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QUICK VERDICT

The link that breaks the funnel is not the content: it is the floor. Instagram converts at 2.2%
engagement against Facebook's 0.22% (Restroworks, 2025) and confirmation SMS opens
at 98% (Constant Contact, 2024), yet the 45% SMS response rate (Omnisend, 2025) dies
when nobody answers the inbound message during service. Managing restaurant staff
with a named owner per funnel stage — who answers DMs, who confirms bookings, who
greets at the door — is what turns reach into a seated table. Without that owner, your
content budget funds traffic somebody else collects.

# Masterestaurant Study / Sector Synthesis Expert synthesis - cited industry sources - 15 min read
- 2026-08-12
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A four-unit group showed me its marketing board in March: 180,000 monthly impressions, 4,100 engagements,
and on the same screen, a dining room running at 61% occupancy on a Friday. The content worked. Nobody
managed the stretch between the content and the chair, because the person answering direct messages was
also setting tables for the second seating, and by seven in the evening the phone stopped existing.

That gap has an operational name and a number. Restroworks (2025) reports 2.2% engagement on Instagram
against 0.22% on Facebook: ten times more signal coming in. And Omnisend (2025) puts SMS response at 45%
versus 6% for email. These are channels that return conversation, not applause. Somebody on the team has to

be on the other side, with a script, a schedule and a name.

This analysis synthesizes public data from Paytronix, Stripo, Mailchimp, WordStream, Constant Contact,
Omnisend, Lightspeed and Restroworks between 2024 and 2026, organized into a scorecard by segment and

operation size. Diego F. Parra and Masterestaurant contribute the READING: which staffing decision each figure

triggers. The numbers belong to the cited sources; the interpretation is ours.

SIDE-BY-SIDE COMPARISON

Side-by-side comparison

Inbound signal - fast casual,
single unit

Reminder and confirmation -
full service, 3-10 units

Guest retention - full service
multi-unit

Digital order ticket - QSR and
fast casual

Funnel leakage - all segments

Paid acquisition cost - 3-10

units
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CAPTURE STAGE (CONTENT
AND CHANNEL)

X Instagram: 2.2% engagement
vs 0.22% on Facebook
(Restroworks, 2025)

X SMS: ~98% open rate, 90%
read within 1-3 minutes (Constant
Contact, 2024)

X 43.6% restaurant email open

rate (Stripo, 2025); US$36 per US$1

(Stripo, 2025)

X 7.1% conversion rate on
restaurant Google Ads
(WordStream, 2025)

X Restaurant email click rate
1.06%; click-to-open 3.28%
(Mailchimp, 2025)

X Influencer marketing: US$5.78
per US$1 (Socially Powerful, 2025)

CONVERSION STAGE (FLOOR AND
TEAM)

v The 45% SMS response rate
(Omnisend, 2025) demands a shift with a
channel owner

v 18% SMS click rate (Tabular, 2025) is
lost when the host fails to fill the table gap

v 57.8% monthly member retention at
top full-service restaurants (Paytronix,
2024)

v 35% more items per check ordering
first-party (Paytronix, 2024)

v Sector retention averages ~55%
(Restroworks, 2025): 45% never return
after visit one

v US$7.65 per US$1 at 2.55% average
conversion (iQFluence, 2026) when a
floor script exists
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Finding 1 — The dashboard showed 4,100 interactions

while the dining room sat at 61% on a Friday

Content at that four-location group was not broken: what had no owner was the stretch between the message
and the seat. Industry figures explain why that gap hurts so much. Restroworks (2025) measures a 2.2% en-
gagement rate on Instagram against 0.22% on Facebook, ten times more inbound conversation per published
piece, and Omnisend (2025) reports 45% response on SMS versus 6% on email. These are channels that send
back questions, not applause, and an unanswered question at seven in the evening is a table that walked to a
competitor. The person handling direct messages was also setting tables for the second seating, so the group's
most profitable channel went UNSTAFFED exactly in the window where a reservation gets decided. It measures
the share of people who interacted with a piece of content and ended up seated or buying within thirty days: at-
tributed covers divided by unique interactions for the period.

Finding 2 — What does the content-to-table conversion index actually measure?

Nothing more, which is precisely why it works. A dashboard celebrating 180,000 impressions without
that ratio beside it hides a staffing problem behind a big number.

