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Operators are more than twice as likely to regularly 
innovate around specials and LTOs
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 Indicates significantly higher than other menu type

CHANGING UP/ ADDING TO MENU ITEMS
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LTO’s and daily specials open doors 
on menus

of operators often test new menu 
ideas as LTOs/daily specials 

before making them permanent 
menu items

57%
of operators at least 

occasionally menu LTOs/daily 
specials

79%
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42%

38%

36%

14%

12%

10%

Food quality

Price

Menu variety (lots of options)

Location

Quality of service

Speed of service

Menu uniqueness (offerings I’ve 
never had)

Atmosphere/design of the location

More important to Gen X (47%)and Boomers (48%)

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

AFH  Selection Motivators

More important to Gen Z (45%)

More important to Boomers 
(84%)

More important to Gen Z (23%)

Less important to Boomers (7%)



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

Menu Selection Factors

n=1,001

Total

Premium/high-end 

ingredients
47%

Larger portion sizes 42%

Healthier offerings 34%

Indulgent offerings 32%

Healthy and indulgent 
offerings have similar 

importance, making the 
argument to offer both.



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

Menu Selection Factors

n=1,001

Total Gen Z Millennial Gen X Boomer+

Premium/high-end 

ingredients
47% 52% 48% 43% 48%

Larger portion sizes 42% 47% 51% 42% 33%

Healthier offerings 34% 39% 36% 37% 29%

Indulgent offerings 32% 41% 39% 28% 24%

statistically higher statistically lower

Healthy and indulgent 
offerings have similar 

importance, making the 
argument to offer both.



New items are best mixed with something familiar 

Type of New Item Most Likely to Order

n=987

18%

44%

30%

9%

An entirely new dish A dish that is mostly new to me,
but has something familiar

A dish that is mostly familiar, but
has something new

An entirely familiar dish

More likely for Boomers (15%)

More likely for Gen Z (52%)



Spontaneity is the top 
reason consumers try new 

items when dining out

New Item Motivators

n=935

It was a spontaneous 
decision

36%

I always like to try 
new foods

21%



WORKSHOP



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



CHICKEN SANDWICH

inception
fine dining, mixology, earliest stage

adoption
trendy restaurants + specialty grocers

proliferation
chain restaurants + mainstream grocery

ubiquity
find it just about anywhere

tartine

ba
o

mint

paratha

lemon grasspiadinadaikon

schnitzelplant-based chicken

milanesacremawatercress

kimchi

katsu

harissamozzarella stick

yogurt saucemashed potato

mac and cheese

huli huli

fresno pepper

rendangtequila

tzatzikicilantro

cabbag
e

aged cheddar

grav
y

spring mix

tandoori

havarti

banh mi

caramelized onion

tuscan chicken

balsamic

citrus

habanero pepper

bri
e

goat cheese

torta

wasabi

curry

maple

pimento cheese

tahini

savory jam

fried egg

chicken thightapenade

premium slaw

gyr
o

pickled veggies

shawarma

greek

appl
e

cucumberair fried

almond

jerk

tarragonwhite bbq

truffle
pank
o

rotisserie chicken

wafflelemon peppercordon bleu

carolina gold bbqorangekorean

boom boomcomeback sauce

vodka saucebird dog

flavored aioli

jalapeno pepper

hummus

sals
a

caprese

flatbread

fet
a

her
b

cranberry

artichoke

fried onion

sriracha

goud
a

asiag
o

southwest

california

roasted red pepper

breakfast sandwich

biscuit

guacamole

arugula

fresh mozzarella

teriyaki sourdough

ciabatta mediterranean

nashville hot

baj
a

pretzel roll

blackened

smoked cheese

hot honey

honey butter

pulled chicken

bl
t

chicken bacon ranch

mozzarella

caesar

fried chicken

ranch

baco
n

wrap

bleu cheese

pest
o

cheddar

marinara

garlic

spinach

bb
q

swiss

chicken salad

pepper jack

grilled chicken

honey mustard

provolone

panini

hot sauce

avocado

buffalo

parmigiana

spic
y

clu
b

slider

pickle

mustard may
o

philly cheese steak

white cheddar brioche chipotle



CHICKEN SANDWICH

MEGA TRENDS

inception
fine dining, mixology, earliest stage

adoption
trendy restaurants + specialty grocers

proliferation
chain restaurants + mainstream grocery

ubiquity
find it just about anywhere

Asian Influence

New Prep 
Methods

Tangy
Spicy

Mediterranean

Breakfast

Unique Carriers

US Regional

Touch of Sweet

Chicken 
Salad

Grilled & Fried

Wraps



DATA WILL INCLUDE…
Mega Trends

Menu Penetration
• % of  restaurants that serve that particular food, flavor or 

ingredient
• Current Menu Penetration
• Growth in the past 12 months & past 4 years

Consumer Preferences
• Tracks keywords to gauge consumer experience and affinity 

for a particular food, flavor or ingredient
• % love or like it
• % know it
• % have tried it



GROUP 
DISCUSSION



• 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?



Updated 

2.2024

• Idea Generation & Concept Fit

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

• Audience & Market Demand

• Is there 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

• Does the item offer a competitive advantage or unique appeal in your market?

Key Factors to Consider



THANK YOU

INNOVATION MEETS DATA:

BUILDING MENUS FOR TOMORROW’S GUESTS

Stacey Floberg – Associate Director Customer Experience
stacey.floberg@datassential.com
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