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Q U I C K  V E R D I C T

Verdict: culinary tourism only becomes a revenue line when it stops being an improvised
event and turns into a standardized bookable product —defined SKU, price, capacity and
margin— sold in advance through partnerships with hotels, experience OTAs and route
operators. The costly mistake is treating it as brand marketing with no P&L of its own: that
burns the kitchen and leaves no EBITDA. The correct approach assigns each experience a
target Prime Cost ≤58%, charges 100% upfront (killing no-shows) and contributes between
8% and 14% of the group's annual EBITDA without touching regular-service seating. In
well-standardized MR operations, the bookable experience yields a 2.3× higher ticket than
the dining guest with per-dish food cost held under 32%.

📄  W h i t e  P a p e r Technical document · C-Suite & multilateral banking · 12 min read · 2026-07-08

INTELLECTUAL PROPERTY OF MASTERESTAURANT® — EXCLUSIVE FOR SECTOR LEADERS

Culinary tourism is no longer a marketing accessory. In 2026 it ranks as a top travel motivation across Europe
and Latin America, and a growing share of tourist spend goes to eating, tasting and learning at the destination.
For a multi-unit group, that means demand that already exists, with high purchase intent and willingness to
prepay —exactly what stabilizes cash flow.

The problem isn't demand: it's the lack of standardization. Most groups improvise chef dinners, tastings or
classes when a tour 'shows up', with no SKU, no margin-based price, no capacity control and no deposit policy.
The result is a line that consumes the kitchen, builds online reputation but leaves no EBITDA. This white paper
treats culinary tourism as a business unit with a P&L, not as a campaign.

The framework is direct: we define the bookable experience as a product (Ch.1-2), build its costing and pricing
methodology (Ch.3), design the partnership and distribution architecture with the Masterestaurant framework
(Ch.4), stress-test input-inflation scenarios (Ch.5) and deliver a 90-day roadmap with KPIs and board-level ROI
(Ch.6). All with verifiable figures and honest assumptions.

S I D E - B Y- S I D E  C O M PA R I S O N
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Side-by-side comparison

IMPROVISED CULINARY

TOURISM

STANDARDIZED BOOKABLE

EXPERIENCE (MR)

Deposit and no-show ✕ Pay at the end; 18-24% no-
show

✓ 100% prepaid; no-show < 3%

Experience Prime Cost ✕ Unmeasured, typically 68-74% ✓ Target ≤ 58%; per-dish food cost <
32%

Average ticket vs dining room ✕ 1.1× (cannibalizes tables) ✓ 2.3× (added channel, no seating
impact)

Annual EBITDA contribution ✕ -1% to +2% (sometimes
negative)

✓ +8% to +14% of the group

Distribution ✕ Word of mouth; 1 fragile
channel

✓ 3-5 partners: hotel, OTA, route, DMC,
direct

Cross-unit standardization ✕ Each unit does its own thing ✓ Replicable SKU; same spec in 3-10
units

Tourist acquisition cost ✕ High and hidden (unmeasured
commission)

✓ 15-25% measured commission, LTV
> 3×

Chapter 1 — Why does gastronomic tourism only yield EBITDA once it is standardized?

Gastronomic tourism only becomes a revenue line when it stops being an improvised event and turns
into a standardized bookable product, with a defined SKU, price, capacity and margin.

In 2026 it is the second most-cited travel motivation in Europe and Latin America, and a growing share of tourist
spend goes toward eating, tasting and learning at the destination. That demand already exists with high pur‐
chase intent. The problem was never capturing it: it is that most groups improvise chef dinners or tastings when
a tour comes up, with no price built on margin and no capacity control. The result eats up kitchen time, gener‐
ates reviews and leaves no cash. I have seen it in dozens of restaurants: an experience billing 4,000 USD a
month that contributes 0 to EBITDA because nobody gave it its own P&L. Standardizing changes that: each ex‐
perience gets its results line measured by SKU.

Chapter 2 — The 100% deposit: from promise to available cash

Full prepayment is the lever that turns the experience into a business, because it moves no-show from the usual
18-24% down to under 3% and frees cash before buying ingredients. A chef dinner sold 60 days out with full up‐
front payment stops being a fragile promise and becomes available working capital. In a 24-seat slot at 95 USD
per person, that is 2,280 USD landing in the account weeks before the food cost touches its first euro of spend.
The recurring mistake I see again and again: charging on event day, suffering three last-minute cancellations
and eating the food cost already purchased. With prepayment, capacity truly closes and purchase planning
stops being a bet. The deposit is not an administrative detail; it redefines the nature of the income: from hope to
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liquidity, and that shift alone stabilizes the cash position of the whole group. The average ticket of a standardized
bookable experience reaches 2.3× that of the dining room, because it sells narrative, scarcity and learning, not
just food.

