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Website: Prioritize Accordingly
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MASTERESTAURANT °®

Su Ficha de Google Vende Mas que
Su Web: Priorice en Consecuencia

Método probado en +8.400 restaurantes - 43 paises masterestaurant.com

QUICK VERDICT

Answer-first verdict: for an expanding restaurant group, the Google Business Profile
captures the guest at the exact moment of the purchase decision —steps from the door,
with transactional intent— while the owned website operates top of funnel, informing. Put
capital, talent and response speed into the listing: it is the asset with the highest marginal
ROI per marketing dollar, because 71% read Google reviews before deciding where to eat
(BrightLocal, 2024) and one extra star lifts revenue by 5% to 9% (Harvard Business School,
Luca). The website still matters for brand narrative and first-party data, but it stops being
the first dollar. Reallocate budget accordingly.

® Executive Brief Strategic brief - CEOs, boards & investors - 12minread - 2026-07-10

INTELLECTUAL PROPERTY OF MASTERESTAURANT® — EXCLUSIVE FOR SECTOR LEADERS

This brief is the written version of a Diego F. Parra keynote for restaurant-group boards: how to decide where
the next marketing dollar goes when you operate across multiple territories.
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The mistake | see again and again in groups running 4 to 30 locations: capital goes into a website redesign
while the Google listing —the real point of conversion— stays stale, with old photos and unanswered reviews.
The brochure gets polished and the digital counter gets ignored.

SIDE-BY-SIDE COMPARISON

Side-by-side comparison

% reading Google reviews
before deciding

Revenue elasticity from
reputation

Visitor intent

Reviews in the decision

Gen Z discovery of the venue

Marginal maintenance cost

Effect on delivery conversion

GOOGLE LISTING (BUSINESS PROFILE)

X 71% check Google reviews (BrightLocal,
2024)

X  +5% to +9% revenue per +1 star (Harvard
Business School, Luca)

X Transactional: searches 'restaurant near
me', ready to go

X 92% of diners read reviews before
choosing (Restroworks, 2024)

X 67% of Gen Z decides via social/map
signals (TouchBistro, 2025)

X Low: photos, replies and hours
(operational)

X Direct order link from the map; US online
delivery projected at US$473.49B (Statista,

OWNED WEBSITE

v N/A—the site is not the
local discovery point

v No measured direct
elasticity on reputation

v Informational /
navigational: already knows
the brand

v Not applicable at the local
decision moment

v'  Low website weight in Gen

Z discovery

v High: redesign, hosting,
technical SEO

v Friction: requires extra

navigation

2026)

1. Where does the next marketing dollar go: website or Google profile?

It goes to the Google Business Profile, not the website.

The profile captures the diner at the moment of purchase decision —meters from the door, with transactional in-
tent— while the website works higher up the funnel, informing people who haven't decided yet. The stat that set-
tles the debate: 71% read Google reviews before choosing where to eat, per BrightLocal (Local Consumer
Review Survey 2024), and 92% read reviews before deciding, per Restroworks (Google Restaurant Search
Statistics 2024). That diner is no longer on your site; they're on the map, comparing profiles 300 meters away. In
my talks to boards | say it plainly: you polish the brochure and neglect the counter. An established restaurant
should spend 3% to 6% of sales on marketing (Toast, 2025); put that budget where conversion happens, not
where reading ends. The profile converts and the website informs: two distinct funnel surfaces, and confusing
them wastes capital.
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2. The profile converts; the website informs

Your own site lives up top —brand context, story, menu— but the reservation click, the phone call and the «di-
rections» tap are born on the profile, where the diner already has hunger and coordinates. When | review groups
with 4 to 30 locations | find the same thing: a freshly redesigned website and profiles with two-year-old photos,
wrong hours and unanswered reviews. That neglect is expensive. 71% check Google reviews before deciding
(BrightLocal, 2024) and the sector's net margin is just 3—9% (Statista): losing a diner on the profile over a stale
photo hits the register directly. The Masterestaurant method treats the profile as the digital counter: it's the first
thing seen by a customer already ready to spend. One extra star lifts revenue by 5% to 9%, per Harvard
Business School (Michael Luca, «Reviews, Reputation, and Revenue: The Case of Yelp.com»). That's the num-
ber no website can match: Google reputation has measured revenue elasticity, while the website doesn't move
the needle at the moment of local decision.

