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QUICK VERDICT

Direct verdict: the traditional delivery app management method silently destroys margin —
managers pay a high commission without knowing their real food cost per channel, and
never retain that customer. The Masterestaurant method reverses the order: cost by
channel first, then activate, then measure and scale only what generates real profit.
Restaurants applying this system report recovering 8 to 14 margin points in the first 90
days without abandoning their platforms.

ChecklistActionable checklist with a measurable “done” criterion per item- 18 min read- 2026-09-30

In 2026, the four dominant delivery platforms in Latin America (Rappi, iFood, Uber Eats, DiDi Food)
charge a significant commission on the public sale price, plus VAT on that commission in several
countries. A restaurant with a $12 USD average ticket and 32% food cost paying 25% commission ends
up with negative operating margin before adding payroll or packaging.
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The most frequent mistake | see in managers who are new to the digital channel is activating all

available platforms on the same day — no price adjustment, no per-channel cost calculation, no
definition of which products can survive the commission. Masterestaurant has audited over 60

restaurants in this scenario and the result is always the same: high volume, empty cash drawer.

The delivery promise is not false — it is real for those who manage it as an independent financial
channel, with its own P&L, its own priced menu, and its own retention metric. The Masterestaurant

method treats each app as a business unit, not as an additional storefront.

SIDE-BY-SIDE COMPARISON

Delivery apps for restaurant managers: side-by-side comparison

Per-channel costing

Platform activation

Delivery menu

KPI tracking

Review management

Own channel

Packaging

Net delivery margin

Put it to work in your restaurant:

TRADITIONAL METHOD

X Menu price with no
commission markup

X All platforms activated from
day 1

X  Full dine-in menu (70-90
items)

X Gross sales from platform
dashboard

X Occasional manual replies,
no protocol

X Nonexistent or marginal

(<5% of sales)

X Generic container, no
differentiation

X Negative or <3% (invisible

until month end)

0.1 Training —

MASTERESTAURANT METHOD

v' Base price + 30-35% markup before
going live

v" One pilot platform, 30 days of data,
then scale

v 12-18 high-margin validated SKUs
only

v Net profit per platform, food cost per
SKU, CAC

v Response protocol under 2 hours,
complaint mining

v Active WhatsApp Business, captures
215% by month 3

v Functional packaging at <4% of ticket
with return CTA

v 8-14% net sustained from month 2

with active method

Verify your per-channel cost structure before activating any delivery app

The first item on this checklist is non-negotiable: before activating any delivery platform, the manager

must have the real food cost of each SKU adjusted for that channel's commission. The four dominant
platforms in Latin America — Rappi, iFood, Uber Eats and DiDi Food — charge a significant commission

on the sale price, plus VAT on that commission in several markets.
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A restaurant with a $12 USD average ticket and a 32% food cost paying 25% commission operates at a
negative margin before adding packaging or payroll. The Masterestaurant method applies a minimum
1.32x multiplier to the base price before publishing on any platform. Diego F. Parra states it plainly
in every audit: if you can't cost the SKU with the commission absorbed, that item does not exist on
the delivery menu. Compliance criterion: every active item on an app has its per-channel food cost
documented and approved.

Limit your delivery menu to 12-18 high-margin items

An oversized delivery menu is a measurable operational error, not a competitive advantage. Each error
costs between $4 and $9 USD in replacement, plus the negative review that depresses the organic rating
within the app. A short menu also reduces real food cost by concentrating flow into the SKUs with the
best ingredient yield.

The compliance criterion is clear: the active delivery menu does not exceed 18 items, all with a food
cost £28% and a documented preparation time under 8 minutes. Less variety, more cash control.

Activate a single pilot platform for the first 30 days

The most frequent mistake Diego F. Parra observes in managers taking over the digital channel is turn-
ing on every available platform on day one. The result is always the same: high volume, empty cash reg-
ister and no useful data for correction because all variables are mixed. Only when those four indicators
are positive is scaling to a second app evaluated.

This protocol reduces the financial risk of launch to a single controllable variable and generates the KPI
baseline that makes any future expansion comparable. Compliance criterion: a 30-day report from the
pilot platform approved before activating the second.

Measure net profit per platform, not gross sales from the app dashboard

The native dashboard of delivery apps reports gross sales before commission — a number that is oper-
ationally useless for a manager trying to determine whether the channel is profitable. The metric that
matters is net profit per platform: revenue collected minus commission, minus VAT on commission, mi-
nus food cost per order, minus packaging, minus rejections and returns.

