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Q U I C K  V E R D I C T

A restaurant sales growth plan that opens with paid acquisition burns contribution margin;
one that opens with first-party channels defends it. The headline figure of this synthesis:
guests order 35% more items per check on a restaurant's own platform than through third-
party aggregators (Paytronix, 2024). That 35% is not a marketing win, it lands straight on
margin, because it arrives without intermediation fees. Public data from 2024 to 2026
points to a clear sequence: first the owned database (email at 43.6% open rate, Stripo
2025; SMS at ~98%, Constant Contact 2024), then direct ordering, then menu engineering
and average check, and only at the end paid media, where restaurants convert at 7.1% on
Google Ads (WordStream 2025) yet pay for every click. Inverting that order is the mistake
we keep finding in growth plans that come up for review.
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🔬  M a s t e r e s t a u r a n t  S t u d y  /  S e c t o r  S y n t h e s i s Expert synthesis · cited industry sources · 17 min read

· 2026-09-09

INTELLECTUAL PROPERTY OF MASTERESTAURANT® — EXCLUSIVE FOR SECTOR LEADERS

This analysis starts from an uncomfortable baseline: average customer retention in restaurants hovers around
55% (Restroworks, 2025), which means nearly half a venue's guest base evaporates each cycle and has to be
replaced by buying traffic. When that gap gets patched with paid acquisition, customer acquisition cost turns into
a fixed charge dressed up as a campaign, and the contribution margin of every plate quietly pays the bill.

For SATE Institute the reading does not stop at the till. A restaurant that grows sales while destroying margin is a
future debtor: revenue rises, unit economics deteriorate, and the operator reaches the bank with cash flow that
cannot carry the installment. In SDG 8 terms, every venue that dies from growing badly is formal employment
lost in a sector that, across Latin America and the Caribbean, absorbs a large share of first work experiences.
That is why the restaurant sales growth plan matters here as an indicator of business mortality, not as a
marketing tactic.

This synthesis organizes public data from 2024 to 2026 —Stripo, Toast, Paytronix, Lightspeed, WordStream,
Omnisend, Restroworks, Statista, Mailchimp— and applies the reading of Diego F. Parra and the
Masterestaurant framework: which decision each figure triggers, in which segment, and where the healthy range
sits below which growth stops being growth. There is no primary data here and no proprietary sample: there are
cited sources and consultant judgment applied to them.

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

THE PLAN THAT BURNS MARGIN

(MISTAKE)

THE PLAN THAT COMPOUNDS

LTV (RIGHT METHOD)

Digital ordering channel ·
check size

✕ Third-party aggregator: baseline,
paying intermediation fees into a US
meal delivery market of ~US$96 billion
(Statista, 2024)

✓ First-party platform: 35% more
items per check (Paytronix, 2024;
echoed by Lightspeed, 2025)

Return per dollar invested ·
channel

✕ Influencer marketing: US$5.78 per
US$1 (Socially Powerful, 2025), up to
US$7.65 at 2.55% conversion
(iQFluence, 2026)

✓ Email marketing: US$36 per US$1
(Stripo, 2025)

Open and read rates ✕ Restaurant and café email: 1.06%
click and 3.28% click-to-open, among
the lowest by industry (Mailchimp,
2025)

✓ SMS: ~98% open rate, 90% read
within 1-3 minutes (Constant Contact,
2024), 18% click rate (Tabular, 2025)

Guest response to the
message

✕ Email: 6% response rate
(Omnisend, 2025)

✓ SMS: 45% response rate
(Omnisend, 2025)

Side-by-side comparison

www.masterestaurant.com · Original Study - Masterestaurant Analysis of the Restaurant Sales Growth Plan 2026: Why First-Party Wins Page 2 of 14



THE PLAN THAT BURNS MARGIN

(MISTAKE)

THE PLAN THAT COMPOUNDS

LTV (RIGHT METHOD)

Discovery · Gen Z ✕ Organic Facebook: 0.22%
engagement (Restroworks, 2025)

✓ TikTok: 38% of Gen Z restaurant
discovery (Toast, 2026), Instagram at
2.2% engagement, 10x Facebook
(Restroworks, 2025)

Paid media conversion ✕ Without an owned base, every new
sale is bought at click price, converting
at 7.1% in restaurants and food
(WordStream, 2025)

