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Abstract 

 
This Differentiation Strategy for Marketing of Sung Sim Dang Bakery & Latte Art Espresso Coffee Shop Plan (DS 

Plan) is a proposal of a differentiation strategy in marketing by analyzing Anchorage market condition to verify the 

feasibility of the success for the Sung Sim Dang bakery & Latte Art Coffee Shop plan (SL plan), to launch a new 

business in Anchorage, AK. The market research and analysis in the DS plan is based on the data and information of 

Anchorage market condition up to past five years. By using a result of market research and analysis in the DS plan, a 

marketing strategy will be proposed for the SL plan, after reflecting Anchorage market condition. And, a marketing 

strategy will be compared with other marketing analyses of Korea franchise bakeries; they have been operated in the 

U.S. For developing a marketing strategy, two tools in this DS plan will be used to analyze data and information 

collected by the market research and analysis, to understand the current anchorage market condition; they are the 

segmenting, targeting, and positioning (STP) analysis, and the marketing mix analysis with product, price, place, 

and promotion (4Ps). Finally, a marketing strategy based on those analyses will be documented and delivered to the 

project sponsor to assist the project sponsor with making a decision whether to implement the SL Project. 

 

Introduction 

 

The Sung Sim Dang bakery & Latte Art plan (SL plan) has been proposed to launch a new business in Anchorage, 

AK, and introduced the business background, the type, and the project execution plan with the project management 

plan (PMP). The SL plan has shown the information about the composition of a new business: including a Korean 

franchise bakery and a local latte espresso coffee shop. This proposal of a new type business has been intended for 

introducing the brand new and high quality of breads at low costs and coffee with a culinary arty for the customer’s 

fun. The SL plan’s concept is “Enjoy More and Pay A Little.” It’s because a new introduction of Korean franchised 

bakery to current local market can inspire new taste to the people. Also, providing Korean franchise breads through 

the SL plan can provide an opportunity to enjoy familiar tastes of hometown breads to the local Korean-American 

who immigrated from South Korea. 

 

For the success of the SL plan, this DS plan is prepared for developing a marketing strategy. The objective of the 

project is to show the feasibility of the new business by developing a differentiation strategy in marketing. Through 

market researches and market analyses, a newly proposed marketing strategy will include the data of Anchorage 

market for up to past five years. Also, this project will compare the analyses with other marketing analyses of Korea 

franchise bakeries, which have had Korean franchise bakeries in the U.S. 

 

This project selects two tools to understand the current anchorage market and help the project sponsor making a 

decision whether to implement the SL plan, and a new business as a result. The selected tools are the segmenting, 

targeting, and positioning (STP) analysis, and the marketing mix analysis with product, price, place, and promotion 

(4ps). These tools will provide information and data to develop and document a differentiation strategy in marketing, 

which is based on those analyses for the successful execution of the SL plan. 

 

The STP analysis will include three steps; they are segmenting, targeting, and positioning. Each step of the STP 

analysis has subsidiary steps as follows. First step is segmenting markets by potential customers, researching 

competitors, and determining business customers. Second step is determining business owner’s capability and 

business key success factors, researching competitors’ capabilities, and selecting segments to be targeted. Third step 

is identifying differential segments’ benefits, and developing positioning concept of a business. And, the marketing 

mix analysis (4Ps) will includes two steps; they are reviewing the product, price, place, and promotion (4Ps) in the 

SL plan, also examining and proposing the appropriate product, price, place, and promotion by analyzing data and 

information for 4Ps.  
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This PMP includes subsidiary management plans to manage this project. The subsidiary management plans included 

are the change, scope, schedule, communication, risk, and stakeholder management plans. Other subsidiary plans 

such as cost, quality, human resources, and procurement management plans, are excluded since they are not 

applicable to this project. 

 

Statement of Work (SOW) 

 
Description of Scope 

 
This DS plan is to propose a differentiation strategy in marketing for the SL plan, including the execution plan of a 

new business, by analyzing Anchorage market to show the feasibility of a new business in Anchorage, AK. The 

project manager will conduct market researches to collect data and information about Anchorage market conditions 

for up to past five years. Those collected data and information will be analyzed by two analytic tools; they are the 

segmenting, targeting, and positioning (STP) analysis, and the marketing mix analysis with product, price, place, 

and promotion (4Ps). The project manager will segment markets by potential customers, research competitors’ 

customers, and determining business customers. As following of segmenting the markets, the project manager will 

assess and define new business’ key success factors with competitors’ capabilities for those success factors, and 

select segments to be targeted. The project manager will determine positioning of a new business by identifying 

differential segments’ benefits and developing positioning concept of a business. Also, the project manager will 

review and examine the products, prices, places, and promotions (4Ps) in the SL plan, and propose new 4Ps for the 

DS plan. These analyses, as results of two selected tools, will be used for developing a differentiation strategy in 

marketing for the DS plan. This newly developed marketing strategy will be compared with other marketing 

analyses of a selected Korean franchise bakery operating in the U.S. 