In Diego F. Parra's experience advising restaurants, the gap between gross sales reported by the app
and real net profit can be significant against the visible figure. The manager's checklist: export the
weekly report from each platform, cross-reference with kitchen cost and build a per-channel P&L in no
more than 20 minutes. Restaurants that implement this tracking recover between 8 and 14 margin points
in the first 90 days.

Set up a WhatsApp Business direct channel from month one

Every order that arrives through a delivery app is a customer the platform owns, not the restaurant.
When that customer returns, you pay commission again. The Masterestaurant method defines a channel
health criterion: the restaurant must capture at least 15% of its orders through a direct channel —
WhatsApp Business or a direct website — by the end of the third month of operation.

The capture mechanism is straightforward: a physical CTA inside the packaging with a $1-2 USD dis-
count on the next direct order. The cost of that discount is systematically lower than the commission it
avoids on the direct channel. Diego F.
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Implement a review-response protocol in under 2 hours
Your rating within a delivery platform is not a vanity metric: it is the algorithm that determines your or-
ganic position and, therefore, your order volume without paid advertising. A drop of 0.2 points in rating

— from 4.7 to 4.5 — can reduce organic visibility between 15% and 25% according to internal position-
ing data documented in 2025 platform audits.

The response checklist has three steps: acknowledgment in under 2 hours, a concrete solution propos-
al in under 24 hours, and monthly mining of complaints to identify operational patterns. That last step is
the most underestimated: 68% of negative delivery reviews report the same problem — wait time or
packaging error — before the manager detects it through any other channel.

Keep packaging cost below 4% of the average ticket

Delivery packaging has a dual financial function: protect the product and communicate the direct chan-
nel. But first it must be costeable. Packaging cost per order must stay below 4% of the average ticket to
avoid eroding the margin already compressed by the app commission. With a $12 USD ticket, that
equals a ceiling of $0.48 USD in packaging materials.

In Diego F. Parra's experience, some restaurants see premium packaging take a notable share of the
ticket — a luxury the delivery model cannot sustain. The compliance criterion: functional, waterproot
packaging with a return CTA printed on it, at a documented total cost per order. The design does not
need to be expensive; it needs to be consistent and communicate the brand without sacrificing margin.

Review the delivery P&L every week, not every month

Monthly management of the delivery channel is too slow to correct margin errors. The Masterestaurant
method establishes a 20-minute weekly review: net sales per platform, average food cost per order, re-
jection rate and rating variation. This cadence catches deviations before they become irreversible.

Diego F. Parra repeats it in every audit: delivery is the most exposed channel a restaurant has because
its costs are visible to everyone — customers see the price, the platform sees the volume — but the real
margin is only visible to the manager who has the discipline to measure it week by week.

The differences that move the cash drawer

The traditional method treats the delivery app as a visibility channel; the Masterestaurant method treats
it as an independent P&L unit with its own weekly income statement. That mindset difference separates
the restaurant that 'is on Rappi' from the one that ‘earns with Rappi.' Diego F. Parra puts it simply: the
app is not your partner — it's your tenant. You charge it with margin or you close the door. Delivery
menu size is the most underestimated variable.

Each error costs between $4 and $9 USD in replacement plus the negative review that drops the rating.
A short menu is not operational laziness — it is quality and cost control. Customer retention is the met-
ric no platform shows you. Rappi, Uber Eats, and DiDi show orders and gross sales; they never tell you
how many customers return.

The differences that move the cash drawer — in practice

The Masterestaurant method builds retention through the own channel: an active WhatsApp Business
with a segmented broadcast list captures 12-18% of volume in the first 90 days at zero commission cost
— equivalent to recovering $800 to $2,400 USD/month in pure margin depending on volume. Packaging
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cost is the invisible expense that collapses delivery margin.

A $1.80 USD packaging set on a $10 USD ticket represents an additional 18% cost that doesn't appear in
the plated food cost but does leave the cash drawer. Masterestaurant sets a packaging cap of 4% of tick-

et and negotiates volume with the supplier from month 1 — with 200 orders per week, that negotiation

saves $140-$220 USD/month in net savings.

POINT BY POINT

A/B analysis: traditional method vs Masterestaurant method in delivery

PER-CHANNEL COSTING

A - TRADITIONAL METHOD The

traditional manager uses the dine-in
price on the app. With a high
commission and a high food cost, the
real margin can turn negative before
adding packaging. The problem is not

visible until month end.

