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QUICK VERDICT

Verdict: the owned database wins on unit economics, not hype. Email returns $36 for every
$1 invested (Litmus, 2024) and up to $42.24 per $1 per the DMA (2024), while renting
audiences on delivery and social pays an acquisition cost that climbs every season and
never becomes an asset. For a restaurant group, owned email is the only channel whose
guest LTV you capitalize: loyalty member retention of 57.8%-62% monthly among top
operators (Paytronix, 2024) versus audiences that evaporate when the algorithm shifts.
Renting speeds the start; owning builds contribution margin. Diego F. Parra's read: use
rented reach to fill the funnel, but measure success by how many owned emails you
capture, not by how many ads you buy.
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In 2026 the debate is no longer 'email or not.' Email marketing still leads every digital restaurant channel on
return: $36 for every $1 invested per Litmus (2024). The real dilemma for a restaurant group leader is where the
audience lives: in an owned database that capitalizes, or rented from aggregators, social platforms and
reservation systems that charge rising rent per guest.

The owned base is an asset on the growth balance sheet: a consented email costs one capture and monetizes
across the guest's full LTV. The rented audience is a recurring expense: every delivery or social campaign pays
acquisition cost from zero again, and the algorithm decides who it reaches. This analysis synthesizes real public
sources to place your program within the industry's healthy range by segment and size.

Diego F. Parra and Masterestaurant read this data like cash-flow consultants: list size doesn't matter, its
retention, repeat purchase and the contribution margin per send do. A group with 3 sites and a clean owned
base beats one with 12 sites that only rents reach. Here is the scorecard, each figure cited to its external source.

SIDE-BY-SIDE COMPARISON

Side-by-side comparison

ROI per $1 invested (email vs.
paid reach)

Monthly member retention (top
operators)

Loyalty program ROI
connected to email

Channel coverage in the

sector

Measurable repeat-purchase
lever by email

Data ownership and guest LTV

OWNED DATABASE

X  $36 per $1 (Litmus, 2024); up to
$42.24 (DMA, 2024)

X 57.8% full service / 62% QSR
(Paytronix, 2024)

X 4.8x average; 90% report positive
ROI (Welcome Back, 2026)

X over 90% already run rewards
(Paytronix, 2025)

X  birthday coupon redeemed 3x
more than standard offer (Stripo,
2025)

X 100% of the data and LTV you
capitalize

RENTED AUDIENCES

v $5.78 per $1 influencer (Socially
Powerful, 2025); $7.65 (iQFluence,
2026)

v Algorithm-dependent; no
measurable owned retention

v N/A: loyalty cannot be rented

v 99% have a social profile; 78% use

Instagram (Restroworks, 2025)

v 67% of Gen Z decides via social

(Tablein, 2024): discovery, not repeat

v 0% ownership: the platform keeps
the relationship

Finding 1 — Why does the owned database win the argument in 2026?

The owned database wins because email returns $36 for every $1 invested, per Litmus (2024), and up to
$42.24 per $1 per the DMA (2024):

no rented channel comes close. Influencer marketing, by contrast, returns between $5.78 per $1 (Socially
Powerful, 2025) and $7.65 per $1 (iQFluence, 2026); it serves discovery, not repeat purchase. The difference
isn't fashion, it's unit economics. A consented email costs you once to capture and monetizes across the guest's
entire LTV; rented reach on delivery or social pays the acquisition cost from scratch in every campaign. In a sec-
tor where U.S. prepared-food delivery moved close to $96 billion in 2024 (Statista), controlling your own direct-
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contact channel is the margin lever that doesn't rise with the platforms' rent. The owned base is an asset that
compounds across the guest's full LTV; rented reach is a recurring expense that resets the acquisition cost with
every send.

Finding 2 — What does 'owned asset' versus 'rented expense' mean on the books?

That distinction defines the growth balance sheet. Email sustains $36 in return per $1 (Litmus, 2024) be-
cause the capture cost of a consented email amortizes campaign after campaign.

Rented reach, instead, is paid again every time you want to arrive: the algorithm decides who sees your offer
and charges for it. With more than 90% of operators already running some rewards program (Paytronix, 2025)
and an average loyalty ROI of 4.8x (Welcome Back, 2026), owned data is what compounds. Diego F. Parra and
Masterestaurant read this as cash-desk consultants: list size doesn't matter, what matters is the contribution
margin each send generates. In the owned base you own 100% of the relationship and the repeat-purchase his-
tory; in rented reach the platform keeps the guest and the algorithm decides reach. That is the dividing line of
data control. When 78% of restaurants already use Instagram and 99% keep at least one social profile (Re-
stroworks, 2025), the visible audience looks free, but it's borrowed: you can't export it or predict its reach.