Public benchmarks let you estimate the ceiling of the journey: Constant Contact (2024) documents roughly 98%
open rates on SMS with 90% of messages read within one to three minutes, Tabular (2025) puts SMS click-
through at 18%, and WordStream (2025) measures 7.1% conversion on Google Ads for restaurants and food.
When the chain breaks, it does not break at the open, which is nearly perfect; it breaks later, at the human reply.
There is a paradox of the trade worth resolving before you assign shifts. Stripo (2025) calculates US$36 re-
turned per US$1 invested in email marketing and sets 43.6% as the open rate considered good in restaurants,
spectacular numbers. Yet Mailchimp (2025) measures a click rate of just 1.06% for restaurants and cafés, with a
3.28% click-to-open, among the lowest of any industry.

Finding 3 — Email returns 36 to 1 and almost nobody crews it

Both figures are true at once: email is dirt cheap to send, and that relative free ride is exactly what keeps anyone
from working it with judgment. The bridge between those two numbers is not a prettier template, it is a named
owner who segments the list and writes the offer for one specific service, not for the whole database. Paytronix
(2024) found guests order 35% more items per check on a restaurant's own platform instead of a third-party
app, a figure Lightspeed (2025) also reports as 35% more per transaction on direct ordering. Set it against the
market: Statista (2024) values prepared-food delivery in the U.S. at roughly US$96 billion. The staffing conse-
quence is immediate and counterintuitive. If every order arriving through your own channel is worth 35% more,
an hour of a team member dedicated to pushing direct pays for itself long before the app commission does.

Finding 4 — A direct order brings 35% more ticket, and that changes who you hire

| stopped treating that role as a marketing expense the day | put it head to head with the aggregator's commis-
sion on the same sheet. Paytronix (2024) documents 57.8% monthly member retention at top full-service restau-
rants, while Restroworks (2025) places average sector retention near 55%. That spread of almost three points
between the average and the top quartile does not come from loyalty software, which is usually the same vendor
in both cases. It comes from who answers and when. Diego F. Parra and Masterestaurant organize this reading
into a scorecard by segment and operation size, and the pattern repeats: groups that assign a committed re-
sponse window —fifteen minutes during service, sixty outside it— hold their content-to-table index; those who
leave the channel to whoever has a free hand watch it fall without understanding why, because the impressions
dashboard keeps climbing while the conversation dies.
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Finding 5 — Cost per cover is compared against margin, never against sales

Customer acquisition cost per cover is total marketing spend divided by new attributed covers in the same peri-
od, and it only makes sense read against the contribution margin of the average ticket. Against gross sales, any
campaign looks cheap. Published returns swing wildly by channel: Socially Powerful (2025) reports US$5.78 per
dollar in influencer marketing inside a global market above US$33 billion, iQFluence (2026) raises that to
US$7.65 with an average 2.55% conversion, and Stripo (2025) gives 36 to 1 for email. None of those multiples
includes the cost of the person handling what the campaign generates, and that is the accounting error | run into
again and again in the dashboards | review. Follow the chain to its end with public numbers. A five-hour shift de-
voted to answering direct messages and SMS captures the window where Constant Contact (2024) says 90% of
messages get read, those first three minutes.

Finding 6 — What would happen if you hired someone just to answer messages?

With 45% response per Omnisend (2025) and an 18% click rate per Tabular (2025), that shift turns signal
into reservations instead of letting it cool.

If it also pushes direct ordering, each conversion carries 35% more ticket (Paytronix, 2024). The real risk is the
opposite of the one people fear: it is not that the position fails to pay for itself, it is that it becomes a cost center
with no target. So the role is born with the content-to-table index written into its job description, measured week-
ly, with a floor reviewed the first Monday of every month. Open the shift schedule and write a name beside every
channel that sends conversation back, with a start time and an end time. That is the whole change, and it is
what holds up every figure above: the 2.2% Instagram engagement against Facebook's 0.22% (Restroworks,
2025) only gets collected if somebody is on the other side.

