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QUICK VERDICT

Verdict: Google Business Profile is not a directory listing, it is your restaurant's first point
of sale. The traditional approach —create it, verify it, forget it— leaves 18% to 34% of the
local demand already searching for a place to eat on the table. Treated as a revenue
channel with active management (posting cadence, review response under SLA, attributes
and photo inventory), the profile behaves like a funnel with near-zero CAC and measurable
LTV. Across our 8,400 managed accounts, locations moving from a passive profile to an
operated one lift click-to-route CTR by 2.3x and cut local acquisition cost by 41%

versus leaning on third-party delivery at 30% commission. The decision is not whether

to optimize, but whether to install the operational discipline that turns impressions

into covers.

* White Paper Technical document - C-Suite & multilateral banking - 11 min read - 2026-07-08

INTELLECTUAL PROPERTY OF MASTERESTAURANT® — EXCLUSIVE FOR SECTOR LEADERS

This whitepaper is written for owners, expansion directors and CFOs who treat local marketing as expense
rather than a channel with its own P&L. The structural error | see again and again: the Google profile is handed
to whoever has time, measured in stars, and never connected to the register. Meanwhile 46% of all Google
searches carry local intent and the guest decides where to spend in fewer than three interactions.

The framework below separates noise (follower counts, likes) from margin (routes drawn, calls, direct bookings,
attributable covers). We quantify the cost of inaction, define the local conversion formulas, break down the
Masterestaurant framework component by component, and stress-test scenarios with input inflation of 5%, 12%
and 20% so that the investment in local optimization defends itself before a board with EBITDA in hand, not
with adjectives.

SIDE-BY-SIDE COMPARISON

Side-by-side comparison

TRADITIONAL PROFILE OPERATED PROFILE (MR
(PASSIVE) FRAMEWORK)
Local CAC per new guest X  $8.40 (platform mix) v $2.10 (organic local)
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TRADITIONAL PROFILE OPERATED PROFILE (MR

(PASSIVE) FRAMEWORK)
Impression-to-route/call CTR X 31% v 7.2%
Average review response time X 9.4 days v 18 h (SLA)
Posting frequency X 04 v 812
(posts/month)
Active photo inventory X 11 photos v" 60+ with monthly rotation
Delivery dependence (% of X 38% v 22%
sales)
LTV of locally acquired guest X $186 v $314

Chapter 1 — Why is Google Business Profile your first point of sale, not a listing?

Google Business Profile is your restaurant's first point of sale, not a passive directory. Some 46% of all
Google searches carry local intent, and the diner decides in fewer than three interactions where to
spend their money.

Diego F. Parra repeats it in every Masterestaurant engagement: the structural error is delegating the profile to
whoever has time, measuring it by stars, and never connecting it to the register. The traditional approach —cre-
ate it, verify it, forget it— leaves between 18% and 34% of the local demand already searching for a place to eat
on the table. When a CFO treats that profile as an expense rather than a channel with its own P&L, they forfeit
46% of the hottest intent flow in the market. The gap between both models is not cosmetic: it is 18 to 34 points
of demand captured or handed to the competitor next door every single month.

Chapter 2 — How does an operated profile differ from a traditional one?

A traditional profile is measured in stars; an operated one is measured in attributable covers and CAC,
and that distinction defines the margin. The first metric is vanity:

follower count, likes, a 4.6 rating that never moves the register. The second is pure P&L: mapped routes, calls,
direct reservations, and covers you can trace to the ticket. Across dozens of restaurants | have seen profiles
with 4.8 stars and zero revenue attribution, because nobody connected the listing to the reservation system. The
Masterestaurant framework separates noise from margin: if you cannot say how many of your 400 weekly cov-
ers came through Google, you are not operating the channel, you are decorating it. An operated profile turns
every interaction —a call, a route, a click on reserve— into a measurable conversion data point. The star does
not pay payroll; the attributable cover does. Answering a review within 24 hours raises the reader's conversion
probability by 16%, so the review stops being a passive event and becomes an asset with an SLA.

Chapter 3 — What is it worth to answer a review within 24 hours?

In the traditional model the review arrives, gets read, and dies; in the Masterestaurant framework it
has a contractual response time, because the diner who reads your fast reply is a diner 16% closer
to booking.
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Diego F. Parra frames it this way in the boardroom: every review left unanswered past 24 hours is margin evap-
orating in silence. With a volume of 30 monthly reviews and an average ticket of 28 USD, that extra 16% over
the readers who hesitated becomes direct flow to the register, not abstract reputation. The 24-hour SLA is not
courtesy; it is a conversion lever with a quantifiable return that holds up before a CFO with EBITDA in hand. An
operated profile lowers dependence on third-party platforms from 38% to 22% of sales by capturing the direct
reservation. The passive profile pushes the diner toward 25-35% commission delivery: the customer searches
for your restaurant, finds no direct-booking button, and ends up ordering through an app that takes a third of
the ticket.

Chapter 4 — How does the profile cut dependence on third-party delivery?

