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QUICK VERDICT

The headline finding of this business model analysis is an uncomfortable one: 70% of U.S.
diners ordered delivery in the past month according to Escoffier (2025), yet the growing
channel is the one that returns the worst contribution margin per ticket, because
marketplace commission eats 15 to 30 points of the menu price while full-service food cost
already sits at 32.4% of sales according to Vantalnsights (2026). The consultant's reading:
your revenue structure is not decided in the kitchen, it is decided by the order in which a
guest finds you — Google Business Profile listing, Maps, marketplace or word of mouth

— and that order moves the contribution margin of every dish without you touching a
single recipe.
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INTELLECTUAL PROPERTY OF MASTERESTAURANT® — EXCLUSIVE FOR SECTOR LEADERS

Start with the number that breaks the comfortable story. Restaurant sales in Colombia fell 44% in 2024, against
-40% in 2023, according to Acodrés (2025); in Spain, restaurant profitability slipped 0.7% during 2025 according
to Hosteleria de Espafa (FEHR, 2025); and in the United States the independent restaurant sector contracted
2.3% in 2025, a net loss of more than 9,500 locations according to Technomic (2025). Three geographies, three
methodologies, one direction. When the same vector shows up in sources that never talk to each other, it stops
being noise and starts being the independent restaurant business model cracking at its weakest joint, which is
dependence on a channel it does not own.

This piece is a SYNTHESIS of public data, not primary research. Diego F. Parra and Masterestaurant did not
field a sample here: we organize figures already published by serious organizations, contrast them against each
other, and add the reading that twenty years working inside a restaurant's cash register allows. The value sits in
the interpretation. The number belongs to whoever published it, and that is how it gets cited every time,
organization and year.

The angle is deliberately local. We are not discussing the business model of a chain with 20,162 units like
Subway, the largest U.S. chain by location count according to Restroworks (2025); we are discussing the
restaurant competing to appear within a two-mile radius, whose digital engine is the Google Business Profile
listing, the Maps position, the delivery app algorithm, geotargeted advertising and five-star reviews. That engine
is now part of the revenue STRUCTURE, not a marketing layer on top of it.

SIDE-BY-SIDE COMPARISON

Side-by-side comparison

SECTOR FIGURE (CITED SOURCE) CONSULTANT'S READING - THE

DECISION IT TRIGGERS

Delivery penetration - all
segments

Food cost - full service

Average check when dining

out - U.S.

Traffic - casual dining
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X 70% of diners ordered delivery in
the past month (Escoffier, 2025)

X 32.4% of sales on average
(Vantalnsights, 2026)

X USD 54 in 2024 versus USD 48 in
2023 (US Foods / Escoffier, 2025)

X -4.3% year over year in 2025
(Rezku, 2025)

v At 15-30% commission, the
channel only holds dishes with
contribution margin 255% before
commission

v" House ceiling: 32% per dish is
the MAXIMUM, never the target; the
delivery menu needs its own costing

v A12.5% jump in one year: a flat
average check means lost real share,
not lost volume

v Dining room down, delivery up:
every mix point migrating to the

marketplace lowers margin per ticket
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Loyalty - QSR versus general
diner

Frequency by household
income - U.S.

Revenue structure - dark
kitchens

SECTOR FIGURE (CITED SOURCE)

X 52% of QSR guests belong to a
loyalty program (Voucherify, 2025)
versus 55% of diners who belong to
none (William Blair via Restaurant Dive)

X  64% of households above USD
200K dine out weekly versus 42% of
those under USD 50K (Morning Consult,
2025)

X 41% of the global dark kitchen
market is delivery-only (Credence
Research, 2024)

CONSULTANT'S READING - THE
DECISION IT TRIGGERS

v The gap is the asset: 81% would
join if offered (Voucherify, 2025).
Owned channel before commission

v Your radius decides the model:
geotargeted spend on the wrong
polygon burns budget

v The virtual restaurant business
model works, but without a dining
room break-even rides entirely on the

algorithm

~350,000 kiosks installed, +43% in
two years (Kiosk Industry, 2025)

Order automation - self-service X v Digital ordering is infrastructure

now; the local restaurant buys it as a
QR code, not as hardware

Finding 1 — Why does the fastest-growing channel leave the thinnest margin?

