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Stop Posting Food: The Content That
Actually Fills Tables on a Tuesday
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QUICK VERDICT

Posting the plate photo doesn't fill tables on a Tuesday; it converts people who were
already coming. Content that moves off-peak occupancy is a conversion system with a
funnel, an offer with a reason to visit, and repeat business measured by LTV — not a food
feed. Across 8,400+ units operated by Masterestaurant, groups that treated content as
revenue architecture rather than a catalog cut their customer acquisition cost 22-38%
and lifted Tuesday-to-Thursday occupancy 11 to 19 points in two quarters. The difference
isn't creativity: it's decision engineering about who, when and with what reason the table
gets activated.
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INTELLECTUAL PROPERTY OF MASTERESTAURANT® — EXCLUSIVE FOR SECTOR LEADERS

This brief is the written version of a Diego F. Parra keynote for boards of restaurant groups that want to stop
paying for reach and start buying tables. It isn't about feed aesthetics: it's about the unit economics of content.

The mistake | see over and over: the marketing team celebrates reach and likes while Tuesday stays empty.
Reach is not a business KPI. The occupied off-peak table is, and that's the number this document chases.

SIDE-BY-SIDE COMPARISON

Side-by-side comparison

FOOD FEED (STATUS QUO) MR CONVERSION SYSTEM
Customer acquisition cost X  $14-22 per new guest v $8-13 per new guest
(CAC)
Tuesday-Thursday occupancy X 38-46% of capacity v 57-64% of capacity
(off-peak)
90-day repeat rate X  17-24% v 34-41%
Guest LTV (12 months) X  $96-140 v  $188-260
Delivery-to-direct conversion X 3-6% v 14-22%
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FOOD FEED (STATUS QUO) MR CONVERSION SYSTEM

Content contribution to X 0.4-0.9 pts v 26-4.1pts
EBITDA
Result variability across units X +31% (unpredictable) v 19% (replicable system)

1. Does posting the dish photo fill tables on a Tuesday?

No: posting the dish photo does not fill tables on a Tuesday, it only converts people who were already
coming. | have seen it across dozens of restaurant groups and | repeat it to boards:

a food feed optimizes for attention, not for off-peak occupancy. Across 8,400-plus units operated by
Masterestaurant, accounts that only posted plates grew in likes while Tuesday stayed at 38% of capacity. The
content that moves the valley table is a conversion system with a funnel, an offer with a reason, and repeat visits
measured by LTV. Reach is not a business KPI; it is vanity that costs money. When we shifted the goal from im-
pressions to filled tables Monday through Thursday, valley occupancy rose from 38% to 61% in 90 days, without
adding a single euro of paid media. The pretty photo is the bait; the system is the rod. The only business KPI for
content is the filled table during the valley, not reach or likes.

2. Reach is not a KPI: the valley table is

The mistake | see again and again: the marketing team celebrates 200,000 impressions while Tuesday bills 40%
less than Saturday. Those two numbers live in different universes. In the groups Masterestaurant audits, we
measure customer acquisition cost (CAC) per channel and occupancy per time slot, not vanity. An average ur-
ban unit makes 55-60% of its revenue in 3 weekend services and drags 4 valley services at 35-45% of capacity.
That is the sleeping money. If the content does not move that specific needle, it is paid entertainment. Diego F.
Parra's rule for boards: every post carries a business number behind it or it does not ship. A feed with no occu-
pancy goal burns between 800 and 2,000 euros a month of team time with no attributable return. Content with
no measurable next step is not marketing, it is decoration: it cannot attribute a single table.

3. Without a next step there is no funnel or attribution

The food feed has no call to action; the system always leads to a trackable action: a reservation with a UTM link,
a WhatsApp keyword, or a coupon with a redemption window. That is the difference between hoping people
show up and buying the table. In the units Masterestaurant reconverts, every valley piece pushes a Tuesday or
Wednesday booking with a concrete reason. Measurable result: a funnel with a direct link converts between 3%
and 7% of reach into a reservation, while a post with no step converts below 0.5%. Attribution stops being faith
and becomes a spreadsheet. When you can see that 42 of Tuesday's 90 tables came from a coded coupon, you
stop debating whether content works: you measure it. Without that step, there is no sales funnel and no way to
defend the budget to the board. The offer that fills a Tuesday has a reason and a window, it is not a loose dis-
count that erodes the ticket.

4. The offer with a reason, not the discount for its own sake

Cutting price for no reason trains the customer to wait for markdowns and sinks the margin; an offer with a rea-
son (a seasonal menu, a supplier night, a 12-seat chef's pairing) creates urgency without cannibalizing the
weekend. In the groups Diego F. Parra advises, the rule is food cost of 32% or less per dish even in the valley
promo: the extra table pays for itself if the offer protects the margin. A 72-hour redemption window from Tuesday
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to Thursday raises coupon usage from 8% to 19% versus a coupon with no date. The reason turns a markdown
into an event, and an event does move bookings. The key: never offer in the valley what you already sell full on
Saturday. That discipline protects 5-8 points of operating margin per year. The feed treats every diner as a single
transaction; the system builds an owned database and pursues LTV.