 

Deliverables 

 
The project deliverable in the DS plan will be a marketing strategy, based on data and information collected from 

the STP analysis and the marketing mix analysis (4Ps); a marketing strategy will be completed and delivered to the 

project sponsor at the end of the DS plan. 
 

Milestones 

 
The project milestones in the DS plan will be points of completion dates of the STP analysis, the marketing mix 

analysis (4Ps), and the marketing strategy. Also, the last day of the DS plan will be the milestone, as follows: 

 
Milestone Deliverable Date 

Phase 1: Completion of STP analysis 

The STP analysis will be completed. As a result of the STP 

analysis, the analyzed data and information will be provided 

for developing a marketing strategy  

3/23/2015 

Phase 2: Completion of Marketing Mix 

Analysis (4ps) 

The marketing mix analysis (4ps) will be completed. As a 

result of the marketing mix analysis (4ps), the analyzed data 

and information will be provided for developing a marketing 

strategy 

4/3/2015 

Phase 3: Completion of Marketing Strategy 

Based on the set of the STP analysis and the marketing mix 

analysis (4Ps), a marketing strategy will be documented and 

submitted 

4/21/2015 

Phase 4: Completion of DS Plan The DS Plan will be completed 4/29/2015 

 

Exhibit 1 – Project Milestones 

 

Assumptions 
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The project assumptions, in the DS plan, are factors to be considered to be true. These assumptions will not be 

verified during planning and executing this project, but will only be regarded as factors to be considered for 

identifying any potential risks in the project management plan: 

 

 The necessary data and information for developing marketing strategy is available in Alaska. 

 The selected Korean franchise bakery, operating in the U.S, in the SL plan will provide information of their 

Korean Franchise Bakeries and current marketing strategies at least partially. 

 The project manager is available to work for this project; the workable days and times are Monday through 

Friday for 5 days in a week, and 8 hours in a day. The project manager will also do overtime for completing 

delayed tasks for all activities when necessary. 

 The project manager will work on national holidays, which is considered as workable days. 

 The SL plan is assessable to review and update any changes for corrections by the project manager. 

 The time value of money will not be considered for analyzing the STP analysis and the marketing mix 

analysis (4Ps). 

 Feedbacks of stakeholders in the DS plan will be provided within 2 workable days in a week by the project 

manager’s requests. 

 The higher income earners show high consumption patterns and attitudes for goods and services in 

Anchorage. 

 Economic changes in Anchorage will be estimated by the consumer price index (CPI). 

 
Constraints 

 
In the DS plan, the schedule and location are the limited factors that affect planning and executing. To complete this 

project, the duration is 102 workable days; it is from December 12, 2014 to April 29, 2015. The location of a new 

business is only available in Anchorage, AK. 
 

Limits and Exclusions 

 
The DS plan cannot guarantee the successful operation of a new business consistently after three years, which is set 

up in the SL. Rather, the DS plan expects that the SL plan will be feasible to operate a new business at least for three 

years as planned in the SL plan. The cost estimation of this project is out of the scope since the SL plan includes the 

capital management plan in which the required costs were described during the period of executing the SL plan. 
 

Project Acceptance Criteria 

 
The project sponsor will accept a proposal when this project appropriately reflects the current Anchorage market 

condition and provides a marketing strategy developed by the selected market analyses. 

 

Change Management Plan 

 
Performance of Change Management 

 
The project manager will use the change management process for managing and controlling any proposed changes 

to approve and document in the PMP during executing phase in the DS plan. For the process of managing the 

incurred changes in the DS plan, the project manager will use a change request form and a change log form, as 

shown in Appendix A. By the change control process, the project manager will update and re-baseline for any 

changes to related subsidiary management plans in this PMP. The project manager will review any incurred change 

requests, log any change requests, and assess and categorize any change requests appropriately by using the change 

request form and the change log form. Only, the change requests, which are approved by the project manager, will 

be applied to the PMP within a day. If the change requests are deferred or rejected, one additional day will be 

assigned for verifying the appropriateness of the change requests. And, the project manager will make a decision to 

approve or reject those deferred change requests. Any approved change requests will be released to the stakeholders 

within a week after completing those required changes in the PMP, or released by requests of appropriate 

stakeholders. The project manager will implement steps as follows: 



 

 ©  2015, Scott You           - 5 -   

Project Management Department, University of Alaska Anchorage 

 

Step Description 

Generate Submit change requests to the project manager  

Log Log the change requests to the change log file 

Assess and 

Categorize 

Assess and categorize any change requests by tracking any matters and/or issues incurred, and make a 

decision for approval. Then, document any change request forms appropriately. 