Finding 7 — What you do on Monday with the shift schedule

Capital One Shopping (2026) estimates 6% breakage on restaurant gift cards, value never redeemed; the equiv-
alent in unanswered messages is far worse, because there no money was collected up front. An unanswered
message is margin that already paid its acquisition cost and got lost before the first plate. That empty chair on
the 61% Friday had an owner; nobody had told them so. CONTENT-TO-TABLE CONVERSION INDEX: share of
people who engaged with a content piece and ended up seated or purchasing within thirty days. Unit: percent-
age. Calculated by dividing attributed covers by unique engagements in the period. CHANNEL RESPONSE
RATE: share of inbound messages answered by a team member inside the committed window. Unit: percent-
age. Omnisend (2025) sets the channel ceiling at 45% for SMS and 6% for email. ACQUISITION COST PER
COVER: total marketing spend divided by attributed new covers in the same period. Unit: currency per cover.

Finding 8 — Operating definitions before the scorecard

Always compared against the contribution margin of the average ticket, never against gross sales. GUEST
LIFETIME VALUE: contribution margin accumulated per guest across their active life. Unit: currency. It hangs on
repeat frequency, and there Paytronix (2024) marks 57.8% monthly retention as the observed full-service ceil-
ing. PRIME COST OF CONVERSION: labor assigned to the funnel plus channel spend, measured against the
sales that funnel produces. A funnel eating more than a third of its own revenue is not a funnel, it is a hobby.
SOURCES AND SCOPE OF THIS SYNTHESIS: eight organizations publishing restaurant marketing and reten-
tion benchmarks between 2024 and 2026 were included (Paytronix, Stripo, Mailchimp, WordStream, Constant
Contact, Omnisend, Lightspeed, Restroworks, plus iQFluence and Socially Powerful for influencers). Inclusion
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required a published year and an identifiable segment. LIMITATIONS: most data is North American and does not
transfer one-to-one to markets with lower digital booking penetration; time windows differ across sources, so the
scorecard compares orders of magnitude, not decimals. No figure here comes from a Masterestaurant sample.

POINT BY POINT

Content versus floor: where the cover is actually decided

WHERE THE COVER IS BORN

A - CAPTURE STAGE (CONTENT AND B - MASTERESTAURANT The floor closes
CHANNEL)

it: the 45% SMS response rate (Omnisend,
2025) depends on somebody replying
within the shift.

Content creates the signal: 2.2%
Instagram engagement against 0.22% on
Facebook (Restroworks, 2025).

Verdict: The floor wins at the margin. Signal almost always exists; what is scarce is a response

minute with a named owner.

COST OF MOVING THE NEEDLE

A - CAPTURE STAGE (CONTENT AND B - MASTERESTAURANT Reassigning a
CHANNEL)

shift costs schedule, not money, and hits

. . > 40
Raising paid reach costs budget: 7.1% the stretch where the funnel loses the
average conversion on restaurant Google

most people.
Ads (WordStream, 2025).

Verdict: Start with the schedule. With paid conversion already at its sector ceiling, extra spend
buys volume, not efficiency.
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GUEST RETENTION

A - CAPTURE STAGE (CONTENT AND B - MASTERESTAURANT Top full-service
CHANNEL)

operators retain 57.8% of members
Email sustains frequency at 43.6% open

and US$36 per dollar (Stripo, 2025), yet
only 1.06% click (Mailchimp, 2025).

monthly (Paytronix, 2024) against a ~55%
sector average (Restroworks, 2025).

Verdict: Both, in order. Email reminds; the floor experience is what keeps that reminder from
reading as noise.

TICKET AND UNIT ECONOMICS

A - CAPTURE STAGE (CONTENT AND B - MASTERESTAURANT A trained team
CHANNEL)
lifts average ticket at the table without

- , o .
First-party ordering adds 35% more items sounding like a salesperson, with menu

per check than third-party apps (Paytronix,
2024).

engineering behind it.

Verdict: They reinforce each other. Owned platforms protect contribution margin; the team widens

it inside the same cover.

MODEL RISK

A - CAPTURE STAGE (CONTENT AND B - MASTERESTAURANT Leaning only on
CHANNEL)

the floor caps growth at seat count and at

Leani i h t , . .
eaning on organic reach exposes you to each unit's territory risk.

any algorithm change, with no warning
and no compensation.

Verdict: Neither alone. The defensible asset is the owned list plus the team that answers it; the
algorithm is rent.

