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QUICK VERDICT

Straight verdict: the formats that convert aren't the ones that get the most love, but the
ones that show up at the moment of decision. 71% read Google reviews before choosing
where to eat (BrightLocal 2024) and 72% use social to research restaurants (Restroworks
2025); yet most published content is built for reach —the feed— not for the instant the
guest decides. The answered review, the complete Google profile (7x more clicks, WebFX
2026) and the direct message (97% of SMS read within 15 minutes, Tabular 2025) move the
booking. The viral reel rarely tracks it. Prioritize intent content over vanity content.
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This analysis stems from a tension Diego F. Parra sees in every hospitality group Masterestaurant advises:
content is measured by reach and engagement, not trackable bookings. The result is a customer acquisition
cost that climbs while likes climb, without the register noticing. Here we synthesize real public data from
BrightLocal, TouchBistro, Restroworks, Paytronix, Circana, Statista and the National Restaurant Association to
sort which formats push a booking and which only feed the ego of the feed.

The underlying bias is attribution. A reel with 400,000 views feels like a win; an updated Google listing with hours
and photos feels like nothing, yet per WebFX (2026) complete Google Business profiles get 7x more clicks. 57%
of millennials decide where to eat based on social (TouchBistro 2025), and 50% of those who stopped dining out
would return with lower prices (Circana 2025): the conversion signal lives where intent and moment intersect,
not where reach accumulates. This study separates the two planes with a senior consultant's reading.

SIDE-BY-SIDE COMPARISON

Side-by-side comparison

Guest pre-research
Complete Google Business
profile

Direct channel (SMS/message)

Loyalty as repeat-visit engine

INTENT CONTENT (CONVERTS
TO BOOKING)

X 71% read Google reviews before
choosing (BrightLocal 2024)

X  7x more clicks than an
incomplete one (WebFX 2026)

X 97% of SMS read within 15
minutes (Tabular 2025)

X 37%+ of transactions via loyalty
in top operators (Paytronix 2024)

REACH CONTENT (GENERATES
VIEWS)

v 72% use social to research, no
booking guarantee (Restroworks 2025)

v Viral reel: 400k views # a click to the
map

v'  Ephemeral story: <24h life, no
booking record

v New followers: vanity metric, not
register

X  57% of millennials decide via
social (TouchBistro 2025)

Discovery by generation v Generic reach: no segmentation by

visit intent

Reactivation lever X 50% would return with lower price = v

(Circana 2025)

Inspirational post: no immediate
decision trigger

Finding 1 — Which formats generate reservations and which only add views?

The formats that convert are not the ones people like most, but the ones that show up at the moment
of decision.

71% read Google reviews before choosing where to eat (BrightLocal 2024) and 72% use social media to re-
search restaurants (Restroworks 2025): the consumer does not discover and book on the same plane. The reel
feeds discovery; the Google profile and the review close the deal. Diego F. Parra repeats it in every group
Masterestaurant advises: content is measured by reach, not by trackable reservation. The result is an acquisi-
tion cost that rises while the likes rise, without the register noticing. The conversion signal lives where intent and
moment cross, not where reach accumulates. Separating both planes is the first decision about cash flow, not
about marketing. The complete Google Business profile is the most profitable conversion asset and the worst-
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tended in the sector. According to WebFX (2026), complete profiles are 7x more likely to receive clicks; com-
bined with the 71% who read Google reviews before deciding (BrightLocal 2024), that is where the reservation is
won, not in the feed.

Finding 2 — The Google profile: the sector's worst-tended conversion asset

The mistake | see over and over: a creator is hired for reels and nobody updates hours, photos or menu on
Google. It does not feel 'creative’, so it gets abandoned. A profile with recent photos, exact hours and answered
reviews multiplies clicks at zero production cost. 57% of millennials decide where to eat based on social media
(TouchBistro 2025), but the click that becomes a table passes through Google. Tend the profile before the nexi
reel: it returns 7x more per hour invested. The direct channel closes the reservation; the feed only discovers it,
and confusing them inflates the cost of acquisition. 97% of SMS are read within 15 minutes of sending (Tabular
2025): no organic post comes close to that contact rate. The feed is the top of the funnel —72% research
restaurants on social media (Restroworks 2025)—, but the trackable conversion happens in the message that
reaches the pocket.

