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Too Many Cooks in 
the Proverbial Kitchen

There are over 660k restaurants in the U.S²;
 the number of restaurants is increasing at 
2x the population³

59% of restaurant operators name hiring and 
staffing a top challenge in 2018.

1 in 5 restaurants⁴ fail within the first year, 
meaning around 9,000 restaurants fail in the 
U.S on a yearly basis

¹“Why Do Restaurants Fail? Parts I - IV¹” by Parsa, Gregory, Terry. UCF Rosen College of Hospitality Management, 2011.
²“Number of restaurants in the United States from 2011 to 2018”. Statista, 2018. 
³Bureau of Labor Statistics, 2017. 
⁴“Why Restaurants Fail” by Parsa, Self, Njite, King. Cornell Hotel and Restaurant Administration Quarterly, 2005. 

“In spite of its sustained growth 
over the past three decades, the 

restaurant industry has 
experienced one of the highest 

business failure rates among the 
retail and services industries”

Professor H.G Parsa, MS, MS, Ph.D., FMP

https://www.statista.com/statistics/244616/number-of-qsr-fsr-chain-independent-restaurants-in-the-us/
https://www.nytimes.com/2017/10/31/business/too-many-restaurants-wall-street.html
https://daniels.du.edu/assets/research-hg-parsa-part-1-2015.pdf
https://hospitality.ucf.edu/files/2011/08/DPI-Why-Restaurants-Fail.pdf


Customer Acquisition vs. Customer Retention

Acquiring a new customer is 
more expensive than keeping 

an existing customer

Conclusion
The catalyst for customer loyalty lies 
in consistently meeting your guests’ 
expectations for quality service. 

The White House Office of Consumer Affairs

https://cdn2.hubspot.net/hub/109434/file-333361905-pdf/50_customer_service_facts.pdf


A Restaurant CRM Strategy 
The What & Why

A restaurant customer relationship management 
[CRM] strategy is essential in growing and retaining 
your base of loyal, repeat customers. 

To kick-start shaping your restaurant’s CRM 
strategy, you’ll need to know the following metrics: 

● CAC [customer acquisition cost]
● CLV [customer lifetime value]
● CLR [customer loyalty ratio]

“Loyal, repeat 
customers generate 

10x more revenue than 
new customers” 

FiveStars marketing

https://blog.fivestars.com/marketing-focus-infographic/


Customer Acquisition 
Cost (CAC) Marketing Expenses

Total New Customers
Customer acquisition cost is the 
amount of money it takes to acquire 
a new customer 

Combined across all the channels you use to 
market your business to acquire new customers, 
including social media, paid advertising, radio 
advertising, coupon books, etc.  

Customer Lifetime 
Value (CLV)
Customer lifetime value is the projected 
amount of revenue a customer will generate 
over their lifetime at your business.

Avg. Spend Per Month

Monthly Customer Churn Rate

total revenue divided by 
number of unique guests.

number of churned customers 
divided by total number of 
customers

Customer Loyalty 
Ratio (CLR)
Your restaurant’s customer loyalty ratio 
outlines the average number of visits a 
‘loyal’ customer will pay to your 
restaurant in a given time period.

Total visits by repeat customers

# of repeat customers

[Calculate your CLR for a 30 
day, 60 day, and 90 day period]



A Restaurant CRM Strategy - The How

1
Consistently Create Memorable 
Dining Experiences

2
Create A Restaurant Loyalty/ 
Rewards Program

3
Cultivate Connections 
on Social Media

4 Keep Guests Engaged via Email

5 Collect and analyze 
Guest Feedback

6
Use guest notes to build 
lasting relationships



Consistently Create Memorable Dining Experiences

of restaurant-goers 
think technology 
improves their 

dining experience



Guest Facing 
Restaurant 
Technology
✓ Increases speed of service
✓ Increases server efficiency
✓ Increases order accuracy
✓ Betters the overall 

guest experience



Create a 
Loyalty/Rewards 
Program

At Toast, we’ve found that 
guests who participate in 
Toast hosted loyalty 
programs spend, on 
average, 39% more than 
non-loyalty guests when 
seeking a reward. 