Release Release the approved change requests for the revision of project baselines and relevant subsidiary 

plans as planned in communication management matrix. 

 

Exhibit 2 – Steps of Change Management 

 

Documents of Change Request and Change Log 

 
To record the incurred changes during the period of executing this project, the project manager will use a change 

request form and a change log form as follows: 

 

 Change Request Form: it provides detailed information of a change request to document for each change 

request. The change request form is available in Appendix A. 1 and includes elements and descriptions as 

follows: 

 

Element Description 

Project Title Applicable Project 

Date Prepared The date the change request (mm/dd/yyyy) 

Submitter A name of the person suggesting the change request. 

Chang Number 
Required Suggestion number; started with CR and applicable numbers(e.g., 

001,002,003) 

Category of Change 
One section in five subsidiary knowledge areas (scope, schedule, communication, risk, 

and stakeholder), and document, and others 

Description of Proposed Change Description of the desired change 

Justification of change request Description of justification for change request 

Impacts or Benefits of Changes Description of impacts or benefits to subsidiary plans and/or applicable areas 

Project Documents (required) Describe required documents to be updated by change requests 

Comments (optional) Describe optional comments to help understanding change requests 

Justification (recommendation) Describe justification why to be implemented of change requests 

Authorization 
Authorized personal to make a decision for following actions after incurred of change 

requests. 

Authorized Date 
Authorized date by authorized personal; can be various after signing off by the 

authorized personal 

 

Exhibit 3 – Description of Change Request Form 

 

 Chang Log Form: it provides the summarized information of any incurred change requests during 

execution phase of this project. The change log form is available in Appendix A. 2 and includes elements 

and descriptions as follows: 

 

Element Description 

Project Title A brief description of the applicable project 

Date Prepared The date the change log; identical date with change request date. 

Change ID Chang ID number; started with CL and applicable number (e.g., 001,002,003) 

Category of Change 
One section in five subsidiary knowledge areas (scope, schedule, communication, risk, and 

stakeholder), and document, and others 

Description of Change Brief summary of change requested 

Submitter Name of the person suggesting the change request. 

Submission Date Submitted date of change requests 

Disposition Decision to approve, defer, or reject  by authorized personal 

Priority Level 
High 

If implementing requested changes will highly affect and/or need to be immediately 

implemented to this project, assign to a high priority change request. 

Medium If implementing requested changes will moderately affect and/or need to be 
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moderately implemented to this project, assign to a medium priority change request. 

Low 
If implementing requested changes will not affect and/or need not to be implemented 

in immediate or moderate to this project, assign to a low priority change request. 

 

Exhibit 4 – Description of Change Control Form 

 

Scope Management Plan 
 

Performance of Scope Management 

 
The project scope in the DS plan is to propose a differentiation strategy in marketing for the SL plan by analyzing 

Anchorage market to show the feasibility of a new business in Anchorage, AK. The project manager will implement 

market researches to collect data and information about Anchorage market conditions for up to past five years. The 

project manager will identify all required activities, which provide necessary data and information for preparing for 

the statement of work (SOW). The project manager will use tools; that are work breakdown structure (WBS) as 

shown in Appendix B. 1, WBS Dictionary as shown in Appendix B. 2, and requirement traceability matrix (RTM) 

as shown in Appendix E.2. By the proposed SOW and the selected scope management tools, the project manager 

will define and document the project scope and also update any scope changes through the change management 

process, by updating related documents appropriately during the execution phase of the DS plan. When changes in 

the project scope are inevitable to complete the DS plan, meetings between the project manager and the project 

sponsor will be followed up within two days after any change requests incurred. Any approved changes of the 

project scopes will be managed by the project manager through the change management process for re-baselining. 

The project manager will use following steps to re-baseline the scope: 

 

 Review the previous collected requirements of stakeholders to verify the suitability of change requests by 

comparing incurred and approved scope changes with the existing scope. 

 Update any approved scope changes to the scope statement and the related subsidiary management plans. 

 Change SOW and the final project charter as well as any related pertinent details in other subsidiary 

management plans. 

 

For executing this project, the project manager conducts required activities as described in the WBS. The project 

manager will implement market research and analysis by using selected analytic tools: the STP analysis and the 

marketing mix analysis (4Ps), during the execution phase of the DS plan. When implementing the steps of the STP 

analysis; that are segmenting, targeting, and positioning, and reviewing and re-proposing 4Ps for the marketing mix 

analysis, during the execution phase of the DS plan, the project manager will also manage any changes of the project 

scope by using the change management process. 