Finding 3 — Direct channel vs. feed: where you close and where you discover

In the groups Masterestaurant advises, Diego F. Parra orders this without exception: the reel captures, the direct
channel confirms. When everything is measured by feed reach, CAC spikes because you pay for discovery with-
out closing. The sector margin is barely 3-9% (Statista): there is no cushion to pay for views that do not return
as a table. Discover in the feed, close in the direct: that order protects cash. Loyalty, not reach, concentrates re-
peat business and builds the guest's lifetime value. Operators in the 90th percentile get 37%+ of their transac-
tions from loyalty members (Paytronix 2024): LTV is manufactured there, not in the views. 47% of members use
their membership several times a month and 32% several times a week (LoyaltyPass 2026), and 75% of QSR
brands with a program reported more traffic (National Restaurant Association 2025). The feed attracts the
stranger once; the program brings them back twelve times.

Finding 4 — Loyalty concentrates repeat business and builds real LTV

With margins of 3—-9% (Statista), the second, third and fourth visits are the ones that leave profit, because the
acquisition cost was already paid on the first. Measuring content by followers ignores the asset that truly pays
the payroll: the returning customer. The viral reel fools the register because attribution bias rewards visible reach
and punishes the silent asset that converts. A reel with 400,000 views feels like a winner; a Google profile with
updated hours and photos feels like nothing, yet it receives 7x more clicks (WebFX 2026). 50% of those who
stopped dining out would return with lower prices (Circana 2025): the traffic lever is usually offer and moment,
not creativity. Diego F. Parra insists that intent content is measured by trackable reservation and reach content
by interactions; only the first lowers CAC sustainably. Off-premise operation is already ~75% of traffic (Circana),
so the moment of decision rarely happens in front of the reel.

Finding 5 — The attribution bias: why the viral reel fools the register

Attributing the reservation to the loudest view is how you lose the money trail. Order content by trackable reser-
vation and the feed ego stops dictating the budget. The rule Masterestaurant applies: each format declares its
function —discover or close— and is measured with the corresponding metric. Discovery: reach and saves, be-
cause 72% research on social media (Restroworks 2025) and 57% of millennials decide there (TouchBistro
2025). Close: clicks to the profile —7x with a complete profile (WebFX 2026)—, answered reviews (71% read
them, BrightLocal 2024), SMS with 97% open rate in 15 minutes (Tabular 2025) and loyalty program sign-ups
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(37%+ of transactions among the top, Paytronix 2024). With a margin of 3—-9% (Statista), every euro of produc-
tion must be traced to a table. The viral feed that moves neither the profile nor the direct channel is a branding
expense, not a conversion investment: name it that way and decide with the register, not the likes.

Finding 6 — The differences that actually move the register

Intent content is measured by trackable booking; reach content by views and engagement. Only the former low-
ers customer acquisition cost sustainably. The complete Google Business profile multiplies clicks by 7 (WebFX
2026): it's the sector's most neglected conversion asset because it doesn't feel 'creative'. The direct channel
(97% of SMS read within 15 minutes, Tabular 2025) is where the booking closes; the feed is where discovery
happens. Confusing them inflates CAC. Loyalty concentrates repeat visits: 37%+ of transactions in the top
decile of operators (Paytronix 2024). Guest LTV is built there, not in reach.

POINT BY POINT

Intent vs. reach: criterion-by-criterion analysis

MOMENT OF APPEARANCE

A - INTENT CONTENT (CONVERTS TO B - MASTERESTAURANT Appears when
BOOKING)

the guest browses with no intent to eat

Appears when the guest is already today

deciding (review, listing, message)

Verdict: Intent content wins: 71% research on Google before choosing (BrightLocal 2024).

