
How To Guide
What To Do – Plan

Creating compelling and engaging 12 month plans that fuel growth for 
McCain and the Customer.
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• Where we are in the MWOW commercial ecosystem Slide 4

• The benefits of developing customer growth plans in a consistent way Slide 5

• The main differences vs. the current approach Slide 6

• Getting practical Slide 7

• Familiarizing with the tool Slide 8

• Suggested sequence and way of working Slide 9

• How to complete the tool Slides 10 – 17

Note: The Guide uses an OOH Independent Operator as an example. Access the 
example plans for IH Grocery and Route to Market and use WITH this Guide.
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The purpose of developing 12 month 
Customer Growth Plans for “smaller” 
Customers (like larger OOH Independent 
Operators, Regional Wholesalers) is to 
build stronger relevance of McCain to the 
Customers needs so that McCain is their 
supplier of choice.

The outcome will be Customer confidence 
in McCain as the supplier that bring 
solutions which meet its needs/overcome 
its challenges AND, confidence within 
McCain that there are plans in place which 
ensure McCain is easy to buy.

Where we are in the MWOW 
commercial ecosystem



The benefits of developing Customer Growth 
Plans (12 months)
Functional Customer Relationships 
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• Customers believe that time spent with McCain is time well spent.

• Customers find McCain solutions easy to buy because they have been well 
thought through as ones that meet their needs.

• Winning more profitable business and improving current business profitability.

• A shift in the dialogue with customers from product to business conversations.

• Identifies the Customer’s challenges against which initiatives in the Marketing 
Plan can be sold.

• Improvements in efficiency, effectiveness and revenue generated from time 
with the Customer.



The main differences vs. the current 
approach
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• Adoption of a consistent approach.

• Common principles with the 3 years Customer Growth Plan to minimize new 
learning when people transition to bigger, strategic customers.

• A living plan.

• More rigor and discipline.

• Hosting on Salesforce as an attachment to give greater internal visibility.
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Getting practical
W
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 t
h

is • Develop in line with the 
AOC and availability of 
the forward Marketing 
Plan.

•Ongoing updates and 
reviews of the Plan as 
the guide to drive action 
with the Customer.

W
h

at
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 r
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ce

s • All existing Customer 
Plan formats.

W
h

o
 s

h
o

u
ld

 b
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in
vo

lv
ed • Customer Leaders are 

the owners of 
developing and 
deploying the plan. 
reviews.

•Sales Leaders will 
challenge and build 
through development 
of the plan. They will 
support as required 
through its deployment 
and lead regular views 
to track progress.

So
u
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es

 o
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d
at

a • 7 C’s knowledge fuelled 
by internal and external 
sources.

•Customer contacts to 
gain insight to the 
Customer’s business.

M
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ep

en
d

en
ci

es • INPUTS

•Global and Market 
Marketing priorities.

•Investment Principles.

•The OUTCOME will 
influence

•Work the Engagement 
Plan.

•Analyze and Course 
Correct Performance
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Familiarizing with the tool

McCain Performance in 
the Customer

Summarizes the McCain business with 
the Customer, competitor products being 
used and leads into identifying the Jobs 
to be Done with any corresponding 
listing targets.

Customer 
Performance

Captures headlines about the 
Customer’s business.

Customer’s 
Challenges

Details the challenges faced by the 
Customer and whether they are 
related to Growth, Efficiency or 
Engagement.

Alignment Maps the alignment between the 
activities in the McCain Marketing 
Plan and the Customer’s Challenges.

Opportunity 
Calendar

Plots the timings of the top joint 
opportunities i.e. where there is 
alignment plus the McCain specific 
opportunities.

SMASH 12 
Month Objective

Summarizes the plan in a 12 month 
objective.

Comments Area to capture freehand notes which 
can be reminders, prompts or 
explanations that support the ongoing 
implementation of the plan. 
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Suggested sequence and way of working

What needs to happen Who should participate Format and approximate duration

1 Prioritize the customers for which a Growth Plan will be developed.
- Identify and agree which customers to start with given the high number that are likely to fall into 

this criteria.
- Brief the respective Customer Leaders and identify Customer Leaders “buddies” to bounce things 

off as plans are developed.

- Sales Leaders/Customer Leaders. - Team meeting (30 – 60 mins).