Chapter 3 — How much more is a bookable experience worth versus the dining room?

If the average à-la-carte ticket is around 42 USD, a well-built experience holds without friction at 95-110
USD per person. The difference is not an arbitrary surcharge:

the guest pays for access to something limited —a 12-seat tasting, a class with the chef, a narrated menu— that
cannot be repeated on any random Tuesday. And it sells through a channel that does not compete for the regu‐
lar service's capacity, so it does not cannibalize dining-room cash. At Masterestaurant we handle this with Prime
Cost per SKU: if the experience's food cost stays under 30% and the channel commission does not exceed
20%, its margin contribution comfortably beats that of a standard table. The narrative is the product; the food is
the vehicle that carries it. Multi-channel distribution reduces seasonal dependence on word of mouth and lets
you optimize by acquisition cost and retention, not by raw volume.

Chapter 4 — Distribution architecture: hotel, OTA, route, DMC and owned channel

A gastronomic group with several locations should move its experiences through five paths: hotel alliances
(which place the activity at check-in), experience OTAs such as GetYourGuide or Viator, destination food routes,
DMCs that assemble corporate packages, and the owned direct-booking channel. Each channel has its cost: an
OTA charges 20-30% commission, a hotel negotiates 15-25%, and the owned channel costs almost nothing but
demands traffic. The Masterestaurant rule is simple: the owned channel must represent at least 35% of experi‐
ence sales within 12 months, because it is the only one that retains the customer and their data. Diego F. Parra
insists on measuring CAC per channel every month; without that number, you pay commission for customers
who were already yours. The experience is costed as a business unit with its own P&L, not as a marketing add-
on: each SKU carries its Prime Cost, channel commission and EBITDA contribution measured separately.

Chapter 5 — Costing and pricing: from recipe cost to P&L per SKU

The method is direct: add real food cost, dedicated labor (chef and floor hours charged to that slot), format con‐
sumables and the cost of the blocked space. On that base you set the price so that net contribution, after chan‐
nel commission, does not drop below 45%. An example with honest figures: a 20-seat dinner, food cost of 26
USD per cover, 6 chef hours at 18 USD, selling price 98 USD; after a 22% OTA commission, contribution lands
around 52 USD per guest. Multiplied by 20, that is over 1,000 USD of margin per event. Without this per-SKU
costing, the group believes it profits while actually subsidizing the experience with dining-room cash. The rollout
runs on a 90-day roadmap with measurable KPIs and ROI presented to the board, not as an open-ended cam‐
paign. Days 1-30: define 2-3 bookable SKUs priced on margin, a 100% prepayment policy and a capacity sheet.

Chapter 6 — A 90-day roadmap with KPIs and ROI for the board

Days 31-60: sign at least two distribution alliances and activate the owned booking channel. Days 61-90: mea‐
sure and adjust. The hard KPIs are four: no-show below 3%, average ticket ≥2× the dining room, net contribu‐
tion per SKU ≥45% and owned-channel share climbing toward 35%. With a 20-seat experience at 98 USD, twice
a week, the line can add 100,000 USD in annual revenue with over 40,000 USD of contribution. That is the num‐
ber the board needs to see: not reviews, but EBITDA. Standardization across locations is what lets you replicate
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that result without reinventing the product at every site. The improvised event is booked under marketing; the
MR experience has its own P&L line with Prime Cost, channel commission and EBITDA contribution measured
per SKU. The deposit changes the nature of the business: 100% prepayment moves no-show from 18-24% to
under 3% and turns a promise into cash available before buying inputs.

Chapter 7 — The differences that decide the margin

The average ticket of a standardized bookable experience reaches 2.3× the dining room's because it sells story,
scarcity and learning, not just food; and it does so in a channel that doesn't compete for service seating. Multi-
channel distribution (hotel, OTA, route, DMC, direct) reduces seasonal dependence on word of mouth and lets
you optimize by acquisition cost and retention, not raw volume. Cross-unit standardization is what separates an
anecdote from a revenue line: the same spec runs in 3-10 units with predictable quality and replicable margin.

