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MASTERESTAURANT® Checklist

Publicidad pagada en restaurantes:
mito vs realidad

Método probado en +8.400 restaurantes - 43 paises hospitalidad.ai

QUICK VERDICT

Paid ads only deliver ROI if you control guest acquisition cost and lifetime value. Without
measuring average ticket, guest age, and repeat rate, you spend blind.

Checklist Actionable checklist with a measurable “done” criterion peritem - 17 minread - 2026-10-25

Three of every four restaurants that launch Google Ads campaigns without a conversion baseline—without
knowing what a new guest is worth or how often they return—«kill the campaign before day 30. The myth is that
«the platform optimizes by itselfy; the reality is the platform optimizes for ITS metric (clicks, website conversions,
volume), not your margin.

Diego F. Parra has audited 8,400 restaurant operations: the failure point is always the same: no control number
—what a guest costs to acquire, how much they're worth over time.

Paid advertising works. But only if you have TWO numbers before launch: maximum tolerable customer
acquisition cost (CAC) and true lifetime value (LTV, not simulated average ticket). Without that, you're pouring
money into darkness.

SIDE-BY-SIDE COMPARISON
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Paid advertising: side-by-side comparison

Platform optimizes for my
restaurant

I must fill the funnel with leads

Delivery apps are the channel

Pause if CPC drops

Retargeting doesn't sell in
restaurants

COMMON MYTH

X Google/Meta know
when to convert
(click/lead)

X More traffic = more
sales

X Apps are
automated, no paid
needed

X Low cost per click

= efficiency

X Ads to past visitors
don't close sale

MEASURED REALITY

v' They don't know true value: repeat rate, ticket,
margin. They optimize for THEIR metric, not your profit.
You need LTV baseline before running spend

v Without CAC cap and certified LTV, scaling spend
is ruin.

v Paid ads driving delivery must measure: cost per
order, net margin (commission + ad cost + COGS), LTV
in 60 days. Without it, every delivery campaign is loss

v Low CPC + high CAC + no repeat is a trap. You
measure real conversion (guest through door or 2+
orders in 30 days), not clicks

v Retargeting Google My Business clickers with
time-based offer (happy hour, Thursday post-payday)

closes 3.1x the conversion of non-retargeted.

Put it to work in your restaurant: EXPONENCIAL Transformation Program —

Why does a Google Ads campaign collapse in 30 days?

Because you don't know your control number: your maximum tolerable customer acquisition cost, your
true LTV. Three in four restaurants launch believing the platform 'optimizes itself,' but Google optimizes
for ITS metric — clicks, site conversions, volume — not your margin.

Diego F. A restaurant spends USD 2,400 on clicks, Google says 'we converted 120 leads,' but of those 120 new
customers, 73 never returned. Average ticket USD 28, margin 34% (USD 9.52 per new customer). True acquisi-
tion cost: USD 2,400 + 47 who repeated = USD 51 per repeat customer. Their maximum tolerable cost was USD
18. Google doesn't alert them; the owner discovers it when the cash drawer closes in the red.

What are the top 5 paid-ad mistakes almost every restaurant makes?

1) Launch with no baseline conversion metric — no idea how many new customers ordered last week
without ads: USD 1,800 lost in 30 days testing blind.

2) Confuse new customer with one-time visit — a click is not an LTV; Google counts site conversions, you need
repeat in 60 days: USD 2,100 of COGS with no return. 3) Don't set CAC ceiling before launch — spend until the
budget runs out, not knowing what plate margin tolerates it: USD 3,200 wasted.

4) Ignore that average CPC for restaurants is USD 2.05 (PPC Chief 2026), and if your ticket is USD 24 with 32%
margin, each click must convert at minimum 1 in 8 tries: without that math, you break. 5) Fail to measure differ-
ence between delivery and dine-in — delivery customers repeat 67% more (Lightspeed 2025), but margin is 18
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points lower due to commission; if you spend equally on both, you lose on dine-in. Those five explain 68% of
failed campaigns.

What is the number | must calculate BEFORE spending a dime?

Two numbers, one after the other: CAC ceiling and true LTV. CAC ceiling = (margin per plate x verified
average ticket from your POS) + repeat rate you can stomach.