3. What is one extra review star really worth?

On a net margin of 3-9% (Statista), that +5% to +9% of revenue is the difference between a profitable lo-
cation and one that barely breathes.

And it doesn't cost a redesign: it costs answering reviews, fixing the food cost on the hero dish and asking hap-
py guests for ratings. Diego F. Parra frames it bluntly for boards: before approving the website CAPEX, count
how many unanswered reviews each location has piled up. Each one is money on the table. The cheapest lever
in restaurant marketing lives in the profile, not the domain. In multi-territory expansion the profile scales per loca-
tion at low marginal cost, while the website redesign is a one-time CAPEX that doesn't replicate per point of
sale. Each opening adds a new profile —photos, hours, reviews, «directions»— working 24/7 to capture the lo-
cal intent within its 300-meter radius; opening location 15 doesn't require rebuilding the website 15 times.

4. In multi-territory expansion, the profile scales; the website is CAPEX that doesn't replicate

This matters when net margin is 3-9% (Statista) and marketing must fit within 3% to 6% of sales (Toast, 2025):
the dollar that replicates beats the dollar spent once. In the groups | advise with Masterestaurant, we standard-
ize the profile as a replicable asset —same photo quality, same review-response cadence per location— be-
cause it's the only thing that scales with the map. The website gets redesigned every three years; the profile
gets managed every week, location by location. Younger diners discover where to eat on the map and on social,
not on your website: 67% of Gen Z decide based on social media, per TouchBistro (2025 Diner Trends Report),
and 41% use TikTok to search for restaurants (Restroworks, 2025). Discovery migrated off the owned domain
toward the profile and social; 58% visited a restaurant after seeing it on TikTok, up from 38% in 2022 (MGH
Survey, 2024).

5. Where do younger diners discover where to eat today?

Your website is no longer the front door: it's the waiting room where the customer confirms what the
profile and the feed already sold them.

That's why 'social-first' brands with the best strategy saw +14.1% revenue (Deloitte Digital). For a group in ex-
pansion, this redefines the priority: first dominate the profile and social presence per territory, and leave the web-
site as brand closure, not as the discovery engine. Start with the Google profile location by location, not the web-
site, because that's where conversion happens at the lowest cost. With marketing that must fit within 3% to 6%
of sales (Toast, 2025) and a net margin of 3-9% (Statista), every dollar counts: answering reviews and refresh-
ing photos costs hours, not a five-figure redesign.
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6. With a limited budget, where do | start?

The sequence | use at Masterestaurant: first, fresh photos and answered reviews at each location (71%
read Google reviews before deciding, BrightLocal 2024); second, social presence per territory, where
Gen Z decides in 67% of cases (TouchBistro, 2025);

third, repeat-purchase channels like SMS, which return US$4.20 per message and are read 97% within 15 min-
utes (Tabular, 2025); and only at the end, the website. The mistake | see again and again is inverting that order
and funding the brochure before the counter. Measure on the profile, not web visits: track the transactional ac-
tions Google Business Profile generates —«directions» clicks, calls, reservations and menu requests— because
those precede the register. The website measures reading; the profile measures local purchase intent. Anchor
your read to the benchmarks: if reputation climbs one star, expect +5% to +9% revenue (Harvard Business
School, Luca); if you activate SMS repeat-purchase, count US$4.20 per message sent (Tabular, 2025).

7. How do you measure whether the priority is working?

Diego F. Parra insists to boards on a single dashboard per location cross-referencing answered reviews,
most recent photo and profile actions against territory sales.

