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OPERATORS PROMOTING VALUE OVER THE 

LAST 12 MONTHS?



COMBO + VALUE - New Items + LTOs + Returning LTO

175
192

Jan-Sep 20 24 Jan-Sep 20 25



WHAT PROMOTIONS 
CAN YOU RECALL?









LAUNCHES

Source: Launches & Ratings and Consumer Preferences



LAUNCHES

Source: Launches & Ratings and Consumer Preferences

IS THIS THE 
FIRST  YEAR WE 
SAW 3 FOR ME?

WHAT YEAR?



LAUNCHES

Source: Launches & Ratings and Consumer Preferences



LAUNCHES

Source: Launches & Ratings and Consumer Preferences



LAUNCHES

Source: Launches & Ratings and Consumer Preferences



LAUNCHES

Source: Launches & Ratings and Consumer Preferences



MESSAGING 
CHANGED

AND MADE A 
BIGGER IMPACT



OPERATORS: 
WHAT ARE YOU DOING? 
ARE YOU LEANING INTO VALUE OR PRICE?

MANUFACTURERS: 
WHAT DOES THIS MEAN FOR YOUR PRODUCTS?  
HOW ARE YOU HELPING YOUR CUSTOMERS WHO 
ARE LEANING INTO VALUE?  



CASUAL DINING BAR & GRILL
NO FOCUS ON VALUE TO DATE

WHAT ELSE DO YOU WANT TO KNOW?

How many questions did you write down?



ACTUAL EMAIL 
FROM A CLIENT:

IT SEEMS LIKE 
CASUAL DINING IS 
TARGETING QSR

VALUE MEALS.  CAN 
YOU SHARE MORE 

INFORMATION?



YOU MAY RECEIVE A PROMPT RESPONSE FROM MY 
TEAM. BUT DOES IT REALLY ANSWER YOUR 

QUESTION?



Value Ratings

52%

45%

42%

41%

35%

QSR

Fast Casual

Midscale

Casual Dining

Fine Dining

How would you rate the VALUE of prepared food and beverages at 
the following location types?  Top Two Box



QSR
Fast 

Casual
Midscale Casual

Fine 
Dining

Value for the dollar -22% -16% -13% -12% -11%

Perception Shifts
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WRITE YOUR EMAIL TO YOUR 
DATA PROVIDERS



DID ANYONE DECIDE THAT A CALL WOULD 
BE A BETTER WAY TO COMMUNICATE?



CASUAL DINING
COMBO + VALUE - New Items + LTOs + Returning LTO

18 18

Jan-Sep 20 24 Jan-Sep 20 25



PAST THREE YEARS



Casual Dining �
�Y�D�O�X�H����is back to basics : craveable proteins + fries/sides, 
aggressive price points at $9.99��$16.99, and simple bundle architecture. 
The strongest performers either signal abundance (all-you-can-eat, 
three-course) or a marquee entrée with a drink/side for $9.99 ��$15.99. 

CHAT GPT CAN BE YOUR FRIEND (aka Chad)
Datassential has a closed system
You can share an excel with Chad to analyze
This is a just a piece of what Chad provided

Price bands and architecture
- The clear value sweet spot sits at $9.99��$12.99
- Offers priced $15.99��$16.99 can work when abundance is explicit (AYCE, 
multi-course, bottomless sides). 
- Once pricing pushes toward ~$20 for a single guest items lose mass-market 
pull .



IF YOU ARE QSR BURGER, WHAT 
DO YOU NEED TO KNOW?



PRICE MONITOR tracks unit-level 
pricing for the top restaurant 
chains allowing easy comparison 
of  pricing across units.

LOCAL VARIATIONS
See what price variations are at play 
within your brand and across your 
stores by item, region, and more.

BRAND COMPARISONS
Keep a pulse on price fluctuations 
at your top competitors at any 
level of granularity.

CATEGORY COMPARISONS 
Evaluate how your prices and 
premiums stack up to competitors 
on a category-basis.

NEAREST NEIGHBORS
Identify opportunities for individual 
locations to optimize pricing.



Total US PRICING
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Big Smasher Meal The Big QP Meal

Large BigMac Meal Large Quarter Pounder Meal



Total US PRICING
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HOW MUCH BACKGROUND DO YOU TYPICALLY 
GIVE?

SHARE GOALS
SHARE WHAT ARE YOU TRYING TO ACHIEVE
ASK THE RIGHT QUESTIONS
- INTERNALLY
- TO DATA PROVIDERS

�'�2�1�·�7���+�2�/�'���%�$�&�.
WHAT MIGHT BE HOLDING YOU BACK?



ASSIGN A MAIN POC

SHARE STRATEGY

REGULAR MEETINGS

NDA

PARTNER WITH YOUR DATA 
PROVIDERS



THANK YOU
Kelley Fechner

kelley@datassential.com
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