
Marketing & Operations 

staying connected while 

shift happens 

at 



Staying Connected

• Mission, Vision, Values

• Brand Positioning

• Process

• Discipline

• Communication



Mission
To create positive 

memories for all who 

touch DQ

Vision
To be the world’s 

favorite quick service 

restaurant



Positioning

DQ

is a special place in the community to 
indulge in both amazing treats and 
delicious food while having a good 

time with family and friends



• Fragmented franchise system

• Old Contracts

• Schizophrenic...lots of IGs...(Interest 

Groups)

– FIG, PIG, BIG, VIG

®



“Advertising”

Product/Menu

Facility (Ext.)Customer Svc.

Product Quality

Locations

The DQ Brand Wheel

Speed of Svc.

Facility (Int.)

®



Strategic Pipeline 

Mission: Grow Sales and Profits

• Identify opportunities of greatest potential

• Recommend cross-functional initiatives

• Prioritize strategic resource allocation

• Provide air traffic control to the various 

strategic initiatives



Concept Support Services

• Operation’s R&D Team

• Project Managers National Rollouts

• Operations Initiatives

• Equipment Approval and Validation

• Product Preps

• EPOS

• National Accounts- Credit/Gift/Office 

Supplies, Pest, etc.

• Corporate Stores

• New Store- Development Operations





Operations

Annual Planning

Cycle

APR

FAC
Next year set-up

MAY

WW Ops
Next year set-up

JUN

BC Regional 

Reviews

JUL

FAC
Initiative preview 

90% complete

AUG

WW Ops
Fine tune and finalize 

SEPT - NOV

FBC
Introduction to 

Franchisees

JAN

DQ Expo 

WW Ops/BC 

Reviews 
Launch

FEB

FAC
Recap status

MAR

DQ TOO 

Meeting

NOV

FAC
Recap status



Methodology

• Crawl

• Walk 

• Run



Blizzard 25th Birthday

• 25 Blizzard Flavors

• 25 City BlizzMo Tour

• Mini Blizzard Launch 

Fast-Tracked



25 flavors for 25 years
• The idea

– met with much rending of hair and 

gnashing of teeth

• Cross-functional team 

– Identified issues and worked through 

solutions  

• Franchise Advisory Council

• In-store ops test to iron out any kinks

• Successful launch



Digital HUB





BlizzMo 25 City Tour

• Cross-functional team

– weekly meetings four months prior

• Market selection, franchisee support and 

participation

• Create mass-production prep procedures

• Create kitchen-in-truck – to make it 

operational – equipment and storage 



Event Logistics

25 North American Markets -- 3 stops per market. 

The 3 levels of activation:

Full Footprint (event lasts 2 – 3 hours) at Beach, Park, Local Festival 

• All tour elements are activated

• Anticipate distributing 750 – 1,000 samples

Partial Footprint (event lasts 1 – 2 hours) at Children’s Hospitals,

DQ stores, and local Sports venues

• Emcee interaction, sampling, Photo Op

• Anticipate distributing 500 - 750 samples

Sampling Only (event lasts 30-60 minutes or until samples are gone)

Tapping our BFC/ VIPs…the DMA store with the most votes wins the 

visit!

• Emcee interaction, sampling

• Anticipate distributing 100-250 samples



Mini Blizzard Launch

• Expedited testing, vetting and launch 

process 

• Re-tooled portioning and prep for 

smaller scale

– Recipe cards and training materials

• Tooled up equipment and smallwares

• Cluster meeting training 

• Biggest news since the launch of 

Blizzard itself 



Q&A


