chownow.com/blog/restaurant-customer-acquisition-cost/
https://www.invespcro.com/blog/customer-acquisition-retention/