P O I N T  B Y  P O I N T

Side-by-side analysis: improvised vs. bookable

PAYMENT MODEL

A ·  I M P R O V I S E D  C U L I N A RY TO U R I S M

Charge at the end of the event; uncertain
cash and high no-show.

B  ·  M A S T E R E S TA U R A N T 100% upfront

prepayment; cash before buying inputs.

Verdict: B: prepayment moves no-show from 18-24% to under 3% and funds the mise en place.

ACCOUNTING OF THE LINE

A ·  I M P R O V I S E D  C U L I N A RY TO U R I S M

Marketing spend with no measured
margin.

B  ·  M A S T E R E S TA U R A N T Business unit

with P&L, Prime Cost and contribution per
SKU.

Verdict: B: without its own P&L you don't know if you win; with it, it adds 8-14% to EBITDA.
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DISTRIBUTION

A ·  I M P R O V I S E D  C U L I N A RY TO U R I S M Word

of mouth, one seasonal and fragile
channel.

B  ·  M A S T E R E S TA U R A N T 3-5 partnerships

measured by acquisition cost and LTV.

Verdict: B: multichannel cuts seasonality and prioritizes the highest-LTV tourist.

REPLICABILITY

A ·  I M P R O V I S E D  C U L I N A RY TO U R I S M Each

unit improvises; unpredictable quality.

B  ·  M A S T E R E S TA U R A N T Standard spec

replicated across 3-10 units.

Verdict: B: standardization is what turns it into a revenue line, not an anecdote.

SEATING USAGE

A ·  I M P R O V I S E D  C U L I N A RY TO U R I S M

Cannibalizes regular-service tables.

B  ·  M A S T E R E S TA U R A N T Uses idle

capacity; 2.3× ticket without touching the
dining room.

Verdict: B: it's incremental revenue, not a shift of the same sale.

S I D E - B Y- S I D E  C O M PA R I S O N
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The traditional approach (improvised event) C O S T LY M I S TA K E

The correct approach (MR bookable product) M A S T E R E S TA U R A N T

Treats the experience as brand marketing, with no P&L or target margin.✕

Charges at the end: 18-24% no-show that burns already-purchased mise en place.✕

Never measures the event's Prime Cost; it usually lands between 68% and 74%.✕

Funnels everything through word of mouth: a single fragile, seasonal channel.✕

Each unit improvises its own format: zero replicability across the group.✕

Agency and OTA commissions come in without measuring the real acquisition cost.✕

Defines each experience as a SKU with calculated price, capacity and margin.✓

Charges 100% upfront: kills no-shows and stabilizes cash flow.✓

Sets a target Prime Cost ≤ 58% and per-dish food cost under 32%.✓

Distributes across 3-5 channels: hotel, experience OTA, route, DMC and direct sales.✓

Standardizes the spec to replicate it across 3-10 units without losing consistency.✓

Measures acquisition cost per channel and prioritizes the highest guest-LTV ones.✓

S I D E - B Y- S I D E  C O M PA R I S O N

Side-by-side comparison

IMPROVISED CULINARY

TOURISM

STANDARDIZED BOOKABLE

EXPERIENCE (MR)

Deposit and no-show ✕ Pay at the end; 18-24% no-
show

✓ 100% prepaid; no-show < 3%

Experience Prime Cost ✕ Unmeasured, typically 68-74% ✓ Target ≤ 58%; per-dish food cost <
32%
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IMPROVISED CULINARY

TOURISM

STANDARDIZED BOOKABLE

EXPERIENCE (MR)

Average ticket vs dining room ✕ 1.1× (cannibalizes tables) ✓ 2.3× (added channel, no seating
impact)

Annual EBITDA contribution ✕ -1% to +2% (sometimes
negative)

✓ +8% to +14% of the group

Distribution ✕ Word of mouth; 1 fragile
channel

✓ 3-5 partners: hotel, OTA, route, DMC,
direct

Cross-unit standardization ✕ Each unit does its own thing ✓ Replicable SKU; same spec in 3-10
units

Tourist acquisition cost ✕ High and hidden (unmeasured
commission)

✓ 15-25% measured commission, LTV
> 3×

T H E  N U M B E R S  T H AT  M AT T E R

The numbers behind the thesis

53%
of travelers rate food as a primary or very
important reason to choose a destination in 2026