✓ With an owned base, paid feeds
the list and the list converts at a 43.6%
open rate (Stripo, 2025)

Retention and unredeemed
value

✕ Untouched base: ~55% retention
(Restroworks, 2025) and value leaks
such as the ~6% gift card breakage
(Capital One Shopping, 2026)

✓ Worked base: that same 55%
becomes the floor to move, with
breakage read as a pending liability
rather than revenue

Guests order 35% more items per check when they use the restaurant's own platform instead of a third-party
aggregator (Paytronix, 2024), and that single figure reorders the priorities of any sales growth plan. Lightspeed
measures the same thing from another angle and lands in the same place: 35% more per transaction on direct
orders (Lightspeed, 2025). What almost nobody calculates is the double loss on the other path, because the
check drops AND a commission is charged on that smaller check. Put another way, the aggregator collects a toll
for delivering a customer who spends less. Before debating budget for paid media, creators or discounts, the
right question is what share of your digital orders comes in through your own channel today, because that num‐
ber governs the contribution margin of everything else. Because average customer retention in restaurants sits
around 55% (Restroworks, 2025), and the remaining 45% gap has to be refilled every cycle by buying traffic.

That is where the accounting problem starts, the one Diego F. Parra flags in audits under the Masterestaurant
framework: this spend does not behave like a campaign, it behaves like payroll. It shows up every month, it rises
with auction inflation, and it climbs whenever the competitor down the street decides to bid. An operator billing
more each quarter while acquisition cost outruns the contribution margin of the plate is not growing, it is financ‐
ing its own inertia. Google Ads conversion in restaurants and food is 7,1% (WordStream, 2025), among the
highest of any vertical, and that is exactly why it deceives: the channel works, and working is not the same as
being profitable at scale. Email marketing returns US$36 for every US$1 invested (Stripo, 2025) against
US$5,78 per dollar for influencer marketing (Socially Powerful, 2025), and a six-fold gap is not closed with better
creative or a better negotiated contract.

An honest concession belongs here, because for years I got this wrong and told owners to start with what is visi‐
ble: influencers do work for discovery, and the numbers back it, with a global market above US$33 billion in
2025 (Socially Powerful, 2025) and more optimistic estimates of US$7,65 per dollar (iQFluence, 2026). But dis‐
covery is not RETENTION. The order I defend is boring and it works: first the owned base that amortizes, then
the storefront that attracts. Reversed, you pay for every sale twice. There is a real tension here that almost no

Finding 1 — The number that orders the whole plan: 35% more items per check

Finding 2 — Why paid acquisition turns into a fixed cost

Finding 3 — Six times the difference between email and influencers
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plan resolves: email is the sector's most profitable channel and simultaneously one of its worst on clicks. Stripo
puts a good restaurant open rate at 43,6% (Stripo, 2025), a figure any industry would envy, while Mailchimp
measures restaurants and cafés at 1,06% click and 3,28% click-to-open (Mailchimp, 2025), among the lowest in
its benchmark.

Plenty of opens, almost no clicks. The consultant's reading is that a restaurant email gets read the way a mar‐
quee gets read, not the way an offer does, which is why the common mistake is judging the channel on clicks
when its actual job is sustaining recall and nudging the reservation. Measure attributed visits and subscriber av‐
erage check, not CTR. SMS reaches roughly 98% open rates, with 90% of messages read within one to three
minutes (Constant Contact, 2024), an 18% click rate (Tabular, 2025) and a 45% response rate against 6% for
email (Omnisend, 2025). No other channel comes close on immediacy, and for that same reason none is easier
to burn out. Run the counterfactual all the way: an operator with 4.000 contacts sending three weekly promo‐
tions across a quarter; the first weeks the register climbs, by week six response drops, and by quarter close the
most expensive asset in the house has become an opt-out list with an average check eroded by discounting.