 

Tools 

 
The WBS and the WBS dictionary show all required activities to be implemented through this project until 

completion of the DS plan. The project manager will use the WBS and the WBS dictionary, which are available in 

Appendix B, for tracking and managing all activities throughout the project life cycle: 

 

 WBS: it shows relations between activities in a chart and includes all required activities to be implemented 

in sequential, in order to manage each activity for completing this project. 

 

 WBS Dictionary: it provides detailed information for each activity to be implemented in sequential, and is 

used for managing detailed scheduling information and relations between all activities. It includes the task 

number, the WBS number, the task name, the duration, the starting and finishing dates, the predecessors, 

the successors, the resource names, and owner for activities. 

 

Schedule Management Plan 

 
Performance of Schedule Management 
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The project manager will use Gantt chart in MS Project to develop and manage the project schedule, which is 

including all identified activities with any helpful information to implement each activity through the DS plan. The 

project manager will update the existing project schedule for re-baselining through the change management process 

when any approved changes in the project schedule are required. The re-baselining of the schedule may lead 

additional changes to other subsidiary plans. The project manager will also update the related subsidiary 

management plans appropriately. The project manager will implement updates to manage the project schedule as 

following steps: 

 

 Re-define and sequence all of the activities to be performed throughout the project life cycle 

 Examine the required activity resources and re-estimate the activity duration for all activities. 

 Make changes in Gantt chart in MS Project to update the project schedule changes through the change 

management process for re-baselining the project schedule. 

 

Tools 
The project manager will use selected tools for providing details of information necessary for managing the project 

schedule through the project life cycle. The selected tools will provide the relations between activities and the 

performance dates of all activities. The selected tools for managing project schedule are as follows: 

 

 Project Activity List: it is used for managing scheduling of all activities. So, it includes all activities that 

are required during the execution phase of the DS plan, except for the section of “prepare and submit 

course deliverables,” which is intended to show the status of outcomes of the course deliverables. And, the 

section of “update market research and analysis” reflects any updates and revisions for developing a market 

research and market analyses. It is available in Appendix C. 1, and includes all required activities with the 

task number, the WBS, the task name, and the duration; those also are described in Gantt chart by the order 

of the date consecutively. 

 

 MS Project with Gantt Chart: it shows the main stream of the project activities in sequential when those 

activities are implemented. It is used for tracking and managing the project schedule during the execution 

phase of the DS plan and checking the extent of completion of the project by using % complete of the 

project duration. It includes the task number (ID), the task name, the duration, the starting and finishing 

dates, the sequence, the resource, and additional note.  

 

 
 

Exhibit 5 – The Project Schedule (Part 1) 
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Exhibit 6 – The Project Schedule (Part 2) 

 

 Three-Point Estimation Matrix: it is used for estimating the possible durations in the view points of the 

pessimistic, the optimistic, and the most likely, in order to show the feasibility of completing the project 

within the estimated durations of the project, and to reflect the potential impacts of incurred risks in 

negative and positive when available. The impacts of the incurred risks should be below the risk threshold 

to complete this project. This tool includes the task number, the WBS, the activity, the pessimistic duration, 

the most likely duration, the optimistic duration, and the expected duration. The three-point estimation for 

each activity is available in Appendix C. 2. 

 

Communication Management Plan 

 
Performance of Communication Management 
 

For the successful completion of the DS plan, identifying stakeholders and getting feedbacks through 

communications with all stakeholders are essential processes throughout the life cycle of this project. The project 

manager will use a tool; that is the stakeholder communication matrix, to manage the communications between the 

project manager and the stakeholders, and also get feedbacks from all necessary stakeholders to reflect stakeholders’ 

requirements and requests to the DS plan. In order to manage stakeholders’ requirements and feed backs, the project 

manager will set up modes, which are methods to keep in touch with all necessary stakeholders continuously until 

the completion of this DS plan. The project manager will also set up frequencies of contacting all stakeholders in 

order to collect any changes of their requirements, data, and information from them periodically and continuously. 

The frequencies of contacting stakeholders will be every day, a week, a bi-week, or by requests. And, the project 

manager will decide the extent of detailed information, to be provided to each stakeholder; however, any changes of 

stakeholders that may affect significantly to the DS plan should be delivered to the project manager directly, within 

two days after incurred. As responses of those stakeholders’ requests, the project manager will update any changes 

in communication matrix within two day after reflecting any changes in other subsidiary management plans in the 

DS plan.  
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Tools 

 
The project manager will use a tool; that is the communication matrix. Any other additional tools may be added to 

reflect stakeholders’ feedbacks efficiently when necessary. The stakeholder communication matrix is as follows: 

 

 Stakeholder Communication Matrix: it will be used for managing stakeholder’s communications to 

collect feedbacks and responses from all stakeholders in the DS plan. Any updates in contact information of 

all stakeholders will be updated within two days. The stakeholder communication matrix includes the name, 

the organization, the position/title, the location, the role, the contact information: address, phone number, 

and emails, the mode; that includes meetings, emails, phones, and faxes, the frequency; that is every day, a 

week, bi-week, or by requests, and the level of details of information; that is a whole document or a 

summary of the DS plan and/or the PMP. 

