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QUICK VERDICT

Verdict: a dark kitchen is viable in 2026 only if its prime cost stays below 60% after the
aggregator commission (18%-30% of ticket) and it runs 2-3 virtual brands on one
production line. The mistake | see again and again: modeling margin on the menu price,
not the net price after commission and discounts. With a 25% commission and 30% food
cost, the dish that looked like 40% margin actually delivers 15%. The direct channel
(WhatsApp, own web) must exceed 20% of volume before month 9 or the unit economics
won't close.

* White Paper Technical document - C-Suite & multilateral banking - 12 minread - 2026-07-09

INTELLECTUAL PROPERTY OF MASTERESTAURANT® — EXCLUSIVE FOR SECTOR LEADERS

Delivery is no longer a marginal channel: per the National Restaurant Association (2025), 29% of U.S.
restaurant sales are already off-premise, projected to reach 35% in 2026. That shift is what turns the dark
kitchen —a salon-free kitchen optimized for production and dispatch— from curiosity into a low-CapEx
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expansion model.

The market validates the thesis. GlobeNewswire (2026) projects the global ghost kitchen market will hit USD
204 billion by 2030, and Global Growth Insights estimates a 12.7% CAGR for dark kitchens between 2025 and
2033. But market growth is not your unit's growth: most dark kitchens fail on mis-modeled unit economics, not
lack of demand.

This white paper breaks the model down by channel —aggregator, marketplace and direct— and by input-stress
scenario. The premise: order volume matters less than contribution margin per order after commission. An
operator billing heavily on delivery apps while ignoring prime cost is subsidizing the aggregator with their own
working capital.

SIDE-BY-SIDE COMPARISON

Side-by-side comparison

DARK KITCHEN (DELIVERY- TRADITIONAL PHYSICAL
ONLY) RESTAURANT

Opening CapEx X USD 30,000-80,000 (no salon) v USD 150,000-500,000 (salon +

kitchen)

Channel commission X 18%-30% of ticket (aggregator) v 0% dine-in; 25% own delivery

Target prime cost X =60% after commission v <65% (food + labor)

Brands per kitchen X 2-4 virtual brands v" 1 concept per location

Avg delivery ticket X USD 12-18 (off-premise) v USD 22-35 (dine-in)

Typical break-even X Month 4-7 with 2 brands v Month 12-24

Aggregator dependence X High (70%-90% of volume) v Low (10%-30%)

Chapter 1 — When is a dark kitchen actually viable in 20267

A dark kitchen is viable in 2026 only if its prime cost stays below 60% after deducting the aggregator's
commission and it runs 2-3 virtual brands over a single kitchen line.

The mistake | see again and again working with operators: modeling margin on gross menu price instead of the
effective ticket. Delivery is no longer marginal: per the National Restaurant Association (2025), 29% of U.S.
restaurant sales are off-premise, projected to reach 35% by 2026. That structural shift turns the kitchen-without-
a-dining-room into a low-CapEx expansion model. But the global ghost kitchen market will hit USD 204 billion by
2030 according to GlobeNewswire (2026), and most units fail from poorly modeled unit economics, not lack of
demand. Demand exists; margin has to be built with discipline. That distinction is the whole game. A dark
kitchen's net price is not its menu price: after the aggregator's commission —18% to 30% depending on the deal
— and promotional discounts, the effective ticket drops 25% to 40%.
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Chapter 2 — Net price is not menu price

This is the #1 error | see in new operators: they project revenue on gross price and discover too late that a USD
12 dish on the menu leaves them USD 7.50 in the till. Delivery volume is enormous —Statista (2024) counts
nearly 3 billion online food users worldwide, and 147 million in LatAm alone projected for 2026— but that volume
isn't yours: the platform intermediates it. DoorDash generated nearly USD 60 billion for local merchants in 2024
(DoorDash 2024), and Just Eat Takeaway moved EUR 26.3 billion in GTV. Billing heavily on a poorly modeled
gross ticket means subsidizing the aggregator with your own working capital. A dark kitchen's prime cost is mea-
sured after the aggregator's commission, never before. A 30% food cost that looks perfectly healthy becomes
unsustainable when 25% of revenue goes to the platform before it touches your till. The math is unforgiving: it
the aggregator takes 25% and your gross food cost is 30%, on net revenue that real food cost climbs to ~40%,
and adding production labor the prime cost crosses 60% easily.