SMS is the channel for legitimate urgency —a table opening up, a schedule change, a reservation closing— not
for the weekly promo. Discovery does have a place in the plan, and the data marks out which one. TikTok ac‐
counts for 38% of restaurant discovery among Gen Z (Toast, 2026, survey of 1.466 U.S. adults), and Instagram
engages at 2,2% against Facebook's 0,22%, ten times more (Restroworks, 2025). Those numbers justify pres‐
ence; they do not justify leading the plan with them. The criterion we apply at Masterestaurant is one of se‐
quence and ceiling: social feeds the top of the funnel and its budget gets sized against what the owned base
can already convert, never the reverse. If your email list and your first-party ordering platform are not alive,
every dollar of discovery walks in through a door that does not retain, and the U.S.

prepared-food delivery market, worth about US$96 billion in 2024 (Statista, 2024), keeps the relationship. Rank
the plan by what defends margin, not by what gets seen. First, a working first-party ordering channel with a real
incentive to migrate the guest off the aggregator, since that is where the extra 35% of items per check lives
(Paytronix, 2024). Second, contact capture at every low-friction point —wifi, the check, the reservation, the gift
card, whose breakage runs near 6% (Capital One Shopping, 2026)—. Third, sustained email cadence, with the
43,6% open rate as a thermometer (Stripo, 2025) and subscriber check size as the metric that matters. Fourth,
and only once the first three are breathing, paid media and creators. Diego F. Parra sums it up this way in the
board meetings where budget gets argued: growth that does not improve unit economics is debt under another
name, and the bank collects eighteen months later.

A healthy growth plan is recognized by a single relationship: the share of digital sales arriving through your own
channel should rise quarter over quarter while acquisition spend per new guest stays flat or falls. If revenue
climbs and that share does not move, the operation is buying borrowed volume. With sector retention at 55%
(Restroworks, 2025) and email returning US$36 per dollar (Stripo, 2025), the arithmetic overwhelmingly favors
whoever builds a base before an audience, and yet most do the opposite because paid media pays off on
Tuesday and a list takes six months. This week, measure what percentage of last month's digital orders came in

Finding 4 — Email's Achilles heel in restaurants

Finding 5 — SMS: 98% open rates, and why that is no license to abuse it

Finding 6 — Where discovery fits, and with what budget

Finding 7 — The indicator that tells you the plan is working
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with no third-party commission. That number, not revenue, tells you whether you have a plan or a recurring in‐
voice. The first difference is sequence, not tooling. A restaurant sales growth plan that opens by buying traffic
pays for every sale twice: once to the media platform and once to the aggregator's commission.

The same money spent first on building an owned base changes the arithmetic, because email returns US$36
per US$1 invested (Stripo, 2025) while influencer marketing returns US$5.78 (Socially Powerful, 2025). A sixfold
gap does not get closed with better creative. The second is ownership of the guest. When ordering lives on an
aggregator, the restaurant rents the relationship; when it lives on a first-party platform, guests order 35% more
items per check (Paytronix, 2024) and the contact stays home. That is the cheapest guest LTV lever available,
and most plans we review leave it switched off. The third is measurement. Tracking Instagram engagement —
2.2% against 0.22% on Facebook, per Restroworks (2025)— tells you where to publish, not whether the busi‐
ness earns. The deciding metric is contribution margin after commissions and acquisition cost, and very few
plans calculate it per channel. The fourth is segment.

A single venue with tight cash and a multi-unit group with a marketing team do not share levers: the first lives on
repeat business and word of mouth, the second can sustain paid media at 7.1% conversion (WordStream, 2025)
because it amortizes learning across venues. Applying the group's recipe to a standalone venue is the fastest
way to burn the cushion. The fifth is horizon. With average retention around 55% (Restroworks, 2025), any plan
that fails to move that number is running to stand still: it replaces what it loses and calls the replacement growth.
Moving retention five points is worth more than doubling the ad budget, and costs less.

Finding 8 — What separates a growth plan from a list of tactics

Finding 9 — What separates a growth plan from a list of tactics — in practice

P O I N T  B Y  P O I N T

Compared analysis: mistake versus method

SEQUENCE OF THE LEVERS

A ·  T H E  P L A N  T H AT  B U R N S  M A R G I N
( M I S TA K E )

Paid acquisition first; the owned base
waits for leftover budget.

B  ·  M A S T E R E S TA U R A N T Check size and

owned base first; paid enters once there is
somebody to retain.