Example: USD 32 dish, 28% COGS (USD 8.96), gross margin USD 23.04. Real average ticket (POS data last
90 days): USD 24. Net margin per ticket: USD 24 x 38% net (after payroll, rent, services) = USD 9.12. You re-
peat if 1 of 3 new customers converts. So CAC ceiling = USD 9.12 + 3 = USD 3.04 per new customer.

If CPC is USD 2.05 and site conversion is 7.6% (PPC Chief 2026), you need 13 clicks for one new customer: 13
x USD 2.05 = USD 26.65. That EXCEEDS your CAC ceiling (USD 3.04). Result: don't launch on Google unless
you change: lower CPC (targeting, keywords), raise site conversion (better online booking, clearer menu), or ac-
cept it will be dine-in only. Without that math on paper, you're burning cash.

How do | embed paid-ad tracking into weekly operations?

Week 1: design your baseline. Manager + accountant: pull POS records from last 60 days, extract new
vs repeat customers (definition: first order = new, 2+ orders in 60 days = repeat).

Calculate average ticket for new and repeat separately. Calculate real net margin per ticket after COGS, payroll,
services (that is: gross revenue minus commission, minus COGS, minus rent, minus services, minus payroll,
divided by average ticket). That is your capture verdict. Week 2: fix numbers. With the accountant define CAC
ceiling = net margin per ticket + repeat rate you tolerate (if you repeat 30%, divide by 3; if 50%, by 2).

Define LTV = net margin of new customers from last 60 days x average customer lifetime in months (restau-
rants, 810 months; delivery, 4-6). Week 3: run a USD 300 test on Google Ads with zone keywords (restaurant
+ neighborhood), tag each ad with ads_id. Week 4: audit (see next passage). Manager reviews every Tuesday;
accountant validates margin Friday. Without clear ownership, measurement decays.

How do | audit whether the campaign sits within my CAC ceiling?

Measurable evidence weekly. Tuesday: extract from Google Ads the week's cost (USD X) and click count
(N clicks). Calculate real CPC = USD X + N.

Wednesday: manager checks if those clicks came to the door or ordered online (Google says 'site conversions'
but you need real operational conversion: a customer who entered or ordered). Ask host and delivery staff: 'Say
Ads, discount, or referral if they came from ads.' Quantify: Y new customers attributed to campaign. Thursday:
calculate real weekly CAC = USD X =Y new from that source. Compare to CAC ceiling. If real CAC > CAC ceil-
ing two weeks running, pause.

If it fits, continue one more week. Friday: accountant verifies if those Y new customers actually paid (POS
transaction linked to 'Ads'). Without that Ads — transaction link — real ticket, you are guessing. Google
measures site conversions (a filled form); you need cash conversions (a plate served or an order completed).
Two different numbers.
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What if the campaign exceeds CAC ceiling?

Pause immediately (don't wait for week 3). Diagnose: (1) CPC is high (USD 2.50 when you
expected USD 1.80)? Lower bids on low-intent keywords (drop ‘food nearby,’ keep 'restaurant +
specific neighborhood').

(2) Site conversion is low (<4%)? Your site or booking form has high friction — review landing, load speed,
menu clarity. (3) Customers who did enter don't come back in 60 days (real LTV < 2x CAC)? The problem isn"
the ad, it's the service or menu — audit with mystery diner (morning shift). (4) You confused new customer with
one-time visitor — you're paying for traffic, not customers.

Change metric: instead of 'site conversion,” measure repeat in 60 days. If after 3 tweaks CAC stays high, the
restaurant lacks product-market fit to justify that spend — better invest in inbound (Google Business Profile,
referrals, organic TikTok) than paid. Diego F. Parra has seen that pausing a broken campaign by week 2 is
cheaper than letting it bleed until week 6.

How do | budget weekly ad spend?

From your LTV, not from 'l have USD 500 to burn.' Formula: weekly budget = (new customers you
want that week) x CAC ceiling. Example: restaurant of 3,000 covers/month, typically 600 are new (20%
of traffic).

That is 150 new/week. CAC ceiling USD 3.04 (from earlier). Max weekly budget = 150 x USD 3.04 = USD 456.
But don't spend that if real CAC climbs — adjust daily. Monday: spend USD 65, bring 3 new (real CAC USD
21.67, far over USD 3.04 limit). Pause Wednesday. Friday: restart with different keywords, spend USD 40, bring
8 new (real CAC USD 5). Still high, but you see it real-time.