2 Create a draft plan using knowledge of the Customer and the Marketing calendar.
- Utilise the 7C’s framework to capture a picture of the Customer’s business and their challenges.
- Populate and review the business that McCain has with the Customer today and the business that 

competitors have.
- Identify the Jobs to be Done and new listing targets.
- Take a view on the natural synergies between the Customer’s challenges and the initiatives in the 

Marketing Plan i.e. where the Customer can be helped through McCain propositions.
- Summarize the opportunities and map them against the calendar adding in the key activities that 

need to take place.
- Summarize the plan in a SMASH objective.

- Customer Leaders. - Desk work (60 - 120 mins).

3 Share, challenge, build and sign off the Customer Growth Plan.
- Review the headlines of the plan to ensure it’s ambitious in the pursuit of growth before starting to 

deploy with the Customer.
- Customer Leaders, Sales Leaders. - 1-2-1 or Team meeting (15 mins per 

cust).
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How to complete the tool – Customer information

• Use the drop down to select the correct Environment in which the 
Customer operates. For Route To Market you will need to type this in.

• Insert the Customer’s name (if the Customer details are on CRM, use the same 
name).

• Insert your name as the “Plan Owner”. • Insert: 
• The McCain financial year that the Plan covers.
• The currency e.g. GBP, USD, Euro etc.
• The date that the Plan is created.

• This date will automatically change when 
amends are made to the Plan and it’s re-
saved. It helps Line Manager’s and Plan 
Owners to see how “living” the plan really is.

• Use the Spell Check function 
here before saving.
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How to complete the tool – Customer information

• Capture information about the Customer’s performance as a business being as specific as you can. This 
helps you to build a picture of the basics – it’s the foundational knowledge needed. 
• How big are they? i.e. their total turnover.
• What’s the shape of their business? E.g. meals served, number of outlets, average spend per visit, 

whether delivery is offered.
• What is their offer? i.e. what are they trying to be famous for.
• In OOH:

• Describe their BOH kitchen facilities and staffing including any limitations that may prove 
obstacles to McCain in the future.

• Identify the outlet’s top dishes i.e. their best sellers (these may provide opportunities for 
McCain).

Top tips:
• Don’t worry if you have knowledge gaps when you first complete this – use it as a prompt to 

ask questions and be curious about your Customer’s business when you are next with them.

• In Retail and Route to Market: 
• Identify the main 

destination categories i.e. 
the ones the Customer uses 
to draw people in/the ones 
that Shoppers over spend 
on.

• Clarify the role that Frozen 
plays in the Customer’s mix 
e.g. is it Destination/Drive, 
Routine/Hold, 
Convenience/Squeeze?
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How to complete the tool – Customer information

• Capture the big business challenges that the Customer is facing. This should be all about THEIR business 
and not limited to challenges that you think are relevant to McCain or can be solved through McCain 
products. Understanding the total picture (and keeping it updated) will enable you to have better 
business conversations with the Customer and make strong commercial connections between McCain 
solutions and the customer’s business.

• Most of the Customer’s challenges will relate to either their topline revenue Growth, or their Efficiency 
and managing costs. Use the drop down options to align the challenge with the most appropriate lever. 
Doing this will help you to build the most compelling commercial connection between McCain and the 
Customer. 

Top tips:
• Talk to the Customer about these if you’re not sure what they are.
• Be specific.
• Don’t make assumptions!
• If you completed this and put it in front of the Customer – would they go “Wow – you really understand MY business”.
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How to complete the tool – McCain Performance in the Customer

• This is about our business with the Customer and capturing the shape of how it is today. This should 
be straightforward to complete : 
• What’s the value of the Customer’s business to McCain? Even if you don’t have exact NSV sales for 

an Independent Operator you can build a view based on approximate cases used per day or week. 
• What total volume do they take?

• How do these compare vs. similar Customers e.g. are they over/under performing?
• How do these relate to the number of products used e.g. are some slower moving than 

expected?
• What investment has been made in the Customer and how has this been used?
• For OOH Customers – what’s the level of “service package”?

Top tips:
• If you don’t know which Competitor products are used by the Customer, make a note to 

explore this in your next visit … you can look at the menu and compare items vs. which 
McCain products are used and/or ask the Customer.

• Identify the McCain products currently used by the Customer i.e. the ones used regularly.