2.3 x
average ticket of the bookable experience vs

the dining guest in standardized MR operations

3%
no-show with 100% upfront prepayment,
versus 18-24% when charging at the end

14%
maximum contribution to the group's annual
EBITDA when the line is well standardized

58%
target Prime Cost of a profitable bookable
experience (food cost < 32% + labor)
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V ISUAL I ZAT ION

The numbers, visualized

of travelers rate food as a primary or very important reason to choose a destination in 2026

53%

average ticket of the bookable experience vs the dining guest in standardized MR operations

2.3x

no-show with 100% upfront prepayment, versus 18-24% when charging at the end

3%

maximum contribution to the group's annual EBITDA when the line is well standardized

14%

target Prime Cost of a profitable bookable experience (food cost < 32% + labor)

58%

projected compound annual growth of the global food tourism market 2024-2030

11.4%

Sources: World Food Travel Association 2026 · Masterestaurant internal data · Future Market Insights 2026

11.4%
projected compound annual growth of the

global food tourism market 2024-2030

Chart by masterestaurant.com

R E A L  C A S E

“We ran tastings 'when a group showed up'. We didn't even know if we made money. We standardized
three experiences with a SKU and full prepayment: today the line contributes 11% of our EBITDA across
four units and we don't touch a single service table.”

— Operations director, 4-unit full-service group — anonymized MR case

H O W  T O  A P P LY  I T  I N  Y O U R  R E S TA U R A N T
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How to build the line in 90 days (Masterestaurant framework)

1 1. Design the SKU and its P&L (days 1-20)
Define 2-3 bookable experiences with a spec sheet: capacity, duration, recipe cost, price and a
target Prime Cost ≤58% with per-dish food cost under 32%. Without a P&L per SKU there's no
revenue line, just a hobby.

2 2. Close 3-5 distribution partnerships (days 15-45)
Sign with a destination hotel, an experience OTA, a route operator or DMC and activate your
direct channel. Negotiate 15-25% commission with format exclusivity and measure acquisition
cost per channel from the first euro.

3 3. Enforce 100% prepayment and standardize (days 30-60)
Configure full upfront payment on every channel to push no-show under 3%. Document the
spec and operating script to replicate the identical experience across 3-10 units without
depending on one person.

4 4. Measure, optimize LTV and scale (days 60-90)
Install KPIs for contribution per SKU, retention and repeat purchase, online reputation and guest
LTV. Reallocate budget to the highest-LTV channels, raise price where capacity fills and
replicate the winning format.

FA Q

Frequently asked questions

Does culinary tourism cannibalize dining-room tables?

No, if it's designed as an added channel with its own capacity and off-peak timing. The standardized bookable
experience uses idle capacity —mornings, valley days, private room— and yields a 2.3× higher ticket without
taking tables from regular service.

How much can it really add to the group's EBITDA?

In well-standardized MR operations, between 8% and 14% of annual EBITDA. The key is treating it as a line
with its own P&L: Prime Cost ≤58%, 100% prepayment to kill no-shows and measured channel commission of
15-25% with guest LTV above 3×.
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Which partnership should I prioritize first?

A nearby destination hotel usually gives the best start: qualified traffic, easy prepayment integration and
negotiable commission. Then add an experience OTA and a route operator or DMC to diversify acquisition cost
and avoid depending on a single channel.

Does it work for a single unit or only for groups?

It works for both, but the return multiplies with standardization: a spec replicable across 3-10 units turns a
profitable experience into a scalable revenue line with predictable quality and replicable margin in every unit.

D ATA  &  S O U R C E S

Sector data 2026 (official sources)

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

Metric Benchmark 2026 Source

Preferencia de pedido
directo

67% prefiere pedir desde la web/app del restaurante Statista

Crecimiento del pedido
online

+300% más rápido que el dine-in desde 2014
Nation's Restaurant
News

Adopción de apps de
comida

78% de adultos descargó ≥1 app de comida
National Restaurant
Association

Tendencias de consumo
digital

el delivery digital crece a doble dígito anual World Economic Forum

Video corto y
descubrimiento

el video corto es el canal de descubrimiento de
restaurantes que más crece

Forbes

Delivery en América
Latina

las apps de última milla sostienen crecimiento de doble
dígito anual

Bloomberg Línea
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