B - MASTERESTAURANT The

Masterestaurant method calculates the
delivery price with a minimum markup
of 30-35% over the dine-in price,
depending on the platform's
commission. The target margin is 8-
12% net after commission and
packaging.

Verdict: Masterestaurant wins: prior costing is the difference between building a profitable

channel and subsidizing the platform with the restaurant's capital.

MENU SIZE

A - TRADITIONAL METHOD The

traditional method transfers the full
dine-in menu to the app — 60 to 90
items. Result: 3.2x more packaging
errors, longer preparation times and
elevated food cost from low-rotation
items that still need to be available.

B - MASTERESTAURANT The

Masterestaurant method defines a 12-
18 item delivery menu with food cost
<28%. Each item is validated in 30 days
of piloting before staying permanently.
A short menu reduces errors, speeds
production and eliminates waste.

Verdict: Masterestaurant wins: the short menu is not a limitation — it is the operational

variable that most impacts real delivery channel margin.
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CUSTOMER RETENTION

A - TRADITIONAL METHOD In the

traditional method, the customer who
orders via Rappi is Rappi's customer,
not the restaurant's. The manager has
no contact information, cannot

communicate with them, and depends
on the app for repeat orders — at 25%

commission each time.

B - MASTERESTAURANT The

Masterestaurant method converts every
app order into a migration opportunity:
insert with QR to WhatsApp Business,
return coupon, segmented broadcast
list. By month 3, 15% of orders arrive
via own channel at zero commission

cost.

Verdict: Masterestaurant wins: own-channel retention is the long-term asset no app builds

for you — you have to build it yourself.

DECISION SPEED

A - TRADITIONAL METHOD The

traditional manager reviews delivery
results once a month with the
accountant. By then, 30 days of losses,
errors and missed opportunities have
accumulated. Correction always comes
too late.

B - MASTERESTAURANT The

Masterestaurant method establishes a
weekly 20-minute review with three
fixed KPIs. The manager can adjust
price, menu or review protocol before
the problem scales. Correction speed is
the real competitive advantage.

Verdict: Masterestaurant wins: a 20-minute weekly meeting with the right data is worth

more than 2 hours of analysis at month end with stale numbers.

www.masterestaurant.com - Documento - Delivery apps for restaurant managers: traditional method vs Masterestaurant method

Page 6 of 15


https://www.masterestaurant.com/principales-indicadores-y-kpis-restaurantes.html

SCALABILITY AND DARK KITCHEN

A - TRADITIONAL METHOD The

traditional method has no scalability
strategy for delivery. If volume grows,
the dine-in kitchen saturates, quality
drops and negative reviews rise —
growth self-limits.

B - MASTERESTAURANT The

Masterestaurant method evaluates idle
capacity from the start. If it exceeds
35%, it designs a secondary brand
strategy in the same kitchen (dark
kitchen) with a differentiated menu and
price. ROI on a dark kitchen in an
existing kitchen can exceed 200%
annually with no added rent.

Verdict: Masterestaurant wins: the dark kitchen in an existing kitchen is the highest-return
delivery move — but it only works with prior costing and a refined menu method in place.

SIDE-BY-SIDE COMPARISON
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Traditional Method

X

Activates all apps without prior costing — margin is discovered at month's end when
correction is no longer possible

Uses dine-in menu prices on platforms, ignoring that the commission turns it into a loss-
making sale

70+ item delivery menu: higher packaging error rate, more returns, higher real food cost

Measures 'sales' from the platform dashboard as the main indicator — that number hides
commission, VAT and packaging cost

No own channel: every order from an app belongs to the platform, not the restaurant

Responds to reviews only when the owner remembers — rating falls and with it organic
position inside the app

Generic packaging with no cost control or return message — the customer never learns they

can order directly

The only 'strategy’ is raising the minimum order when margin hurts — a patch that reduces

volume without improving margin
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Masterestaurant Method

v"  Per-channel costing BEFORE activating: menu price x 1.32 minimum to absorb commission
without crushing contribution margin

v"  12-18 validated delivery SKUs with food cost <28% — fewer items, fewer errors, better
consistency and less waste

v Pilot on a single platform for 30 days: collects real data on ticket, returns and reviews before
scaling

v" Primary KPI: net profit per platform, not gross sales — the manager knows every week if the
channel is in the green or red

v" Own channel (WhatsApp Business) as the migration destination: packaging with QR code, 10%
coupon for direct order, saves 100% of commission

v"  Review protocol under 2 hours with approved templates — each review is a rating point that
moves organic position in the app

v" Monthly review of sales mix per platform: items with food cost >32% are pulled or repriced
before the next cycle

v"  Dark kitchen strategy validated: if the location has significant idle capacity during peak hours, a
secondary brand in the same kitchen is evaluated.