Chapter 3 — Why is prime cost measured after commission?

At Masterestaurant we always model from net revenue per order, not from the menu. The market pushes
that way:

Grand View Research projects a 12.6% CAGR for cloud kitchens (2026-2033) and Global Growth Insights a
12.7% for dark kitchens (2025-2033). Growing on a mis-counted prime cost only accelerates cash burn.
Contribution per order after commission is the only figure that decides whether you open or close. Multi-brand is
a margin lever, not a vanity exercise: running 2 to 4 virtual brands over the same kitchen dilutes CapEx and
fixed OpEx per order, but it only works if they share mise en place and suppliers. I've seen it in dozens of opera-
tions: three brands with distinct menus that actually use the same base of proteins, sauces and sides turn a one-
shift kitchen into a three-stream revenue machine without adding rent or equipment.

Chapter 4 — Multi-brand is a margin lever, not vanity

The channel appetite is real: iFood closed 2024 with 55 million active customers (iFood 2024) and Rappi oper-
ates in 9 countries and 350 cities with over 500,000 partners (Rappi 2024). Each extra brand that shares inputs
lowers the break-even of the whole kitchen. The trap is launching brands with separate purchasing: there you
multiply waste instead of margin, and fixed OpEx per order rises instead of falling. The direct channel —your
own web, WhatsApp, white-label app— is the only one that recovers the margin the aggregator takes. Without a
deliberate strategy to migrate customers to the direct channel, the unit economics stays trapped in the 18% to
30% commission forever. Every order you move from the platform to your own channel recovers those points at
once: a USD 12 ticket that left you USD 8.40 on the aggregator now leaves the full USD 12 minus the payment
gateway cost (~3%).

Chapter 5 — The direct channel recovers the aggregator's margin

With off-premise projected at 35% of U.S. sales by 2026 (National Restaurant Association 2025) and over 3 bil-
lion delivery users worldwide (Statista 2026), the customer base is massive but rented. The aggregator is acqui-
sition; the direct channel is retention. The discipline of capturing the customer's data on the first order and reacti-
vating them via WhatsApp is what separates a profitable dark kitchen from one that only fattens the platform's
GTV. A dark kitchen's viability is decided by contribution margin per order after commission, not by gross order
volume. An operator billing hard on Rappi or iFood but not controlling prime cost is subsidizing the aggregator
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with working capital. The equation | use at Masterestaurant is simple and hard: net revenue per order minus real
food cost minus production labor must leave positive contribution before touching rent and utilities, which go to
break-even, not to the dish.

Chapter 6 — Viability model: contribution per order rules

The sector confirms the scale: DoorDash closed 2024 with ~USD 80.2 billion in marketplace GOV (DoorDash
2024) and Meituan exceeded 14.5 million active merchants (Meituan 2024). But that GTV belongs to the plat-
form. Your business lives or dies on unit contribution: if it's negative, every extra order pushes you toward bank-
ruptcy faster. Model the worst input scenario first; if it holds there, it holds anywhere. Net price is not menu price:
after aggregator commission (18%-30% by contract) and promotional discounts, the effective ticket drops
25%-40%. Modeling on gross price is mistake #1 among new operators. Dark kitchen prime cost is measured
AFTER commission, not before. A 30% food cost that looks healthy becomes unsustainable when 25%
of revenue goes to the platform before it touches your cash. Multi-brand is a margin lever, not vanity: 2-
4 virtual brands on one kitchen dilute fixed CapEx and OpEx per order, but only if they share mise en place
and suppliers.

