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AT-A-GLANCE 

The Challenge 

Due to its broad range of franchise 

stores, Dairy Queen needs a new 

customer service system that helps 

handling their customer issues and 

complaints. 

Key Requirements 

The new customer service system 

has to be: 

– Ease of Use 

– Simplicity 

– Effectiveness  

– High Level of Interaction  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

INTRODUCTION 

Far more damaging to your business reputation is, without a doubt, the 
reaction of your customers. Accordingly, business reputation and brand 
awareness are attached tightly with your current customer service 
management. Therefore, though looking for new customers is a 
significant process for your business survival, finding effective ways to 
retain your existing customers also plays an important role.  

This case study offer an analysis on how Dairy Queen overcomes its 
challenge of taking customer issues without using the entire process – 
which can take time and may lose potential customers because of its 
broad range of franchises stores. The case study also analyzes Dairy 
Queen’s process with its actionable items to be proactive and 
emphasize on how customer feedbacks can help improve Dairy 
Queen’s products and customer service.  

THE CHALLENGE 

Quite clearly, reaching new customers to market your product or service 
is the number one priority to your business. However, sooner or later, 
you have to find ways to retain these customers once you already have 
them. If you know how to retain them, they are likely to become your 
royal customers; otherwise, they will walk away and never come back.  

Among the other best ways to keep your customers from walking away, 
providing a customer service that handles customer problems as well as 
answers their questions in a timely manner proves to be an effective 
way. Additionally, if you hear something, bad or good, about your 
products from one customer, chances are you have many more ones 
who are dealing with the same issue without your awareness. 

Things are more complex at International Dairy Queen due to its broad 
franchise system of various stores and restaurants. With all the issues 
and questions of customers from these locations, Dairy Queen has a 
limited resource to handle and resolve. 

After an unexpected experience at one of its franchise location, Dairy 
Queen has come up with procedures and processes to ensure its 
customers always happy and more engaged with the company.  

The company has then developed a system to, timely and effectively, 
track and respond to every issue that its customers may face. 

Keep reading on to know how Dairy Queen is going to do this and find 
out how it can receive and stay informed of its customer reactions 
through a wide range of channels. This case study also reveals you of 
how understanding customers’ concerns and expectations can drive 
your decision making in product development.    

 

Dairy Queen Eliminates customers concerns and issues, 
                     Increases customer royalty,  
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Solut ion 

Using a variety of channels includes: 

– Television, radio and print.  

– Facebook page, twitter feed.  

– Company website form. 

– Corporate blog. 

Results 

– Improved products.  

– More engagement with customers  

– Build up brand awareness.  

– Increase business reputation. 

– Keep up-to-date with market 

trends and customer liking. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

KEY REQUIREMENTS 

Dairy Queen – about ten years ago – when customers had something to 
say with it, the only contact point they could reach was its franchisees. 
Dairy Queen didn’t have a formal customer service department at its 
corporate office. Thus, all the messages of its customers sending to the 
corporate office had to be printed and then mailed or faxed.  

Needless to say, this process could take weeks even months of 
photocopying, mailing, and faxing until customer’s comments could 
reach the corporate office and were resolved.  

As Carolyn Kidder – Senior Consumer Relations Manager at 
International Dairy Queen said, this process even made its customers 
angrier as they thought they couldn’t say what they wanted to say or 
worse was noone listened to them.      

Due to above shortcoming of the current customer service, Dairy Queen 
actually needs a new customer service system that can receive and 
monitor its customer’s concern and question and be able to handle it in a 
timely and effective manner. 

Key requirements for the new customer service system include: 

Ease of Use – Simple yet Effective – High Level of Interaction 

SOLUTION 

Dairy Queen has put into place its new procedures to allow customers to 
directly contact it and to enable franchise owners to share customer’s 
comments with the corporate office in less than two days.  

Social media – which are monitored regularly by Dairy Queen team - are 
also the main channels for customers to give their feedback on the 
company’s brand. 

CUSTOMER SERVICE CAMPAIGN 

Respectfully, customers have a variety of ways to reach Dairy Queen’s 
corporate office as below: 

 Calling to its toll-free number for any comments on the products.  

 Filling form in its official website. 

 Writing on the Facebook page of the company. 

 Commenting on its blog. 

Dairy Queen Team also keeps monitoring customer comments through 
media channels including television, radio, print and social channels. 

Kidder has also added that all customer contacts go straight into a pot – 
which she and her team call a holding tank – where they all, one by one, 
are read or typed up by someone from the call center or her team. 
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  The team then will decide on how to respond to the customer comments 
or questions. 

If this is the first time the customer contacts Dairy Queen to say that he 
or she isn’t happy with a specific product or to express his or her 
experience of “unpleasant this time”, the team will send that customer a 
gift card to get him or her back into the store for another purchase. This 
is in our First Contact Resolution process. 

After the gift card is sent, an email is immediately sent out to the 
corporate staff, the franchise owner and anyone involved in the process 
in order to notify them of taking more care to this customer. Additionally, 
the team requires that the franchise owner to contact the customer and 
work it out.   

PROBLEMS ARISE 

Each store of Dairy Queen is an independent franchise, so it’s kind of 
complex when it comes to handling customer’s complaints and requests.  

If it falls into any employee that is rude to the customers or refuses to 
refund their money, the store itself will hande this issue. 

According to Kidder, most franchise owners take these issues seriously 
and resolve them promptly without waiting for the corporate office to 
inform them. 

Whenever customer issues come to the extent that Kidder’s team has no 
solution except sending the issues back to the independent  store, the 
team will still respond to their customers to inform them about this.   