Because delivery growth is measured in orders while the business is measured in contribution margin,
and those two curves have been drifting apart for years.

Escoffier (2025) reports that 70% of U.S. diners ordered delivery in the past month, a volume no owner can ig-
nore; yet a 25% marketplace commission on a USD 20 ticket leaves USD 15 reaching the till, while the raw food
cost stays nailed at the USD 6 that a 30% food cost on menu price implies. Contribution margin drops from USD
14 to USD 9: a 36% loss without changing a recipe, a supplier or a shift. Against the 32,4% average full-service
food cost that Vantalnsights (2026) reports, the arithmetic gets tighter still. The channel is not bad; it is
EXPENSIVE, and it should be handled the way you handle a cost, not the way you celebrate a sale. The figure
that breaks the comfortable story is the agreement between sources that never talk to each other.

Finding 2 — Three countries, three methodologies, one direction

Acodrés (2025) reports that restaurant sales in Colombia fell 44% in 2024, after —40% in 2023; Hosteleria de
Espafa (FEHR, 2025) records a 0,7% decline in Spanish restaurant profitability during 2025; and Technomic
(2025) puts the contraction of the U.S. independent sector at 2,3%, a net loss of more than 9.500 venues. Three
geographies, three different ways of measuring, one shared vector. When that happens, you stop talking about
the cycle and start talking about structure. And the structure cracking here is not food cost, which has been
climbing for decades without killing the sector: it is the DEPENDENCE on a demand channel the restaurant nei-
ther controls, nor audits, nor buys at a fixed price. It helps to say what this analysis is NOT before saying what it
adds. Diego F. Parra and Masterestaurant did not run a sample of our own: we organize figures already pub-
lished by serious organizations, contrast them against each other, and lay on top the reading that twenty years
working with a restaurant's till allows.
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Finding 3 — This is a synthesis of public data, not primary research

The number belongs to whoever published it, and that is how it gets cited, with organization and year, every sin-
gle time. The value sits in the crossing: Restroworks (2025) documents that 77,3% of U.S. consumers eat out at
least once a week, while Technomic (2025) measures a 2,3% drop in the number of independents, and those
two only reconcile if somebody is capturing that frequency and it is not the neighborhood restaurant. Demand
did not evaporate. It changed hands. The angle here is deliberately local, and that choice changes every conclu-
sion. Subway runs roughly 20.162 U.S. locations, followed by Starbucks with 17.286 and McDonald's with
13.711 according to Restroworks (2025); none of those three fights for what the independent fights for. The inde-
pendent competes to show up when somebody three kilometres away types «restaurant near me» while hungry
and fifteen minutes short on patience.

Finding 4 — The neighborhood restaurant competes

within three kilometres, not against Subway

Its digital engine is the Google Business Profile listing, the Maps position, the ranking inside Rappi or Uber Eats,
geo-targeted ads and a steady flow of five-star reviews. That is no longer a marketing layer bolted on top of the
business: it belongs to the revenue STRUCTURE, just like the kitchen or the bar, and it deserves the same mea-
surement discipline you give a payroll line. The second fracture in the model concerns who owns the customer,
and it is the one fewest owners attack. According to the William Blair survey reported by Restaurant Dive, 55%
of U.S. diners belong to no loyalty program at all, while Voucherify (2025) finds 81% willing to join one if some-
body offers it. That gap between what people do and what people would accept is money lying asleep. And it
pays: Restroworks (2025) documents that 55% of loyalty customers visit a restaurant at least twice a month, and
Voucherify (2025) puts at 52% the share of quick-service customers already enrolled in at least one program.