When the profile is operated, that same diner books directly and the restaurant keeps 100% of
the margin.

Moving from 38% to 22% of sales dependent on platforms, on monthly revenue of 120,000 USD, means shifting
19,200 USD in sales from a channel that charges 30% to one that charges 0%. That differential —recovering be-
tween 5,760 and 6,720 USD in commission per month— is why Masterestaurant treats local optimization as in-
vestment with return, not diffuse marketing spend. Inaction on the local listing costs between 18% and 34% of
the demand already searching for a place to eat, and that cost compounds month over month. Let us simulate
the scenario with input inflation of 5%, 12%, and 20%: when food cost rises, the margin per cover compresses
and every lost cover weighs more.

Chapter 5 — What does inaction on the local listing cost?

At 5% inflation, ceding 18 points of local demand across 400 weekly covers equals 72 covers going to
the competition; at 12% inflation those same lost covers hurt because the remaining margin is thinner;

at 20% the restaurant that fails to capture the direct reservation and pays 30% commission enters negative-
EBITDA territory. Diego F. Parra insists: the cost of not optimizing is not zero, it is a growing percentage of the
only demand that arrives with wallet open and the decision nearly made. The Masterestaurant local-profile
framework is defined by four components: cover attribution, a review SLA under 24 hours, direct-reservation
capture, and local CAC measurement. Each component has a formula, not an adjective. Attribution cross-refer-
ences routes, calls, and reserve clicks against the real ticket to know how many of the 400 weekly covers came
through Google. The review SLA turns every fast reply into that extra 16% of conversion.

Chapter 6 — Which components define the Masterestaurant local-profile framework?

Direct-reservation capture is what moves platform dependence from 38% to 22%. And local CAC prices
every cover acquired through the channel, to compare it against the 25-35% delivery charges.

A restaurant that implements all four components recovers between 18 and 34 points of demand and between
5,760 and 6,720 USD in monthly commission. Without all four, you are operating blind. A CFO defends the in-
vestment in local optimization by translating every lever to P&L and stress-testing it against inflation of 5%, 12%,
and 20%. Recovered demand runs from 18% to 34%; the commission saved by dropping from 38% to 22% de-
pendence is between 5,760 and 6,720 USD monthly on 120,000 USD of revenue; the conversion uplift from the
review SLA is 16%. Diego F. Parra presents it to the board this way: these are not vanity metrics, they are defen-
sible lines with EBITDA in hand.
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Chapter 7 — How does a CFO defend the investment in local optimization?

If optimization costs, say, 1,500 USD a month in operation and system, and recovers 6,000 USD in com-
mission plus the margin of 72 weekly covers, the return is 4x even in the 20% inflation scenario.

The right boardroom question is not «how many stars do we have?» but «how many attributable covers and
what CAC?». That is the conversation separating survival from growth. The traditional profile is measured in
stars; the operated one in attributable covers and CAC. The first metric is vanity; the second is P&L. In the tradi-
tional model a review is a passive event; in the MR framework it is a conversion asset with an SLA: responding
within 24 h lifts a reader's conversion probability by 16%. The passive profile pushes the guest toward third-party
delivery (25-35% commission); the operated one captures the direct booking and cuts platform dependence
from 38% to 22% of sales.

POINT BY POINT

Traditional vs. Masterestaurant framework, criterion by criterion

NATURE OF THE ASSET

A - TRADITIONAL PROFILE (PASSIVE) B - MASTERESTAURANT Revenue channel

Static directory listing with P&L and KPIs

Verdict: The operated profile is the one that shows in the register: MR wins.

REPUTATION MANAGEMENT

A - TRADITIONAL PROFILE (PASSIVE) No B - MASTERESTAURANT <24 h SLA and

review SLA, 61% unanswered detractor recovery

Verdict: Responding within 24 h lifts conversion 16%: MR wins.
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REVENUE ATTRIBUTION

Measured in stars and likes

A - TRADITIONAL PROFILE (PASSIVE) B - MASTERESTAURANT

telephony

Verdict: No attribution, no defensible ROI: MR wins.

PLATFORM DEPENDENCE

A - TRADITIONAL PROFILE (PASSIVE) 38%

of sales on delivery at 30% commission captured direct bookings

Verdict: Rebalancing the mix recovers Prime Cost: MR wins.

SIDE-BY-SIDE COMPARISON

Traditional approach suNk cosT

X

X

Profile created and verified once; no operational governance afterward.

Reviews with no response SLA: 61% go unanswered.

Zero register attribution: no idea which impression became a cover.

Growing reliance on delivery platforms at 25-35% commission.

Outdated photos, no attribute optimization or structured menu.
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Masterestaurant framework MASTERESTAURANT

v

v

Profile treated as a channel with P&L, KPIs and an assigned owner.

Review response SLA <24 h and detractor recovery protocol.

Impression—route—cover attribution via UTM, call tracking and direct bookings.

Photo inventory of 60+ assets with monthly rotation and structured menu.

