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QUICK VERDICT
Digital tools for restaurants stopped being an optional layer: Restroworks (2025) projects
that 70% of QSR sales would come from digital orders by the close of 2025, and market
research reports more than 78% of restaurants already ran point-of-sale software in 2024,
up from 42% in 2018 (Restaurant POS Systems Market, 2024). The 2026 decision is not
whether to digitize but in what order: the POS first as single source of truth, then Al-
assisted scheduling —which TimeForge (2025) links to 8-12% lower labor cost with
forecast accuracy above 90%— and only then conversational agents. Buy in reverse and
you get handsome dashboards sitting on dirty data.

¢ Masterestaurant Study / Sector Synthesis Expert synthesis - cited industry sources - 18 min read
- 2026-08-12

INTELLECTUAL PROPERTY OF MASTERESTAURANT® — EXCLUSIVE FOR SECTOR LEADERS
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A three-location owner showed me his screen last month: fourteen active subscriptions, four of them duplicating

the same function, and not one number that matched Friday's cash close. That is the real state of the restaurant
technology estate in 2026, and buying another tool does not fix it. Fixing the sequence does.

This analysis synthesizes public data from Restroworks, Toast, Restaurant POS Systems Market, TimeForge,

Zellyfi, Businessdasher, UpMenu and the National Restaurant Association, published between 2024 and 2025,
and applies the reading of a consultant who works unit economics and prime cost every day. The figures belong

to those organizations; what Diego F. Parra and Masterestaurant contribute is interpretation, segment

breakdown and the purchase order that follows from them.

Here is the thesis up front, because | would rather argue it from the start than sell it at the end: the profitability
gap between restaurants of similar size is no longer explained by the technology they OWN, but by the

technology they managed to wire into contribution margin. Toast reports 164,000 locations on its platform and

195.1 billion USD in payment volume processed in fiscal 2025, 23% above the prior year (Toast, 2025); software
is everywhere. The discipline to read it is not.

SIDE-BY-SIDE COMPARISON

Side-by-side comparison

Starting point - POS adoption

Digital channel - share of sales

Labor scheduling

Guest service and repetitive
queries
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TRADITIONAL METHOD
(BUYING UNDER PRESSURE)

X POS bought when the register
breaks; 42% of the sector had one
in 2018 and many independents
still operate reactively (Restaurant
POS Systems Market, 2024)

X Aggregator delivery switched
on without costing the commission;
37% of adults order delivery at
least weekly and that volume
enters with unmeasured margin
(UpMenu, 2024)

X Spreadsheet rota adjusted on
Sunday night, with no demand
forecast and no overtime control

X Phone and messaging
handled by floor staff at peak, with
lost orders nobody counts

MASTERESTAURANT METHOD
(SEQUENCING BY MARGIN)

v POS first as single source of truth: over
78% of restaurants already used one in
2024, so the edge lies in closing inventory
against it, not in owning it (Restaurant POS
Systems Market, 2024)

v" Owned channel before aggregator: with
70% of QSR sales projected as digital by
the close of 2025, each channel gets costed
separately (Restroworks, 2025)

v Al-assisted scheduling: 8-12% labor
cost reduction and forecast accuracy above
90% documented by TimeForge (2025)

v Al agent on repetitive queries: 30% to
40% savings in customer service cost per
Zellyfi (2025), escalating to a human where
judgment matters
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Loyalty and average check

Cost structure of the stack

Talent and learning curve

TRADITIONAL METHOD
(BUYING UNDER PRESSURE)

X Punch cards or a program
with no data reading; guest
behavior never reaches menu
engineering

X  Subscriptions piled up without
an annual audit, with functional
overlap and systems that never
speak to each other

X High turnover absorbed as
fate, with each exit costing up to
150% of salary in replacement
(StaffedUp, 2025)

MASTERESTAURANT METHOD
(SEQUENCING BY MARGIN)

v Loyalty wired to the POS: 65% of
guests adjust their order to earn more
points, a direct lever on average check
(Businessdasher, 2025)

v Stack audited against prime cost and
break-even; every tool justifies its monthly
cost in contribution margin points

v Hospitality training tied to the tool the
team already uses, with 6.2 million 16-19
year olds in the workforce arriving digitally
fluent (National Restaurant Association /

BLS, 2024)

Finding 1 — The point of sale stopped being a decision and became the floor of the building

