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QUICK VERDICT

Straight verdict: your Google Business Profile (GBP) is not a contact card — it is your
highest-traffic storefront. It gets up to 7 times more views than your own website (Malou,
2025) and captures demand at peak intent: a hungry guest searching where to eat now.
Treated as a revenue channel —not a reputation chore— the GBP lowers your customer
acquisition cost because the click is organic, and lifts your ticket when it routes to first-
party ordering, where guests order 35% more items per check than on third-party apps
(Paytronix, 2024). The mistake | see over and over: owners spending on third-party ads
while their most profitable local asset sits half-empty. This Diego F. Parra and
Masterestaurant white paper turns it into a system with unit economics, a 90-day roadmap
and board-ready KPlIs.

" White Paper Technical document - C-Suite & multilateral banking - 11 minread -2026-07-09
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This white paper targets the owner-operator and the Expansion Director who already know margin isn't

defended in the kitchen alone — it's defended in the acquisition funnel. It treats the Google Business Profile as a
business unit with its own P&L: traffic, conversion, average ticket and guest LTV.

The framework is size-agnostic: it applies to a single independent, a 3-10 unit group and multi-unit operations

with different territory risk per neighborhood. Every figure cited comes from real external sources (Malou,
Paytronix, Yelp, Toast, Circana, Lightspeed) and is used as a benchmark, not a promise.

The consultant's read —what to prioritize, how to sequence and where the margin leverage sits— is Diego F.

Parra's expert synthesis over that public data. It is not primary research or a sampled audit.

SIDE-BY-SIDE COMPARISON

Side-by-side comparison

Views vs website

Ticket by channel

Purchase intent

Reputation as conversion

Acquisition cost (CAC)

Measurement / KPIs

GBP AS REVENUE CHANNEL
(SYSTEM)

X  Optimizes the asset with 7x more
views (Malou, 2025)

X Routes to direct order: +35%
items/check (Paytronix, 2024)

X  Captures the 57% contacting in <24
h (Yelp, 2026)

X Reviews as a lever: 4 in 5 users
ready to buy (Yelp, 2026)

X  Organic local click: near-zero
marginal CAC

X Dashboard: views, clicks-to-action,
LTV and repeat

GBP AS PASSIVE LISTING
(DEFAULT)

v Half-filled listing, wasted traffic

v" Sends to third-party apps with
15-30% commission

v Neither measures nor uses the
intent window

v"  Reviews with no systematic

management or reply

v" High CAC via ads and third-party
commissions

v No instrumentation; blind
decisions

Chapter 1 — Why your Google Business Profile outweighs your website

Your Google Business Profile is not a contact card: it is the highest-traffic storefront you own. It gets up to 7

times more views than your own website, according to Malou (2025), and it captures demand at the moment of
peak intent: the hungry diner searching for where to eat right now. | have seen the mistake again and again in

restaurants that polished their website and treated the GBP as an hours-and-address formality. The leverage

runs the other way. When digital delivery grows at double-digit rates each year, per the World Economic Forum,

your capture surface does not live on your domain, it lives on the map. Treat the GBP as a business unit with its
own P&L —traffic, conversion, average check, LTV— not as a box you fill in once. That reframing is worth more

than any homepage redesign. The GBP is managed like any cost and revenue center: with hard metrics.
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Chapter 2 — The profile P&L: traffic, conversion and check

High-intent traffic enters —up to 7 times your website volume, according to Malou (2025)—, it converts into
calls, directions and order clicks, and each conversion carries an average check and a lifetime value. The mis-
take | see in multi-unit operations is measuring the GBP by stars rather than by money. A review lifts vanity; a
route to the restaurant lifts the cash drawer. In Spain the market already moves 12.2 million restaurant-to-con-
sumer delivery users in 2025, according to Statista, so the line of digital diners exists: the question is how many
convert on your profile. Diego F. Parra sequences it this way at Masterestaurant: first measure profile views and
actions, then the destination of each click, and only then optimize toward the channel that protects margin. The
most important margin decision on the GBP is where you send the order click.

