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QUICK VERDICT

Mise en place for the tourist diner is a different setup from the one you build for regulars,
and the number that forces it is the review: 83% of consumers use Google to read reviews
before choosing where to eat, per BrightLocal (Local Consumer Review Survey 2025).
Visitors arrive with no memory of your brand and decide on a screen; neighbors arrive
with memory and decide out of habit. That changes the floor setup, the menu you hand
over and the data trail your operation leaves after payment. The Masterestaurant reading is
that most houses in tourist districts prepare the kitchen for the August peak and prepare
nothing else — no visitor record, no review moment, no direct channel that retains. With
acquiring a new customer costing 5 to 25 times more than keeping an existing one (Bain &
Company), that gap gets paid for all year long.
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August in a tourist district runs on a cruel rhythm: the room is full, the crew is spent, the register is loud, and by
September nobody remembers you. The phrase mise en place has been trapped in the kitchen — cuts done,
sauces ready, stations loaded — when it really describes any preparation that decides whether a service works
before the first guest walks in. Mise en place for the tourist diner covers the translated menu, the allergen card,
the announced wait time, the split check handled without drama and, above all, the exact moment somebody
asks for the review.

This analysis synthesizes public data from BrightLocal, Lightspeed, Bain & Company, the U.S. Bureau of Labor
Statistics, Restroworks and Restaurant Business published between 2024 and 2026, and lays over it the reading
of a consultant who works with restaurant P&Ls across 43 countries. There is no primary research here and no
proprietary sample: there are real sources, contrasted against each other, plus an interpretation that says which
decision each figure triggers in an operation serving two publics that behave nothing alike.

The tension of the trade is this, and it is worth resolving before going further: tourists leave a bigger ticket while
locals leave more accumulated contribution margin across the year. Both statements are true, and they have
been pulling managers toward opposite sides of the dining room for decades. The bridge is data — capture the
visitor into a channel you own during the visit and the tourist stops being a one-off sale and starts feeding diner
lifetime value the way a regular does, except the first visit already paid for the acquisition.

Here is the finding that stings most: per BrightLocal (2025), 83% of consumers read Google reviews, and that
share weighs far heavier on the visitor than on the neighbor, because the neighbor has memory and does not
need the screen. Your Google listing is not marketing in a tourist district. It is the door.

SIDE-BY-SIDE COMPARISON

Side-by-side comparison

TOURIST DINER (VISITOR) LOCAL DINER (REGULAR)
Weight of reviews in the X Decisive: 83% of consumers check v Secondary: habit rules; 81%
decision Google reviews (BrightLocal, 2025) would join a loyalty program if

offered (Businessdasher, 2025)

Preferred ordering channel X Mixed: 46% prefer third-party apps, at v Direct: 70% of consumers
an effective cost of 30%-40% per order prefer ordering straight from the
(Lightspeed 2025; Restaurant Business, restaurant (Lightspeed, 2025)
2024)

Pre-visit discovery X Hot local search: 'food near me' v Recall and proximity; digital
queries grew +99% year over year coupons move them: 67% of
(Restroworks, 2025) consumers use them (Restroworks,

2025)
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Cost of getting them seated

Sensitivity to a competing

offer

Performance of the content
that brings them

Operational mise en place load

TOURIST DINER (VISITOR)

X  Pure acquisition: US$30-US$80 CAC
per new customer (ChowNow) and
US$30.27 cost per lead in restaurant
Google Ads (WordStream, 2025)

X High and volatile: 49% would visit a
competitor for a BOGO deal (Capital One
Shopping, 2025)

X User content: 4x the conversion of
brand photos (Loop.fans, 2025); +28%
engagement (Restroworks, 2025)

X High: multilingual menu, allergens,
split checks; sector labor cost at 25%-35%

LOCAL DINER (REGULAR)

v Retention: 5 to 25 times
cheaper than acquiring a new one
(Bain & Company)

v Lower but real: the same 49%
applies where no owned program
exists (Capital One Shopping, 2025)

v' Direct message: SMS converts
between 21% and 30% (Constant
Contact, 2024)

v"  Medium: the crew already
knows the usual order; same

of revenue (U.S. BLS) 25%-35% labor band (U.S. BLS)

Finding 1 — What does front-of-house mise en place include when the guest is a tourist?