5. Own database and repeat visits: capitalize instead of renting reach

That is the difference between paying for reach forever and capitalizing an audience that already bought from
you. Every valley booking must leave a data point: phone, email, or WhatsApp consent. Across 8,400-plus units,
Masterestaurant sees that reactivating a returning customer costs 5 to 7 times less than acquiring a new one
through paid media. If the average ticket is 28 euros and the diner returns 4 times a year, annual LTV nears 112
euros; winning them back with a direct message costs cents. An owned base of 6,000 contacts activates 300-
500 valley tables a month without buying a single impression. Rented reach evaporates every campaign; the
owned base compounds. The boardroom question is not how much reach we buy, but how much LTV we cap-
ture per valley table. All content has unit economics: it costs to produce and must return attributable tables, or it
gets cut.

6. The unit economics of content: every piece is an investment

Producing a serious carousel costs between 40 and 120 euros of team time; if that piece does not generate at
least 3-4 trackable valley tables, it loses money. In the boards Diego F. Parra runs, we measure cost per ac-
quired table: if the content system brings the table at a CAC of 4-9 euros and that table's contribution margin is
16-19 euros, the investment returns 2-4x. That is the number that defends a budget, not impressions.
Masterestaurant's discipline: each quarter we kill the 30% of formats that attribute no table and double down on
the ones that do. A food feed cannot survive this analysis because it attributes nothing. The conversion system
can, and that is why it stops being an expense and becomes an asset with a return measurable line by line of
the P&L. The system that fills the valley has four linked pieces: a funnel with a measurable step, an offer with a
reason, owned-database capture, and measurement by LTV.

7. The full system: funnel, offer, repeat visits, and measurement

None works alone. Across 8,400-plus units operated by Masterestaurant, the order matters: first the content
leads to a trackable action, that action demands a data point, the data point feeds repeat visits, and repeat visits
are measured against acquisition cost. Diego F. Parra sums it up to the board like this: we stop paying for reach
and start buying tables. Groups that install the full system raise valley occupancy from 38-45% to 60-68% in a
quarter and cut CAC by 25% to 40% by the second year, because the owned base does the work paid media
used to do. One concrete action for Monday: audit your last 30 posts and count how many led to a measurable
step. If it is fewer than half, you do not have marketing, you have a feed. The food feed optimizes for attention;
the conversion system optimizes for the Tuesday table.

8. The 3 differences that separate reach from filled tables

Those are different goals: one is measured in impressions, the other in off-peak occupancy and customer acqui-
sition cost. The feed has no next step; the system always leads to a measurable action (booking, WhatsApp,
coupon with a window). Without that step there is no sales funnel and no way to attribute the table to the
content. The feed treats every guest as a one-off transaction; the system builds an owned base, measures
repeat visits and chases guest LTV. That's the difference between paying for reach forever and capitalizing
an audience.
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POINT BY POINT

Food feed vs. conversion system: criterion-by-criterion analysis

GOAL OF THE CONTENT

A - FOOD FEED (STATUS Quo) Attention: B - MASTERESTAURANT Filled off-peak

impressions, reach and likes table and low acquisition cost

Verdict: B: reach isn't a business KPI; Tuesday occupancy is.

NEXT STEP AFTER THE POST

A - FOOD FEED (STATUS Quo) None B - MASTERESTAURANT Booking,
measurable WhatsApp or coupon with a window and
code

Verdict: B: with no next step there's no sales funnel and no attribution.

TREATMENT OF THE GUEST

A - FOOD FEED (STATUS Quo) One-off B - MASTERESTAURANT Owned base with

transaction, no owned base repeat measured by LTV

Verdict: B: guest LTV is what breaks the dependence on paying for reach.
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ROLE OF DELIVERY

A - FOOD FEED (STATUS Quo) Terminal B - MASTERESTAURANT Front door to the

channel, no data capture direct relationship

Verdict: B: delivery-to-direct conversion rises from 3-6% to 14-22%.

REPLICABILITY ACROSS GROUP OR NETWORK

A - FOOD FEED (STATUS Quo) Depends B - MASTERESTAURANT Standardized,

on the CM on shift (£31%) replicable system (x9%)

Verdict: B: a prerequisite to franchise a restaurant without surprises.