Buying a POS no longer sets you apart from anyone, because the Restaurant POS Systems Market report
(2024) documents that more than 78% of restaurants were running point-of-sale software in 2024, against the
42% that did so in 2018: in six years the category went from competitive edge to entry requirement, like the ex-
traction hood. Toast closed 2025 with 164,000 locations on its platform, against 134,000 the previous year, and
processed 195.1 billion USD in payments, 23% above the prior period (Toast, 2025). Those two figures together
say something uncomfortable for the owner still picking a vendor: the market consolidated while you were com-
paring plans. What actually decides your margin is what you do with everything the POS records each night, and
the gap between operators there is brutal. Because a digital order rearranges the workload inside the kitchen,
not merely the origin of the sale.

Finding 2 — Why did the digital channel change

kitchen arithmetic and not just marketing arithmetic

Restroworks (2025) projects that 70% of QSR sales would come from digital orders by the close of 2025, and
UpMenu (2024) measures that 37% of adults order delivery at least once a week, with more than 40% ordering
delivery or takeout three to five times a month. Translate that to the hot line: if seven of every ten tickets arrive
without anyone calling them out, the station stops working under the guest's eye and starts working against a
timer. The mistake | see repeated is staffing from dining-room history and then blaming the courier for the times.
The packing station deserves its own costed position, not a corner stolen from the pass. If | had to rank purchas-
es by impact on prime cost, smart scheduling goes first and | won't argue the point. TimeForge (2025) reports la-
bor cost reductions between 8% and 12% with Al-assisted scheduling, holding forecast accuracy above 90%.

Finding 3 — Al-assisted scheduling is the one tool with direct return on prime cost

On a payroll that in normal operation takes roughly a third of sales, that range moves two to four points of oper-
ating margin, far more than any discount campaign returns. And there is a second effect almost nobody books:
StaffedUp (2025) puts the cost of replacing an employee at 150% of salary, so every resignation avoided
through predictable shifts is money that never leaves the register. My read is that payroll, not food cost, is where
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software still has unexploited room. Zellyfi (2025) measures reductions between 30% and 40% in customer ser-
vice cost when an Al chatbot absorbs repetitive queries, and that number holds as long as the conversation
ends inside the bot. The trade of the craft shows its paradox when a restaurant automates reservations and or-
der modifications: the bot solves the cheap 80% and escalates the expensive 20% right at peak service, when
the manager cannot pick up the phone.

Finding 4 — Chatbots do save money, but the saving depends on where you place them

| resolve it this way, and the position is firm: automate hours, location, availability, order status and allergen poli-
cy, but keep ticket modifications in human hands until the POS and the bot share the same database. A chatbot
that promises a change the kitchen never sees creates a complaint, and the complaint costs more than the call it
avoided. The figure that most changed my mind about points programs comes from Businessdasher (2025):
65% of customers adjust their order to earn more rewards. That turns loyalty into a menu engineering lever
rather than a deferred discount, and it completely changes the design question. If 65% will move their hand to-
ward wherever you place points, place them on high contribution margin categories: Technomic (2024) reports
that 46% of respondents name alcohol among the highest-margin categories on the menu. A program that gives
away the signature dish burns margin; one that pushes beverage and sides manufactures it.

Finding 5 — Loyalty: the program does not reward the guest, it dictates the ticket

| got this wrong for years, recommending flat points per dollar spent, which is the most expensive way to buy fre-
quency that was going to happen anyway. Let's take the scenario all the way, because the owner of three loca-
tions | mentioned at the start already lived it. Suppose you contract POS, scheduling, loyalty, chatbot, inventory,
in-house delivery and aggregators, each with its own login and its own report: the labor forecast TimeForge
(2025) promises above 90% accuracy feeds on sales the POS records, but if the 70% of digital tickets
Restroworks (2025) projects arrives through aggregator tablets that never pour into that same system, the fore-
cast works on half the demand and understaffs precisely on Friday. That 8-12% labor saving never shows up,
the shift collapses, and the usual diagnosis blames the software. The failure was not the purchase. It was the or-
der. Diego F. Parra and Masterestaurant hold a sequence different from the one the market pushes, and it
comes from reading the figures together instead of separately.