Finding 3 — Who controls the guest relationship, you or the platform?

67% of Gen Z and 57% of millennials lean on social to decide where to eat (Tablein, 2024), so platforms
are a real front door.

The mistake | see again and again is confusing that door with the house. The house is the owned, consented list
you can segment, measure and monetize without asking the feed for permission. Email returns $36 per $1 (Lit-
mus, 2024) and up to $42.24 per $1 (DMA, 2024); influencer marketing returns between $5.78 per $1 (Socially
Powerful, 2025) and $7.65 per $1 (iQFluence, 2026). The gap is nearly 5 to 7 times in favor of the owned chan-
nel. It doesn't mean social is useless: the global influencer marketing market tops $33 billion in 2025 (Socially
Powerful) because it fills the top of the funnel with discovery. But discovery isn't repeat purchase. Direct mail
works the bottom of the funnel, where the margin lives: a birthday coupon by email is redeemed 3 times more
than a standard offer (Stripo, 2025).

Finding 4 — How much return does each channel measure per dollar invested?

Diego F. Parra insists return is judged by dollar invested and by repeat purchase, not reach vanity; there
the owned channel has no measurable rival.

The best QSRs retain 62% of members per month and full service 57.8% (Paytronix, 2024); a rented audience
has no retention of its own you can compound. That retention is the LTV engine. When more than 90% of opera-
tors already run some rewards program (Paytronix, 2025) and average loyalty ROI reaches 4.8x with 90% re-
porting positive return (Welcome Back, 2026), the edge belongs to whoever owns the repeat-purchase data. The
owned list remembers who came, what they ordered and when they stopped; the rented feed forgets your guest
the moment the campaign ends. A group with 3 locations and a clean base beats one with 12 locations that only
rents reach on unit economics, because it monetizes each send over customers it already knows, not strangers
the algorithm picked for it.

Finding 5 — What role does each channel play inside the restaurant funnel?

Renting fills the top of the funnel —discovery— and the owned base closes the bottom —repeat pur-
chase and margin—; confusing their roles is the expensive mistake.
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Social is the front door because 67% of Gen Z and 57% of millennials decide where to eat leaning on it (Tablein,
2024), and 75% of restaurants already use QR codes on digital menus (QR Code, 2025) to capture that traffic.
But capturing isn't retaining. Email wins the bottom of the funnel, with $36 per $1 (Litmus, 2024) and birthday
coupons redeemed 3 times more (Stripo, 2025). The healthy architecture uses rented reach to capture the
email, and email to monetize the LTV. Toast reports seated reservations up 8% year over year on a comparable
base (2025): demand exists; the challenge is making it yours, not the platform's. A healthy program pairs cheap
email capture via rented channels with owned retention inside the range the industry sets: 62% monthly in the
best QSRs and 57.8% in full service (Paytronix, 2024).

Finding 6 — How do you place your program in the industry's healthy range?

That's your retention benchmark. On return, email sets the floor with $36 per $1 (Litmus, 2024) and the
DMA the ceiling with $42.24 per $1 (2024);

if your program yields less, the problem is the list or the segmentation, not the channel. Loyalty should return
close to 4.8x (Welcome Back, 2026). Diego F. Parra and Masterestaurant recommend measuring three numbers
per send: repeat rate, contribution margin and cost per email captured. With Tuesday reservations up 15% year
over year and solo dining up 22% in Q3 2025 (Toast, 2025), there's demand to fill weekday tables: the owned
base is what turns that peak into sustained repeat purchase. Accounting nature: the owned base is an asset that
compounds across the full LTV; renting is a recurring expense that resets acquisition cost every campaign. Data
control: with the owned base you own 100% of the relationship and repeat-purchase history; when renting, the
platform keeps the guest and the algorithm decides reach.

Finding 7 — The differences that decide margin, not hype

Measurable return: email returns $36 per $1 (Litmus, 2024); influencer marketing returns $5.78-$7.65 per $1
(Socially Powerful 2025 / iQFluence 2026) and serves discovery, not repeat purchase. Retention: top QSR re-
tain 62% of members monthly and full service 57.8% (Paytronix, 2024); a rented audience has no owned reten-
tion you can capitalize. Funnel role: renting fills the top (discovery); the owned base closes the bottom (repeat
and loyalty) and sustains the group's contribution margin.