 

 
 

Exhibit 7 – Stakeholder Communication Matrix (Part 1) 

 

Stakeholder 

No.
Name Organization Position/Title Location Role Contact Information Mode Frequency Level of detail

Internal 

Stakeholders

1 Scott You
Project 

Manager
Project Manager Anchorage

Lead all project processes through the project 

life cycle of SSD & LA Project from initiating, 

planning, executing, controlling and monitoring, 

and closing

phone:907-602-9611, 

email: 

cwyou.ak@gmail.com

Meeting, 

Email, 

Phone, 

Fax

Daily All 

information

2
Seong 

Dae Kim
UAA

Advisor / Assistant 

Professor
Anchorage

Play a role as an advisor (capstone project) to 

provide advices for the courses of PM686A 

and PM686B, coaching, feedback and 

assessment

phone: 907-786-1923,  

email: 

rkhull@uaa.alaska.edu

Meeting, 

Email, 

Fax

Weekly, by 

request

Contents in 

committee 

contract

3
LuAnn 

Piccard
UAA

Committee member 

/ PM Program 

Chair and Assistant 

Professor

Anchorage

Play a role as an committee member (capstone 

project) to provide coaching, feedback and 

assessment for the courses of PM686A and 

PM686B

phone:907-786-1917, 

email: 

lpiccard@uaa.alaska.edu

Meeting, 

Email, 

Fax

By request Contents in 

committee 

contract

4
Roger 

Hull
UAA

Committee member 

/ Assistant 

Professor

Anchorage

Play a role as an committee member (capstone 

project) to provide coaching, feedback and 

assessment for the courses of PM686A and 

PM686B

phone: 907-786-1922, 

email: 

sdkim2@uaa.alaska.edu 

Meeting, 

Email, 

Fax

By request Contents in 

committee 

contract

5 E.J.
Project 

Sponsor
Project Sponsor Anchorage

Support project in order to complete through 

project life cycle

phone:907-782-8622 Meeting, 

Email, 

Phone, 

Fax

Weekly, by 

request

Summary of 

project
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Exhibit 8 – Stakeholder Communication Matrix (Part 2) 

 

Risk Management Plan 

 
Performance of Risk Management 

 
The project manager will manage risks; that may be incurred during the execution phase of the DS plan. To identify 

the potential risks and the impacts of those risks, and to manage and control those risks in the DS plan, the project 

manager will use a tool; that is the risk register. The risk register will include identified risks’ probabilities of 

occurrence, the extents of risks’ impacts. To reduce the impacts of the identified risks, the project manager will 

prepare a strategy; that is the risk response, and will be implemented when the identified risks actually incurred 

during the execution phase of the DS plan. If any identified risks are incurred, the project manager will assess the 

impacts of those risks and control with the risk register. In consideration of the impacts of the incurred risks, the 

project manager will set the threshold of risk coverages as a buffer and/or contingency reserves. The project 

manager initially set up additional workable days in the project schedule. The extent of duration of the project 

schedule will be updated when any changes of the project schedule are required, by the project manager. As a 

following step, the project manager will update the risk management plan including the tools; that will be used in the 

risk management, within two days. The project manager will also reflect those impacts to the related other 

subsidiary management plans appropriately through the changes management process for re-baselining the PMP 

appropriately. In case of any identified risks incurred, the project manager will record the risk occurrence by 

changing the descriptions in bold and red-letters, in the column of “Occurrence of risk” of the risk register, and 

yellow-highlight the rows of applicable risks in the risk register. 

 

Tools 
 

To manage the identified risks, the project manager will use a tool; that is the risk register, to manage the identified 

risks in the DS plan. The risk register includes the impacts of the identified risks, measured by the qualitative 

method and the quantitative method as well as the strategies for the risk response; that includes the strategies for 

both negative and positive risks, to show the impacts of potential risks. The risk register is available in Appendix D. 