Finding 6 — The purchase order that follows from these figures

First, a POS whose reporting reconciles against the nightly cash close, today a market floor per the Restaurant
POS Systems Market report (2024) with adoption above 78%. Second, integration of every digital channel into
that same POS, because without it the 70% of digital sales Restroworks (2025) projects stays blind. Third, Al-as-
sisted scheduling, with its 8-12% labor saving measured by TimeForge (2025). Fourth, loyalty aimed at prof-
itable categories. The chatbot arrives fifth, not first, however well it demos at a trade show. Technology wired into
contribution margin is what pays; everything else is a subscription. There is a hard limit software does not cross,
and it is worth saying before contracts get signed. The National Restaurant Association, using Bureau of Labor
Statistics data (2024), counts 6.2 million people aged 16 to 19 in the United States workforce, some 900,000
more than in 2019, and that profile turns over quickly by definition.

Finding 7 — The constraint no tool solves: who actually runs the shift

A young, mobile crew turns every complicated interface into training hours that StaffedUp (2025) already priced
indirectly by setting replacement at 150% of salary. That is why the buying criterion | apply on audit is not the
feature list, but how many minutes a new cook needs to operate the screen without asking. Measure that on
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Monday with the afternoon shift, stopwatch in hand, and you will have your vendor decision before Friday.
SOURCES SYNTHESIZED (organization and year): Restroworks — Restaurant Mobile App Statistics (2025), on
digital share in QSR; Toast (2025), on payment volume and platform reach; Restaurant POS Systems Market re-
port (2024), on POS penetration; TimeForge (2025), on Al-assisted scheduling; Zellyfi (2025), on service chat-
bots; Businessdasher (2025), on loyalty programs; UpMenu (2024), on delivery frequency; National Restaurant
Association with Bureau of Labor Statistics data (2024), on the young workforce; StaffedUp (2025), on replace-
ment cost. TIME WINDOW: publications from 2024 and 2025, with projections the issuers themselves extend
into late 2025 and early 2026.

Finding 8 — Sources, scope and method behind this synthesis

Figures older than 2024 were discarded except where the source uses them as a comparative baseline, as with
the 42% POS adoption in 2018 reported inside the 2024 market study. SELECTION CRITERION: priority went
to sources that publish methodology or that operate the infrastructure they measure —Toast reporting its own
processed volume, for instance— and any figure without an identifiable issuing organization was excluded.
Where two sources measure the same thing with different numbers, both are cited and the definitional gap is ex-
plained rather than averaged away. WHAT MASTERESTAURANT CONTRIBUTES: the reading, the segment
breakdown and the implementation order. Diego F. Parra produced none of these figures and audited no propri-
etary sample for this analysis; his work here is synthesis and judgment, backed by twenty years of consulting
across 43 countries. HONEST LIMITATIONS: most of these sources carry a United States geographic bias,
so absolute values do not transfer cleanly to Latin American or European markets —where ACODRES (2025),
for example, documents a 9.8% rise in menu prices in Colombia since February 2025 under its own cost
dynamics—.

Finding 9 — Sources, scope and method behind this synthesis — in practice

Several figures come from technology vendors with a commercial interest in showing high adoption; they are cit-
ed anyway because they are the only continuous public series, though they read better as an optimistic ceiling
than as a sector average. And none of these sources breaks down finely by operation size, so the segment allo-
cation below is consulting interpretation, not published data. OPERATIONAL DEFINITIONS OF EACH
SCORECARD METRIC: POS penetration = share of establishments with active point-of-sale software, mea-
sured over a market census, in percentage points. Digital channel share = sales originating in app, web or kiosk
over total segment sales, in percent. Al labor cost reduction = change in payroll cost after implementing algorith-
mic scheduling, against the prior base, in percent. Service savings = change in customer service cost when
routing repetitive queries to a conversational agent, in percent. Loyalty elasticity = share of guests who modify
their order to accumulate points, survey-measured.

Finding 10 — Sources, scope and method behind this synthesis — key points

Replacement cost = total cost of filling a vacancy expressed as a multiple of the role's annual salary. HOW TO
CITE THIS ANALYSIS: Parra, D. F. (2026). Masterestaurant Analysis of Digital Tools for Restaurants 2026.
Masterestaurant. The quantitative figures belong to the organizations cited in each case —Restroworks, Toast,
Restaurant POS Systems Market, TimeForge, Zellyfi, Businessdasher, UpMenu, National Restaurant
Association and StaffedUp—; the synthesis, segment breakdown and recommendations are Masterestaurant's.