Finding 5 — Loyalty is the only asset the marketplace cannot take with it

Asking for the email, the birthday and the favourite dish at handoff costs nothing and buys the one list the plat-
form cannot rent out to someone else. Run the scenario to the end, because that is where you see whether the
model holds. At 25% commission, a USD 20 ticket leaves USD 9 of contribution margin with a 30% food cost.
Move the commission to 28% and the margin falls to USD 8,40: 6,7% less from one year to the next, decided in
an office where the restaurant has no chair. If that channel accounts for 40% of sales and the venue runs on a
single-digit operating margin —normal when food cost hovers around the 32,4% Vantalnsights (2026) measures
— those sixty cents per order eat a good share of the year's result. The answer is not to abandon the channel. It
is a delivery menu with its own prices, a minimum ticket that absorbs the commission, and a direct-sales share
that grows every quarter.

Finding 6 — Who eats out, and with whose wallet: demand split in two

The average hides the most useful news for anyone designing a menu. Morning Consult (2025) measures that
64% of U.S. households above USD 200.000 a year eat out weekly, against 42% of households below USD
50.000; and the average check when dining out rose to USD 54 in 2024 from USD 48 in 2023, according to US
Foods and Escoffier (2025). Meanwhile Rezku (2025) records a 4,3% year-on-year drop in casual dining traffic.
Add it up: spending rises, traffic falls, and the American Farm Bureau Federation calculates that eating out al-
ready accounted for about 39% of total household food spending in 2024. They come less often and spend
more. A menu built for volume in that scenario loses twice. The third axis of the model is fixed cost per transac-
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tion, and the sector has already voted. Kiosk Industry (2025) counts some 350.000 self-service kiosks installed
in restaurants, 43% more than two years earlier, and Credence Research attributes 41% of the global dark-
kitchen market to delivery-only operations in 2024.

Finding 7 — Automation is not the future: it is installed, and it has a number

Both figures point the same way: the square metre of dining room and the minute of counter labour stopped be-
ing sacred. | was sceptical about kiosks for years, and | was wrong about the reason — | assumed customers
would reject them, when the real problem was that almost nobody redesigned the menu for the screen, so the
ticket never rose. Technology on its own does not move the margin. It moves the margin when somebody
rewrites the operation around it. The first difference is accounting, not marketing. A USD 20 delivery order at
25% commission leaves USD 15 in the till; if that dish carries a 30% food cost on menu price, the raw material
still costs USD 6, so real contribution margin drops from USD 14 to USD 9 — a 36% margin loss without a sin-
gle recipe changing. Against the 32.4% average full-service food cost published by Vantalnsights (2026), that
arithmetic is what decides which dishes deserve to be in the channel.

Finding 8 — Four differences between a model that holds and one that merely bills

The second is ownership of the guest. With 55% of U.S. diners outside any loyalty program, per the William Blair
survey reported by Restaurant Dive, and 81% willing to join if offered according to Voucherify (2025), an owned
database is the cheapest asset a local restaurant can build this year. The marketplace rents you customers; loy-
alty leaves them with you. Third: discovery became infrastructure. The guest searching for a restaurant nearby
does not compare menus, they compare listings — photos, reviews, distance, open hours. That moment de-
cides whether the USD 54 average check reported by US Foods and Escoffier (2025) walks through your door
or your neighbor's, and it happens before you get to prove anything in the kitchen. And the fourth, which almost
nobody watches: channel mix is a revenue-structure decision, never a consequence. With casual dining traffic
down 4.3% year over year in 2025 according to Rezku (2025), letting the mix drift means letting the marketplace
set your margin.

Finding 9 — Four differences between a model
that holds and one that merely bills — in practice

That is exactly the job of the Masterestaurant Restaurant Model Canvas: it forces you to write down what share
of sales each channel carries and at what margin, before the year decides for you.

POINT BY POINT
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Marketplace versus your own local engine:
the A/B that defines revenue structure

WHERE THE GUEST COMES FROM

A - SECTOR FIGURE (CITED SOURCE) The B - MASTERESTAURANT The Google
marketplace brings the order and keeps Business Profile listing and an owned
the guest's data program bring the guest with their data

Verdict: Owned channel wins: 81% would join a loyalty program if offered (Voucherify, 2025) and
55% belong to none today (William Blair via Restaurant Dive)

MARGIN PER TICKET

A - SECTOR FIGURE (CITED SOURCE) B - MASTERESTAURANT Dining room and
Marketplace delivery: 15-30 commission pickup: no commission, with reference
points on menu price food cost at 32.4% (Vantalnsights, 2026)