A tourist's mise en place means a menu readable in their language, an allergen sheet in plain sight, wait
times announced out loud and a bill split without argument, all of it set up BEFORE service.

The number that forces that prep comes from BrightLocal's Local Consumer Review Survey 2025: 83% of con-
sumers read Google reviews before deciding where to eat, and that share lands differently on someone with no
memory of the neighborhood and no brother-in-law to recommend a place. Your regular walks in already know-
ing the order; the visitor walks in with pure uncertainty and settles it on a screen. Prepping that uncertainty costs
staff minutes inside a labor-cost band the U.S. Bureau of Labor Statistics puts at 25% to 35% of revenue, so you
build it with the prep list, not afterward. Conversion with a visitor happens on the sidewalk, thirty meters from
your door, phone in hand.

Finding 2 — The sidewalk is service's first pass, not the door

Restroworks measured a +99% year-over-year jump in "food near me" searches during 2025, and that jump
crosses with the 83% of consumers reading Google reviews (BrightLocal, 2025) to produce a very concrete
scene: two people standing at your fagade comparing photos, average rating and the date of the last review. A
flawless kitchen loses that comparison if the listing has been dead for eight months. | got this wrong for years,
recommending menus and tableware ahead of the listing, when the real order of the cash register runs the other
way — the visitor's digital mise en place is the pass that precedes everything else, and it costs no food cost,
only discipline. Both statements hold at once, and they have been pushing managers to opposite sides of the
dining room for decades. Bain & Company puts the cost of acquiring a new customer at 5 to 25 times the cost of
keeping an existing one, while ChowNow calculates restaurant CAC at roughly 30 to 80 dollars per guest.

Finding 3 — Tourists leave a bigger check; locals

leave more accumulated margin. Data is the bridge

The bridge between the two positions is this: capture the visitor in a channel you own DURING the visit and their
first check has already paid for the acquisition, so everything after it is clean margin. Businessdasher reports
that 81% of consumers would join a loyalty program if it were offered, yet most restaurants in tourist plazas nev-
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er ask, because the team is exhausted in August and nobody wrote that step into the mise en place. Asking for a
review has a two-minute window: between the last bite and the check, plate still on the table, guest still inside
your restaurant. Outside that window the request turns into spam and the visitor is already walking toward the
next plaza. With 83% of consumers reading Google reviews (BrightLocal, 2025), every well-placed ask buys fu-
ture traffic at zero cost against the 30.27 dollars per lead WordStream averages for restaurants and food in
Google Ads Benchmarks 2025.

Finding 4 — The exact moment to ask for a review

gets prepped the way a sauce gets prepped

That comparison is the whole thesis: 30 dollars bought versus 30 seconds prepared. The MASTERESTAURANT
method treats it as a workstation — who says it, with which line, at which table, with which QR code — and not
as a bright idea from whichever server is friendliest that shift. Say your August average check climbs 18% on
tourist traffic and you decide to leave the dining-room setup untouched. The visitor eats well, pays, leaves and
posts nothing. Emplifi measured in the third quarter of 2025 that posts carrying user-generated content convert
more than 10 times above posts without it, and Loop.fans puts UGC conversion at 4x that of brand photos.
Restroworks adds a +28% engagement edge for user content over brand content in 2025. That differential is ex-
actly what you gave away by failing to prepare a plate with height, a wall with light or a line worth repeating.

Finding 5 — What happens if the visitor photographs the

plate and you gave them nothing worth photographing

Come September the room empties and the only asset left from August is whatever the visitor published on their
own. Lightspeed reports in Online Ordering Statistics 2025 that 70% of consumers prefer ordering directly from
the restaurant against the 46% who choose third-party apps, and that 24-point gap is hard cash once
Restaurant Business documents third-party delivery's effective cost reaching 30% to 40% of the total order with
commissions and fees included. Diego F. Parra keeps pressing one consequence at Masterestaurant that al-
most nobody executes: the visitor who flies home wanting to repeat the experience can only do it if you took
their contact, not their card. Constant Contact places SMS marketing conversion between 21% and 30%, figures
no paid channel comes close to matching. Take the mobile number while dessert is still on the table. A discount
does not save a tourist money, it lowers their risk of choosing wrong in a city they do not know.