POINT BY POINT
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Comparative reading: what each finding triggers

POS PENETRATION (RESTAURANT POS SYSTEMS MARKET, 2024)

A - TRADITIONAL METHOD (BUYING B - MASTERESTAURANT Over 78% in
UNDER PRESSURE)

2024; having a POS no longer
42% in 2018; technology was a T

distinguishes anyone
competitive differentiator and owning it

bought time

Verdict: The differential moved from ownership to use: the winner wires inventory, purchasing and
payroll into that POS and closes food cost variance weekly.

DIGITAL SHARE IN QSR (RESTROWORKS, 2025)

A - TRADITIONAL METHOD (BUYING B - MASTERESTAURANT 70% of QSR
UNDER PRESSURE)

sales projected as digital by the close of

Digital channel treated as a dining room 2025

add-on, with no costing of its own

Verdict: When seven in ten orders start on a screen, the digital menu can no longer be a photo of
the printed one: it demands its own menu engineering.

LABOR SCHEDULING (TIMEFORGE, 2025)

A - TRADITIONAL METHOD (BUYING B - MASTERESTAURANT Algorithmic
UNDER PRESSURE)

scheduling with forecast accuracy above

Intuition-based rota adjusted on Sunday, 90% and 8-12% lower labor cost
0 - (0]

overtime discovered in payroll

Verdict: This is the best effort-to-return lever in the stack: it moves prime cost within weeks and
demands no system change.
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CUSTOMER SERVICE (ZELLYFI, 2025)

A - TRADITIONAL METHOD (BUYING B - MASTERESTAURANT Conversational
UNDER PRESSURE)

agent covering repetitive queries, with 30-

Floor staff answering phones at peak, with 40% service cost savings

uncounted lost orders

Verdict: Automate what repeats and escalate what needs judgment; the costly mistake is
automating the complaint, which is exactly where guests get retained.

LOYALTY PROGRAMS (BUSINESSDASHER, 2025)

A - TRADITIONAL METHOD (BUYING B - MASTERESTAURANT 65% of guests
UNDER PRESSURE)

modify their order to earn points, with the

Punch cards or an app disconnected from data entering the POS

the point of sale, with no behavioral
reading

Verdict: Loyalty wired correctly is a menu engineering tool dressed as marketing: it steers the
order toward higher contribution margin dishes.

PLATFORM SCALE (TOAST, 2025)

A - TRADITIONAL METHOD (BUYING B - MASTERESTAURANT 164,000
UNDER PRESSURE)

locations and 195.1 billion USD

134,000 locations in 2024 and lower o
processed, up 23% year over year

payment volume
Verdict: Platform consolidation reduces fragile-integration risk but raises dependency: negotiate
data portability before signing a three-year term.

SIDE-BY-SIDE COMPARISON
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How the average restaurant buys technology REACTIVE BUYING

X

X

Picks the tool by subscription price rather than by the margin point it moves.

Adds digital channels without costing the aggregator commission against dish contribution margin.

Measures adoption in active licenses instead of decisions actually made with the data.

Schedules staff on Sunday intuition and discovers the labor overrun on the fifteenth.

Leaves inventory outside the POS, so food cost variance only surfaces once it has eaten the margin.

How the Masterestaurant method sequences it MASTERESTAURANT

v

v

Sets the POS as single source of truth before buying any analytics layer on top.

Costs each channel separately —dining room, owned channel, aggregator— and decides on net
margin, never on gross sales.

Introduces Al where volume is repetitive and auditable: demand forecasting, scheduling, frequent
queries.

Ties every dashboard to ONE concrete weekly decision; a dashboard nobody decides with gets
switched off.

Audits the full stack twice a year against prime cost, break-even and table turnover.

