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Stacey Floberg — Associate Director Customer Experience




Operators are more than twice as likely to regularly
innovate around specials and LTOs

A ( CHANGING UP/ ADDING TO MENU ITEMS
‘ o~
1y, X%N : 24%

Core Dally CENY Monthly geu:Srg?]rgI/ Yearly Don't do
VIS 6% | 6% 12% 39%"3’ 24% A 12%

l 2470 |
Specials / Daily Monthly g euaasrgenrgh// Yearly Don'tdo
LTOs 11% A\ 25% N 299, 6% 11%

)

j,//

,__/_,/ A Indicates significantly higher than other menu type @ DATASSENTIAL



LTO’s and daily specials open doors
on menus

S/% /9%

of operators often test new menu of operators at least
ideas as LTOs/daily specials occasionally menu LTOs/daily
before making them permanent specials

menu items

@ DATASSENTIAL



Patrons decide where to dine out based primarily on food
quality and price

AFH Selection Motivators

Price [, o
Menu variety (lots of options) _ 42% <:‘ More important to Gen X (42%{
Location _ 38%

Speed of service - 14% <3 More important to Gen Z (23%)

Menu uni n fferings I've
enu uniqueness (offering -12% &

never had)

Atmosphere/design of the location - 10%

@ DATASSENTIAL



When considering menus, consumers place a high
importance on premium ingredients and portion size

Menu Selection Factors

Premium/high-end
ingredients

Healthy and indulgent

offerings have similar
Importance, making the
argument to offer both.

@ DATASSENTIAL



When considering menus, consumers place a high
importance on premium ingredients and portion size

Menu Selection Factors

Total éGen Z Millennial Gen X Boomer+§

Premium/high-end
ingredients

Healthier offerings 34% 39% 36% 37% 29% Healt.hy clale indL.Jlg.ent
: : ' offerings have similar

Importance, making the
argument to offer both.

statistically higher statistically lower

@ DATASSENTIAL



New items are best mixed with something familiar

Type of New Item Most Likely to Order

More likely for Gen Z (52%)

4L4%
30%
18% More likely for Boomers (15%)
9%
An entirely new dish A dish that is mostly new to me, A dish that is mostly familiar, but An entirely familiar dish
but has something familiar has something new

@ DATASSENTIAL



New ltem Motivators

36%

It was a spontaneous
decision

219%

| always like to try
new foods

Spontaneity is the top
reason consumers try new
items when dining out

@ DATASSENTIAL
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We are working for a Fast Casual Restaurant and we need to
come up with a NEW CHICKEN SANDWICH LTO

* Break into 4 groups

» Each group will be tasked to choose an element of the sandwich

(assume the chicken will be Fried Chicken Breast)
« Carrier
* Ingredients
 Sauces/Flavors
* Cheese

« Each Group will be provided with data about their element
* Menu Penetration
 Consumer Preferences
« Trends/Insights

« Each Group will reveal what they chose

« Why did you choose that?
« How did you collaborate?
« What other data or support did you need/want?

» Group Discussion
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CHICKEN SANDWICH
MEGA TRENDS
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Lyl S S s NEW PREP METHODS
Vinegar
5~ trend (think Korean BBQ) and several Asian onerscontrusnn lhe indulgent fried variations Erieiandgp) we -
X handhelds are growing including banh mi, katsu that continue to grow on menus. . pulled.
sandwiches, etc. smoked. etc.
S e — .
S 3 00
- (] TOUCH OF SWEET US REGIONAL UNIQUE CARRIERS
Hot hnneyisn:hssiccounterpninno spicychicken The US Regional hit N-shvulhhm is arguahlywhere While LTO mnovan on suggests this trend is
:_.\ — \ z the rasurg:nnu( gan. We roliferation there are
— - anL 2 2 jaties starting Lullllmuly e in prolif e
_— ! [ permanent items. Look to spicy maple or even arow il “°“’lw‘lys;°l° Lt "°": 5‘“’”' ("‘i ;’ lonut)
< g molasses for a next level take. iibaritos. oglobal (naan, potato pancake).
- | n < BREAKFAST SPICY
] M e g a r e d S The Southern chicken biscuitis now available at A AR ME?ITERRANEAN o Thereare still innovative ways to offera spicy
many quick service chains and the option of 9 y 5 chicken at itis nearl 1
= <'{_ s u breaded chicken is a midscale standby at many 0:‘;;:‘:; ::; :::::;:&?r::mz:wn:;r L requirement (at Least outside Midscale) l’o haveat
N m locations. e pEsce Least one iteration that features a hit of heat.
E PROLIFERATION. | PROLIFERATION | PROLIFERATION
WRAP CHICKEN SALAD GRILLED &FRIED
- : . b ok catering. and cold case Foryears! wasa
salad find ways to ingl “choose &9
Menu 12-Month 4-Year ludlng touches of sweetand gﬂtlldor fried”, now those preparations are just the. k
Penetration Trend Trend 5 well as hits of spice. beginning of customization options.

usluity uslauiry

Menu Bl=Yal=ldg=1dle]a

% of restaurants that serve that particular food, flavor or Parmesan
-4 ingredient Cheddar .
~  * Current Menu Penetration Mozzarella % .. ke

=S - Provolone 17.9%

: ®* Growth in the past 12 months & past 4 years ok cheddar
L"‘"] TAAT eu Cheese 15.0%

% have

Khknowit it

Mozzarella

Cheese
P S—— JackCheese N9% 2% Parmesan
N American Cheese §.2% Fresh Mozzarella

Pepper Jack 8.8% F " White Cheddar

) . Consu mer Preferences

Provolone
Tracks keywords to gauge consumer experience and affinity pois
Monterey

. for a particular food, flavor or ingredient - Pepper Jack

Cheddar Jack

. /, ' Queso
* %love orlike it Goat Cheese kY ecitChanss

9 % knOW It Gouda - Romano
% have tried it Romano Feta

White Cheddar ¥ ¥ Gouda

Swiss

Havarti 2% +T% Smoked Gouda
Asiago A% e Asiago
Bleu Cheese

Brie

Goat Cheese
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 When you create a new menu item, who else
do you include:

* Ops, supply chain, IT, training, finance,
leadership, marketing, etc.

« When should you include them in the
discussions?

 What kind of lead times are needed?

« How can you collaborate better with each
department?

* Which element should have been decided
first?

* What's next:
« Concept testing, test market, survey's, e-

club survey, etc.
 What are the key elements are valuable for

leadership discussions?

* What else are we missing?
[ DATASSENTIAL



Key Factors to Consider

- |dea Generation & Concept Fit

* Does the idea align with the restaurant's overall concept and brand?

« Audience & Market Demand
 |sthere a demand for this item from your target audience? Or does it attract a new audience?

* Does it meet any consumer preferences (e.g., vegan, gluten-free)?

« Resource & Production Feasibility

* Do you have the necessary equipment, ingredients, and staff to produce the dish consistently
and efficiently?

» Are the ingredients sourced sustainably and seasonally?

* Profitability & Pricing

» Can the item be priced to be profitable, considering food costs, labor, and overhead?

« Competitor & Market Analysis

y . iy . . =
Does the item offer a competitive advantage or unique appeal in your market” D) DATASSENTIAL
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