Finding 6 — Coupons work on visitors for a different reason than they work on locals

Restroworks documents that 67% of consumers use digital coupons, and Capital One Shopping, cited by that
same source in 2025, found 49% would visit a competitor over a BOGO-style offer. Half the street moves on sig-
nal, not on hunger. My read as a consultant is that the visitor's coupon should buy the SECOND action, never
the first: handed over at payment, tied to a review or to signing up for your owned channel, with a long validity
that reaches next season. Giving it away at the door burns margin on someone who had already walked in.
Handing it over at closing turns one-time revenue into a contact that survives September. Start with the Google
listing, which is your real front door now that 83% of consumers read it before choosing (BrightLocal, 2025) and
"food near me" searches grow +99% year over year (Restroworks, 2025). Second preparation: translated menu
and visible allergens, built with the same seriousness you bring to a cold station.
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Finding 7 — This week's list: four preparations, none of them in the kitchen

Third: the line and the moment for asking about a review, written down and rehearsed, inside a payroll the U.S.
Bureau of Labor Statistics places at 25%-35% of revenue and which therefore leaves no room for improvisation.
Fourth: sign-up to your owned channel before the check arrives, because 81% of consumers would accept a
loyalty program if offered (Businessdasher, 2025). Pick one and build it tomorrow before first service. Front-of-
house mise en place for tourists is built against uncertainty, not against volume. The neighbor knows what they
will order; the visitor needs a legible menu in their language, allergens in plain sight and a wait time said out
loud. That setup costs staff minutes inside a labor cost band the U.S. Bureau of Labor Statistics puts at
25%-35% of revenue, so it does not get improvised: you prepare it before service or you pay for it in lost tips.

Finding 8 — Four differences that change the setup

The visitor's sales funnel starts outside your building and ends on your Google listing. With 83% of consumers
reading reviews (BrightLocal, 2025) and 'food near me' searches climbing +99% year over year (Restroworks,
2025), conversion happens on the sidewalk. A restaurant with a flawless kitchen and a neglected listing loses
the sale before anyone tastes anything. Delivery conversion behaves in reverse across the two segments. The
neighbor prefers the direct channel — 70% per Lightspeed (2025) — while 46% accept third-party apps, and
those bring a fee structure that Restaurant Business (2024) puts at 30%-40% of order value. A mix tilted toward
marketplaces in peak season can raise gross sales and sink the same month's contribution margin. Diner life-
time value is decided on the tourist's first visit, not the second. If you did not capture an email, a phone number
or consent during that visit, that customer costs US$30-US$80 in CAC all over again next time (ChowNow),
when retention runs 5 to 25 times cheaper (Bain & Company). That is where most tourist-district houses leave
money on the table.

POINT BY POINT

Tourists versus locals: six criteria with the figure and the verdict

ENTRY DOOR
A - TOURIST DINER (VISITOR) Reviews B - MASTERESTAURANT Habit and
and local search: 83% read Google proximity, reinforced by coupons: 67% of
reviews (BrightLocal, 2025); 'food near me' consumers use digital coupons
up +99% year over year (Restroworks, (Restroworks, 2025).
2025).

Verdict: For visitors, the Google listing IS the storefront. Set up the listing before you repaint the
facade.
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COST TO ATTRACT

A - TOURIST DINER (VISITOR) US$30- B - MASTERESTAURANT 5 to 25 times
US$80 CAC per new customer cheaper to retain than to acquire (Bain &
(ChowNow); US$30.27 per lead in sector Company).

Google Ads (WordStream, 2025).

Verdict: Regulars win on pure economics, but only if you converted the tourist into an owned
base. Without data capture, no regular ever appears.

