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QUICK VERDICT

Verdict: the location is a lease with an expiration date; a strong local brand is the only
asset that moves with you, lowers customer acquisition cost and holds the ticket when the
square footage changes. A group that expands on brand —not on location— compounds
its guest LTV and its sale multiple; one that expands on "a good corner” repeats the
acquisition CAPEX at every opening. The board's question is not "where do we open?" but
"what brand makes guests follow us to the next corner?".

* Executive Brief Strategic brief - CEOs, boards & investors - 11 min read - 2026-07-10

INTELLECTUAL PROPERTY OF MASTERESTAURANT® — EXCLUSIVE FOR SECTOR LEADERS
A restaurant group is sold, financed and scaled on the value of its brand, not the value of its lease. When rent

rises, the avenue dies or the license lapses, the only thing that travels with the operator is recognition, online
reputation and the guest base that comes back. That is the asset a fund values in operational due diligence.
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In 2026 the guest researches before moving: 64% of U.S. diners search for the restaurant on Google before

visiting (BrightLocal, 2026) and 62% check the restaurant's page before deciding (Restroworks, 2025). The
brand no longer lives on the storefront; it lives in the result of that search. An excellent location with an invisible

brand loses the decision before the guest reaches the door.

This brief is for the leader of a group planning its next opening who must decide where the brand CAPEX goes:
into the location, or into the asset that outlives it.

SIDE-BY-SIDE COMPARISON

Side-by-side comparison

Customer acquisition cost at
opening

Repeat-visit frequency

Reputation as a transferable

asset

Loyalty and guest LTV

Territory risk

Effect on sale multiple /
EBITDA

EXPAND ON BRAND (ASSET)

X Falls with prior recognition; Google
Ads CTR 7.6% (PPC Chief, 2026)

X Loyal guests return; online-order
guests visit 67% more (Lightspeed, 2025)

X 96% of consumers willing to review
(BrightLocal, 2025) feed an asset that
travels

X 78% more likely to visit if earning
points (NRA, 2025)

X Diversifiable: the brand migrates to
another corner without losing its base

X Arecognized brand lifts the multiple
in operational due diligence

1. Why is the brand worth more than the space you lease?

EXPAND ON LOCATION
(LEASE)

v Paid in full at each site; CPC
US$2.05 per click (PPC Chief, 2026)

v"  Depends on the site's foot
traffic, not the brand bond

v"  Reputation resets at every new
Google address

v Without a brand program, loyalty
does not accumulate across sites

v Concentrated: if the site fails,
the asset dies with the lease

v Alease is not an asset that
multiplies EBITDA

The space is a lease with an expiration date; a strong local brand is the only asset that moves with you.

When rent climbs, the avenue dies, or the license isn't renewed, the only thing that travels with the operator is
the recognition, the reputation, and the diner base that reorders. In 2026 the diner decides before moving: 64%

search the restaurant on Google before visiting (BrightLocal, 2026) and 62% review the restaurant's page before

deciding (Restroworks, 2025). The brand no longer lives on the storefront; it lives in the result of that search.
Diego F. Parra repeats it in every board meeting: a fund values the diner base and transferable reputation, not

the leased square meter. The space is a liability with a date; the brand is an asset that appreciates with every re-

view. On the space, marketing is a recurring cost that resets at every opening; on the brand, it's an investment

that compounds and lowers the group's aggregate acquisition cost.
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2. Marketing on the brand compounds; on the space it's a recurring cost per location

A group that expands on the space pays for cold traffic on every corner: the average Google Ads CPC for
restaurants is US$2.05 with a 7.6% CTR (PPC Chief, 2026), and that cost doesn't shrink by opening location
number five. A group that expands on the brand enters each new corner with pre-built demand. At
Masterestaurant we've seen operators spend the same budget per location year after year, with no location pay-
ing for the next. The brand breaks that cycle: 42% of local searches end in a click on the local pack (The Media
Captain, 2024), and a known brand wins that click without bidding. Marketing stops being an expense and be-
comes an asset. In a due diligence, a fund values the diner base and transferable reputation, not the leased
square meter. The lease is a liability that expires; the diners who reorder are the flow the buyer pays for.

3. What does a fund look at in due diligence: the space or the brand?

And that flow rests on reputation: 96% of consumers are willing to write a review (BrightLocal, 2025),
which turns every visit into an auditable public asset.

Repurchase is measurable: online orderers visit 67% more frequently (Lightspeed, 2025), and 42% use third-
party apps only to reorder from a brand they already know (Lightspeed, 2025). Diego F. Parra explains it plainly
at the negotiating table: a group is sold, financed, and scaled on the value of its brand, not on its lease. The as-
set that travels is the one the fund buys. The brand reduces the operational variability of expansion: each new
location enters with pre-built demand instead of uncertain traffic. Opening on the space is betting the corner will
generate flow; opening on the brand is arriving with diners who already search for it. The data leads: 78% of
consumers are more likely to visit if they earn loyalty points (National Restaurant Association, 2025) and nearly
90% are willing to use exclusive app offers (National Restaurant Association, 2025, via Lightspeed).