POINT BY POINT

Comparative analysis: owned vs. rented by cash criterion

RETURN PER DOLLAR INVESTED

A - OWNED DATABASE $36 per $1 B - MASTERESTAURANT $5.78 (Socially

(Litmus, 2024); up to $42.24 (DMA, 2024) Powerful, 2025) to $7.65 per $1
(IQFluence, 2026)

Verdict: The owned base wins on direct return; renting only justifies its cost as discovery at the
top of the funnel.
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DATA AND LTV OWNERSHIP

A - oWNED DATABASE 100% yours, B - MASTERESTAURANT 0% ownership:

transferable across sites and group brands the platform keeps the relationship

Verdict: For a scaling restaurant group leader, only the owned base is a growth balance-sheet
asset.

MEASURABLE REPEAT-PURCHASE CAPACITY

A - OWNED DATABASE Birthday coupon B - MASTERESTAURANT Discovery
3x more redeemed (Stripo, 2025); without attributable owned repeat
retention 57.8%—62% (Paytronix, 2024) purchase

Verdict: Repeat purchase lives in the owned base; renting can't sustain it because it doesn't

retain the guest.

CORRECT ROLE IN THE FUNNEL

A - owNED DATABASE Closes the bottom: B - MASTERESTAURANT Fills the top:
repeat purchase, loyalty, contribution reach and immediate discovery
margin

Verdict: They don't compete: they combine. The error is using renting as permanent structure

instead of a bridge to the owned base.

SIDE-BY-SIDE COMPARISON
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When the owned base is the right play AN ASSET THAT COMPOUNDS

X You want to lower customer acquisition cost over time, not in a single campaign.

X Your priority is retention and repeat purchase: winning back the guest who already visited.
X You run or will run a loyalty program and want email to feed it.

X You plan expansion and need a transferable asset across sites and brands in the group.

X You want to measure guest LTV and attribute contribution margin by segment.

When renting makes sense (tactical, not structural) MASTERESTAURANT

v" You are opening a new site and need to fill the funnel fast with discovery.

v" Gen Z and millennials are your audience deciding by social reach (67% / 57%, Tablein 2024).
v~ You launch a seasonal promotion where immediate reach matters, not the asset.

v~ You still lack email capture at POS or reservations and need a bridge.

v" You test a new market or territory before investing in a local owned base.

SIDE-BY-SIDE COMPARISON

Side-by-side comparison

OWNED DATABASE RENTED AUDIENCES

ROI per $1 invested (email vs. X  $36 per $1 (Litmus, 2024); up to v $5.78 per $1 influencer (Socially

paid reach) $42.24 (DMA, 2024) Powerful, 2025); $7.65 (iQFluence,
2026)

Monthly member retention (top X 57.8% full service / 62% QSR v Algorithm-dependent; no

operators) (Paytronix, 2024) measurable owned retention

Loyalty program ROI X 4.8x average; 90% report positive = v*  N/A: loyalty cannot be rented

connected to email ROI (Welcome Back, 2026)

Channel coverage in the X over 90% already run rewards v 99% have a social profile; 78% use

sector (Paytronix, 2025) Instagram (Restroworks, 2025)
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OWNED DATABASE RENTED AUDIENCES

Measurable repeat-purchase X  birthday coupon redeemed 3x v 67% of Gen Z decides via social

lever by email more than standard offer (Stripo, (Tablein, 2024): discovery, not repeat
2025)

Data ownership and guest LTV X 100% of the data and LTV you v" 0% ownership: the platform keeps
capitalize the relationship

THE NUMBERS THAT MATTER

The 2026 scorecard in figures (each cited to its real source)

36x

return per $1 invested in email marketing (2024)

42.24

return per $1 in email per the DMA (2024)

62 %

monthly loyalty member retention in top QSR

57.8 %

monthly member retention
in full service (top operators)

4.8x

average loyalty program ROl
90% report positive ROI (2025)