SIDE-BY-SIDE COMPARISON

Side-by-side comparison

TRADITIONAL METHOD MASTERESTAURANT METHOD
(BUYING UNDER PRESSURE) (SEQUENCING BY MARGIN)

Starting point - POS adoption X POS bought when the register v POS first as single source of truth: over

breaks; 42% of the sector had one 78% of restaurants already used one in

in 2018 and many independents 2024, so the edge lies in closing inventory
still operate reactively (Restaurant against it, not in owning it (Restaurant POS
POS Systems Market, 2024) Systems Market, 2024)
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Digital channel - share of sales

Labor scheduling

Guest service and repetitive

queries

Loyalty and average check

Cost structure of the stack

Talent and learning curve

THE NUMBERS THAT MATTER

TRADITIONAL METHOD
(BUYING UNDER PRESSURE)

X Aggregator delivery switched
on without costing the commission;
37% of adults order delivery at
least weekly and that volume
enters with unmeasured margin
(UpMenu, 2024)

X Spreadsheet rota adjusted on
Sunday night, with no demand
forecast and no overtime control

X Phone and messaging
handled by floor staff at peak, with
lost orders nobody counts

X Punch cards or a program
with no data reading; guest
behavior never reaches menu
engineering

X Subscriptions piled up without
an annual audit, with functional
overlap and systems that never
speak to each other

X High turnover absorbed as
fate, with each exit costing up to
150% of salary in replacement
(StaffedUp, 2025)

MASTERESTAURANT METHOD
(SEQUENCING BY MARGIN)

v" Owned channel before aggregator: with
70% of QSR sales projected as digital by
the close of 2025, each channel gets costed
separately (Restroworks, 2025)

v Al-assisted scheduling: 8-12% labor
cost reduction and forecast accuracy above
90% documented by TimeForge (2025)

v' Al agent on repetitive queries: 30% to
40% savings in customer service cost per
Zellyfi (2025), escalating to a human where
judgment matters

v Loyalty wired to the POS: 65% of
guests adjust their order to earn more
points, a direct lever on average check
(Businessdasher, 2025)

v Stack audited against prime cost and
break-even; every tool justifies its monthly

cost in contribution margin points

v Hospitality training tied to the tool the
team already uses, with 6.2 million 16-19
year olds in the workforce arriving digitally
fluent (National Restaurant Association /
BLS, 2024)

2026 scorecard: the figures that sequence digital investment

78 %

of restaurants already used POS

software in 2024, up from 42% in 2018

70 %

of QSR sales projected as digital
orders by the close of 2025
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12 %

labor cost reduction with Al scheduling (8-
12% range), with forecast accuracy above 90%

40 %

maximum savings in customer service
cost with Al agents (30-40% range)

65 %

of guests change their order to
accumulate more loyalty points

164«

locations on the Toast platform at the
close of 2025, against 134,000 in 2024

VISUALIZATION

The numbers, visualized

of restaurants already used POS software in 2024, up from 42% in 2018

G

of QSR sales projected as digital orders by the close of 2025

G

labor cost reduction with Al scheduling (8-12% range), with forecast accuracy above 90%

@ 2%

maximum savings in customer service cost with Al agents (30-40% range)

G

of guests change their order to accumulate more loyalty points

G  65%

locations on the Toast platform at the close of 2025, against 134,000 in 2024

G

Sources: Restaurant POS Systems Market report 2024 - Restroworks 2025 - TimeForge 2025 - Zellyfi 2025 -
Businessdasher 2025
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Chart by masterestaurant.com

REAL CASE

“I came to Masterestaurant with eleven subscriptions and zero visibility. Diego did not sell me software: he
made me switch off four duplicated tools and wire inventory into the POS, which was the only thing we had
right. Within four months food cost variance dropped from 4.1 points to 1.3 points between theoretical and
actual, payroll fell 9% once we scheduled against a demand forecast —squarely inside the 8-12%
TimeForge documents for 2025— and average check rose 7.40 USD when we tied loyalty to the point of
sale. Technology was never the expensive part: the expensive part was the year and a half we spent
buying out of order.”

— Rodrigo Salgueiro, owner of a three-unit fast casual group in Mexico City, Masterestaurant

method client

HOW TO APPLY IT IN YOUR RESTAURANT

How to place your operation on the scorecard

@ First: audit the stack against prime cost, not against subscription price
List every active tool with its monthly cost, and beside it write which concrete decision gets
made with it each week. Whatever has no answer gets switched off. With over 78% of the sector
running a POS according to the 2024 market report, the competitive edge no longer sits in
owning a system but in that system receiving inventory, payroll and purchasing. Translate total
stack cost into prime cost points: if your technology consumes more than 1.5% of sales and
returns no visibility on food cost variance, you have an architecture problem, not a budget
problem.

