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The Implementation Plan
shows how the company
will turn its plan into
results. Charts are often
used to set deadlines and
assign responsibilities for
the many tactical market-
ing decisions needed to
enter a new market.

The essence of Evaluation
is comparing actual sales
with the targeted values
set in the plan and taking
appropriate actions. Note
that the section briefly
describes a contingency
plan for alternative
actions, depending on
how successful the entry
into a new market turns
out to be.

Various appendices may
appear at the end of the
plan, depending on the
plan’s purpose and audi-
ence. For example, résu-
més of key personnel or
detailed financial spread-
sheets often appear in
appendices. For space
reasons these are not
shown here.

At present, Paradise Kitchens operates with full-time employees in only essential
positions. It now augments its full-time staff with key advisors, consultants, and
subcontractors. As the firm grows, people with special expertise will be added to
the staff.

9. Implementation Plan

Introducing Howlin” Coyote chilies to 17 new metropolitan markets is a complex
task and requires that creative promotional activities gain consumer awareness and
initial trial. Counting the three existing metropolitan markets in which Paradise Kitch-
ens competes, by 2020 it will be in 20 metropolitan markets or 53 percent of the top
38 U.S. metropolitan markets. The anticipated rollout schedule to enter these metro-
politan markets appears in Figure 4.

Figure 4. Rollout Schedule to Enter New U.S. Markets

The diverse regional tastes in chili will be monitored carefully to assess whether
minor modifications may be required in the chili recipes. As the rollout to new met-
ropolitan areas continues, Paradise Kitchens will assess manufacturing and distribu-
tion trade-offs. This is important in determining whether to start new production with
selected high-quality regional contract packers.

10. Evaluation

Monthly sales targets in cases have been set for Howlin’ Coyote chili for each
metropolitan area. Actual case sales will be compared with these targets and
tactical marketing programs modified to reflect the unique sets of factors in each
metropolitan area.

Appendix A. Biographical Sketches of Key Personnel

I
| Appendix B. Detailed Financial Projections
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Goals
TcCob cflen For the coming five years Paradise Kitchens seeks to achieve the following
both the nonfinancial and goals:
financial targets—where e Nonfinancial goals
possible In quantitative 1. To retain its present image as the highest-quality line of Southwestern/Mexican
terms—agalnst which the products in the food categories in which it competes.
company’s performance 2. To enter 17 new metropolitan markets.
Wl re e 3. To achieve national distribution in two convenience store or supermarket
Chapter 2. chains by 2016 and five by 2017.
4. To add a new product line every third year.
5. To be among the top five chili lines—regardless of packaging (frozen or
canned—in one-third of the metro markets in which it competes by 2017
and two-thirds by 2019.
Lists use parallel con- e Financial goals
struction to improve 1. To obtain a real (inflation-adjusted) growth in earnings per share of 8 percent
readability—in this case 1 per year over time.
a series of infinitives 2. To obtain a return on equity of at least 20 percent.
starting with “To .. 3. To have a public stock offering by the year 2017.
Core Competency and Sustainable Competitive Advantage

In terms of core competency. Paradise Kitchens
seeks to achieve a unique ability to (1) provide dis-
tinctive, high-quality chilies and related products
using Southwestern/Mexican recipes that appeal to

Photos or sample ads and excite contemporary tastes for these products
can illustrate key points and (2) deliver these products to the customer’s
effectively, even if they are table using effective manufacturing and distribution
not in color as they appear systems that maintain the Company’s quality

here. standards.

To translate these core competencies into a sustain-  To help achieve national
able competitive advantage, the Company will work elsifloLiien iU EEis,
closely with key suppliers and distributors to build Péradis_e Kitchens introduced

. . . . this point-of-purchase ad that
A brief caption on photos the relationships and alliances necessary to satisfy the el Sl e T e
and sample ads ties them high taste standards of our customers. door of the freezer case.
to the text and highlights
their reason for being
included. L —
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