1, and includes assessments of risk impacts in qualitative and quantitative, and the risk response is also available in 

Stakeholder 

No.
Name Organization Position/Title Location Role Contact Information Mode Frequency Level of detail

External 

Stakeholders

6
IRB 

Board
UAA IRB Board Anchorage

Approve for the necessry research for the 

project

T 907.786.1099, F 

907.786.1791

Email, 

Phone

When 

applied for 

IRB 

approvale, 

by request

Information 

required for 

approval for 

IRB board

7
Kaladi 

Brothers

Kaladi 

Brothers

Competitor 

(coffee)
Anchorage

They are expected potential competitors of 

coffee shop business in the project
phone:907-644-7400

Phone By request NA (only 

regarded as 

completitor)

8 Starbucks Starbucks
Competitor 

(coffee)
Anchorage

They are expected potential competitors of 

coffee shop business in the project
phone:1-800-782-7282

Phone By request NA (only 

regarded as 

completitor)

9

Local 

Vendors 

(coffee)

Local 

Vendors 

(coffee)

Competitor 

(coffee)
Anchorage

They are expected potential competitors of 

coffee shop business in the project
NA

Phone By request NA (only 

regarded as 

completitor)

10
Charlie's 

Bakery

Charlie's 

Bakery

Competitor 

(bakery)
Anchorage

They are expected potential competitors of 

bakery business in the project
phone:907-677-7777

Phone By request NA (only 

regarded as 

completitor)

11
Yummy 

Bakery

Yummy 

Bakery

Competitor 

(bakery)
Anchorage

They are expected potential competitors of 

bakery business in the project
phone:907-222-0543

Phone, 

meeting

By request NA (only 

regarded as 

completitor)

12

Local 

Vendors 

(bakery)

Local 

Vendors 

(bakery)

Competitor 

(bakery)
Anchorage

They are expected potential competitors of 

bakery business in the project
NA

Phone By request NA (only 

regarded as 

completitor)

13

Sung Sim 

Dang 

Bakery

Sung Sim 

Dang Bakery

Contractor for 

Franchise bakery

South 

Korea

Provide information of marketing data and 

strategies for a new business

phone: 82-42-256-4114, 

82-1588-8069

Email, 

Phone, 

By request Market 

research data 

and a final 

marketing 

strategy
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Appendix D. 2, and includes strategies to implement when the negative and positive risks will be incurred, in order 

to reduce the impacts of those incurred risks. The risk register and the risk response will contain information as 

follows: 

 

 Risk Register: it will be used for assessing and prioritizing risks and measuring the impacts of the 

identified risks. It will be also used for providing information to develop strategies in the risk response to 

manage those identified risks. It includes the information; that are the task number, the WBS, the activity, 

the risk name, the description of risk, and the risk condition in internal and external.  

o Qualitative Method: it will show the potential qualitative impacts of the identified risks. It includes 

the probabilities of the risk occurrence, which includes index that are 1, 2-4, and 5 for showing the 

probability of the risk occurrence, the impacts of the risks, which includes index that are 1, 2-4, and 5 

for showing the impact, and the risk level of the priority to be managed, which includes index that are 

1-5, 6-20, and 21-25. The greater numbers indicates more high probabilities, impacts, and levels of the 

priorities to be managed. 

o Quantitative Method: it will show the potential quantitative impact of the risk identified. It includes 

the project estimation of the duration (day), likelihood of risk occurrence (%), Risk consequence (best 

case, worst case), and effect of risk to the project duration in pessimistic and optimistic. 

 

 Risk Response: it is a strategy to be prepared for decreasing the impacts of the negative risks and 

increasing the impacts of the positive risks. The risk response of the negative risks includes the strategies 

such as “avoid, transfer, mitigate, and accept”, and the risk response of the positive risks includes the 

strategies such as “exploit, enhance, share, and accept.” It also includes the descriptions for those strategies 

and the descriptions of effect on duration for all identified risks. 

 

Stakeholder Management Plan 

 
Performance of Stakeholder Management 

 
To manage stakeholders and stakeholders’ relations, requirements, and information, the project manager will 

identify all stakeholders and categorize them into ‘internal’ and ‘external’ stakeholders to manage and monitor them. 

The project manager will manage their interests and any changes of their information by using the selected tools. 

The project manager will also assess and manage the extents of stakeholders’ engagements as much as targeted for 

the successful completion of this project. Any changes in stakeholders’ information will be tracked when incurred, 

and documented appropriately. For updating any changes related with those identified stakeholders, the project 

manager will use tools; that are the stakeholder register, the requirement traceability matrix (RTM), the stakeholder 

power/interest grid, and the stakeholder engagement matrix. The project manager will conduct following steps to 

manage stakeholders: 

 

 Develop a stakeholder register and the RTM. 

 Re-identify the stakeholders to find out any missed stakeholders. 

 Prioritize and classify the stakeholders for changing stakeholder’s engagement. 

 Segment the stakeholder’s engagement by the level of the receptiveness and the support, and the urgency 

with the value and action.  

 Update any changes of the stakeholder register and the stakeholder’s requirements continuously until 

completion of the project. 