@ Second: cost each channel separately before adding a new one
UpMenu (2024) documents that 37% of adults order delivery at least weekly and more than
40% do so three to five times a month; that volume exists and keeps growing. But the
aggregator delivering that order charges commission on gross sales while you manage
contribution margin. Build a sheet per channel —dining room, owned channel, aggregator,
catering— with food cost, packaging, commission and assigned hours. When a channel misses
the contribution margin your break-even demands, closing it is rarely the answer: redesign that
channel's menu with menu engineering and drop the dishes that do not travel.
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@ Third: put Al where volume is repetitive and measurable, not where the noise is
TimeForge (2025) documents labor cost reductions of 8-12% with algorithmic scheduling and
forecast accuracy above 90%, while Zellyfi (2025) places customer service savings between
30% and 40% with chatbots. Both cases share one trait: high-volume tasks, stable patterns,
auditable results. Start with weekly demand forecasting, move to scheduling, and only then
open the automated service front. Al content generation and Al recommendation shortlists come
later, once clean data feeds the models.

@ Fourth: tie every KPI dashboard to a Monday decision
A dashboard without an owner is expensive decoration. Pick five indicators —weekly prime cost,
food cost variance by family, sales per hour and per channel, table turnover at peak, and hours
worked against forecast— and assign one person the decision each triggers. Loyalty belongs
here: if 65% of guests adjust their order to earn points (Businessdasher, 2025), that behavior is
a menu engineering lever that must appear on the board, not a marketing datapoint filed in
another platform nobody opens.

@ Fifth: train on the tool the team already uses
Each exit costs up to 150% of the role's salary in replacement costs according to StaffedUp
(2025), and the National Restaurant Association, using Bureau of Labor Statistics data, reports
6.2 million 16-to-19 year olds in the US workforce, 900,000 more than in 2019. That generation
arrives digitally fluent, and burning it on generic training wastes money. Hospitality training that
works happens on the real system, with real data, in the real shift: fifteen minutes before
service, board open, one metric under discussion.

FAQ

Questions this analysis draws every week

How many digital tools does an independent restaurant actually need in 20267

Three well connected beat ten loose ones. A POS that receives inventory and payroll —over 78% of the
sector already runs one per the 2024 market report—, an owned ordering channel and a scheduling layer
with forecasting. Everything else gets added once those three return clean data and somebody decides with
it weekly.

Does Al automation replace floor or kitchen staff?

In the available public data, no: it reallocates hours. TimeForge (2025) reports 8-12% lower labor cost from
better scheduling, not from layoffs, and Zellyfi (2025) places service savings at 30-40% by routing repetitive
queries. The hospitality that differentiates stays human; Al takes what nobody wanted to do.
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Aggregator delivery or owned channel?

Both, with separate accounting. UpMenu (2024) documents 37% of adults ordering delivery weekly, so
the volume is real. But the aggregator charges on gross sales while you live on contribution margin:

use the aggregator for discovery and the owned channel for repeat business, with different menus and

independent costing.

How do | know my technology investment is unbalanced?

Add up every subscription's monthly cost and divide by monthly sales. Above 1.5% of sales, with no visibility on

food cost variance or hours against forecast, you have functional overlap. The clearest signal is owning two

tools that answer the same question with different numbers.

DATA & SOURCES

Sector data 2026 (official sources)

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

market research) - not competitors.

Metric

Uso diario de IA en inventario
(Deloitte)

Operadores que usan
herramientas de |IA

Operadores que planean
aumentar su uso de IA

Operadores con nueva tecnologia
que reportan mas eficiencia

Operadores full-service que usan
IA para marketing

Restaurantes que usan IA para
tomar pedidos de clientes

Propiedad Intelectual de Masterestaurant® — Exclusivo para Lideres de Sector -
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Benchmark 2026

55% de ejecutivos ya usa IA a diario
en gestion de inventario (2025)

26% de los operadores

81% de los operadores

69% de los operadores

19% de los full-service

solo 6% de los restaurantes

Source

Deloitte (via Restroworks) 2025

National Restaurant Association —
State of the Restaurant Industry 2026

National Restaurant Association —
State of the Restaurant Industry 2026

National Restaurant Association —
State of the Restaurant Industry 2026

National Restaurant Association —
State of the Restaurant Industry 2026

National Restaurant Association —
State of the Restaurant Industry 2026

masterestaurant.com
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