3x

more redemption of birthday
coupon vs. standard email offer

VISUALIZATION

The numbers, visualized
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return per $1 invested in email marketing (2024)

return per $1 in email per the DMA (2024)

monthly loyalty member retention in top QSR

monthly member retention in full service (top operators)

average loyalty program ROI; 90% report positive ROI (2025)

more redemption of birthday coupon vs. standard email offer

Sources: Litmus 2024 - DMA (Data & Marketing Association) 2024 - Paytronix Annual Loyalty Report 2024 - Welcome
Back 2026 - Stripo — Restaurant Email Marketing Statistics 2025

Chart by masterestaurant.com

REAL CASE

“The customer's email is the one marketing asset no one can take from you. According to Kath Pay, CEO of
Holistic Email Marketing, email keeps performing because you talk to someone who already gave
permission: capture once, monetize for years. | confirm it in cash terms: a group that stopped reinvesting
everything in paid reach and shifted to capturing email at reservation and POS saw its acquisition cost fall
campaign after campaign, because repeat purchase was no longer paid twice. Renting fills the funnel for a
month; the owned base sustains it all year.”

— Diego F. Parra's read (Masterestaurant), citing the public position of Kath Pay, CEO of
Holistic Email Marketing

HOW TO APPLY IT IN YOUR RESTAURANT
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How to migrate from rented audience to owned base without stalling growth

@ Instrument capture at every touchpoint
Turn reservations, owned delivery, Wi-Fi, menu QR (75% of restaurants already use QR, per
QR Code 2025) and POS into consented email capture points. The goal is not size: it's data
ownership. Every captured email stops paying acquisition cost next time.

@ Connect email to the loyalty program
Over 90% of restaurants already run rewards (Paytronix, 2025) and average ROl is 4.8x
(Welcome Back, 2026). Tie the email base to loyalty so every send has a repeat-purchase
reason: birthday, visit milestone, reactivation. The birthday coupon is redeemed 3x more than a
standard offer (Stripo, 2025).

@ Use renting only to fill the top of the funnel
Social and influencers return $5.78-$7.65 per $1 (Socially Powerful 2025 / iQFluence 2026):
worth it for discovery, not repeat purchase. 67% of Gen Z decides via social (Tablein, 2024).
Treat it as a bridge: every guest arriving via reach should leave with their email captured into
your owned base.

@ Measure LTV, retention and margin by segment
Report monthly retention (benchmark: 57.8%—62%, Paytronix 2024), repeat purchase by cohort
and contribution margin per send. If your retention falls below your segment's healthy range, the
problem isn't list size: it's relevance. Fix it with menu engineering and segmented offers, not

more volume.
FAQ

FAQ on owned email vs. rented audiences

Is email marketing still profitable for restaurants in 2026?

Yes, it's the highest-return channel: $36 for every $1 invested per Litmus (2024) and up to $42.24 per $1 per the
DMA (2024). It performs because you talk to someone who already gave permission, without paying acquisition
cost again each send.

Why does the owned base beat renting audiences?

Because the owned base is an asset that compounds across the full guest LTV, while renting is recurring
expense. Top QSR retain 62% of members monthly (Paytronix, 2024); a rented audience has no owned
retention you can monetize.
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Is it worth investing in social and influencers then?

Yes, but for discovery, not repeat purchase. Influencer marketing returns $5.78-$7.65 per $1 (Socially Powerful
2025 / iQFluence 2026) and 67% of Gen Z decides via social (Tablein, 2024). Use it to fill the top of the funnel

and capture email.

How do | start building my owned database?

Instrument capture at reservations, owned delivery, menu QR and POS, and connect it to a loyalty program.
Over 90% already run rewards (Paytronix, 2025) with 4.8x average ROI (Welcome Back, 2026); that's where

your repeat purchase lives.

DATA & SOURCES

Sector data 2026 (official sources)

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

market research) - not competitors.

Metric

Comision de apps de

delivery de terceros

Costo de adquisicién de
cliente (CAC)

Costo de adquirir vs.
retener

Tasa de apertura de SMS
marketing

Descubrimiento de
restaurantes por Google

Perfiles de Google

Business completos

Benchmark 2026

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

El SMS marketing tiene ~98% de tasa de
apertura, leido en minutos

62% de los consumidores encuentra
restaurantes a través de Google, mas que Yelp o
redes

Los perfiles de Google Business completos

tienen 7x mas probabilidad de recibir clics

Source

Rezku 2026 (rangos
DoorDash/Uber Eats/Grubhub)

ChowNow

Invesp

Textellent 2024

Restroworks 2024

WebFX 2026

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