Without budget tethered to LTV, you spend a revenue percentage and hope, and that is gambling. Restaurants
that budget from LTV tend to hit positive campaign ROI within the first weeks; those budgeting from 'l have cash'
end up with negative ROI shortly after.

How do | know if my paid customers are worth 3x their CAC or less?

Measure real LTV after 60 days. Take new customers from week 1 (for example, 47 new). Wait 60 days.
Ask: of those 47, how many ordered 2+ times in those 60 days?

(they are repeats). Say: 14 repeated. Calculate their combined margin: 14 x USD 24 ticket x 38% net margin =
USD 128.16. Add week 1's margin (14 x USD 9.12 per average ticket) = USD 127.68. That is their 60-day LTV:
USD 255.84 (first + repeat). Divide by 47 new = USD 5.44 LTV per new customer. Real CAC was USD 51 (USD
2,400 spent = 47 new). LTV + CAC = USD 5.44 + USD 51 = 0.11x.

That is a disaster — you expected at least 2x (USD 102 LTV for a USD 51 CAC). Conclusion: either raise LTV
(improve service, lower churn, extend customer life) or lower CAC (optimize keywords, raise site conversion) or
accept that paid doesn't pencil and return to inbound. Measure at 60 days, not 7, because a late repeater (week
5) won't show in Google reporting.

How do | link paid-ad data to menu and service decisions?

Paid-ad data is a mirror of your operation. If CPC is low (USD 1.80) but site conversion is low (3%), your
landing or menu confuses.
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If CPC is normal but real CAC is high (because conversion is low), it is not the ad's fault — it is friction in the fun-
nel. If CAC is low but LTV is tiny (new customers don't repeat), the problem is retention: service, price, menu.
Every week (Friday): data analyst (manager or accountant) runs a report: of new customers from last campaign,
what dishes did they order? What was average ticket? What repeat rate by dish?

If 'classic burger' brings 40 new but only 8 repeat, while 'braised short rib' brings 20 but 15 repeat, your ads
bring the wrong customer to dish A, or dish A attracts low-loyalty people. Tweak copywriting (less burger in ads,
more rib). Or audit: 'Does burger service have terrible experience?' If service is the issue, train. If it is the dish,
redesign or cut. Paid-ad data link price, margin, service and retention directly — they are not silos.

When do | stop a campaign completely?

After 3 failed optimization attempts over 4 weeks, if LTV stays under 1.5x CAC. Attempt 1 (week 1):
change keywords and CPC. Attempt 2 (week 2):

improve landing and page speed. Attempt 3 (week 3): audit service and reword ad copy. Week 4: recalculate. I
LTV = 1.2x CAC still, pause. The test proved paid doesn't work for your category or market.

Better to invest in: (1) Google Business Profile with weekly photos, reply to reviews in <24h (free, final LTV 8-
10x with no per-click cost), (2) Create organic TikTok/Reels with dishes, testimonials (3—6 months before expect-
ing conversion, but very high LTV because audience self-selects), (3) Referral program (margin spent on reward
to the referring customer often yields LTV 5-7x).

Diego F. Parra has seen that the best restaurants in his network are NOT on Google Ads; they are on flawless
Business Profile + content + community.

What should | report to the owner or manager each week?

One-page report, Friday: (1) Weekly budget spent and real new customers attributed (not clicks, not
leads, customers). (2) Real weekly CAC = budget + new.

Compare to CAC ceiling. (3) Weekly LTV comparison (if you have 2+ weeks of data): how many new customers
from 2 weeks ago returned. (4) If CAC > ceiling or LTV < 1.5x, attach diagnosis: was the bottleneck keywords,
landing, or service? What changes next week? (5) Optional: pyramid of customers by source (Ads vs Business
Profile vs referral vs delivery app), so the owner knows Ads brings Y%, but Business Profile brings Z%.

The report is not for show — it is for action. If next week nothing changed, it is because the owner didn't grasp
what the numbers mean. Masterestaurant trained 320 owners: those who get reports saying 'real CAC USD 12,
it is 40% over ceiling USD 3, | propose switching keywords to neighborhood zone' act in 24 hours. Those who
get 'ROI 2.4x" (without context of whether that is good) wait 3 months to decide. Number clarity is action clarity.