Editorial cadence of 8-12 posts/month tied to seasonality and margin.

SIDE-BY-SIDE COMPARISON

Side-by-side comparison

TRADITIONAL PROFILE OPERATED PROFILE (MR
(PASSIVE) FRAMEWORK)
Local CAC per new guest X  $8.40 (platform mix) v $2.10 (organic local)
Impression-to-route/call CTR X 3.1% v 7.2%
Average review response time X 9.4 days v 18 h (SLA)
Posting frequency X 04 v 812
(posts/month)
Active photo inventory X 11 photos v 60+ with monthly rotation
Delivery dependence (% of X 38% v 22%
sales)
LTV of locally acquired guest X $186 v $314

THE NUMBERS THAT MATTER

Local discovery economics indicators

46 %

of Google searches carry local intent
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2.3«

more routes drawn moving
from passive to operated profile

l“ %

local CAC reduction versus delivery dependence

76 %

of guests read reviews before choosing a restaurant

30 %

average commission charged
by third-party delivery platforms

review response SLA in the MR framework

VISUALIZATION

The numbers, visualized

of Google searches carry local intent

G

more routes drawn moving from passive to operated profile

@ 2:3x

local CAC reduction versus delivery dependence

D 41%

of guests read reviews before choosing a restaurant

G

average commission charged by third-party delivery platforms

G

review response SLA in the MR framework

G
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Sources: Google Search Data 2026 - Masterestaurant internal data - National Restaurant Association 2026 -
Restaurant Business 2026

Chart by masterestaurant.com

REAL CASE

“We went from answering reviews whenever we remembered to an 18-hour SLA and posting our highest-
margin dish twice a week. In four months routes drawn rose 2.4x, delivery dependence dropped from 40%
to 24%, and we recovered almost eight points of Prime Cost that commissions were eating.”

— Operations director, 6-location full-service group (anonymized MR case)
HOW TO APPLY IT IN YOUR RESTAURANT

90-day implementation roadmap

@ Days 1-15 — Audit and baseline
Set the real baseline: impressions, route/call CTR, review response rate, photo inventory and
delivery dependence. Install attribution (UTM on the menu link, tracked telephony, direct
bookings). Without a baseline there is no ROI you can defend before the board.

@ Days 16-45 — Profile hygiene and governance
Complete NAP, categories, attributes, structured menu and 60+ photos with alt text and rotation.
Assign an owner with KPIs. Activate the <24 h review response SLA and the detractor recovery
protocol. This is where the structural leak of the passive approach is sealed.

@ Days 46-75 — Editorial cadence and conversion
Publish 8-12 posts/month prioritizing highest contribution-margin dishes, not best sellers. Weave
in the method's authorized offers. Measure CTR—route—cover weekly and adjust creatives by

the margin each post generates, not by likes.

@ Days 76-90 — Close and board ROI
Consolidate the channel P&L: local CAC, LTV, attributable covers and delivery commission
reduction. Present the 90-day ROI and project to 6 and 12 months. Institutionalize the cadence

as a process, not a campaign. What is not measured drifts back to passivity.

FAQ
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Frequently asked questions

Does Google Business Profile really drive revenue or just visibility?

It drives measurable revenue when attributed. With UTM on the menu, tracked telephony and direct bookings,
every impression is traced to the cover. Across our accounts, the operated profile cuts local CAC by 41% versus
leaning on third-party delivery at 30% commission.

How long until optimizing the profile pays off?

The 90-day MR roadmap shows CTR and route signals in 4-6 weeks and defensible ROI by day 90. Locations
that install the review response SLA and the 8-12 posts/month cadence raise routes drawn 2.3x in the
first quarter.

Does answering reviews actually change sales?

Yes. 76% of guests read reviews before choosing a restaurant and responding within 24 hours lifts a reader's
conversion probability by 16%. One recovered detractor weighs more on the register than ten ignored five-stars.

Does this replace investment in delivery platforms?

It does not replace it, it rebalances it. The goal is to cut structural dependence from 38% to 22% of sales by
capturing direct bookings. Delivery stays a channel, but stops being the only one and its 25-35% commission
stops eating the margin.

DATA & SOURCES

Sector data 2026 (official sources)

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

Metric Benchmark 2026 Source
Crecimiento del pedido . L Nation's Restaurant
. +300% mas rapido que el dine-in desde 2014
online News
Adopcion de apps de i . National Restaurant
. 78% de adultos descargo 21 app de comida o
comida Association

Tendencias de consumo

didital el delivery digital crece a doble digito anual World Economic Forum
igita
Video corto y el video corto es el canal de descubrimiento de Forb
orbes
descubrimiento restaurantes que mas crece
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Metric Benchmark 2026 Source

Delivery en América las apps de ultima milla sostienen crecimiento de doble i
_ Bloomberg Linea
Latina digito anual

Preferencia de pedido . . .
direct 67% prefiere pedir desde la web/app del restaurante Statista
irecto

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