Verdict: B wins. Email returns US$36 per US$1 (Stripo, 2025) against US$5.78 for influencer
marketing (Socially Powerful, 2025): sequence decides return more than channel does.
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OWNERSHIP OF THE GUEST RELATIONSHIP

A ·  T H E  P L A N  T H AT  B U R N S  M A R G I N
( M I S TA K E )

Ordering and contact live on the
aggregator; the restaurant rents the
relationship.

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

migrates to a first-party platform and the
contact enters the restaurant's base.

Verdict: B wins by a wide margin: 35% more items per check on first-party channels (Paytronix,
2024), with no intermediation fee on a ~US$96 billion delivery market (Statista, 2024).

CONTROL METRIC OF THE PLAN

A ·  T H E  P L A N  T H AT  B U R N S  M A R G I N
( M I S TA K E )

Reach, impressions and engagement as
the success indicator.

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

margin per channel after commissions and
CAC.

Verdict: B wins. Instagram engagement (2.2% versus Facebook's 0.22%, Restroworks 2025) tells
you where to publish; it says nothing about whether the business earns.

USE OF THE MENU AND THE DIGITAL MENU

A ·  T H E  P L A N  T H AT  B U R N S  M A R G I N
( M I S TA K E )

Replace the printed menu with a QR to
save on printing and update prices fast.

B  ·  M A S T E R E S TA U R A N T Keep the printed

menu as experience control and add the
QR as a complement.

Verdict: B wins outright. The printed menu governs service pace, narrative and suggestive
selling; the QR adds delivery, accessibility, pricing and analytics. Both, each in its role.
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ADAPTATION BY SEGMENT

A ·  T H E  P L A N  T H AT  B U R N S  M A R G I N
( M I S TA K E )

One growth recipe for single venue, mid-
size group and multi-unit alike.

B  ·  M A S T E R E S TA U R A N T A healthy range

per segment, with break-even specific to
each cost structure.

Verdict: B wins. A group amortizes paid media learning at 7.1% conversion (WordStream, 2025);
a standalone venue copying that recipe burns its cushion before it learns.

DISCOVERY AMONG YOUNGER GUESTS

A ·  T H E  P L A N  T H AT  B U R N S  M A R G I N
( M I S TA K E )

Organic budget concentrated on Facebook
out of historical inertia.

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

Instagram for discovery, with contact
capture on the landing.

Verdict: B wins. TikTok drives 38% of Gen Z restaurant discovery (Toast, 2026) and Instagram
engages 10x more than Facebook (Restroworks, 2025).

S I D E - B Y- S I D E  C O M PA R I S O N
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Signals of a growth plan that burns margin D I A G N O S I S

Almost the entire growth budget runs through paid media and aggregators, with no line for the owned
database.

✕

Nobody knows what a new guest costs or what they leave over a lifetime: no CAC, no guest LTV, only
gross sales.

✕

Online ordering lives on third-party platforms and the restaurant never holds the contact of the guest
who just bought.

✕

Reach and impressions get measured; contribution margin per channel and prime cost after
commissions do not.

✕

The menu is treated as a price list instead of a menu engineering instrument: no stars and no dogs
identified.

✕

Gift cards and loyalty balances are booked as revenue on the day they sell, when the ~6% breakage
(Capital One Shopping, 2026) reveals a liability toward the guest.

✕

The plan ignores segment: the same tactic for a single venue and for a twelve-unit group, with
incomparable cost structures.

✕
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Signals of a plan that compounds value M A S T E R E S TA U R A N T

Every paid campaign carries a declared goal of capturing a first-party contact, not just closing a loose
sale.

✓

Direct channels get priority because checks run 35% higher in items per order versus third parties
(Paytronix, 2024).

✓

Customer acquisition cost is compared against the contribution margin of the check, never against
gross sales.

✓

SMS and email serve different functions: SMS for urgency (~98% open, Constant Contact 2024), email
for relationship (US$36 per US$1, Stripo 2025).

✓

Menu engineering is reviewed quarterly against real per-plate food cost, with 32% as the ceiling, never
the target.

✓

The plan carries a healthy range per segment and a current break-even, so the team knows how many
incremental sales justify each dollar.

✓

There is a dashboard showing table turnover, average check and EBITDA per venue, not a vanity
social media report.