Verdict: The dining room wins on margin, yet the channel stays open: prune it by minimum
contribution margin before commission

DEMAND PREDICTABILITY

A - SECTOR FIGURE (CITED SOURCE) B - MASTERESTAURANT Returning-guest
Riding an algorithm ranking that changes frequency: 55% of loyalty members visit at
without notice least twice a month (Restroworks, 2025)

Verdict: Owned frequency wins, because it holds break-even when general traffic falls (-4.3% in
casual dining, Rezku 2025)
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ACQUISITION COST

A - SECTOR FIGURE (CITED SOURCE) B - MASTERESTAURANT Geotargeted ads
Variable commission, proportional to every on a polygon plus an optimized listing:
sale, forever declining fixed cost per recovered guest

Verdict: The local engine wins over twelve months; the marketplace wins on startup speed and
on reach beyond your radius

TABLE EXPERIENCE

A - SECTOR FIGURE (CITED SsOURCE) QR B - MASTERESTAURANT Physical menu to

menu only, no physical menu govern pace and suggestive selling, QR as
a pricing and accessibility complement

Verdict: BOTH win with separate roles: dropping the physical menu costs average check and
service control, and the QR does not offset that loss

WHAT AN INVESTOR READS

A - SECTOR FIGURE (CITED SOURCE) B - MASTERESTAURANT Contribution

Order volume and revenue growth margin by channel, prime cost and
marketplace dependence

Verdict: Gastronomic financial maturity wins: with the independent sector down 2.3% in 2025

(Technomic, 2025), predictable cash is what gets bought

SIDE-BY-SIDE COMPARISON
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The business model mistake with the highest price tag DIAGNOSIS

X Treating delivery as incremental revenue without costing its commission inside the per-dish
contribution margin

X Measuring success in order count instead of profit per ticket after commission, packaging and transport
waste

X Leaving the Google Business Profile listing with stale hours, no dish photography and the wrong
primary category

X Answering reviews in batches, weeks later, once the freshness signal has already faded from local
ranking

X Paying for geotargeted ads across the whole city when 80% of real tickets live inside a short radius
X Handing all discovery to the marketplace and never building an owned base of returning guests

X Replacing the physical menu with a QR code and losing control of service pace and suggestive selling

The right method: a business model with its own local engine MASTERESTAURANT

v" Cost TWO menus, dining room and delivery, each with its own food cost and commission inside the
math

v Set the minimum contribution margin per dish BEFORE listing it, and pull anything that falls short

v" A complete Google Business Profile: one primary category, live hours, dish photography refreshed
quarterly

v" Reply to reviews within 24 hours naming the dish, because recency feeds local relevance
v" Geotarget the polygon where the ticket lives, not the city, excluding zones outside delivery coverage

v" An owned loyalty program with contact data in your hands, to rebuild frequency without paying
commission

v" APHYSICAL menu to govern the experience, with the QR menu as a complement for pricing, delivery
and access

SIDE-BY-SIDE COMPARISON
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Side-by-side comparison

Delivery penetration - all
segments

Food cost - full service

Average check when dining

out - U.S.

Traffic - casual dining

Loyalty - QSR versus general
diner

Frequency by household
income - U.S.

Revenue structure - dark
kitchens

Order automation - self-service

THE NUMBERS THAT MATTER

SECTOR FIGURE (CITED SOURCE)

X 70% of diners ordered delivery in
the past month (Escoffier, 2025)

X 32.4% of sales on average
(Vantalnsights, 2026)

X USD 54 in 2024 versus USD 48 in
2023 (US Foods / Escoffier, 2025)

X -4.3% year over year in 2025
(Rezku, 2025)

X 52% of QSR guests belong to a
loyalty program (Voucherify, 2025)
versus 55% of diners who belong to

none (William Blair via Restaurant Dive)

X 64% of households above USD
200K dine out weekly versus 42% of
those under USD 50K (Morning Consult,
2025)

X 41% of the global dark kitchen
market is delivery-only (Credence
Research, 2024)