SIDE-BY-SIDE COMPARISON

Posting food sTATUS Quo

X Feed of plate photos with no reason to visit and no date

X Reach and likes as the success metric

X Zero funnel: no measurable next step after the post

X Delivery treated as a terminal channel, not as base capture

X Unpredictable result: depends on the community manager on shift
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Conversion system MASTERESTAURANT

v/ Content with an offer, a reason and a time window to activate off-peak
v Sales funnel with a measurable next step (booking, WhatsApp, table)
v" Owned guest base with repeat business measured by LTV

v Delivery as the front door to the direct relationship

v" Replicable architecture: same system, £9% variability across units

SIDE-BY-SIDE COMPARISON

Side-by-side comparison

FOOD FEED (STATUS QUO) MR CONVERSION SYSTEM
Customer acquisition cost X  $14-22 per new guest v $8-13 per new guest
(CAC)
Tuesday-Thursday occupancy X 38-46% of capacity v 57-64% of capacity
(off-peak)
90-day repeat rate X 17-24% v 34-41%
Guest LTV (12 months) X  $96-140 v $188-260
Delivery-to-direct conversion X 3-6% v 14-22%
Content contribution to X 0.4-0.9 pts v 2.6-4.1pts
EBITDA
Result variability across units X +31% (unpredictable) v 9% (replicable system)

THE NUMBERS THAT MATTER

Indicators this brief moves

71 %

of restaurants admit their social
content drives no measurable bookings
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dx

cheaper to retain a guest than to acquire a new one

22 %

drop in acquisition cost with
an editorial conversion system

19ms

of off-peak Tuesday-Thursday
occupancy gained in two quarters

14 %

of delivery orders converted into a
direct relationship via base capture

60 %

of restaurant marketing spend is
lost for lack of a measurable funnel

VISUALIZATION

The numbers, visualized
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Sources: Toast Restaurant Trends 2026 - National Restaurant Association 2026 - Masterestaurant internal data -
Deloitte Foodservice 2026

Chart by masterestaurant.com

REAL CASE

“We had 90,000 followers and an empty Tuesday. When Masterestaurant made us stop posting plates and
build a system with an offer, a time window and base capture, CAC fell from $19 to $11 and off-peak went
from 41% to 60% of capacity in two quarters. Content stopped being an image expense and became a
P&L line.”

— Marketing director, 14-unit group (LatAm), Masterestaurant client
HOW TO APPLY IT IN YOUR RESTAURANT

Strategic roadmap: from feed to system in 3 phases

@ Phase 1 (30 days) — Funnel audit and baseline
Deliverable: a map of the current funnel and a baseline of CAC, off-peak occupancy, 90-day
repeat rate and LTV per unit. Attribution gets instrumented: every content piece receives a
measurable next step (booking, WhatsApp, coded coupon). Success metric: 100% of pieces
with a traceable next step and a closed baseline in the pilot units.
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@ Phase 2 (60 days) — Editorial conversion system
Deliverable: a content calendar with offer, reason and time window designed for the Tuesday-
Thursday off-peak, plus the base-capture engine from delivery. The food feed is abandoned as
the axis. Success metric: customer acquisition cost —20% and off-peak occupancy +10 points

versus baseline.

@ Phase 3 (90 days) — Repeat, LTV and replication
Deliverable: a repeat-visit program on the owned base and a replicable playbook for the rest of
the group or franchise network. The system is standardized so variability across units falls to
19%. Success metric: guest LTV +40% and a 90-day repeat rate above 34% in the treated
cohort.

FAQ

Questions from the leadership committee

Why doesn't posting the plate photo fill tables on a Tuesday?

Because the photo converts people already coming and gives no reason or window to visit off-peak. With no
offer, next step or date, content generates attention but not measurable occupancy: it's image spend, not
restaurant growth.

How does this system lower customer acquisition cost?

By building an owned base and measuring repeat visits: each guest captured via content with a funnel enters an
LTV cycle instead of being a one-off transaction. Across 8,400+ MR units, that cuts CAC 22-38% by reducing
the need to pay for new reach every month.

Does it help convert delivery into direct guests?

Yes, it's one of the highest-return levers. Delivery is treated as the front door: the guest base is captured and
direct repeat business is activated. In MR operations, delivery-to-direct conversion rises from 3-6% to 14-22%.

Is it replicable across a franchise network?

It's designed for exactly that. The system is standardized into a playbook so result variability across units
falls from £31% to 9% — a prerequisite to franchise a restaurant without depending on each location's
community manager.

DATA & SOURCES
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Sector data 2026 (official sources)

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

market research) - not competitors.

Metric

Tendencias de consumo
digital
Video corto y

descubrimiento

Delivery en América
Latina

Preferencia de pedido
directo

Crecimiento del pedido
online

Adopcion de apps de
comida

Propiedad Intelectual de Masterestaurant® — Exclusivo para Lideres de Sector -
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Benchmark 2026

el delivery digital crece a doble digito anual

el video corto es el canal de descubrimiento de
restaurantes que mas crece

las apps de ultima milla sostienen crecimiento de doble
digito anual

67% prefiere pedir desde la web/app del restaurante

+300% mas rapido que el dine-in desde 2014

78% de adultos descarg6 21 app de comida

Source

World Economic Forum

Forbes

Bloomberg Linea

Statista

Nation's Restaurant
News

National Restaurant
Association

masterestaurant.com
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