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Source: Technomic Ignite menu data
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TECHNOMIC

STRATEGY #1:  
Best-in-Class Concepts

Goal of Strategy

Inspiration for developing items that can drive 
sales and traffic among a broad audience

What Is This?

Above-average purchase intent plus 
above-average ratings for two of the three 
other key metrics of draw, uniqueness and 
craveability
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TECHNOMIC

STRATEGY #2:  
Broad Appeal Concepts

Goal of Strategy

Indicators of concepts that could become 
permanent menu items

What Is This?

Above-average purchase intent
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TECHNOMIC

STRATEGY #3:  
Niche Concepts

Goal of Strategy

To drive incremental traffic and/or sales 
for passionate fan bases

What Is This?

Above-average rating for draw or 
craveability, with moderate to low 
purchase intent
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TECHNOMIC

STRATEGY #4:  
Novelty Concepts

Goal of Strategy

To maximize interest and exclusivity and 
generate buzz as stunt items

What Is This?

Above-average rating for uniqueness, 
with moderate to low ratings for the three 
other metrics
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LTOs
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Your Team + Mattson → Fill Your LTO Pipeline



Proprietary 
Consumer Insights Study

Quick-Serve Restaurant 
Behaviors & Limited 
Time Offers Study
September 2021
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background

● Multiple surveys fielded 
September 2021

● n=400+ consumers
● Frequent users of QSR
● Demographic mix* of:

○ Geography
○ Age / cohort
○ Gender
○ Income

* Oversampled Males Age 18-29 
to target typical QSR customers

 Mattson QSR Behaviors & LTO Study - Sept 2021 
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A Powerful LTO Can 
Drive Trial Visits.

LTO insight #1

About ⅓ (33%) 
said they've gone 
to a QSR they've 
never tried before
     specifically
         to try
         an LTO 

n=490

 Mattson QSR Behaviors & LTO Study - Sept 2021 



LTOs drive restaurant trial…
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n=490

 Mattson QSR Behaviors & LTO Study - Sept 2021 



Lots of LTO success…AND lots of room for improvement!
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n=490

 Mattson QSR Behaviors & LTO Study - Sept 2021 
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LTOs impact brand perceptions

1. For people who like trying new things
2. Creative
3. Innovative
4. Craveable

n=400

 Mattson QSR Behaviors & LTO Study - Sept 2021 
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ATtRIBUTE IMPORTANCE

1. Taste
2. Anticipation
3. A Foot In The Familiar
4. A New Experience

Q: Select the TOP 5 MOST IMPORTANT 
ATTRIBUTES that drive purchase 

interest in LTOs.

 Mattson QSR Behaviors & LTO Study - Sept 2021 

n=457

Attribute
% Ranked 
#1 or #2

I believe it’s going to taste delicious 39%
I’m really eager to try it 19%
It’s something I already love offered in a new flavor or 
form

19%

I get to try something I’ve never had before 18%
It really fits the season (i.e. Holidays) or other theme 
(Lent, National Donut Day), etc.

16%

It looks visually exciting 15%
It’s a good value 14%
I can almost taste it from the description 13%
I want to be sure to try it 9%
It makes me want to visit that restaurant 8%
I fear that it’ll sell out and I’ll miss it (FOMO) 8%
It provides a bit of escapism from my daily life 6%
It lends itself to drive-thru or pick up 4%
It makes sense from that restaurant 3%
It’s something I could see myself posting on Instagram, 
Facebook, TikTok (or other social media)

3%

It’s easy to eat in the car 3%
It sounds like it was created by a chef 2%



Q. What usually makes you interested in buying LTO menu items?

“A unique item or flavor combination that sounds delicious that 
I don't want to miss out on.”

“I like being part of the crowd 
who gets to try these items before they go 

away.”

“If it's something that I like, I will usually get it because you have 
that fear of missing out and not knowing when it'll be back.”

“It’s limited time! It’s now or never!”

“The limited-time factor, like I'll never get this chance again 
when it’s gone.”

17 Mattson QSR Behaviors & LTO Study - Sept 2021 

FOMO* drives demand…

*Fear Of Missing Out



…and some of the best LTOs create annual cravings

“I like that they are seasonal, delicious, and they are often 
the one item iI indulge in seasonally from time to time.”

“They're seasonal and special, and I know if I want one, 
I'd better enjoy it while I can.”

“I did not want to miss out of a good opportunity to have a taste of something 
I have craved for months.”

18 Mattson QSR Behaviors & LTO Study - Sept 2021 



Q: How would you rate each of the following aspects of LIMITED TIME OFFERS? 
Top 2 Box Responses (Extremely to Very Appealing)

Feature
Age 18-29
(n=148)

Age 30-59
(n=252)

Something I cannot get at other restaurants 89% 84%
Appetizing visual appeal 82% 82%
Use of seasonal ingredients/flavors 81% 81%
Use of extreme flavors (i.e. cheese, spicy heat, etc.) 68% 64%
Combinations of items to make a full meal 68% 69%
Holiday themes 68% 61%
Combinations of items that make a mini meal or snack 60% 57%

Focus on special health benefits (Winter cold-busters, summer refreshment) 59% 64%
Non-Holiday seasonal themes 58% 59%
Clever eye-catching names 57% 46%
LTOs specially designed for eating in the car or on the go 51% 47%
LTOs specially designed for sharing with others 48% 40%

19 Mattson QSR Behaviors & LTO Study - Sept 2021 

n=400

ATtRIBUTE Appeal