X ~350,000 kiosks installed, +43% in
two years (Kiosk Industry, 2025)

CONSULTANT'S READING - THE
DECISION IT TRIGGERS

v At 15-30% commission, the
channel only holds dishes with
contribution margin 255% before
commission

v House ceiling: 32% per dish is
the MAXIMUM, never the target; the
delivery menu needs its own costing

v A12.5% jump in one year: a flat
average check means lost real share,
not lost volume

v" Dining room down, delivery up:
every mix point migrating to the
marketplace lowers margin per ticket

v The gap is the asset: 81% would
join if offered (Voucherify, 2025).
Owned channel before commission

v Your radius decides the model:
geotargeted spend on the wrong
polygon burns budget

v The virtual restaurant business
model works, but without a dining
room break-even rides entirely on the
algorithm

v Digital ordering is infrastructure
now; the local restaurant buys it as a
QR code, not as hardware

The scorecard: eight public figures that define the 2026 board

70 %

U.S. diners who ordered delivery in the past month
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32.4 %

average full-service food cost as a share of sales

9l uso

average check when dining out
in 2024, up from USD 48 in 2023

2.3 %

contraction of the independent sector
in 2025: over 9,500 net locations lost

81 %

consumers willing to join a loyalty
program when offered one

4.3 %

year-over-year drop in U.S.
casual dining traffic during 2025

M %

of the global dark kitchen market is delivery-only

44 %

drop in Colombian restaurant sales during 2024

VISUALIZATION

The numbers, visualized
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U.S. diners who ordered delivery in the past month

average full-service food cost as a share of sales

average check when dining out in 2024, up from USD 48 in 2023

contraction of the independent sector in 2025: over 9,500 net locations lost

consumers willing to join a loyalty program when offered one

year-over-year drop in U.S. casual dining traffic during 2025

Sources: Escoffier — 2025 Consumer Dining Trends - Vantalnsights 2026 - US Foods / Escoffier 2025 - Technomic
via Nation's Restaurant News 2025 - Voucherify — QSR Loyalty Trends 2025

Chart by masterestaurant.com

REAL CASE

“Delivery apps brought 38% of our sales and we assumed that was the good business, until we costed dish
by dish with commission inside: the channel carried 38% of revenue and barely 19% of contribution margin.
We pulled fourteen dishes from the marketplace, kept only those above 55% margin before commission,
fixed the Google Business Profile listing with a single primary category and dish photography, and started
answering reviews the same day. Four months later total sales were up 9% on fewer orders, because the
dining room recovered mix and average check moved from USD 21 to USD 26.”

— Owner of a three-unit fast casual, Bogota - engagement supported by Masterestaurant

HOW TO APPLY IT IN YOUR RESTAURANT
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How to place your business model in four steps

@ 1. Split sales by channel and measure margin, not volume
Take ninety days of sales and break them into dining room, pickup, owned delivery and
marketplace. Subtract commission, packaging and transport waste from each line before you
even look at food cost. With the full-service average at 32.4% of sales according to
Vantalnsights (2026) as your external reference, you need to know what share of total
contribution margin each channel produces. The channel that bills most is rarely the one that
leaves most, and that stops being theory the moment you see it on your own sheet.

@ 2. Prune the marketplace menu by minimum margin
Set a floor for contribution margin before commission and pull anything below it, without
sentiment. Remember the house ceiling: 32% food cost per dish is the MAXIMUM, not the goal,
and payroll, rent and utilities never load onto the plate — they live in break-even. With 70% of
diners ordering delivery in the past month according to Escoffier (2025), you do not abandon the
channel, you prune it. Menu engineering applied to a delivery menu is a different exercise from
the dining room and deserves its own matrix.

@ 3. Fix the local discovery engine before spending a cent on ads
One primary category in Google Business Profile, hours that match reality, dish photography
refreshed each quarter, complete service attributes, and review replies inside twenty-four hours
naming the dish. Only then switch on geotargeted advertising, and aim it at the polygon where
your ticket lives rather than the city. The income-frequency gap documented by Morning Consult
(2025) — 64% of households above USD 200K dining out weekly against 42% of those under
USD 50K — explains why two identical radii can perform nothing alike.