 Re-baseline the scope and the schedule of this project, and update any changes to related subsidiary 

management plans.  

 

Tools 

 
The project manager will use tools to manage stakeholders’ information, requirements, and engagements throughout 

the project life cycle. The tools in the stakeholder management plan are intended to provide detailed information of 

stakeholders; that are the stakeholder register, the RTM, the stakeholder power/interest grid, and the stakeholder 

engagement matrix as follows: 
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 Stakeholder Register: it will be used for identifying and managing stakeholders, and their information for 

engagement throughout the project life cycle. The information of the project stakeholders will be sorted in 

three information; that are identification information, assessment information, and classification 

information. It is available in Appendix E. 1, and includes the name, the position/title, the location, the role, 

and the contact information. If necessary, any additional information will be provided by the project 

manager. 

 

 Requirement Traceability Matrix (RTM): it will be used for identifying and tracking initial stakeholders’ 

requirements and any changes of those requirements throughout the project life cycle. It is available in 

Appendix E. 2, and includes the information; that are the requirement number, the source (stakeholder 

name or group, reference document, or etc.), the stakeholder register reference, the requirement description, 

the requirement classification (business, functional, regulatory, and etc.), the project objective reference, 

the priority, the WBS work package reference, the acceptance criteria, the validation method, and the key 

dependencies/impacts/constraints. 

 

 Stakeholder Power/Interest Grid (by using index of “Manage Closely, Keep Satisfied, Keep Informed, 

and Monitored”): it will show the extents of all identified stakeholders’ interests for this project, and 

powers of stakeholders to affect the DS plan. It is available in Appendix E. 3, and includes the levels of the 

power/interest of stakeholders; that is categorized in four level as follows:  

o Higher Power / High Interest: this stakeholder must be managed to keep them closely adequately 

during this project. 

o Higher Power / Lower Interest: this stakeholder must be managed to keep them satisfied 

adequately during this project. 

o Higher Power / Lower Interest: this stakeholder must be managed to keep them informed 

adequately during this project. 

o Lower Power / Lower Interest: this stakeholder must be managed to keep them monitored 

adequately during this project 

 Stakeholder Engagement Matrix: it will show the extents of the identified stakeholders’ engagements to 

the DS plan by assessing their current and desired level of support and receptiveness in this project. It is 

available in Appendix E. 4, and includes the levels of stakeholders’ support and receptiveness from level 1 

through level 5. The red highlighted circle in stakeholder engagement matrix shows a targeted level of the 

support and receptiveness of stakeholders; that should be obtained throughout the project life cycle. It will 

also reflect the changes of stakeholders, stakeholder’s interests, and the involvement continuously 

throughout the project life cycle. 
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APPENDIX 
 

Appendix A. Change Request Form and Change Log Form 

 

Appendix A. 1. Change Request Form 
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Appendix A. 2. Change Log Form 
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Appendix B. Work Breakdown Structure (WBS) and WBS Dictionary 
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Task 

No.
WBS Task Name Duration Start Finish Predecessors Successors

1 1
Differentiation Strategy in Marketing of Sung Sim Dang Bakery & Latte Art Espresso Coffee 

Shop (SL) Plan (DS Plan)
102 days 12/8/2014 4/29/2015

2 1.1    Start Project 0 days 12/8/2014 12/8/2014 4,3,8,9

3 1.2    PM 97 days 12/8/2014 4/21/2015 2 49

4 1.2.1       Review SL Plan 5 days 12/8/2014 12/12/2014 2 7,11,19,18,5

5 1.2.2       Document project abstract 5 days 12/15/2014 12/19/2014 4 20,21,6,22,23,46

6 1.2.3       Update project abstract 80 days 12/22/2014 4/10/2015 5 17

7 1.2.4       Document Project Management Plan 85 days 12/15/2014 4/10/2015 4 17

8 1.2.4.1          Document Subsidiary Project Plans 25 days 12/15/2014 1/16/2015 2 12,10

9 1.2.4.2          Document Change Control Management Plan 25 days 12/15/2014 1/16/2015 2 10,12

10 1.2.4.3          Update PM Changes by Change Control Process 60 days 1/19/2015 4/10/2015 9,8 17

11 1.2.5       Prepare and Submit Course Deliverables 63 days 1/23/2015 4/21/2015 4 49

12 1.2.5.1          Prepare and Submit PPM#1 10 days 1/23/2015 2/5/2015 8,9 13,20FF

13 1.2.5.2          Prepare and Submit PPM#2 15 days 2/9/2015 2/27/2015 12 14

14 1.2.5.3          Prepare and Submit PPM#3 15 days 3/2/2015 3/20/2015 13 15

15 1.2.5.4          Prepare and Submit PPM#4 15 days 3/23/2015 4/10/2015 14 16

16 1.2.5.5          Conduct Final Oral Defenses 2 days 4/13/2015 4/14/2015 15 17

17 1.2.5.6          Submit Final Deliverables 5 days 4/15/2015 4/21/2015 16,10,7,6 49,48FF