Chapter 7 — The differences that decide viability

The direct channel (own web, WhatsApp, white-label app) is the only one that recovers the aggregator's margin.
Without a customer-migration strategy to the direct channel, unit economics stalls.

POINT BY POINT

Dark Kitchen vs. Physical restaurant: criterion-by-criterion analysis

CAPEX AND SPEED TO OPEN

A - DARK KITCHEN (DELIVERY-ONLY) USD B - MASTERESTAURANT USD 150,000-

30,000-80,000; opens in weeks 500,000; opens in months

Verdict: The dark kitchen wins on capital and speed to market.

MARGIN BY CHANNEL

A - DARK KITCHEN (DELIVERY-ONLY) B - MASTERESTAURANT Full margin dine-

Eroded by 18%-30% commission in, commission only on delivery

Verdict: Physical protects dine-in margin; the dark kitchen must migrate to direct to match it.
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SCALABILITY

A - DARK KITCHEN (DELIVERY-ONLY)

Multi-brand on one kitchen location

B - MASTERESTAURANT One concept per

Verdict: The dark kitchen scales margin without duplicating CapEx; physical replicates cost per

unit.

STRUCTURAL RESILIENCE

A - DARK KITCHEN (DELIVERY-ONLY) High

aggregator dependence customer base

Verdict: Physical is less fragile to platform changes; delivery's territory risk is real.

SIDE-BY-SIDE COMPARISON

Dark Kitchen and Virtual Brands DELIVERY-ONLY

X

X

Low CapEx: no salon, no waitstaff, no premium storefront.
Scales via virtual brands on a single production line.
Accelerated break-even if prime cost stays controlled post-commission.

Structural risk: 70%-90% of volume depends on the aggregator.
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Traditional physical restaurant MASTERESTAURANT

v" Dominant direct channel: full margin, no third-party commission dine-in.

v Higher average ticket and controlled brand experience.

v High fixed CapEx and OpEx: rent, salon, front-of-house staff.

v Slow break-even; vulnerable to foot-traffic declines.

SIDE-BY-SIDE COMPARISON

Side-by-side comparison

Opening CapEx

Channel commission
Target prime cost
Brands per kitchen
Avg delivery ticket
Typical break-even

Aggregator dependence

THE NUMBERS THAT MATTER

DARK KITCHEN (DELIVERY-
ONLY)

X USD 30,000-80,000 (no salon)

X  18%-30% of ticket (aggregator)
X <60% after commission

X 2-4 virtual brands

X USD 12-18 (off-premise)

X Month 4-7 with 2 brands

X High (70%-90% of volume)

Industry indicators (2024-2026)

204

B USD

projected ghost kitchen market valuation by 2030

35 %

projected U.S. off-premise sales for 2026 (29% today)

TRADITIONAL PHYSICAL
RESTAURANT

v

USD 150,000-500,000 (salon +

kitchen)

v

v

0% dine-in; 25% own delivery
<65% (food + labor)

1 concept per location

USD 22-35 (dine-in)

Month 12-24

Low (10%-30%)
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12.7%

global dark kitchen market CAGR 2025-2033

7w

projected LatAm online delivery users by 2026

iFood active customers at year-end 2024

900«.

registered partners on Rappi across
9 countries and 350 cities (2024)

VISUALIZATION

The numbers, visualized

projected ghost kitchen market valuation by 2030

G

B USD
projected U.S. off-premise sales for 2026 (29% today)

@ 35%

global dark kitchen market CAGR 2025-2033

& 12.7%

projected LatAm online delivery users by 2026

G 147M

iFood active customers at year-end 2024

-

registered partners on Rappi across 9 countries and 350 cities (2024)

S 500K+

Sources: GlobeNewswire 2026 - National Restaurant Association 2025 - Global Growth Insights 2025 - Statista 2024
- iFood 2024

Chart by masterestaurant.com
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REAL CASE

“A quick-service operator in Bogota opened a dark kitchen with two virtual brands on the same chicken line.
At first they modeled margin on the Rappi price: 42% theoretical. When we ran the number with the real
26% commission and the 2-for-1 promos the platform pushed, the actual contribution margin was 11%. We
adjusted: raised the aggregator menu price 14% (absorbing the commission), opened a 0%-commission
direct WhatsApp channel, and migrated 24% of repeat customers within 6 months. Consolidated margin
went from 11% to 27% without adding a single order.”

