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

Verdict: the 3-km radius is not won with paid ads, it is won with owned assets. An
optimized Google Business Profile gets 7x more views than the restaurant's website
(Malou, 2025) and 57% of those who consult it contact or visit within 24 hours (Yelp, 2026).
Against dependence on third-party apps —which erode margin and capture your data
— owned local infrastructure lowers customer acquisition cost and multiplies guest
LTV. The board recommendation: treat GBP and first-party ordering as brand CapEx, not
marketing expense.

📄  W h i t e  P a p e r Technical document · C-Suite & multilateral banking · 12 min read · 2026-07-09

INTELLECTUAL PROPERTY OF MASTERESTAURANT® — EXCLUSIVE FOR SECTOR LEADERS

This white paper tackles a leadership question, not a tactical one: why does a restaurant with excellent product
lose sales inside its own neighborhood? The answer is rarely the food. It is invisibility within the 3-km radius, the
real catchment zone where most of a physical location's traffic is decided. Diego F. Parra has seen the pattern
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across 43 countries: operators invest in the kitchen and lose the cash register at the digital door.

The document synthesizes verifiable public data from the National Restaurant Association, Toast, Yelp,
Lightspeed, Circana and Malou (2025-2026) and reads it through a cash-flow consultant's lens. It is not primary
research with a sample: it is an expert synthesis that translates industry figures into contribution margin,
acquisition cost and break-even decisions for leaders of gastronomic groups operating from 1 to more than
10 units.

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

Side-by-side comparison

THIRD-PARTY APP

DEPENDENCE

OWNED SYSTEM (GBP + FIRST-

PARTY)

Average ticket per transaction ✕ Base (reference) ✓ +35% per check (Paytronix, 2024)

Customer lifetime value (LTV) ✕ Web-only base ✓ +45% higher (Lightspeed, 2025)

Commission on sale ✕ 15-30% of ticket to the app ✓ 0-3% (owned gateway)

Ownership of guest data ✕ None: the app keeps the
customer

✓ Full: base for retention and repeat

Visibility in 3-km radius ✕ You compete against all in the
app

✓ GBP: 7x views vs web (Malou, 2025)

Conversion speed ✕ Dependent on the app's
algorithm

✓ 57% contact within 24h (Yelp, 2026)

Chapter 1 — Why does the 3 km radius decide your cash before the food does?

The 3 km radius decides most of a physical venue's traffic, and it is won with owned assets, not
paid ads.

An optimized Google Business Profile gets 7 times more views than the restaurant's website, according to
Malou (2025), and that is where the neighborhood diner decides to walk in or walk past. Diego F. Parra has seen
it across operations in 43 countries: the operator pours capital into the kitchen and loses the sale at the digital
door. The food is rarely the problem; invisibility in the real catchment zone is. At Masterestaurant we read that
radius the way we read a P&L: every lost view is a ticket that never entered. Discovery matters so much that 38
% of Gen Z finds restaurants on TikTok (Toast, 2026). The venue with excellent product that fails to show up
when someone searches nearby simply does not exist for that customer.

Chapter 2 — The GBP is discovery infrastructure, not advertising

The Google Business Profile is discovery infrastructure you optimize once and that compounds free traffic for
years, unlike the ad that stops paying the day you cut the budget. With 7 times more views than the website
(Malou, 2025), the profile is the real storefront of the 3 km radius. Diego F. Parra insists on treating it as a bal‐
ance-sheet asset, not a marketing expense: fresh photos, exact hours, a priced menu, the right category, and
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replies to reviews. That work does not expire. The difference with paid advertising is accounting in nature: the ad
is variable cost that evaporates; the optimized profile is sunk cost that pays off year after year. In a sector where
29 % of U.S. restaurant traffic already comes tied to some deal (Circana, 2025), the operator who does not con‐
trol the listing hands the discovery conversation to the competitor next door. A review is worth a customer who
acts within 24 hours: 57 % of Yelp users contact or visit a business in that window, according to Yelp (2026).

