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LEARN WHAT CONSUMERS WANT FROM LIMITED TIME OFFERS AND 

DISCOVER BEST PRACTICES FOR NEW CONCEPT TESTING – ALL IN THIS 

SNEAK PEEK OF OUR LATEST KEYNOTE REPORT

LTO SUCCESS

UNROLL
DATASSENTIAL’S 
BLUEPRINT FOR 



Unicorn Frappuccino, Pumpkin Spice Latte, McRib sandwich, Bacon Sriracha Fries –
all of these items are LTOs (some return seasonally) that have resonated with a wide
consumer base. Since 2010, the median number of LTOs has increased 82% at
limited-service chains and 80% at full-service chains, according to Datassential’s
Keynote Report: Blueprint for LTO Success. The LTO environment has matured to
a point where promotions with the greatest potential are those that reflect an
operator’s specific goals, align with a menu’s overall positioning, and generate
excitement among core customers. When an LTO is successful, it garners buzz from
consumers, who often will return (usually with friends) to enjoy the specialty item
again before time runs out.

Currently, there is great opportunity for operators to leverage LTOs, as at least half
of consumers are interested in all types, though seasonal and value-priced items are
particularly appealing. However, to achieve a successful LTO involves following best
practices for concept testing, with phase one being informed ideation, followed by
express screening, then concept refinement, and lastly full testing, where concept
potential is assessed and optimization occurs. The Keynote Report notes that when
asked about the last LTO consumers ordered, three-quarters agreed that it was
unique, enjoyable, and craveable. To achieve these key elements consumers look
for, operators can include opinions from potential customers in LTO development, as
well as seek input from managers and other employees at the unit level.

There are a variety of ways suppliers can help operators with LTO development too,
from ideation and sourcing to staff training and marketing. Research into what
consumers want from LTOs and what food trends to incorporate is one of the more
pressing needs suppliers can meet for operators. Subscribing to Datassential’s
SCORES database can help determine an LTO’s unbranded purchase intent (how
likely are you to buy this item?) and uniqueness (how different is this item from
others?), which combined can lead to an LTO that’s both appetizing and innovative.

In this month’s FoodBytes, we’re giving you a taste of the over 150 pages of data,
analysis, insights, operator and consumer verbatims, operator case studies, and
innovation opportunities found in the full Keynote Report. With 48% of operators
stating that their LTO sales have increased, looking to promote LTOs can present a
viable way to drive sales.

For more information or to purchase the full Blueprint for LTO Success Keynote
Report, call Datassential managing director Brian Darr at 312-655-0594 or email
brian.darr@datassential.com.

The Unicorn Frappuccino pictured top and the 
Pumpkin Spice Latte pictured below are both 
LTOs Starbucks has offered. The trendy Unicorn 
Frappuccino was only available for a few days 
this year and boasted color-changing properties 
with flavors that “started off sweet and fruity 
transforming to pleasantly sour.” The PSL, 
however, is a returning, seasonal consumer-
favorite that last year featured a twist in 
celebration of its birthday – unique Pumpkin 
Spice Whipped Cream made with real pumpkin, 
cinnamon, ginger, nutmeg, and clove. Pictured 
on the bottom is McDonald’s McRib sandwich, a 
fan-favorite LTO that showcases a pork patty 
covered in BBQ sauce and topped with onions 
and pickles, all on a hoagie-style bun.
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