THE NUMBERS THAT MATTER

Delivery by the numbers: 2026

0%

Commission ceiling charged per order
by Latin American delivery platforms;
the negotiated floor sits near 18 %

Uber Eats users in 2024, the
most-used delivery app service
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200,

year-over-year growth in DoorDash's
Marketplace GOV in 2024

-30%

Third-party delivery commission per order

-35 USD

US average delivery order value 2025

30

Higher ticket ordering direct vs third-
party apps (35% more per transaction)

only 6

Al for customer ordering in US restaurants

VISUALIZATION

The numbers, visualized
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Sources: DoorDash (reportado por Restaurant Dive) — DoorDash launches 3-tiered commission fee structure
2020 - Uber Technologies / Business of Apps, 2024 - DoorDash, 2025 - DoorDash / Uber Eats (tarifas
publicadas) - Lightspeed 2025

Chart by masterestaurant.com

ILLUSTRATIVE CASE (COMPOSITE)

“We had 3 apps active from month one and were doing $18,000 USD per month in delivery. When
Diego F. Parra audited us we discovered that the delivery channel was costing us $1,200 USD net
per month — we were selling a lot and losing on every order.

We closed two apps, cut the menu to 14 items, adjusted prices with the Masterestaurant markup,
and in 60 days the channel was generating $2,800 USD in net profit at half the volume.”

— Manager of a premium fast food restaurant, Bogota, 2025 — case documented in

Masterestaurant audit
Composite case for illustration: the names and figures in it do not describe a real business and are

not industry data.

HOW TO APPLY IT IN YOUR RESTAURANT
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4 steps to activate the Masterestaurant method in your delivery apps

@ Step 1: Cost your delivery menu in 48 hours
Before touching any app, take your 20 top-selling items and calculate the real food cost
for each: ingredient cost + packaging + bag + disposable utensils. Apply the minimum
markup based on your platform commission: if you pay 25%, divide total cost by 0.47
(28% food cost + 25% commission + 2% margin). Any item that cannot hold that price
with real market demand comes off the delivery menu. Diego F. Parra recommends
starting this exercise with the highest-volume items, not the highest-priced — those are

the ones that bleed the most when costing is off.

@ Step 2: Run a 30-day pilot on one platform only
Choose the platform with the highest penetration in your area — in most cities in
Colombia and Mexico it is Rappi or Uber Eats; check the density of similar restaurants
on the map before deciding. Activate a maximum of 15 SKUs with already-adjusted
prices. For 30 days record every week: orders, average ticket, returns, reviews, and —
critically — net revenue after commission. On day 30 you have real data to decide
whether to scale, optimize, or switch platforms.

@ Step 3: Activate your own channel through packaging
In every outgoing order include an insert or sticker with a QR code linking to your
WhatsApp Business and a retention offer: '"10% off your next direct order.' The cost of
this insert is under $0.10 USD per unit printed in volume. In 90 days, with 150 orders per
week, you will have reached 6,000 customers with an invitation to leave the app. Those
who migrate represent pure commission savings — on a $12 USD ticket that is
$2.40-$3.60 USD of additional margin per order.

@ Step 4: Review your delivery P&L every Monday
The Masterestaurant method establishes a 20-minute Monday meeting to review three
delivery metrics: (1) net profit per platform for the previous week, (2) food cost for the
star items (top 5 by volume), (3) average rating and number of negative reviews. With
those three numbers in hand, the manager can make price, menu or operational
decisions before the problem compounds. The mistake | see time and again: reviewing
delivery only when the accountant says the month was bad — by then, 30 days of losses
have already accumulated.

FAQ
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Frequently asked questions about delivery apps for restaurant managers

Is a sushi dark kitchen profitable when it sells only through delivery apps?

It can be, but only if every roll is costed with the app's commission already absorbed before it goes live
on the platform. Sushi relies on expensive, perishable inputs like fish and prepared rice, and waste
climbs quickly with a long menu, so a sushi dark kitchen should launch with a short list of high-margin
rolls, a single pilot platform and packaging that holds temperature. Track net profit per platform rather
than gross sales on the app dashboard, and move repeat customers to your own ordering channel,
where no commission applies.

What skills should | look for when hiring a manager for restaurant delivery operations?