Chapter 3 — How much is a review worth at your break-even point?

Online reputation is not vanity; it is a conversion multiplier that moves your break-even point.

When 4 out of 5 Yelp users land on a business page ready to buy (Yelp, 2025), each additional star translates
into real tickets inside the 3 km radius. Diego F. Parra puts it bluntly: the mistake he sees again and again is
leaving negative reviews unanswered while paying to attract new traffic. That is filling the bucket with cash.
Replying to every review, asking for the rating at the table, and fixing the operational issue costs minutes and re‐
covers contribution margin. Reputation is the only marketing asset that raises the ticket without raising ad
spend. First-party ordering turns commission into margin: every point you do not pay the third-party app is direct
contribution to EBITDA. Guests order 35 % more items per check on first-party platforms than through third par‐
ties, according to Paytronix (2024), and the lifetime value of an owned-channel customer is 45 % higher than
website-only (Lightspeed, 2025).

Chapter 4 — First-party ordering turns commission into margin

Diego F. Parra treats it as boardroom arithmetic, not channel preference: the aggregator charges 20-30 % com‐
mission on a sale the GBP already originated for free. In Spain, with 12.2 million restaurant-to-consumer deliv‐
ery users in 2025 (Statista, 2025), redirecting that demand to the owned channel is the largest margin lever at
hand. Local SEO does not end at the profile view: it ends when the diner orders direct, leaves their data, and en‐
ters the house's loyalty base. Loyalty is the compound return of dominating the 3 km radius: 39 % of U.S.
restaurant visits already come from loyalty members, double the 2019 figure, according to Restroworks (2025).
Local discovery brings the customer in once; captured data brings them back twelve times a year. QSRs
generate roughly 71 % of their sales from repeat customers (Restroworks, 2024), which confirms Diego F.
Parra's thesis: the Google listing and first-party ordering are not ends, they are the data-capture machine that
fuels recurrence.

Chapter 5 — Loyalty is the compound return of the 3 km radius

The restaurant gift card market was worth US$36,817 million in 2025 (Business Research Insights, 2025), with
43 % of gift-card spend concentrated in cafés and restaurants (Capital One Shopping, 2026). Every neighbor‐
hood diner who enters the owned base stops being borrowed traffic and becomes a house asset. Short video is
the fastest-growing restaurant discovery channel, and it already feeds the 3 km radius as much as local search,
according to Forbes. 51 % of TikTok users go out to eat because of a restaurant's content (Restroworks, 2025)
and 63.1 % discover products and trends on the platform (The Influence Agency, 2025). The reach figures are
on another scale: a food video averages 220,800 views on TikTok and 135,200 on Instagram Reels (Re‐
stroworks, 2025). Diego F. Parra frames it without hype: that organic reach only compounds margin if it lands on
the GBP and on first-party ordering, not on an aggregator that charges commission.
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Chapter 6 — Short video is the new neighborhood discovery traffic

Video attracts, the profile converts, and the direct channel keeps the full margin. A local SEO system that ig‐
nores short video leaves out 38 % of Gen Z discovery (Toast, 2026) — tomorrow's cash. A hospitality group
leader must measure the 3 km radius in cash units, not vanity metrics: GBP views that convert into visits, share
of orders through the owned channel, and acquisition cost per recovered diner. With the profile getting 7 times
more views than the website (Malou, 2025) and 57 % of review users acting within 24 hours (Yelp, 2026), the
right dashboard connects discovery to contribution margin. Diego F. Parra drives the decision to the break-even
point: if 29 % of traffic already comes tied to a deal (Circana, 2025) and the owned channel raises the ticket 35
% (Paytronix, 2024), the board question is not how much to spend on ads, but how many owned assets the
house controls.

Chapter 7 — What should a hospitality group leader measure, not a marketer?