Chapter 3 — Routing to direct ordering protects the check

Route it to your own channel, not to third parties: guests order 35% more items per check on first-party platforms
than on third-party apps, according to Paytronix (2024), and Lightspeed (2025) confirms that same 35% higher
spend per transaction. The diner who orders directly is also worth more over time: their lifetime value is 45%
higher than the web-only customer, per Lightspeed (2025). Multiply it out: more items per check, more times a
year, with no intermediary commission. | have seen restaurants give that margin away out of setup laziness,
leaving the order button pointed at the app that charges 25-30%. At Masterestaurant we treat that routing as an
EBITDA lever, not as a technical detail on the listing. Reviews are not a trophy: they are the profile's conversion
engine. 4 out of 5 Yelp users arrive ready to buy when they see a business page, according to Yelp (2026), and
57% contact or visit within 24 hours.

Chapter 4 — Reputation is conversion, not vanity

That turns your reputation into a funnel on a clock: intent expires fast. This is why response time to reviews and
questions is not courtesy, it is close rate. The owner who replies within hours captures the diner before the win-
dow shuts; the one who replies in weeks loses them. Offer-driven demand reinforces the pattern: 29% of U.S.
restaurant traffic over 12 months arrived with some kind of promotion, according to Circana (2025). A profile with
fresh reviews, real photos and a visible offer converts that immediate purchase intent into an occupied table this
very night. The GBP does not only capture the new diner: it feeds the recurrence that sustains the business. In
quick service, 71% of sales come from repeat customers, according to Restroworks (2024), and 39% of U.S.
restaurant visits now come from loyalty program members —double the 2019 figure—, per LoyaltyPass (2026).
The profile is where that repeat customer confirms hours, sees the photo of the new dish and orders again
through your own channel.

Chapter 5 — Recurrence and loyalty: the LTV defended on the profile

Each direct return compounds the 45% higher lifetime value documented by Lightspeed (2025). The classic mis-
take is chasing new customers with discounts while neglecting the listing that brings the regular back. Diego F.
Parra insists at Masterestaurant: loyalty is not defended with a laminated card, it is defended on the surface
where the diner already searches for you by name. Restaurant discovery moved to short video, and your GBP
catches that demand. Among Gen Z, 38% discover new restaurants on TikTok in 2026, according to Toast, and
51% of TikTok users go out to eat because of a restaurant's content, per Restroworks (2025). The pattern is
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clear: a video creates the craving, but the brand search and the route happen on Google. A food Reel averages
135,200 views on Instagram, according to Restroworks (2025), but a view pays no rent: the click that lands on
your listing does.

Chapter 6 — Discovery shifted: short video and the GBP feed each other

The leverage lies in closing that loop —short content that triggers the search, an optimized profile that converts
it into a visit. Ignoring video means you stop filling the funnel; ignoring the GBP means letting that funnel empty
out right before the table. Prioritize the GBP by cash impact, not by ease. Start with routing the order button to
your own channel: that is where the 35% more items per check and the 45% higher LTV reported by Paytronix
(2024) and Lightspeed (2025) live. Follow with review management, because 57% of buy-ready users act within
24 hours, according to Yelp (2026). Next, updated photos and menu, given that the GBP gets 7 times more
views than your website, per Malou (2025), and that shop window deserves real product. Finally, visible offers:
29% of traffic arrived with a promotion, according to Circana (2025). In multi-unit operations, adjust for territory
risk: each neighborhood has its own competition and its own check.