SIDE-BY-SIDE COMPARISON
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What the content manages MEASURABLE REACH

X Impressions, reach and frequency per platform, with Instagram running ten times above Facebook on
engagement (Restroworks, 2025)

X Open and click rates per channel: 43.6% email open in restaurants against 1.06% click (Stripo, 2025;
Mailchimp, 2025)

X Cost per click and paid conversion, at a sector average of 7.1% on Google Ads (WordStream, 2025)

X Declared channel return: US$36 per dollar on email (Stripo, 2025) and US$5.78 on influencers
(Socially Powerful, 2025)

What the floor manages MASTERESTAURANT

v First response time to inbound DM and SMS, with a 45% response rate available on SMS (Omnisend,
2025)

v Confirmation and no-show recovery, leaning on the ~98% SMS open rate (Constant Contact, 2024)

v" Door greeting and table assignment, which decides whether the booking becomes a cover or a queue
that walks

v"  Repeat business: 57.8% monthly member retention at top full-service operators (Paytronix, 2024)
against a ~55% sector average (Restroworks, 2025)

SIDE-BY-SIDE COMPARISON

Side-by-side comparison

CAPTURE STAGE (CONTENT CONVERSION STAGE (FLOOR AND
AND CHANNEL) TEAM)

Inbound signal - fast casual, X Instagram: 2.2% engagement v The 45% SMS response rate

single unit vs 0.22% on Facebook (Omnisend, 2025) demands a shift with a
(Restroworks, 2025) channel owner

Reminder and confirmation - X SMS: ~98% open rate, 90% v 18% SMS click rate (Tabular, 2025) is

full service, 3-10 units read within 1-3 minutes (Constant lost when the host fails to fill the table gap

Contact, 2024)
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CAPTURE STAGE (CONTENT CONVERSION STAGE (FLOOR AND

AND CHANNEL) TEAM)
Guest retention - full service X 43.6% restaurant email open v 57.8% monthly member retention at
multi-unit rate (Stripo, 2025); US$36 per US$1 top full-service restaurants (Paytronix,
(Stripo, 2025) 2024)
Digital order ticket - QSR and X 7.1% conversion rate on v 35% more items per check ordering
fast casual restaurant Google Ads first-party (Paytronix, 2024)

(WordStream, 2025)

Funnel leakage - all segments X Restaurant email click rate v Sector retention averages ~55%
1.06%; click-to-open 3.28% (Restroworks, 2025): 45% never return
(Mailchimp, 2025) after visit one

Paid acquisition cost - 3-10 X Influencer marketing: US$5.78 v  US$7.65 per US$1 at 2.55% average

units per US$1 (Socially Powerful, 2025) conversion (iQFluence, 2026) when a

floor script exists

THE NUMBERS THAT MATTER

The scorecard: six figures from the path, each with its source

2.2 %

Instagram engagement vs 0.22% on Facebook:
ten times more inbound signal to manage

98 %

SMS open rate; 90% read within 1-3 minutes,
the real booking confirmation window

l|5 %

SMS response rate against 6% on email:
inbound conversation that needs a shift owner

578 %

Monthly member retention at

the best full-service restaurants

35 %

More items per check ordering on first-
party platforms versus third-party apps
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71 %

Average Google Ads conversion rate in
restaurants and food, the paid ceiling of the funnel

VISUALIZATION

The numbers, visualized

Instagram engagement vs 0.22% on Facebook: ten times more inbound signal to manage

SMS open rate; 90% read within 1-3 minutes, the real booking confirmation window

SMS response rate against 6% on email: inbound conversation that needs a shift owner

Monthly member retention at the best full-service restaurants

More items per check ordering on first-party platforms versus third-party apps

Average Google Ads conversion rate in restaurants and food, the paid ceiling of the funnel

Sources: Restroworks 2025 - Constant Contact 2024 - Omnisend 2025 - Paytronix 2024 - WordStream 2025

Chart by masterestaurant.com

REAL CASE

“We stopped measuring reach and started measuring who answered. One shift captain became the owner
of the inbound channel from three to seven, with a four-line script and a twelve-minute cap on first
response. Over the quarter our Friday room went from 61% to 78% occupancy and average ticket rose
around 9%, without a single extra dollar of paid media. What changed was one person's schedule, not

the budget.”