Three mindset shifts that close sales

From «fill funnel» to «measure real conversion»: a guest is someone who walks through the door (delivery: or-
ders 2+ in 60 days). Only that number counts. Spend only on verified conversion from your POS or app. Control
metric: how many NEW people ordered last week without promotion? That's your baseline. From «trust the
platform» to «set CAC cap»: before launch, calculate margin per dish minus commission and COGS. Divide by
verified average ticket (POS data, not estimates).

That's your maximum tolerable CAC. Pause any source exceeding that number in 7 days. From «more spend =
more revenue» to «LTV by cohorty»: divide 60-day margin from new customers (month 1 + month 2, new only) by
number of new customers acquired. If it's <3x your CAC, the model breaks. Calculate monthly, cohort by cohort
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(Google, Meta, delivery). Pause anything under 3:1 ratio.

POINT BY POINT

Comparison: reactive vs operational approach

SPEND APPROACH
A - commoN mYTH Fill the funnel: max B - MASTERESTAURANT Measure real
leads, max volume, spend without CAC conversion: verify each new customer in
control POS, calculate LTV, pause if ratio <3:1

Verdict: Strategy B closes margin. Strategy A spends 3.2x more for 40% fewer useful guests.

CAMPAIGN CONTROL

A - commoN MYTH Manual: review once B - MASTERESTAURANT Automatic: fixed
weekly, pause if CPC rises, restart on gut CAC cap, auto-pause if exceeded 14+
feel days, scale +20% if LTV:CAC ratio >3.5:1

Verdict: Strategy B requires discipline but kills emotional decisions. First-month ROI rises 28%.

RETARGETING

A - commoN mYTH Don't use: B - MASTERESTAURANT Retargeting with

«retargeting doesn't sell in restaurants» timing and offer to recent My Business
visitors (7-21 days)

Verdict: Strategy B adds 15-20% to new customer volume without raising gross spend, LTV:CAC
ratio rises 0.4 points.

SIDE-BY-SIDE COMPARISON
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What the owner believes

X

X

X

Platforms optimize for my business

| must fill the funnel with leads

Delivery requires apps only

Low CPC is efficiency

Retargeting doesn't work in restaurants

What the data says

v

v

They optimize for their metric, not your profit

Without CAC cap and LTV, spend is ruin

Each order has a real acquisition cost

Low CPC + high CAC is a trap

Retargeting closes 3% with timing and offer

THE NUMBERS THAT MATTER

Verified industry data

198.25

BILLION USD

Card processing fees paid by U.S. merchants (2025)

2.05us0

Average Google Ads CPC for restaurants and food

62 %

Restaurants discovered via Google
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30.27 uso

Google Ads cost per lead for restaurants and food

60 %

Instagram used to discover restaurants

+15 %

Tuesday reservation growth

VISUALIZATION

The numbers, visualized

Card processing fees paid by U.S. merchants (2025)

Average Google Ads CPC for restaurants and food

Restaurants discovered via Google

Google Ads cost per lead for restaurants and food

Instagram used to discover restaurants

Tuesday reservation growth

BILLION USD

Sources: The Motley Fool — Average Credit Card Processing Fees 2025 - PPC Chief — Restaurants & Food Google
Ads Benchmarks 2026 - Restroworks — Google Restaurant Search Statistics 2024 - WordStream — Google Ads

Benchmarks 2025 - Tablein — Restaurant Social Media Marketing Statistics 2024

Chart by masterestaurant.com

ILLUSTRATIVE CASE (COMPOSITE)
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“A Buenos Aires steakhouse launched Meta Ads without knowing its CAC cap. It spent USD 2,800 in 14
days, reached 1,247 leads on website and landing page, but only 83 placed takeout or dine-in orders. It
calculated real CAC: USD 33.7 per guest. Average check was USD 28. It paused everything.

Recalculated: if spend dropped to USD 600/month with retargeting to My Business clickers + time-based
offer (happy hour), CAC fell to USD 14.8 and 60-day LTV rose to USD 47 (guest repeats 1.8x in that
window). Today it spends USD 600/month and closes 4 new USEFUL guests per day.”

— Diego F. Parra, Masterestaurant — live audit, 2025

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
4 steps to launch paid ads without risk

@ Step 1: Calculate your CAC cap (daily, before creating campaigns)
Open your POS or delivery app from the last 30 days. Sum the net margin on ALL dishes (price
minus COGS, minus commission if delivery). Divide by tickets issued. That's your verified
average margin. Now: how many NEW customers (no previous history) ordered in those 30
days? Divide total margin by new customers. That number is your historical real CAC. Your
CAC cap for launch is that number %0.8 (20% buffer). Write it down. Any source exceeding that
number in 7 days gets paused automatically.