Chapter 7 — How to sequence optimization without wasting effort

That order —margin first, vanity last— is the Masterestaurant consultant reading of real public data, not a sam-
ple audit. The GBP gets up to 7 times more views than the restaurant's website (Malou, 2025): treating it as a
secondary listing wastes your largest acquisition surface. Routing from GBP to direct ordering protects the tick-
et: guests order 35% more items per check on first-party platforms than on third parties (Paytronix, 2024), and
their LTV is 45% higher (Lightspeed, 2025). Reputation is conversion, not vanity: 4 in 5 Yelp users arrive ready
to buy when they see a business page, and 57% contact or visit within 24 hours (Yelp, 2026).

POINT BY POINT

A/B analysis: revenue system vs passive listing

ACQUISITION SURFACE

A - GBP AS REVENUE CHANNEL (SYSTEM) B - MASTERESTAURANT Depends on the

Optimizes the asset with 7x more views site and ads, with smaller local reach
than the site (Malou, 2025)

Verdict: GBP as a system wins: it uses the highest-traffic, highest-intent surface.
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TICKET PROTECTION

A - GBP AS REVENUE CHANNEL (SYSTEM) B - MASTERESTAURANT Sends to third

Routes to direct ordering: +35% parties and cedes 15-30% commission
items/check (Paytronix, 2024)

Verdict: First-party ordering protects margin and LTV; the default erodes them.

ACQUISITION COST

A - GBP AS REVENUE CHANNEL (SYSTEM) B - MASTERESTAURANT Rising CAC from

Organic local click: low marginal CAC ads and commissions

Verdict: The local channel reduces CAC structurally, not just occasionally.

MEASUREMENT
A - GBP AS REVENUE CHANNEL (SYSTEM) B - MASTERESTAURANT NoO
KPI dashboard: views, clicks-to-action, instrumentation; blind decisions
repeat, LTV

Verdict: Without measurement there is no revenue channel, only hope; instrumentation is non-
negotiable.

SIDE-BY-SIDE COMPARISON
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GBP as revenue channel (system) RECOMMENDED

X Complete, active listing as a peak-intent storefront

X Routing to first-party ordering to protect the ticket

X  Systematic review management as a conversion lever
X Instrumentation: views, clicks-to-action, repeat and LTV

X Low marginal CAC by capturing organic local demand

GBP as passive listing (default) MASTERESTAURANT

v"Incomplete or outdated listing that leaks traffic

v/ Sends conversion to high-commission third-party apps
v" Reviews with no reply or request cadence

v Zero measurement; no idea what moves the needle

v" Rising CAC from dependence on paid ads

SIDE-BY-SIDE COMPARISON

Side-by-side comparison

GBP AS REVENUE CHANNEL GBP AS PASSIVE LISTING
(SYSTEM) (DEFAULT)
Views vs website X  Optimizes the asset with 7x more v Half-filled listing, wasted traffic

views (Malou, 2025)

Ticket by channel X Routes to direct order: +35% v Sends to third-party apps with
items/check (Paytronix, 2024) 15-30% commission

Purchase intent X  Captures the 57% contacting in <24 v Neither measures nor uses the
h (Yelp, 2026) intent window

Reputation as conversion X Reviews as a lever: 4 in 5 users v Reviews with no systematic
ready to buy (Yelp, 2026) management or reply
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GBP AS REVENUE CHANNEL GBP AS PASSIVE LISTING

(SYSTEM) (DEFAULT)

Acquisition cost (CAC) X  Organic local click: near-zero v" High CAC via ads and third-party
marginal CAC commissions

Measurement / KPls X Dashboard: views, clicks-to-action, v" No instrumentation; blind
LTV and repeat decisions

THE NUMBERS THAT MATTER

2026 figures that justify treating GBP as a revenue channel

Ix

more GBP views than the restaurant website

3D

more items per check ordering
direct (first-party) vs third parties

45 %

higher LTV for the direct-

channel customer vs web-only

57 %

of users contact or visit a business within 24 h

80 %

of users (4 in 5) ready to buy
when viewing a business page

n %

of QSR sales come from repeat customers

VISUALIZATION

The numbers, visualized
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Sources: Malou 2025 - Paytronix 2024 - Lightspeed 2025 - Yelp 2026 - Restroworks 2024

Chart by masterestaurant.com

REAL CASE

“A three-location full service had its GBP half-filled and 62% of its digital volume routed to third-party apps
at 27% commission. We reordered the asset: complete listing, dish photos, review replies within 24 h and a
direct-order button. In 90 days first-party ordering rose from 38% to 61% of digital volume, average ticket
grew by capturing the +35% items per check Paytronix documents (2024), and the local-channel CAC fell
because the click became organic. What used to leak as commission is now contribution margin.”