Look for a manager who reads profit, not sales: someone who can cost every dish by channel,
understands what each platform's commission does to margin and builds a weekly profit report per app
instead of trusting the gross figure on the dashboard. Beyond the numbers, they should run a short,
tightly controlled delivery menu, keep packaging and prep times consistent, answer reviews with a clear
protocol and grow a direct ordering channel so the restaurant owns its customers rather than renting
them from the apps.

What order management software does a dark kitchen need?

Three pieces, in this order: an aggregator that pulls every app's orders into one kitchen screen, a per-
channel costing module that subtracts commission before you set the menu price, and a net-profit-per-
platform report. Skip the second and the software just speeds up a negative margin, because the
commission third-party apps take on every order eats a large share of the margin when the menu price
doesn't account for it. Start with SKU costing, add the aggregator once volume justifies it. The screen
saves minutes; the costing decides whether the kitchen survives.

How many delivery apps should | activate at the same time for my restaurant?

Just one at first. The Masterestaurant method is clear: activate one platform, collect 30 days of real data
(orders, ticket, returns, net margin) and only then evaluate a second one. Activating three apps on day 1
multiplies operational complexity without data to justify it, and hides which platform actually works for
your area and concept. In 80% of restaurants audited by Diego F. Parra, a single well-managed platform
generates more profit than three active platforms without a method.

How do | calculate the right price for my dishes on delivery apps?

Masterestaurant formula: Delivery price = (Ingredient cost + Packaging cost) + (1 - commission % —
target food cost %). Example: $3.20 ingredients + $0.50 packaging = $3.70 total cost. With 25%
commission and 28% target food cost, the minimum price is $3.70 + (1 = 0.25 - 0.28) = $3.70 + 0.47 =
$7.87 USD. Below that price, every order destroys margin. Most managers never do this calculation —
they use the dine-in price and lose quietly.
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Is it worth running a dark kitchen if | already have a physical restaurant?

The Masterestaurant method first evaluates whether the current kitchen can absorb delivery volume
without affecting dine-in quality. If it can, the dark kitchen is the most profitable operation possible: no
extra rent, same equipment, same brigade. ROl on a well-executed dark kitchen in an existing kitchen
can exceed 200% annually.

What metrics should | review every week to manage delivery well?

Three irreplaceable metrics according to the Masterestaurant method: (1) Net profit per platform —

gross sales minus commission, packaging and real food cost; (2) Average rating and number of new

reviews — every 0.1 rating point moves organic position in the app and affects order volume; (3)

Percentage of orders on own channel vs apps — the target is reaching 20% on own channel within
6 months. With those three numbers in 20 minutes per week, the manager has real control of the

digital channel.

DATA & SOURCES

Delivery apps for restaurant managers by the numbers (2026)

Verifiable industry benchmarks from official, non-commercial sources (government, industry

associations, market research) - not competitors.

Metric

Maximum initial
investment to launch a
ghost kitchen

share of food lost
globally between
harvest and the retail
stage

global agrifoodtech
investment in 2024, a
4% year-over-year
decline

U.S. startup
agrifoodtech
investment in 2024, up
14%

top of the labor cost
range the industry
reports, as a share of
revenue
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Value

$75,000 to $200,000 USD (initial
investment range) (2025)

over 13 percent (2024 figure; FAO's
SDG Indicators Data Portal gives
13.3 percent for 2023)

$16 billion in 2024, a 4% drop from
2023

$6.6 billion in 2024, up 14% from the
prior year's $5.8 billion

28% of sales (limited-service,
historical average 2010/2013/2016);
CURRENT 2024 figure = 31.7%
(limited-service) / 36.

Source

OysterLink — Ghost Kitchens Explained:
Data, Costs and Industry Impact [2025]

FAO (Food and Agriculture Organization of
the United Nations): Tackling food loss and
waste from the farm to the table and
beyond 2024

AgFunder — NEW REPORT: Global
agrifoodtech breaks funding freefall with
$16bn in 2024

AgFunder News (AgFunder) — US
agrifoodtech funding up 14% driven by
investment in Al-related startups 2025

National Restaurant Association —
Restaurant labor costs are well above
historical averages 2024
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Metric Value Source

Swiggy partner

restaurants in India 196k restaurant partners (196,000)
across 653 cities en 653 ciudades (2024)
(FY2023-24)

Swiggy Limited — Annual Report 2023-2024

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

Author: Diego F. Parra - Publisher: MASTERESTAURANT®

Q Content created with Al assistance, reviewed by the MASTERESTAURANT editorial team.
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