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

90-day implementation roadmap

@ Days 1-30 — Model the real per-channel unit economics
Build the per-order P&L for each channel: aggregator, marketplace and direct. For the
aggregator, start from the NET price after commission (18%-30%) and subtract the promos the
platform requires. Set a target prime cost <60% post-commission. Don't open without this
model: it's the viability filter.

@ Days 31-60 — Design multi-brand on a single kitchen
Define 2-3 virtual brands that share mise en place, suppliers and production line. Each brand
targets a different ticket band or craving (lunch, dinner, snack) to avoid cannibalization. The
goal: dilute fixed OpEx per order and raise volume without duplicating CapEXx.

@ Days 61-75 — Launch and prioritize the direct channel
Launch your own web and WhatsApp Business with online payment: 0% third-party
commission. Design a migration incentive (discount on the second direct order) to move repeat
customers off the aggregator. Target: 20% of volume direct before month 9.

@ Days 76-90 — Instrument KPIs and present to the board
Install a dashboard for contribution margin per order, weekly food cost variance and channel
mix. Present projected ROI at 3/6/12 months with input-stress scenarios. The decision to scale
to a second kitchen is made on data, not intuition.

FAQ
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Frequently asked questions

What is the maximum viable prime cost for a dark kitchen?

Prime cost (food cost + labor) must stay below 60% AFTER the aggregator commission. Per-plate food cost
should never exceed 32% —and that's the ceiling, not the target. If commission takes 25% of the ticket, every
food-cost point weighs double on your cash.

How many virtual brands should run on one kitchen?

Between 2 and 4 brands sharing mise en place, suppliers and production line. More than four fragments the
operation and raises dispatch error. Each brand should target a distinct ticket band or craving to dilute fixed
OpEXx per order without cannibalizing the others.

Why is the direct channel decisive in unit economics?

Because it's the only channel with 0% third-party commission: it fully recovers the 18%-30% the aggregator
takes. Without a migration strategy to the direct channel (web, WhatsApp) reaching 20% of volume before
month 9, margin stalls and the unit stays dependent on the platform.

How long until a dark kitchen reaches break-even?

With low CapEx (USD 30,000-80,000) and 2 virtual brands running, typical break-even lands between month 4
and 7 —far ahead of the 12-24 months of a physical restaurant. The condition: keep prime cost controlled post-
commission from the first month of operation.

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

Cuota de Asia-Pacifico en cocinas en la nube = 48,0% de los Grand View Research — Cloud Kitchen Market
2025 ingresos 2025

Cuota del segmento independiente en 61,7% de los Grand View Research — Cloud Kitchen Market
cocinas en la nube 2025 ingresos 2025

Mercado de cocinas en la nube en 2024 USD 45.650 MarkNtel Advisors — Cloud Kitchen Market
(estimacion alterna) millones 2024

Mercado de ghost kitchens en 2024 USD 70.400 Research and Markets — Ghost Kitchen Market
(Research and Markets) millones 2024
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Metric Benchmark 2026 Source

Proyeccion de ghost kitchens a 2029 USD 142.500 Research and Markets — Ghost Kitchen Market
(Research and Markets) millones 2029

Mercado de restaurantes virtuales y ghost USD 65.300 Next Move Strategy Consulting — Virtual
kitchens 2023 (Next Move) millones Restaurant & Ghost Kitchens 2023

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