— Consulting synthesis — Diego F. Parra, Masterestaurant
HOW TO APPLY IT IN YOUR RESTAURANT

90-day roadmap to activate the channel

@ Days 1-15 — Complete and verify the asset
100% complete listing: correct primary category, hours, menu, attributes, 20+ real dish photos.

Verify ownership and fix NAP (name, address, phone) identical across the ecosystem. With 7x
more views than your site (Malou, 2025), every empty field is leaking traffic.
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@ Days 16-45 — Route to direct ordering
Replace the third-party link with your first-party order button. Each check that migrates is worth
+35% in items (Paytronix, 2024) and +45% in LTV (Lightspeed, 2025). Track the direct vs third-
party mix weekly; the goal is to flip the ratio toward your own margin.

@ Days 46-75 — Reputation as conversion
Systematic review request cadence and replies within 24 h. With 4 in 5 users ready to buy and
57% acting within a day (Yelp, 2026), the managed review is a click-to-action, not vanity. Anchor
the cadence to your acquisition break-even.

@ Days 76-90 — Instrument and present to the board
Dashboard with views, clicks-to-action, channel mix, ticket, repeat and LTV. Report the local-
channel CAC against ads and commission avoided. Present the ROl in EBITDA and
contribution-margin language, with a 6- and 12-month projection.

FAQ

Owner FAQ

Why prioritize the GBP over my website?

Because your Google Business Profile gets up to 7 times more views than your website (Malou, 2025) and
captures the guest at peak intent. It doesn't replace your site: it's the highest-traffic door most owners leave
half-filled.

How does it lower my customer acquisition cost?

The click from a local search is organic, so marginal CAC approaches zero versus paid ads. Routing to direct
ordering also avoids third-party commissions of 15-30% and protects each check's contribution margin.

Does direct ordering really lift the ticket?

Yes. Guests order 35% more items per check on first-party platforms than on third-party apps (Paytronix,
2024) and their LTV is 45% higher (Lightspeed, 2025). Routing from GBP to your own ordering captures that

margin differential.

How long until the ROl shows?

The Masterestaurant roadmap is designed for 90 days: complete asset in two weeks, routing to direct ordering
by six, instrumented reputation by the end. Repeat and LTV KPIs mature at 6 and 12 months, when the 71% of
QSR repeat sales (Restroworks, 2024) becomes your base.
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DATA & SOURCES

Sector data 2026 (official sources)

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

market research) - not competitors.

Metric

Contenido generado por usuarios y
engagement

Usuarios que descubren productos y
tendencias en TikTok

Gen Z que usa TikTok para buscar y
descubrir restaurantes

ROI promedio de programas de lealtad

Mercado de delivery online en Espafa

Usuarios de delivery restaurante-a-
consumidor en Espafa

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

Benchmark 2026

Source

+28% de engagement vs contenido de marca

(2025)

63,1% descubre en TikTok (2025)

41% de la Gen Z (2025)

4,8x en promedio; 90% de operadores
reportan ROI positivo (2025)

US$9,60 mil millones en 2025 (CAGR 6,7%
hasta 2030)

12,2 millones de usuarios en 2025

Restroworks 2025

The Influence Agency
2025

Restroworks 2025

Welcome Back 2026

Statista Market
Forecast 2025

Statista Market
Forecast 2025

masterestaurant.com
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