MARGIN BY CHANNEL

A - TOURIST DINER (VISITOR) 46% accept B - MASTERESTAURANT 70% prefer the
marketplaces (Lightspeed, 2025) at an direct channel (Lightspeed, 2025), where
effective 30%-40% cost per order contribution margin stays in the house.

(Restaurant Business, 2024).

Verdict: Direct wins with no argument. The August mistake is letting the mix drift toward apps
because nobody is watching it.

FOLLOW-UP ACTIVATION

A - TOURIST DINER (VISITOR) Guest B - MASTERESTAURANT SMS to an
content: 4x the conversion of brand photos owned base: 21%-30% conversion
(Loop.fans, 2025) and +28% engagement (Constant Contact, 2024).

(Restroworks, 2025).

Verdict: A useful tie: tourist UGC feeds discovery while SMS to regulars fills the week. Two
separate engines, not rivals.
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SENSITIVITY TO COMPETITORS

A - TOURIST DINER (VISITOR) 49% would B - MASTERESTAURANT The same 49%
visit someone else for a BOGO deal applies wherever no owned program exists
(Capital One Shopping, 2025), at zero (Capital One Shopping, 2025).

switching cost.

Verdict: Regulars win, but narrowly and only with a live program. Loyalty without mechanics is a

nice word on a whiteboard.

FRONT-OF-HOUSE WORKLOAD

A - TOURIST DINER (VISITOR) High: B - MASTERESTAURANT Medium: the
language, allergens, split checks, inside a crew already knows the usual order; same
sector labor cost of 25%-35% of revenue 25%-35% band (U.S. BLS).

(U.S. BLS).

Verdict: Tourists cost more to serve than their ticket suggests. Prepared before service, that
overhead nearly disappears.

SIDE-BY-SIDE COMPARISON
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What the visitor brings and what they take away HIGH TICKET, ZERO MEMORY

X Arrives with the decision already made on a screen: 83% check Google reviews before choosing
(BrightLocal, 2025).

X Searches hot, on the street, with intent that expires in minutes; 'food near me' queries grew +99% year
over year (Restroworks, 2025).

X Accepts third-party apps more readily than the neighbor — 46% prefer them (Lightspeed, 2025) — and
those apps carry an effective cost of 30%-40% per order (Restaurant Business, 2024).

X Gets pulled away by the offer across the street: 49% would visit a competitor for a BOGO (Capital One
Shopping, 2025).

X Produces the content that will bring the next visitor: UGC converts 4x better than brand photography
(Loop.fans, 2025).

X  Costs money to attract: US$30 to US$80 CAC per new customer (ChowNow), and US$30.27 per lead
if you buy it through Google Ads (WordStream, 2025).

What the regular sustains all year MASTERESTAURANT

v Orders direct, which is where margin lives: 70% of consumers prefer ordering from the restaurant
without an intermediary (Lightspeed, 2025).

v" Responds to a program: 81% would join a loyalty scheme if offered, and most houses never offer one
(Businessdasher, 2025).

v Activates through direct messaging at a rate no other channel matches: 21%-30% SMS conversion
(Constant Contact, 2024).

v Is 5 to 25 times cheaper to retain than to acquire (Bain & Company), which turns every repeat visit into
near-clean contribution margin.

v Uses coupons without guilt: 67% of consumers use digital coupons (Restroworks, 2025).

v Carries the low season, when break-even is fought week by week and no tourist shows up.

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

Weight of reviews in the
decision

Preferred ordering channel

Pre-visit discovery

Cost of getting them seated

Sensitivity to a competing
offer

Performance of the content
that brings them

Operational mise en place load

THE NUMBERS THAT MATTER

TOURIST DINER (VISITOR)

X Decisive: 83% of consumers check
Google reviews (BrightLocal, 2025)

X Mixed: 46% prefer third-party apps, at
an effective cost of 30%-40% per order
(Lightspeed 2025; Restaurant Business,
2024)

X Hot local search: 'food near me'
queries grew +99% year over year
(Restroworks, 2025)

X  Pure acquisition: US$30-US$80 CAC
per new customer (ChowNow) and
US$30.27 cost per lead in restaurant
Google Ads (WordStream, 2025)