Cultivate 
Connections 
on Social Media
Food and dining are some of the
most shared and top-performing
content on social channels. 

* Source: Facebook IQ Source: “The Mobile Diner: The Role of Tech in Dining Out by Facebook IQ 
(Qualtrics-fielded survey of 1,701 people, ages 18-51 in the US), Oct 2016.

Photos and videos on Facebook and 
Instagram help diners pick a place*



Share images from 
behind-the-scenes 

Post about new menu 
items, seasonal specials, 
and offers or events

Re-share great photos 
posted by your guests

Respond to guest posts 
& comments when 
appropriate



Keep Guests Engaged 
via Email

Be proactive, not reactive

◦ Maintain a calendar of important dates
◦ Prepare for slow periods

Leverage existing content

◦ New menu items/seasonal changes
◦ Offers/events
◦ Behind-the-scenes

Experiment with creative formats
◦ Photography, Illustration, GIFs

Avoid bad UX

Make it easy to book



**This group was considered churned and probably wouldn’t have 
been seen again if it wasn’t for the email re-engaging their business.

of customers who visited the day 
the email was sent hadn’t visited 
in more than 30 days

22% 

of customers who visited the day 
the email was sent hadn’t visited 
in the past 61-90 days

7% 

of customers who visited the day 
the email was sent hadn’t visited 
in more than 90 days**

13% 

Be Targeted



Guest Feedback & Reviews
“We focused on engagement when people would comment, criticize, or ask questions. 
Every comment from someone else we viewed as if it were a table visit. We knew as 

restaurateurs how to engage at the table, and I applied the same thinking to the digital 
world. I handled every single comment, complaint or compliment online and treated 

it like I was tableside with the guest. When we made a mistake, we owned it, and 
made it right while weaving in our story. Our guests liked and cared about this, 

and we built lasting positive relationships that may have begun with a negative.”

Dan Simons
Owner Farmers Restaurant 
Group. Washington, D.C.



Keep an eye out for new user 
reviews on OpenTable, 

TripAdvisor, Zomato, Yelp, 
Google, Facebook, and anywhere 

else your restaurant is listed

User Reviews



It’s important to collect feedback 
ASAP after a guest leaves so their 
visit is still fresh in their mind.

Follow up with guests on any 
feedback (negative or positive) 
within 48 hours

The best restaurant CRM solutions 
will allow you to create reports to 
analyze all of the guest feedback 
you have received

Guest Feedback/Reviews



Using Guest Notes 
& Tags to Fuel 

Hospitality

Last year, we surveyed thousands of 
OpenTable diners across the United 

States to learn more about their 
expectations for restaurants. 

*based on a March 2017 survey of more than 4,700 OpenTable diners across the U.S.

What do you wish a restaurant knew 
about you before you walked in?



Keep Guest Notes

✓ Know if a party is celebrating

✓ Reach back out to guests that have 
celebrated with you in the past

✓ Send out a special dish or drink 

✓ Give the check to the correct person

✓ Thank them for coming back 



Know Your 
Best Guests

Recognize your most valuable 
guests with spend insights that 
help you provide better hospitality. 

✓ Average spend per guest

✓ Lifetime spend per guest

✓ Visits per guest



Make the Most of 
Spend and Visit Data

Leverage spend and visit data to 
fuel hospitality and keep guests 
coming back. 

✓ Send out shift notes to highlight 
repeat visitors, VIPs, and 
big-spenders

✓ “Welcome back” goes a long way

✓ Provide a complimentary 
dessert or appetizer



Toast Integration

With GuestCenter, you’ll be able to connect 
your tables and reservation data with your 
point-of-sale system for a smoother-running, 
faster-turning front of house.

✓ Real-time shift revenue in the mobile 
app and web reporting

✓ Spend history for each guest

✓ POS-triggered table status updates