✓

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

THE PLAN THAT BURNS MARGIN

(MISTAKE)

THE PLAN THAT COMPOUNDS

LTV (RIGHT METHOD)

Digital ordering channel ·
check size

✕ Third-party aggregator: baseline,
paying intermediation fees into a US
meal delivery market of ~US$96 billion
(Statista, 2024)

✓ First-party platform: 35% more
items per check (Paytronix, 2024;
echoed by Lightspeed, 2025)

Return per dollar invested ·
channel

✕ Influencer marketing: US$5.78 per
US$1 (Socially Powerful, 2025), up to
US$7.65 at 2.55% conversion
(iQFluence, 2026)

✓ Email marketing: US$36 per US$1
(Stripo, 2025)

Open and read rates ✕ Restaurant and café email: 1.06%
click and 3.28% click-to-open, among
the lowest by industry (Mailchimp,
2025)

✓ SMS: ~98% open rate, 90% read
within 1-3 minutes (Constant Contact,
2024), 18% click rate (Tabular, 2025)

Side-by-side comparison

www.masterestaurant.com · Original Study - Masterestaurant Analysis of the Restaurant Sales Growth Plan 2026: Why First-Party Wins Page 9 of 14



THE PLAN THAT BURNS MARGIN

(MISTAKE)

THE PLAN THAT COMPOUNDS

LTV (RIGHT METHOD)

Guest response to the
message

✕ Email: 6% response rate
(Omnisend, 2025)

✓ SMS: 45% response rate
(Omnisend, 2025)

Discovery · Gen Z ✕ Organic Facebook: 0.22%
engagement (Restroworks, 2025)

✓ TikTok: 38% of Gen Z restaurant
discovery (Toast, 2026), Instagram at
2.2% engagement, 10x Facebook
(Restroworks, 2025)

Paid media conversion ✕ Without an owned base, every new
sale is bought at click price, converting
at 7.1% in restaurants and food
(WordStream, 2025)

✓ With an owned base, paid feeds
the list and the list converts at a 43.6%
open rate (Stripo, 2025)

Retention and unredeemed
value

✕ Untouched base: ~55% retention
(Restroworks, 2025) and value leaks
such as the ~6% gift card breakage
(Capital One Shopping, 2026)

✓ Worked base: that same 55%
becomes the floor to move, with
breakage read as a pending liability
rather than revenue

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

2026 scorecard: the figures that order the plan

36 USD
Return on email marketing per
US$1 invested in restaurants

35%
More items per check when ordering on

first-party platforms versus third parties

43.6%
Email open rate considered good in restaurants

45%
SMS response rate against 6% for email

7.1%
Average Google Ads conversion

rate in restaurants and food
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55%
Average customer retention rate in restaurants

V ISUAL I ZAT ION

The numbers, visualized

Return on email marketing per US$1 invested in restaurants

36USD

More items per check when ordering on first-party platforms versus third parties

35%

Email open rate considered good in restaurants

43.6%

SMS response rate against 6% for email

45%

Average Google Ads conversion rate in restaurants and food

7.1%

Average customer retention rate in restaurants

55%

Sources: Stripo 2025 · Paytronix 2024 · Omnisend 2025 · WordStream 2025 · Restroworks 2025

Chart by masterestaurant.com

R E A L  C A S E

“I walked in with the growth budget split like this: 78% into aggregators and ads, 22% into everything else.
Revenue climbed every month and the bank kept saying no. Once we calculated contribution margin per
channel, third-party orders left less than half of what direct orders left, and the 35% more items per check
that public sources report was sitting there, unused. We shifted 40 points of the budget into the owned
database and the menu, and within two quarters average check rose without a single extra dollar in ads.”

— Owner of a three-venue fast casual group in Bogotá, on rebuilding the growth plan with the
Masterestaurant framework

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
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How to place your growth plan inside the healthy range

1 1. Calculate contribution margin per channel, not gross sales
Before touching the budget, split revenue by channel —dining room, first-party direct,
aggregator, events— and subtract each one's real variable cost: ingredients, intermediation
commission, packaging and attributable acquisition cost. The ranking by revenue and the
ranking by margin almost never match, and that gap is the decision. If direct ordering delivers
35% more items per check (Paytronix, 2024) and pays no commission, the margin gap against
the aggregator runs far wider than the sales gap. With that table in hand, the growth plan stops
being a matter of opinion. The Restaurant Model Canvas organizes this on a single sheet, by
channel and by unit economics.