X High and volatile: 49% would visit a
competitor for a BOGO deal (Capital One
Shopping, 2025)

X User content: 4x the conversion of
brand photos (Loop.fans, 2025); +28%

engagement (Restroworks, 2025)

X High: multilingual menu, allergens,
split checks; sector labor cost at 25%-35%
of revenue (U.S. BLS)

LOCAL DINER (REGULAR)

v Secondary: habit rules; 81%
would join a loyalty program if
offered (Businessdasher, 2025)

v Direct: 70% of consumers
prefer ordering straight from the
restaurant (Lightspeed, 2025)

v Recall and proximity; digital
coupons move them: 67% of
consumers use them (Restroworks,
2025)

v Retention: 5 to 25 times
cheaper than acquiring a new one

(Bain & Company)

v Lower but real: the same 49%
applies where no owned program
exists (Capital One Shopping, 2025)

v'  Direct message: SMS converts
between 21% and 30% (Constant
Contact, 2024)

v Medium: the crew already
knows the usual order; same
25%-35% labor band (U.S. BLS)

The scorecard: seven public figures that frame the decision

83 %

of consumers use Google to
read reviews before choosing

70 %

prefer ordering directly from
the restaurant, no intermediary
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40 %

ceiling of the effective third-party
delivery cost per order (30%-40% range)

81 %

would join a loyalty program
if the restaurant offered one

99 %

year-over-year growth in 'food near me' searches

30.27 uso

cost per lead in Google Ads for restaurants and food

35 %

ceiling of sector labor cost
over revenue (25%-35% band)

VISUALIZATION

The numbers, visualized
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of consumers use Google to read reviews before choosing

prefer ordering directly from the restaurant, no intermediary

ceiling of the effective third-party delivery cost per order (30%-40% range)

would join a loyalty program if the restaurant offered one

year-over-year growth in 'food near me' searches

cost per lead in Google Ads for restaurants and food

Sources: BrightLocal Local Consumer Review Survey 2025 - Lightspeed Online Ordering Statistics 2025 - Restaurant
Business 2024 - Businessdasher 2025 - Restroworks 2025

Chart by masterestaurant.com

REAL CASE

“We worked with a 92-seat full service four streets from the cathedral, running 60% visitor traffic in summer
and a Google listing frozen at 41 reviews. What we changed was the floor setup, not the kitchen: allergens
and language on the same QR menu, plus a thank-you card carrying the review link handed over with the
coffee, never with the check. In eleven weeks the listing went from 41 to 190 reviews. The second move is
what actually shifted the register: the QR asked for an email in exchange for dessert on the next visit, and
640 visitors left one. In November, with the district empty, an SMS campaign to that base — inside the
21%-30% conversion range Constant Contact (2024) reports — filled two dead Thursdays that had closed
below break-even the year before. The tourist stopped being a one-off sale.”

— Diego F. Parra, consultant and founder of Masterestaurant, on a front-of-house and data
mise en place intervention at a tourist-district full service

HOW TO APPLY IT IN YOUR RESTAURANT
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Building the visitor's mise en place in four steps

@ 1. Prep the listing before the kitchen
Your Google listing is the busiest station of the service and almost nobody sets it up. With 83%
of consumers reading reviews before deciding (BrightLocal, 2025) and 'food near me' searches
growing +99% year over year (Restroworks, 2025), the first sale is won there. Refresh photos of
dishes actually on this season's menu, post real peak-season hours, and answer EVERY review
under four stars within 48 hours, signed with a name. It is management work, half an hour a
week, and it competes head-on with the US$30.27 per lead you would pay to buy that same
traffic on Google Ads (WordStream, 2025).

@ 2. Set the floor for someone who doesn’'t know you
The visitor has no idea what people order in your house, and that ignorance is a real operating
cost inside the 25%-35% labor-to-revenue band the U.S. Bureau of Labor Statistics reports.
Prepare before service: a two-language menu with allergens flagged, three anchor dishes
marked by menu engineering criteria — high contribution margin, high popularity — wait times
announced at the door, and a split-check protocol nobody has to negotiate. Each element exists
so the server does not improvise four times per table during the nine o'clock rush.