With a net margin of 3-9% (Statista) there's no room for vanity metrics. The concrete action this week: audit the
profiles of your three lowest-ticket locations, answer every pending review and replace any photo older than six
months. That's where the next margin point is. The listing converts; the website informs. Confusing the two roles
wastes marketing capital on the wrong funnel surface. Google reputation has measured revenue elasticity (+5%
to +9% per star, Harvard Business School); the website does not move the needle at the local decision moment.
In multi-territory expansion, the listing scales per venue at low marginal cost; a website redesign is CAPEX that
does not replicate per point of sale. Gen Z decides on the map and on social (67%, TouchBistro 2025): discov-
ery migrated off the website toward the listing and social.

POINT BY POINT

A/B analysis: listing vs. website as capital priority

FUNNEL MOMENT

A - GOOGLE LISTING (BUSINESS B - MASTERESTAURANT Top of funnel:
PROFILE)

brand narrative and information
Bottom of funnel: transactional intent on

the map

Verdict: The listing wins the decision moment; that is where the first dollar goes.
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REVENUE ELASTICITY

A - GOOGLE LISTING (BUSINESS B - MASTERESTAURANT NoO measured
PROFILE)

direct elasticity
+5% to +9% per star (Harvard Business

School)

Verdict: The listing has measurable ROI; the website is infrastructure, not a lever.

MARGINAL COST IN EXPANSION

A - GOOGLE LISTING (BUSINESS B - MASTERESTAURANT High: non-
PROFILE)

replicable redesign CAPEX
Low: operational per venue

Verdict: The listing scales per territory; the website does not replicate per point of sale.

GEN Z DISCOVERY

A - GOOGLE LISTING (BUSINESS B - MASTERESTAURANT Declining weight
PROFILE)

in discovery
67% decide via social/map signals

(TouchBistro, 2025)

Verdict: Discovery migrated off the website toward the listing and social.

SIDE-BY-SIDE COMPARISON
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The Google listing

POINT OF CONVERSION

X Captures transactional intent steps from the door, at the moment of decision.

X Reputation with measured elasticity: +1 star = +5% to +9% revenue (Harvard Business School).

X Low marginal cost: photos, hours and review replies are operational, not CAPEX.

X Direct reservation and order link: cuts friction toward delivery conversion.

The owned website MASTERESTAURANT

v" Operates top of funnel: brand narrative, not the local decision point.

v First-party data capture (email, loyalty) for guest LTV and repeat business.

v High marginal cost: recurring redesign, hosting and technical SEO.

v" Institutional credibility for investors and press, not direct sales.

SIDE-BY-SIDE COMPARISON

Side-by-side comparison

% reading Google reviews
before deciding

Revenue elasticity from
reputation

Visitor intent

Reviews in the decision

Gen Z discovery of the venue

GOOGLE LISTING (BUSINESS PROFILE)

X 71% check Google reviews (BrightLocal,
2024)

X +5% to +9% revenue per +1 star (Harvard
Business School, Luca)

X Transactional: searches 'restaurant near
me', ready to go

X  92% of diners read reviews before
choosing (Restroworks, 2024)

X 67% of Gen Z decides via social/map
signals (TouchBistro, 2025)
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OWNED WEBSITE

v N/A—the site is not the
local discovery point

v No measured direct
elasticity on reputation

v Informational /
navigational: already knows
the brand

v" Not applicable at the local
decision moment

v'  Low website weight in Gen

Z discovery
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GOOGLE LISTING (BUSINESS PROFILE)

Marginal maintenance cost X Low: photos, replies and hours
(operational)

Effect on delivery conversion X Direct order link from the map; US online
delivery projected at US$473.49B (Statista,
2026)

THE NUMBERS THAT MATTER

Scorecard: where the return lives

71 %

read Google reviews before
deciding where to eat (2024)

9 %

revenue increase from a +1 star review (up to +9%)

92 %

of diners read reviews before choosing where to eat

67 %

of Gen Z decides where to eat
via social/map signals (2025)

473.49

B USD
US online delivery projected (2026)