BOOKING TRACEABILITY

A - INTENT CONTENT (CONVERTS TO B - MASTERESTAURANT Views and
BOOKING)

engagement with no bridge to the register
Trackable link and code all the way to the

booking book

Verdict: Only intent content lets you compute real acquisition cost per format.
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EFFECT ON REPEAT VISITS (LTV)

A - INTENT CONTENT (CONVERTS TO B - MASTERESTAURANT New reach with

BOOKING)
no return mechanism

Loyalty and direct channel: 37%+ of
transactions in top operators (Paytronix
2024)

Verdict: Guest LTV is built on intent, not reach.

COST PER BOOKING

A - INTENT CONTENT (CONVERTS TO B - MASTERESTAURANT Opaque CAC:

BOOKING)
rises with likes, no signal in the register

Measurable, optimizable CAC per channel

Verdict: Intent content lowers CAC; reach content hides it.
SIDE-BY-SIDE COMPARISON
Intent content CONVERTS TO BOOKING
X Answered reviews and complete Google listing: 71% read them before deciding (BrightLocal 2024)
X Direct channel (SMS/WhatsApp): 97% of messages read within 15 minutes (Tabular 2025)
X Loyalty program: 37%+ of transactions in top operators (Paytronix 2024)

X Content segmented by generation and visit intent (TouchBistro 2025)
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Reach content

MASTERESTAURANT

v~ Viral reel with no call to book or trackable link

v" Ephemeral stories that die in 24h with no conversion record

v" Follower count as the main metric (vanity, not register)

v Inspirational post that pleases but triggers no decision today

SIDE-BY-SIDE COMPARISON

Side-by-side comparison

Guest pre-research

Complete Google Business

profile

Direct channel (SMS/message)

Loyalty as repeat-visit engine

Discovery by generation

Reactivation lever

THE NUMBERS THAT MATTER

INTENT CONTENT (CONVERTS
TO BOOKING)

X 71% read Google reviews before
choosing (BrightLocal 2024)

X  7x more clicks than an
incomplete one (WebFX 2026)

X 97% of SMS read within 15
minutes (Tabular 2025)

X  37%+ of transactions via loyalty
in top operators (Paytronix 2024)

X  57% of millennials decide via
social (TouchBistro 2025)

X 50% would return with lower price
(Circana 2025)

REACH CONTENT (GENERATES
VIEWS)

v 72% use social to research, no
booking guarantee (Restroworks 2025)

v Viral reel: 400k views # a click to the
map

v'  Ephemeral story: <24h life, no
booking record

v" New followers: vanity metric, not

register

v" Generic reach: no segmentation by
visit intent

v Inspirational post: no immediate
decision trigger

The scorecard: real public figures by format (2026)

71 %

read Google reviews before choosing a restaurant

72 %

use social media to research restaurants
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1x

more clicks on complete Google Business profiles

97 %

of SMS read within 15 minutes of sending

37 o

of transactions via loyalty in top operators

57 %

of millennials decide where to eat via social

VISUALIZATION

The numbers, visualized

read Google reviews before choosing a restaurant

G

use social media to research restaurants

G

more clicks on complete Google Business profiles

a

of SMS read within 15 minutes of sending

G

of transactions via loyalty in top operators

G  37°%+

of millennials decide where to eat via social

G

Sources: BrightLocal Local Consumer Review Survey 2024 - Restroworks 2025 - WebFX 2026 - Tabular SMS
Marketing Stats 2025 - Paytronix Loyalty Trends Report 2024

Chart by masterestaurant.com

REAL CASE
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https://www.brightlocal.com/research/local-consumer-review-survey-2024/
https://www.restroworks.com/blog/restaurant-social-media-statistics/
https://www.webfx.com/blog/seo/google-business-profile-benchmarks/
https://tabular.email/blog/sms-marketing-stats
https://tabular.email/blog/sms-marketing-stats
https://www.paytronix.com/company/news-press/press-releases/paytronix-loyalty-trends-report-top-operators-drive-up-to-37-of-transactions-via-loyalty-members
https://masterestaurant.com/

“The mistake | see over and over: a group with three locations was celebrating a reel with 500,000 views
while its Google listing had gone eight months without updated hours or photos. We reordered it: first the
complete listing, then reviews answered within 24h, then SMS to the dormant base. Views went down;
trackable bookings went up. The register doesn't book because of a reel—it books because you show up
the moment someone is hungry and decides.”