@ 3. Capture the data during the visit, not after
This is the step that pays for the year. A visitor who walks out without leaving a contact costs
US$30 to US$80 in CAC all over again next time (ChowNow), while retaining them runs 5 to 25
times cheaper (Bain & Company). Put an honest incentive — dessert, a drink, a discount on the
next visit — behind a two-field form, and hand it over with the coffee. The Businessdasher
(2025) figure is blunt: 81% of consumers would join a loyalty program if offered. The barrier is
rarely the customer. It is that nobody asks.

@ 4. Rebalance the channel mix before the peak

Between June and September third-party delivery grows on its own, and with it an effective
commission Restaurant Business (2024) places at 30%-40% per order. Ahead of the season,
push the direct channel with the evidence in hand: 70% of consumers prefer it (Lightspeed,
2025) while 46% accept marketplaces (Lightspeed, 2025), meaning there is overlap and room
to tilt the balance. Use SMS against your base, converting at 21% to 30% (Constant Contact,
2024), and guest content, which performs 4x better than brand photos (Loop.fans, 2025). The
goal is not killing the apps. It is keeping them off 60% of August.

FAQ
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Frequently asked questions about tourist diner mise en place

Is mise en place for tourists different from a normal service?

Yes, and the difference sits front of house more than in the kitchen. The visitor arrives with no memory of your
place, so you prepare a multilingual menu with allergens, anchor dishes flagged by menu engineering and a
split-check protocol before service starts. The kitchen barely changes; the floor script changes entirely, and that
prep either happens outside the rush or gets paid in server time inside the 25%-35% labor cost band the U.S.
Bureau of Labor Statistics reports.

How much do reviews really matter for a restaurant in a tourist district?

They matter more than any other restaurant marketing lever in that setting. Per BrightLocal (2025), 83% of
consumers use Google to read reviews, and that reader is almost always someone who does not know the
district. Add that 'food near me' searches grew +99% year over year per Restroworks (2025): the decision gets
made on the sidewalk, phone in hand, minutes before sitting down. A neglected listing in August is lost revenue,
not a pending task.

Should | lean on third-party apps during peak season?

Have them, do not depend on them. Lightspeed (2025) reports 46% of consumers prefer third-party apps while
70% prefer ordering direct, and Restaurant Business (2024) puts the effective cost of those platforms at
30%-40% per order once commissions and fees land. My position is that apps are paid acquisition rather than a
sales channel: they exist to meet new people, and the real work starts when that person comes back through
the direct channel.

How do | turn a one-visit tourist into diner lifetime value?

By capturing the contact during the visit, with an incentive handed over alongside the coffee and a two-field
form. Businessdasher (2025) reports 81% of consumers would join a loyalty program if offered, and Bain &
Company estimates retention costs 5 to 25 times less than acquisition. Then activate that base in low season
through SMS, converting at 21% to 30% per Constant Contact (2024). The visitor who left an email in August is

your November sale.

DATA & SOURCES

Sector data 2026 (official sources)

Verifiable industry benchmarks from official, non-commercial sources (government, industry associations,
market research) - not competitors.
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Metric
Consumidores que prefieren menuis QR sobre
menus de papel

Aumento de rotacion de mesas con pagos por
QR

Aumento del ticket con oferta digital completa
(menu, pedido, pago)

CPC promedio de Google Ads para restaurantes
y comida

Tasa de conversion de Google Ads en
restaurantes y comida

CTR promedio de Google Ads en restaurantes y
comida

Benchmark
2026

78%

15%

20% a 30%

US$2,05

7,1%

7,6%

Source

Eater (via QR Code) — QR Code Statistics
2025

QR Code — QR Code Statistics for Restaurant
Usage 2025

Sunday — QR Code Ordering 2025

PPC Chief — Restaurants & Food Google Ads
Benchmarks 2026

WordStream — Google Ads Benchmarks 2025

PPC Chief — Restaurants & Food Google Ads
Benchmarks 2026

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