For groups from 1 to more than 10 units, the discipline is the same: optimize the profile, capture the
data, redirect the order, and count every saved commission point as EBITDA.

The GBP is discovery infrastructure, not advertising: optimize it once and it compounds free traffic for years.
First-party ordering turns commission into margin: every point not paid to the app is direct EBITDA contribution.
Online reputation is a conversion multiplier: 57% of Yelp users act within 24 hours (Yelp, 2026).

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

A/B analysis: renting visibility vs owning the territory

CUSTOMER ACQUISITION COST (CAC)

A ·  T H I R D - PA R T Y A P P D E P E N D E N C E High

and rising: each order pays 15-30%
commission to the app.

B  ·  M A S T E R E S TA U R A N T Decreasing: the

GBP compounds free traffic and loyalty
captures repeat.

Verdict: The owned system wins: it turns recurring expense into a brand asset.
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GUEST LIFETIME VALUE (LTV)

A ·  T H I R D - PA R T Y A P P D E P E N D E N C E

Limited: the app keeps the relationship
and the customer data.

B  ·  M A S T E R E S TA U R A N T 45% higher on

the owned channel (Lightspeed, 2025);
owned retention base.

Verdict: First-party wins: LTV is defensible and grows with loyalty.

VISIBILITY IN THE 3-KM RADIUS

A ·  T H I R D - PA R T Y A P P D E P E N D E N C E

Diluted: you compete against everyone
inside the third party's app.

B  ·  M A S T E R E S TA U R A N T Dominant: 7x

GBP views vs web (Malou, 2025) and
action within 24h.

Verdict: The GBP wins local discovery; it is the #1 territory asset.

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

Traditional approach: renting visibility H I G H  C A C

Commissions of 15-30% that consume each dish's contribution margin.✕

Zero data ownership: the guest belongs to the app, not the restaurant.✕

Ranking subject to the third party's algorithm; no control over online reputation.✕

Rising customer acquisition cost and repeat business the location never capitalizes on.✕
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Masterestaurant system: owning the territory M A S T E R E S TA U R A N T

Google Business Profile as a brand asset: 7x views vs website (Malou, 2025).✓

First-party ordering: +35% items per check (Paytronix, 2024).✓

Owned loyalty: 39% of visits come from members (LoyaltyPass, 2026).✓

Governed online reputation: 4 in 5 Yelp users arrive ready to buy (Yelp, 2026).✓

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

Side-by-side comparison

THIRD-PARTY APP

DEPENDENCE

OWNED SYSTEM (GBP + FIRST-

PARTY)

Average ticket per transaction ✕ Base (reference) ✓ +35% per check (Paytronix, 2024)

Customer lifetime value (LTV) ✕ Web-only base ✓ +45% higher (Lightspeed, 2025)

Commission on sale ✕ 15-30% of ticket to the app ✓ 0-3% (owned gateway)

Ownership of guest data ✕ None: the app keeps the
customer

✓ Full: base for retention and repeat

Visibility in 3-km radius ✕ You compete against all in the
app

✓ GBP: 7x views vs web (Malou, 2025)

Conversion speed ✕ Dependent on the app's
algorithm

✓ 57% contact within 24h (Yelp, 2026)

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

Indicators that support the thesis

7 x
more views of the Google Business

Profile than of the restaurant website

57%
of Yelp users contact or visit
the business within 24 hours
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V ISUAL I ZAT ION

The numbers, visualized

more views of the Google Business Profile than of the restaurant website

7x

of Yelp users contact or visit the business within 24 hours

57%

more items per check when ordering on first-party platforms vs third parties

35%

higher customer lifetime value on the owned channel vs web only

45%

of U.S. restaurant visits come from loyalty members, double the 2019 level

39%

of QSR sales comes from repeat customers

71%

Sources: Malou 2025 · Yelp 2026 · Paytronix 2024 · Lightspeed 2025 · LoyaltyPass 2026

35%
more items per check when ordering

on first-party platforms vs third parties

45%
higher customer lifetime value on
the owned channel vs web only

39%
of U.S. restaurant visits come from
loyalty members, double the 2019 level

71%
of QSR sales comes from repeat customers

Chart by masterestaurant.com
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R E A L  C A S E

“We had three locations rated 4.7 but invisible on the map. We rebuilt the Google Business Profile with
categories, photos and review responses under Diego's framework, and switched on first-party ordering. In
90 days local discovery rose, we cut third-party commissions and owned checks weighed more than ever.
The register noticed before Instagram did.”