4. The brand reduces the variability of each new opening

That demand is portable between locations. It matters more when frequency falls: 37% of Americans dine out
less often in 2025 (Morning Consult / NRN, 2025). In a contracting market, the location without a brand fights for
traffic crumbs; the one with a brand inherits the group's base. Expansion stops being a bet on square footage.
The brand CAPEX should go to the asset that survives the space, not the space that expires. Before signing the
next lease, the leader's question is where the capital compounds: a premium storefront is lost when the contract
ends; a diner base and an online reputation travel to the next corner. The leverage is real: 55% of diners are in-
fluenced by quality promotional emails (Stripo, 2025) and 84% accepted SMS from at least one business
(Sakari, 2025), channels the brand owns without paying commission. Contrast that with aggregator dependence:
delivery apps charge between 15% and 30% (Rezku, 2026), and with surcharges the effective commission
reaches 35%-45% of the order (CloudKitchens, 2026).

5. Where should the brand CAPEX go in your next opening?

Every dollar put into the brand reduces that dependence. The space is rented; the brand is owned.
Expanding on the brand captures delivery growth without becoming captive to the aggregator.

Online delivery grows at an 8.6% CAGR in Latin America and 7.7% in Europe between 2025 and 2030 (Grand
View Research), a rising channel where the brand decides who wins the order. The demand exists, but the oper-
ator without a brand rents it to the aggregator at a brutal cost: an effective commission of 35%-45% with sur-
charges (CloudKitchens, 2026). A strong brand turns that channel into direct orders: 42% use third-party apps
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only to reorder from brands they already know (Lightspeed, 2025), and those orders can be recovered with
owned channels whose abandoned-checkout SMS achieve clicks of 10.1% to 14.2% (Tabular, 2025). Diego F.
Parra sums it up: the square meter changes; the brand is what sustains the ticket when it does.

6. The difference that decides the sale multiple

The location is a liability with a date: rent that rises, a license that lapses, an avenue that changes. The brand is
an asset that appreciates with every review and every repeat visit. On location, marketing is a recurring cost per
site; on brand, it is an investment that compounds and lowers the group's aggregate CAC. In due diligence, a
fund values the guest base and transferable reputation, not the leased square footage. The brand reduces the
operational variability of expansion: it enters each new corner with pre-built demand instead of uncertain traffic.

POINT BY POINT

Brand vs. Location: a criterion-by-criterion analysis

EFFECT ON CUSTOMER ACQUISITION COST

A - EXPAND ON BRAND (AssSET) Falls with B - MASTERESTAURANT Paid in full at
prior recognition; enters with pre-built each site; CPC US$2.05 (PPC Chief,
demand. 2026).

Verdict: Brand wins: it turns marketing into a compounding investment.

REPEAT BUSINESS AND GUEST LTV

A - EXPAND ON BRAND (ASSET) The B - MASTERESTAURANT Depends on foot
brand bond sustains repeat visits across traffic, not loyalty.
sites.

Verdict: Brand wins: 78% more likely to return with points (NRA, 2025).
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TERRITORY RISK

A - EXPAND ON BRAND (ASSET) B - MASTERESTAURANT Concentrated in

Diversifiable: the brand migrates without a single lease.
losing its base.

Verdict: Brand wins: it mitigates risk when the location changes.

VALUE IN DUE DILIGENCE / SALE MULTIPLE

A - EXPAND ON BRAND (ASSET) B - MASTERESTAURANT A lease is not an
Transferable reputation that lifts the asset that multiplies EBITDA.
multiple.

Verdict: Brand wins: it is what a fund actually buys.

SIDE-BY-SIDE COMPARISON

Expand on Brand ASSET THAT TRAVELS

X Prior recognition lowers CAC at each new opening.

X Accumulated online reputation is transferable and compounding.

X The loyalty program turns visits into measurable LTV across sites.

X Territory risk is diversified: the brand migrates without losing its base.
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Expand on Location

MASTERESTAURANT

v Each site pays for acquisition from zero, with no marketing economies of scale.

v"  Reputation resets with each new address on the map.

v" Loyalty does not accumulate: it depends on the corner's foot traffic.

v"  Risk is concentrated in a lease with an expiration date.