• Identify products used by the Customer that are NOT from McCain.
• The usage of these should be fully explored – they should be opportunities for conversion to McCain 

and included in your forward plan.
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How to complete the tool – McCain Performance in the Customer

• Before thinking about the year ahead take the time to reflect on the big learnings from the 
current/previous year:
• What worked well in the Customer that might be worth replicating?
• What was tried but didn’t work so well? How might this be improved on in the year ahead? 

• Reflecting on the mix of the Customer’s Challenges, the current McCain listings and Competitor 
listings we can think about the “so what for McCain”. This leads to the identification of our Jobs to 
be Done (JtbD) in the Customer across different Product Groups that will unlock profitable topline 
growth.

• Familiarize with the different descriptions of Jobs to be Done shown below.
• Use the drop down menu to select the type of Job to be Done and against each one insert a 

product description. 

EXAMPLE: 
• In the Customer Performance/Challenges we highlighted that:
• The Customer is looking to grow revenue to help fund another site
• 50% of this Customer’s sales were from Drinks
• They want to increase on-site spend, and, 
• It’s a Micro-Brewery
... THEREFORE, Win New business with Brew City would be a logical target that benefits the 
CUSTOMER and McCain.
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How to complete the tool – Alignment (between McCain and the Customer)

• This is where we identify the areas of natural fit or alignment between the Customer’s challenges/needs and McCain’s priority initiatives that 
are being activated through the Marketing Plan. Looking for the at how these “fit together” will highlight the opportunities where 
commercial benefit can be enjoyed by the Customer and McCain.

• The Customer’s challenges auto-populate from the previous inputs (shown on Page 12). 

• The forward 
Marketing Plan 
will be the 
source for you to 
populate ALL of 
the McCain 
initiatives.

• Insert a “X” where there is a logical fit between the Customer and McCain 
e.g. Develop Appetizers through Brew City could bring benefit to the Customer against two of their challenges BUT there may also be 
some objections from the Customer given their limited BOH/freezer storage space so this has been captured and will prompt suitable 
preparation.

Top tips:
• Don’t force a fit. Only capture the logical, natural fit.
• It’s ok to have gaps.
• A stronger plan will be built by leveraging the synergies 

and it will be easier for your main contact to say “Yes”.



16

How to complete the tool – Opportunity Calendar

• This is where we take the thinking done through the other sections of the Plan in to a Calendar of activity which will guide your actions with the Customer and against which 
progress will be tracked.

• The Joint 
Opportunities are 
the ones that will 
deliver commercial 
benefit to McCain 
and the Customer.

• Each one should be 
written as something 
that the Customer 
will find motivating 
e.g. No. 3 “Pull more 
pints…” is more 
engaging than 
hearing “I want to 
talk to about Brew 
City ..”

• Add to the 
Opportunities 
through the year.

• Timings should be an indication of when you’ll take action with the Customer. Where relevant these should overlap with 
Marketing timings e.g. when there’s media or promotional support to back up an initiative.

• The Activity Plan should 
outline your thinking 
about what and how you 
are going to land and 
achieve the targeted Jobs 
to be Done i.e. your plan 
of how you will position 
the proposition in a way 
that makes it easy for the 
Customer to buy because 
it’s right for THEIR 
business.

• Use the drop downs to 
identify the status against 
each initiative and update 
this as you progress 
through the year. 

• The McCain 
opportunities are those 
where there’s MORE 
benefit to us than the 
Customer e.g. in this 
example it’s swapping 
DOB for McCain.

• The same principles 
apply as above but it’s 
likely this will be a more 
challenging sell because 
the obvious benefits to 
the Customer are not as 
strong. 
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How to complete the tool – SMASH Objective

• Wrap up the Customer Growth Plan with 
a SMASH (Specific, Measurable, 
Actionable, Stretching, Harmonious (to 
McCain and the Customer)). Note: Plans 
incl. SMASH objectives will be discussed 
and reviewed with Line Managers to 
ensure they are contributing to the 
ambition for profitable topline growth 
and sustainable share gain).

• Use the drop downs to identify the status against the objective.

• Use the Comments area for freehand 
notes that can act as further reminders 
when you look at the Plan whilst planning 
a Customer meeting.

• Delete/update/add to these.

REMEMBER: 
• This is a living plan – use it to:
• Guide your pre-call preparation, the structure and content of your Customer meetings and the questions you ask.
• Keep current, up to date with Customer information.
• Add additional opportunities as they become obvious.