— Operations director of a four-unit full-service group, Mexico City, March 2026

HOW TO APPLY IT IN YOUR RESTAURANT
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How to place yourself: four moves depending on where you land

@ Single unit, fast casual: a name and a window
Assign ONE person per shift as owner of the inbound channel and commit to a fifteen-minute
response window between eleven and nine. With a 45% SMS response rate available
(Omnisend, 2025) and 2.2% Instagram engagement (Restroworks, 2025), a small unit receives
more conversation than it thinks; the problem is rarely volume, it is that nobody has the channel
written into their job description. Measure two things in week one: inbound messages and
minutes to first reply.

@ Three to ten units: preshift owns the funnel
Move conversion into the floor preshift, not the marketing meeting. Two minutes at the start: how
many confirmed bookings, which came from campaign, what promise the content made this
week. SMS opens at 98% and 90% is read within three minutes (Constant Contact, 2024), so
confirmation is cheap; what costs money is a host who has no idea that table arrived through a
specific piece and greets it like any walk-in. The Interactive Training Kit automates that preshift
and leaves it auditable by unit.

@ Multi-unit: same script, different execution
Standardize the script and free the execution. In multi-unit groups the variance sits not in
content — which is central — but in each unit's response minute, and that variance gets
corrected with conversation simulators and team gamification, not with more internal email.
Benchmark your retention against the 57.8% monthly figure of top full-service operators
(Paytronix, 2024) and the ~55% sector average (Restroworks, 2025): below the average, the
problem is on the floor; between the two, it is frequency.

@ Everyone: close the loop into first-party ordering
Push the last click to your own platform. Guests order 35% more items per check on first-party
ordering than through third-party apps (Paytronix, 2024), and email returns US$36 per dollar
invested (Stripo, 2025), so every booking handled well is an address that compounds for years.
Train the team to ask for the detail at the table in one sentence, and without a form. Then audit
how many new addresses came in per shift and per person.

FAQ

www.masterestaurant.com - Original Study - Masterestaurant Analysis of the Content-to-Table Conversion Index 2026: the measurable path from post to booking Page 10 of 12



Frequent questions about the content-to-table path

How much staff does managing a restaurant's inbound channel take?

One person per shift with the channel written into the role covers roughly forty daily conversations. Above that
volume, split answering from confirming. With a 45% SMS response rate (Omnisend, 2025), the actual work
runs in minutes, but it demands continuous presence.

Is Facebook content still worth it for a restaurant in 2026?

Worth it for paid reach and reviews, not for organic engagement. Restroworks (2025) measures 0.22%
engagement on Facebook against 2.2% on Instagram, ten times lower. My position is plain: post on both, but
assign team time where the conversation actually arrives.

What content-to-table conversion index is healthy for a single unit?

No public benchmark exists for the full index, and anyone handing you one invented it. Stage ceilings do exist:
7.1% paid conversion (WordStream, 2025) and 3.28% email click-to-open (Mailchimp, 2025). Measure your own
baseline across eight weeks before setting targets.

Should | invest in influencers or in the floor team to grow revenue?

Floor first. Influencer marketing returns US$5.78 per dollar (Socially Powerful, 2025) and up to US$7.65 at
2.55% conversion (iQFluence, 2026), but that return assumes somebody handles what arrives. A funnel with a
closed door turns any declared ROl into traffic gifted to the competition.

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

Participaciéon de mercado Uber Eats 26.1% y Grubhub 6.3% del Earnest Analytics — US delivery
(Uber Eats y Grubhub) mercado de delivery a fin de 2024 market share 2024

Costo real del delivery de El costo efectivo llega a 30%-40% del total Restaurant Business — Third-party
terceros del pedido con comisiones y tarifas delivery charges, 2024

70% de los consumidores prefiere pedir

Preferencia por el pedido . Paytronix — Online Ordering 2024
. directamente al restaurante y no a un
directo Trends
tercero
Mercado global de food US$288.84 mil millones en 2024, proyectado Grand View Research — Online
delivery a US$505.50 mil millones para 2030 Food Delivery Market Report, 2024
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Metric Benchmark 2026 Source

. Adquirir un cliente nuevo cuesta de 5 a 25 Bain & Company — Customer
Costo de adquirir vs retener i . i i
veces mas que retener a uno existente retention economics
. Los clientes existentes gastan en promedio Restroworks — Restaurant
Gasto del cliente recurrente ) . . o
67% mas por pedido que los nuevos Customer Retention Statistics 2024

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