SIDE-BY-SIDE COMPARISON

Side-by-side comparison

Customer acquisition cost at
opening

Repeat-visit frequency

Reputation as a transferable
asset

Loyalty and guest LTV

Territory risk

Effect on sale multiple /
EBITDA

THE NUMBERS THAT MATTER

EXPAND ON BRAND (ASSET)

X Falls with prior recognition; Google
Ads CTR 7.6% (PPC Chief, 2026)

X Loyal guests return; online-order
guests visit 67% more (Lightspeed, 2025)

X 96% of consumers willing to review
(BrightLocal, 2025) feed an asset that
travels

X 78% more likely to visit if earning
points (NRA, 2025)

X Diversifiable: the brand migrates to
another corner without losing its base

X Arecognized brand lifts the multiple
in operational due diligence

2026 indicators that support the thesis

64 %

of U.S. diners search for the

restaurant on Google before visiting
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EXPAND ON LOCATION
(LEASE)

v Paid in full at each site; CPC
US$2.05 per click (PPC Chief, 2026)

v"  Depends on the site's foot
traffic, not the brand bond

v Reputation resets at every new
Google address

v" Without a brand program, loyalty
does not accumulate across sites

v Concentrated: if the site fails,
the asset dies with the lease

v Alease is not an asset that
multiplies EBITDA
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62 %

check the restaurant's page before deciding

67 %

more frequently online-order guests visit

78 %

more likely to visit if earning loyalty points

96 %

of consumers willing to write a review

2.05us0

average Google Ads CPC for restaurants
(cost of acquiring without a brand)

VISUALIZATION

The numbers, visualized

of U.S. diners search for the restaurant on Google before visiting

G

check the restaurant's page before deciding

G 627

more frequently online-order guests visit

G

more likely to visit if earning loyalty points

G

of consumers willing to write a review

G

average Google Ads CPC for restaurants (cost of acquiring without a brand)

@ 2.05UsSD

www.masterestaurant.com - Executive Brief - A Strong Local Brand: The Asset Worth More than Your Location Page 7 of 9



Sources: BrightLocal 2026 - Restroworks 2025 - Lightspeed 2025 - National Restaurant Association 2025 -
BrightLocal 2025

Chart by masterestaurant.com

REAL CASE

“I watched a group close its flagship —the corner everyone thought was irreplaceable— and reopen six
blocks away. The first weekend it was full. Not because of the location: because of the brand. The name
on Google, the 4,000 reviews and the points program traveled with them. The lease stayed behind; the
asset did not. That is the mistake | see again and again: owners who capitalize the corner and decapitalize
the brand.”

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

Strategic roadmap: build the brand as an asset

@ Phase 1 — Audit the brand asset (30 days)
Deliverable: a diagnosis of the brand's transferable value (online reputation, guest base,
recognition). Success metric: map 100% of reviews and the Google listing, and set the CAC
baseline per site. With 64% of diners searching Google before visiting (BrightLocal, 2026), this
is the non-negotiable starting point.

@ Phase 2 — Turn traffic into an owned base (90 days)
Deliverable: a loyalty program and data capture running across all sites. Success metric: +15%
repeat business and higher guest LTV, leveraging that guests with points are 78% more likely to
return (NRA, 2025) and online-order guests visit 67% more (Lightspeed, 2025).

@ Phase 3 — Expand on brand, not on the corner (180 days)
Deliverable: an opening playbook that replicates the brand before the location. Success metric:
cut opening CAC 220% versus the prior site, entering each new location with pre-built demand
instead of paying the US$2.05 CPC (PPC Chief, 2026) from zero.

FAQ

Board-level questions

Why is the brand worth more than the location in expansion?

Because the location is a lease with an expiration date and the brand is an asset that travels. With 64% of diners
searching Google before visiting (BrightLocal, 2026), recognition decides the visit before the location does, and
that recognition migrates to any new corner without resetting.
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How does the brand lower customer acquisition cost?

Google Ads CPC for restaurants is US$2.05 per click (PPC Chief, 2026), and without a brand each site pays it in
full. A recognized brand enters with pre-built demand, so opening CAC falls and marketing becomes a
compounding investment, not a recurring cost per site.

What does it cost NOT to invest in the brand before expanding?

It costs repeating the entire acquisition CAPEX at every opening and concentrating territory risk in a single
lease. Without transferable loyalty you lose the 78% higher return propensity of guests with points (NRA, 2025)
and the 67% higher frequency of online-order guests (Lightspeed, 2025).

How does a fund measure brand value in due diligence?

It values transferable reputation and the guest base that comes back, not the leased square footage. With 96%
of consumers willing to review (BrightLocal, 2025), a brand with accumulated reputation and a loyalty program
lifts the sale multiple well above an operator that depends on the corner.

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

Consumidores que escanearon un QR en un .
- 57% de los consumidores (2025) Sunday 2025
restaurante el ultimo mes

) ) o +9% en tamano de cuenta vs dine-in
Aumento del ticket con pedido por cédigo QR . Sunday 2025
tradicional (2025)

Contenido generado por usuarios y +28% de engagement vs contenido de
Restroworks 2025
engagement marca (2025)
Usuarios que descubren productos y . The Influence
. ) 63,1% descubre en TikTok (2025)
tendencias en TikTok Agency 2025

Gen Z que usa TikTok para buscar y
) 41% de la Gen Z (2025) Restroworks 2025
descubrir restaurantes

) 4,8x en promedio; 90% de operadores
ROI promedio de programas de lealtad L. Welcome Back 2026
reportan ROI positivo (2025)

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