— Diego F. Parra, Masterestaurant consultant

HOW TO APPLY IT IN YOUR RESTAURANT
How to place your content based on where you fall

@ Audit the intent vs. reach spilit
Sort last quarter's content into two buckets: intent (reviews, Google listing, SMS/messages,
loyalty) and reach (reels, stories, inspirational posts). With the 71% who read reviews before
choosing (BrightLocal 2024) as the benchmark, if more than 70% of your effort goes to reach,
your funnel is broken at the top.

@ Fix the forgotten conversion asset
The complete Google Business profile gives 7x more clicks (WebFX 2026) and is the most
neglected. Hours, real plate photos, attributes, reviews answered within 24h. It's the highest-
ROI step because 71% pass through it before deciding (BrightLocal 2024) and almost no one
works it.

@ Activate the trackable direct channel
With 97% of SMS read within 15 minutes (Tabular 2025), segment your base and send offers
with a trackable booking link. Loyalty concentrates repeat visits: 37%+ of transactions in top
operators (Paytronix 2024). This is where guest LTV is built, not in the feed.

@ Measure bookings, not views
Redefine the KPI: trackable booking per format and its customer acquisition cost. 57% of
millennials decide via social (TouchBistro 2025), but only what reaches the booking book
counts. Reallocate budget from the vanity format to the intent one until CAC drops.

FAQ
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Frequently asked questions

Which restaurant content format converts most into bookings?

Intent formats: the complete Google Business profile (7x more clicks, WebFX 2026), answered reviews (71%
read them before choosing, BrightLocal 2024) and the direct channel (97% of SMS read within 15 min, Tabular
2025). They convert because they appear at the moment of decision, not in the feed.

Is viral social content worth it for a restaurant?

It's worth it for discovery—72% use social to research restaurants (Restroworks 2025) and 57% of millennials
decide via social (TouchBistro 2025)—but it rarely tracks a booking. Its value is filling the top of the funnel; if it's
your only format, your customer acquisition cost climbs without the register noticing.

How do | measure whether my content really drives bookings?

Set the trackable booking per format and its acquisition cost as your KPI, not views. Use per-channel links and
codes, measure which content reaches the booking book, and reallocate budget from the vanity format to the
intent one until CAC drops sustainably.

Why is the Google listing so important for bookings?

Because 71% read Google reviews before choosing where to eat (BrightLocal 2024) and complete profiles get
7x more clicks (WebFX 2026). It's the highest-ROI conversion asset and the most neglected: hours, real photos
and reviews answered within 24h move the booking more than a reel.

DATA & SOURCES

Sector data 2026 (official sources)

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

Metric

Consumidores que esperan respuesta a
resefas (positivas y negativas)

Consumidores que usan Google para leer

resefas

Consumidores dispuestos a escribir una resefia

Tasa de apertura de email marketing en
restaurantes
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Benchmark 2026

89% de los consumidores
(2025)

83% de los consumidores
(2025)

96% de los consumidores
(2025)

43,6% de apertura promedio

(2025)

Source

BrightLocal Local Consumer
Review Survey 2025

BrightLocal Local Consumer
Review Survey 2025

BrightLocal Local Consumer
Review Survey 2025

Stripo 2025
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https://www.brightlocal.com/research/local-consumer-review-survey-2025/
https://www.brightlocal.com/research/local-consumer-review-survey-2025/
https://www.brightlocal.com/research/local-consumer-review-survey-2025/
https://www.brightlocal.com/research/local-consumer-review-survey-2025/
https://www.brightlocal.com/research/local-consumer-review-survey-2025/
https://www.brightlocal.com/research/local-consumer-review-survey-2025/
https://stripo.email/blog/restaurant-email-marketing-statistics-how-emails-drive-reservations-loyalty-and-revenue/

Metric Benchmark 2026 Source

Comensales influidos por emails promocionales = 55% de los comensales

Stripo 2025
de calidad (2025)

. ) 45% en SMS frente a 6% en .
Tasa de respuesta de SMS marketing vs email . Omnisend 2025
email (2025)

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