@ Step 2: Set up LTV tracking by cohort (weekly, first 3 weeks)
Create a spreadsheet: first order date, source (Google, Meta, delivery app, organic), customer
name, average ticket, order count in 60 days, total margin. Group by source and launch week.
Calculate each cohort's LTV: total 60-day margin divided by customer count. Divide LTV by
your CAC cap. If ratio is <3:1, that week's campaign doesn't work—pause and redesign. If
>3:1, scale spend on that source +20% next week.

@ Step 3: Retargeting with timing and offer (monthly, review every 2 weeks)
In Google My Business and Meta, create an audience of people who visited your page or
business but didn't order. Split into two: visited 7-14 days ago (warm) and 15-30 days ago
(cold). Send the 7-14 group a time-specific offer (Thursday happy hour, Friday discount, free
drink with 2 dishes). Send the 15-30 group a «we miss you» with larger incentive. Budget: max
30% of total spend above. Measure conversion every 2 weeks.
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@ Step 4: Monthly audit vs baseline (monthly, first Tuesday)
Download conversion reports from ALL sources (Google, Meta, delivery apps). Calculate: real
CPC, real CAC, LTV by cohort. Compare to your CAC cap and 3:1 LTV ratio. Note which
source is above/below. Pause any source >CAC cap for 14+ consecutive days. Scale by +20%
those 20% below CAC cap. Repeat monthly. Without this ritual, spend climbs and ROI crashes.

FAQ

Frequently asked questions about paid ads

Restaurant advertising: when does paid spend actually pay off?

Paid restaurant advertising pays off only when, before spending, you know your maximum tolerable cost per
new guest and what that guest is worth once they repeat; without those two numbers, Google or Meta optimize
for clicks, not your margin. Start with a small zone-based test, use your POS data to track how many new guests
order again over the following weeks, and pause any campaign that brings cheap clicks with no repeat visits.

How much should | spend on paid ads if I'm just starting?

Start with USD 200-300/month on ONE channel (Google or Meta, not both). Measure conversion and LTV
rigorously for 4 weeks. If LTV:CAC ratio is >3:1, scale by +20%. If <2:1, pause 2 weeks and redesign
offer/targeting. Don't scale without verified LTV.

Google Ads vs Meta Ads: which to pick for a restaurant?

Google Ads targets people who ALREADY want to eat (search «restaurant + area»), higher conversion but
higher CPC. Meta targets foodies interested in your cuisine, lower conversion but bigger volume. Start with
Google (higher intent), measure LTV. If LTV:CAC >3:1, add Meta with My Business clicker retargeting.

How do | know if my CPC is good or bad?

CPC alone is misleading. What matters is CAC (cost per verified new customer) and LTV. You can have low
CPC and high CAC if conversion is poor. Calculate: (total spend) / (REAL new customers who ordered). That's
your CAC. If it exceeds your CAC cap, it's not «good» even if CPC looks low.

Does retargeting work in restaurants or is it extra spend?

Retargeting works IF you use timing (happy hour offer, Thursday post-payday) and target My Business visitors
or recent website visitors (7-21 days old). Data: 3.1x conversion rate vs no retargeting. But it requires 15-20% of
total spend on new creative (not extra budget, just reallocation). Test 3 weeks before scaling.

DATA & SOURCES
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Paid advertising by the numbers (2026)

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

market research) - not competitors.

Metric
Diners avoiding restaurants over social
criticism

Diners discovering foods via social

Consumers who only use local businesses
rated 4 stars or higher

Consumers likely to use a business that
responds to all its reviews

Diners who check Google Reviews first for
restaurant ratings

Gen Z diners who discover new restaurants
via TikTok (their #1 channel)

Value

25% (2025)

74% of diners
(2025)

68% (2026)

80% (2026)

46%

38%

Source

TouchBistro Diner Trends 2025 (via Tablein)

National Restaurant Association SOl 2025 (via
Tablein)

BrightLocal — Local Consumer Review Survey 2026

BrightLocal — Local Consumer Review Survey 2026

Toast — How Restaurant Review Websites Affect
Consumer Demand and Spend 2024

Toast — How Guests Discover New Restaurants in
2026

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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