2 2. Build the owned base before buying more traffic
Every dollar of paid media should carry a second objective beyond the sale: capturing the
contact. The arithmetic explains why. Email returns US$36 per US$1 (Stripo, 2025) and opens
at 43.6% in restaurants (Stripo, 2025); SMS gets read within 1-3 minutes in 90% of cases
(Constant Contact, 2024) and draws a 45% response against email's 6% (Omnisend, 2025). An
ad that only sells one lunch is consumed; an ad that also leaves a contact keeps paying for
months. Assign distinct roles: SMS for the urgent and perishable, email for relationship and
repeat business.

3 3. Raise the check before raising the traffic
Growing sales through average check carries no acquisition cost, which makes it the first lever
when cash is tight. Review menu engineering quarterly against real per-plate food cost —32% is
the ceiling, never the target—, identify high-margin low-popularity items, and redesign the menu
so those sit where the eye lands first. House rule applies here: keep the PHYSICAL menu
alongside the QR. The printed menu controls service pace, menu narrative and suggestive
selling; the QR complements with delivery, accessibility, price updates and analytics. Each with
its role, never one replacing the other.

4 4. Set the healthy range per segment and check against break-even
A plan without a current break-even is a wish list. Work out how many incremental sales you
need for each dollar of growth spending to pay for itself, and compare it against your segment's
range: a single venue lives on repeat business over a ~55% retention baseline (Restroworks,
2025); a three-to-ten group can sustain paid media at 7.1% conversion (WordStream, 2025)
because it amortizes learning. Review quarterly, with table turnover and EBITDA per venue on
the same dashboard. The Masterestaurant cash flow tool shows whether the growth fits the till
before you commit to it.

FA Q
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Where does a restaurant sales growth plan start on a small budget?

Start with average check and the owned base, because neither carries acquisition cost. Menu engineering
raises the check without bringing in a single new guest, and email returns US$36 per US$1 invested (Stripo,
2025). Paid media comes last, once there is somebody worth retaining.

Should we sell through aggregators or only through our own channel?

Use both, with distinct roles: the aggregator brings discovery, the first-party channel makes the margin. Guests
order 35% more items per check on first-party platforms (Paytronix, 2024), so the goal is not leaving
aggregators but migrating repeat guests toward direct ordering.

SMS or email to grow restaurant sales?

Both, for different jobs. SMS opens at ~98% and gets read within 1-3 minutes (Constant Contact, 2024), with
45% response against email's 6% (Omnisend, 2025): use it for urgency. Email sustains relationship and repeat
business, opening at 43.6% in restaurants (Stripo, 2025).

How do I know whether my customer acquisition cost is sustainable?

Compare it against the contribution margin of the check, never against gross sales. If a guest leaves less
lifetime margin than it cost to bring them in, growth is destroying value. With average retention near 55%
(Restroworks, 2025), guest LTV depends far more on repeat visits than on the first one.

Frequently asked questions about the sales growth plan

D ATA  &  S O U R C E S

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

Metric Benchmark 2026 Source

Descubrimiento por Google
62% de los consumidores
encuentra restaurantes a través de
Google

Restroworks — Google Restaurant Search
Statistics 2024

Búsquedas 'cerca de mí'
Las búsquedas de 'food near me'
crecieron 99% interanual

Restroworks — Google Restaurant Search
Statistics 2024

Lectura de reseñas
92% de los comensales lee
reseñas antes de elegir dónde
comer

Restroworks — Google Restaurant Search
Statistics 2024

Sector data 2026 (official sources)
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Metric Benchmark 2026 Source

Impacto de una estrella en
la reseña

Subir 1 estrella en Yelp eleva los
ingresos entre 5% y 9%

Harvard Business School (Michael Luca) —
Reviews, Reputation, and Revenue: The
Case of Yelp.com

Participación de mercado
en delivery (DoorDash)

DoorDash lideró con 60.7% del
mercado de delivery a fin de 2024

Earnest Analytics — US delivery market share
2024

Participación de mercado
(Uber Eats y Grubhub)

Uber Eats 26.1% y Grubhub 6.3%
del mercado de delivery a fin de
2024

Earnest Analytics — US delivery market share
2024
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