However, handling these complaints also means that Kidder’s team has 
to find ways to balance between independent owners and the Dairy 
Queen brand. 

Sometimes everything can go beyond their responsibility when the 
franchise owner and the customer cannot come to an end. The only thing 
they can do then is sending something to their customers asking them to 
stay with the Dairy Queen products and its brand.   

Kidder has also said that they have to nurtue the relationship between 
the customer and the franchisee. “We try our best to retain the customer 
for the brand, and struggle to remain the relationship between the 
franchise owner and their customers because that is the root cause of 
our business.”  

Things can also go worse when the team cannot find ways to have the 
issue directly resolved between a franchise owner and its customers, the 
team will recommend the customers another nearby store if any. If in 
case there is no other nearby store available, the team can protect the 
brand name by asking the customers to stay with Dairy Queen in other 
locations that they may travel to. It depends on a particular situation that 
the team may send customers gift cards to maintain the relationship. 

The targeted goal of the campaign is to resolve any customer issue or 
complaint in as little time as possible, usually within a few days or ideally 
a few hours. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

"We had hundreds of customers let 

us know they didn’t like the change," 

stated Kidder 
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  INSIDER SECRET 2#: ALWAYS LISTEN TO WHAT 
YOUR CUSTOMERS HAVE TO SAY TO MAKE 
IMPROVEMENT IN YOUR PRODUCT 
DEVELOPMENT AND PLACEMENT 

A complaint can worth one hundred times more than 
any marketing research or investment. When you see it 
as a complaint, it’s a complaint; however, when you 
consider it as an honest feedback, it can contribute 
more to your product development. 

Dairy Queen has proved the case with this example. 

There was no “Candy Cane Chill Blizzard” as the 
“Blizzard of the Month” in December of 2010. Back then 
the company introduced another flavor with the name 
“Reindeer Bites”. 

As Kidder has said, there were hundreds of customers 
telling them that they didn’t like the change. Thanks to 
Dairy Queen’s new customer service system, these 
customers could give their feedback about this new 
product by writing on the company’s Facebook page, or 
on the corporate blog, or through the form on the 
company website. Fortunately, Dairy Queen has 
listened and changed. As a result, their customers 
could see the “Candy Cane Chill Blizzard” again and 
they told Kidder that they have enjoyed it very much 
and expressed their pleasure to see it back. 

The combination between the customer and franchise 
owner comments has significantly increased the 
company’s customer royalty as well as helped them in 
the evaluation of their products. 

 
 

 

INSIDER SECRET 1#: NEVER LET YOUR 
CUSTOMERS ALONE WITH THEIR UNHAPPINESS 
ABOUT YOUR PRODUCTS 

Social media such as company’s Facebook page, 
Twitter, and the corporate blog play a vital role in the 
customer service system at Dairy Queen. The team at 
Dairy Queen not only monitors its traditional media 
such as television, print and radio but also stays 
informed of its customers feed and comments on 
social media channel. 

Whenever hearing about an unhappy customer telling 
their issue on the company’s Facebook page or 
Twitter, the team will immediately reach out to this 
customer and guide them to fill in the form in Dairy 
Queen Website with the saying that “We can vacuum 
out everything”.  

An example is told by Kidder that one day, there’s a 
girl who had concern about a location of Dairy Queen 
and told it on the Facebook. Kidder didn’t let this 
chance slip away by telling her to contact them with 
the form at their website and promised to investigate 
and follow up with her. 

Kidder then had the chance to follow up with the girl 
and has started and remained a good relationship with 
this customer. This way helps Kidder team keep track 
of all the problems in any location and protect Dairy 
Queen’s reputation. 

Do not think that problem of a customer is not any 
issue. Actually it does; when this customer spreads 
the bad thing about your company to his or her friends, 
you just don’t know where the social network can go. 

The goal of this secret is to keep up with your 
customer issue and resolve it as soon as possible 
before it can spread out and ruin your brand. 
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 RESULTS 

Instead of monitoring its key performance in the customer service 
program, Dairy Queen track its KPI through a day-by-day business by 
comparing its number of sales at an individual store to the amount of 
complaints and comments at that store. It even monitors the changes at 
these stores month by month and year by year to see how effective it is 
to use the new customer service system.  

Kidder has worked very closely with her team and the franchise owners 
to make sure every customer satisfied and happy with the service and 
Dairy Queen products. She also works with the product development 
team to keep them informed of the product trends and customer liking. 

She has admitted that the new customer service system has also helped 
franchise owners by informing them of rude attitude to customers 
among their employees, or even seasonal staff. When this happens, 
Kidder’s team usually gives franchise owners advices on how to coach 
and train these employees so that they can help reduce the negative 
complaints from customers.    

The successful results of Dairy Queen’s customer service system come 
from its proactive and customer-oriented approach which handles and 
resolves customer issues in a timely and effective manner. 

STATISTICS 

Some positive statistics on social media that Dairy Queen has achieved: 

 3,700,000 fans on Facebook. 

 3,600,000 fans joining the Blizzard Fan Club.  

 458,600 fans joining the Facebook Blizzard Fan Club. 

 310,000 fans joining the OJ Quench Club. 

 28,900 followers on Twitter. 

SUMMARY 

This case study has shown and proved that social media can play an 
important role in developing the relationship with your customer and at 
the same time can help improve your product development and 
placement. 

 CONTACT US 
To learn more about dairy products, 
services and solutions and how we can 
help with your business demands and 

challenges, visit us at  our website. 

 