— Expansion director, 4-unit restaurant group (anonymized case)

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

90-day roadmap to own the 3-km radius

1 Days 1-30 · GBP audit and foundations
Claim and verify each Google Business Profile per unit. Fix NAP (name, address, phone)
identically across all local citations, choose the correct primary category, upload 20+ real photos
and set hours. This is the base of territory risk: without it, you don't compete in the 3-km radius.

2 Days 31-60 · Reputation and local content
Implement a <24h review-response protocol and systematic post-visit requests. 57% of Yelp
users act within a day (Yelp, 2026): online reputation is a conversion lever, not vanity. Publish
weekly GBP posts and optimize the menu with prices.

3 Days 61-90 · First-party ordering and data capture
Switch on the owned ordering channel to capture the +35% items per check (Paytronix, 2024)
and +45% LTV (Lightspeed, 2025). Every transaction feeds your retention and repeat base.
Gradually migrate third-party demand to your gateway to recover contribution margin.

4 Ongoing · KPI governance at 3/6/12 months
Report to the board: GBP views, actions (calls/routes/order clicks), first-party sales %, CAC and
LTV per unit. Treat the system as brand CapEx. The goal: make the 3-km radius a measurable
asset, not a marketing hope.

FA Q

Frequent leadership questions

Why does the Google Business Profile matter more than the website?

Because in the local catchment radius the GBP gets 7x more views than the restaurant website (Malou, 2025)
and 57% of those who consult it contact or visit within 24 hours (Yelp, 2026). It is the real decision point for the
nearby guest.
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Propiedad Intelectual de Masterestaurant® — Exclusivo para Líderes de Sector · masterestaurant.com

How much margin do I recover by moving from apps to owned ordering?

First-party ordering generates 35% more items per check (Paytronix, 2024) and 45% higher LTV
(Lightspeed, 2025), plus it eliminates 15-30% commissions. In high-volume units, that difference is direct
EBITDA contribution.

Does online reputation move sales or is it just image?

It moves sales measurably. Four in five Yelp users arrive ready to buy (Yelp, 2026) and 57% act within a day. A
<24h review-response protocol is a direct conversion lever, not a vanity exercise.

How long does the system take to deliver results?

The Masterestaurant roadmap is 90 days: GBP foundations in month one, reputation and local content in month
two, and first-party ordering activation in month three. KPIs are reported to the board at 3, 6 and 12 months as a
brand asset.

D ATA  &  S O U R C E S

Sector data 2026 (official sources)

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

Metric Benchmark 2026 Source

Búsquedas de restaurantes que son no-marca 79%
Malou — Local SEO for Restaurants
2025

Retorno del influencer marketing por cada dólar
invertido

US$5,78 por US$1
Socially Powerful — Influencer
Marketing Statistics 2025

Tamaño global proyectado del influencer
marketing (2025)

más de US$33.000
millones

Socially Powerful — Influencer
Marketing Statistics 2025

Gasto de marcas de EE.UU. en influencer
marketing (2025)

US$10.520 millones
(+23,7%)

Socially Powerful — Influencer
Marketing Statistics 2025

Aumento de reservas la semana posterior a la
publicación de un creador

30%
Marketing LTB — Influencer Marketing
Statistics 2025

Campañas de influencer cuyo objetivo principal
es generar UGC

56%
Socially Powerful — Influencer
Marketing Statistics 2025
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