@ 4. Build the owned channel and close the loop with a cash board
A simple loyalty program, with contact data in your hands, turns frequency into an asset: 81% of
consumers would join if offered and 55% currently belong to none, according to Voucherify
(2025) and the William Blair survey reported by Restaurant Dive. Put a thirteen-week cash flow
board on top and review channel mix, average check and table turnover every Monday. The
Restaurant Model Canvas and the Masterestaurant tools exist precisely so that board never
depends on anyone's memory.

FAQ
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Questions that arrive every week about the local business model

How do you validate a restaurant business model before investing more?

Validate it on margin by channel, never on revenue. Split ninety days of sales into dining room, pickup, owned
delivery and marketplace; subtract commission and packaging from each line, then compare food cost against
the 32.4% full-service average published by Vantalnsights (2026). If a channel contributes more revenue than
margin, the problem lives in the model, not in the kitchen.

Does the virtual restaurant business model work without a dining room?

It works, with one hard condition: without a dining room, break-even depends entirely on the marketplace
algorithm. Delivery-only kitchens already represent 41% of the global dark kitchen market according to
Credence Research (2024), so the format is proven, but an operator with no owned channel and no guest base
has no defense when commission or ranking shifts.

Should we drop the physical menu and keep only the QR menu?

No. At Masterestaurant the recommendation is always BOTH, each with its own role. The physical menu
governs the experience: it sets the pace of service, carries the menu narrative and enables suggestive selling by
the server. The QR menu is the complement — delivery, accessibility, price changes, analytics — and genuinely
useful, but dropping the physical menu costs you average check and control of the table.

What does a restaurant investor look at in 2026 before committing?

They look at gastronomic financial maturity, which comes down to four things: contribution margin by channel,
prime cost under control, marketplace dependence and owned-guest frequency. With the independent sector
contracting 2.3% in 2025 according to Technomic (2025), what an investor buys is predictable cash, not gross
order volume.

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
Establecimientos de franquicias de International Franchise Association
. . 204.366 locales, +2,2% (2025)
comida rapida en EE.UU. 2025
Produccion econémica de franquicias L International Franchise Association
US$322 mil millones, +5,4% (2025)
QSR en EE.UU. 2025
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Metric Benchmark 2026 Source

Empleo en comida rapida franquiciada = Mas de 4 millones de empleos, International Franchise Association
en EE.UU. +2,6% (2025) 2025
Locales de franquicias totales en International Franchise Association
851.000 locales, +2,5% (2025)

EE.UU. 2025
Operadores de restaurantes que usan National Restaurant Association

. 26% de los operadores (2026) .
herramientas de IA 2026 (via Restaurant Dive)
Inflacién de precios de menu en +3,5% interanual (mayo 2025), el National Restaurant Association
EE.UU. ritmo mas lento en 16 meses 2025

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.

www.masterestaurant.com - Original Study - Masterestaurant analysis of the local restaurant business model 2026: the 70% ordering delivery is not the 70% leaving you ... Page 14 of 14


https://www.franchise.org/2025/02/led-by-fast-food-restaurants-franchising-is-expected-to-have-a-big-year/
https://www.franchise.org/2025/02/led-by-fast-food-restaurants-franchising-is-expected-to-have-a-big-year/
https://www.franchise.org/2025/02/led-by-fast-food-restaurants-franchising-is-expected-to-have-a-big-year/
https://www.franchise.org/2025/02/led-by-fast-food-restaurants-franchising-is-expected-to-have-a-big-year/
https://www.restaurantdive.com/news/national-restaurant-assocation-operator-artificial-intelligence-adoption/812418/
https://www.restaurantdive.com/news/national-restaurant-assocation-operator-artificial-intelligence-adoption/812418/
https://restaurant.org/research-and-media/research/restaurant-economic-insights/economic-indicators/menu-prices/
https://restaurant.org/research-and-media/research/restaurant-economic-insights/economic-indicators/menu-prices/
https://chat.whatsapp.com/KQh54oRhxNT7niQOvETZwF