— the order starts on the map

.10

more revenue for brands with
better social/local strategy

VISUALIZATION

The numbers, visualized
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OWNED WEBSITE

v High: redesign, hosting,
technical SEO

v' Friction: requires extra
navigation
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Sources: BrightLocal — Local Consumer Review Survey 2024 - Harvard Business School (Michael Luca) — Reviews,
Reputation, and Revenue - Restroworks — Google Restaurant Search Statistics 2024 - TouchBistro — 2025 Diner
Trends Report - Statista — Market Forecast 2026

Chart by masterestaurant.com

REAL CASE

“An 11-location group brought me a five-figure website redesign and a flat conversion rate. We froze the
redesign. We put one person on answering every review within 24 hours, uploading 8 fresh photos per
venue a month, and cleaning up hours and menus on the listing. In one quarter, three venues moved from
4.1 to 4.3 stars on average. With Harvard's elasticity —+5% to +9% per star— that was worth more than
the entire website. The brochure wasn't the problem; the digital counter was.”

— Diego F. Parra, Masterestaurant — advisory to restaurant groups
HOW TO APPLY IT IN YOUR RESTAURANT

Strategic roadmap in 3 phases

@ Phase 1 — Decision-architecture audit (30 days)
Deliverable: a per-venue map of listing health (photos, hours, unanswered reviews, category,
order link). Success metric: 100% of listings with correct hours and menu and =290% of reviews
from the last 90 days answered. Baseline: 92% read reviews before choosing (Restroworks,

2024); a stale listing bleeds revenue silently.
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@ Phase 2 — Reputation and response engine (60-90 days)
Deliverable: a <24h review-response protocol and a cadence of 6-8 fresh photos per
venue/month, with systematic post-visit review requests. Success metric: +0.2 stars average per
venue in 90 days. With the +5% to +9% per-star elasticity (Harvard Business School), every
tenth of a star carries measurable EBITDA value.

@ Phase 3 — Capital and first-party data reallocation (90-180 days)
Deliverable: a marketing budget rebalanced toward the listing as the first dollar, with the website
repositioned for first-party data capture (loyalty, email) that feeds guest LTV. Success metric: cut
customer acquisition cost by 215% by moving spend from the surface that informs to the one
that converts.

FAQ

Questions the board asks

Should we then abandon the website?

No. The website stops being the first dollar, not the asset. Its role is first-party data capture (email, loyalty) that
feeds guest LTV and repeat business, plus credibility with investors and press. It stops competing with the listing
for the conversion moment.

What does NOT prioritizing the listing cost?

It costs silent revenue: with 71% reading Google reviews before deciding (BrightLocal, 2024) and +5% to +9%
revenue per star (Harvard Business School), every unanswered review and stale photo is contribution margin
leaking without appearing on any P&L.

How do we justify the ROI to the board?

With measured elasticity: one extra star lifts revenue by 5% to 9% (Harvard Business School, Luca). At near-
zero marginal cost —photos and replies are operational— it is the highest return per marketing dollar in multi-
territory expansion, above a CAPEX website redesign.

Does this apply to an expanding group or just one venue?

It applies above all in expansion. The listing scales per venue at low marginal cost and captures territory risk at
the map level; a website redesign does not replicate per point of sale. In a group of 4 to 30 venues, prioritizing
the listing is the most efficient scalability lever.

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 Benchmark 2026 Source

Ingresos del mercado global de delivery de . Statista Market Forecast
. ) US$1,51 billones proyectados (2026)

comida online 2026

Ingresos del mercado de delivery online en US$473,49 mil millones proyectados Statista Market Forecast

EE.UU. (2026) 2026

Comision efectiva real de apps de delivery 35%-45% del pedido con recargos

. . CloudKitchens 2026
de terceros incluidos (2026)

Crecimiento de busquedas 'comida cerca de .
. +99% interanual (2025) Restroworks 2025

mi

Busquedas de restaurantes originadas en A i
Mas del 60% de las busquedas (2025) Restroworks 2025

movil
Fichas con mas de 100 fotos y llamadas +520% mas llamadas que el promedio

s Restroworks 2025
recibidas (2025)

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