18 1.3    Market Research & Analysis 62 days 1/26/2015 4/21/2015 4 49

19 1.3.1       Conduct Market Research and Analysis 45 days 1/26/2015 3/27/2015 4 47

20 1.3.1.1          Collect Market Research Data 24 days 1/26/2015 2/26/2015 5,12FF 47,29FF

21 1.3.1.2          Conduct segmenting, targeting, and positioning (STP) Analysis 19 days 2/9/2015 3/5/2015 5 47,33,34

22 1.3.1.2.1             Segment markets 8 days 2/9/2015 2/18/2015 5 26

23 1.3.1.2.1.1                Segment markets by customers' attributes 5 days 2/9/2015 2/13/2015 5 24SS+2 days

24 1.3.1.2.1.2                Research competitors' customers 5 days 2/11/2015 2/17/2015 23SS+2 days 25

25 1.3.1.2.1.3                Determine business customers 1 day 2/18/2015 2/18/2015 24 26,27

26 1.3.1.2.2             Determine targeted segments 6 days 2/19/2015 2/26/2015 22,25 30

27 1.3.1.2.2.1                Assess and define new business' key success factors 2 days 2/19/2015 2/20/2015 25 29,28SS+1 day

28 1.3.1.2.2.2                Research competitors' key success factors and capabilities 4 days 2/20/2015 2/25/2015 27SS+1 day 29

29 1.3.1.2.2.3                Select segments to be targeted 1 day 2/26/2015 2/26/2015 28,27,20FF 30,31

30 1.3.1.2.3             Determine positioning of a business 5 days 2/27/2015 3/5/2015 26,29

31 1.3.1.2.3.1                Identify differential segments' benefits 3 days 2/27/2015 3/3/2015 29 32

32 1.3.1.2.3.2                Develop positioning concept of a business 2 days 3/4/2015 3/5/2015 31 34,35

33 1.3.1.3          Conduct Marketing Mix Analysis for Product, Price, Place, and Promotion (4Ps) 16 days 3/6/2015 3/27/2015 21 47

34 1.3.1.3.1             Determine products 3 days 3/6/2015 3/10/2015 21,32 37

35 1.3.1.3.1.1                Review products in SL Plan 1 day 3/6/2015 3/6/2015 32 36

36 1.3.1.3.1.2                Examine and propose products 2 days 3/9/2015 3/10/2015 35 38

37 1.3.1.3.2             Determine prices of products 3 days 3/11/2015 3/13/2015 34 40

38 1.3.1.3.2.1                Review prices in SL Plan 1 day 3/11/2015 3/11/2015 36 39

39 1.3.1.3.2.2                Examine and propose prices of products 2 days 3/12/2015 3/13/2015 38 41

40 1.3.1.3.3             Determine places of new business 6 days 3/16/2015 3/23/2015 37 43

41 1.3.1.3.3.1                Review selected locations in SL Plan 1 day 3/16/2015 3/16/2015 39 42

42 1.3.1.3.3.2                Examine and propose locations 5 days 3/17/2015 3/23/2015 41 43,45,44

43 1.3.1.3.4             Determine promotion(s) 4 days 3/24/2015 3/27/2015 40,42 47

44 1.3.1.3.4.1                Review promotional events in SL Plan 1 day 3/24/2015 3/24/2015 42 45

45 1.3.1.3.4.2                Examine and propose promotional events 3 days 3/25/2015 3/27/2015 42,44 47

46 1.3.2       Update changes in market research and analysis 50 days 1/26/2015 4/3/2015 5 47

47 1.3.3       Develop and document Marketing Strategy 10 days 4/6/2015 4/17/2015 19,20,21,33,46,43,45 48

48 1.3.4       Prepare and Submit Marketing Strategy 2 days 4/20/2015 4/21/2015 47,17FF 49

49 1.4    Complete Project 0 days 4/29/2015 4/29/2015 17,11,3,18,48
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Appendix C. Project Activity List and Three-Point Estimation Matrix 
 
Appendix C. 1. Project Activity List 

 

 
 

 

 

 

 

 

  

Task 

No.
WBS Task Name

1 1 Differentiation Strategy in Marketing of Sung Sim Dang Bakery & Latte Art Espresso Coffee Shop (SL) Plan (DS Plan)

2 1.1    Start Project

3 1.2    PM

4 1.2.1       Review SL Plan

5 1.2.2       Document project abstract

6 1.2.3       Update project abstract

7 1.2.4       Document Project Management Plan

8 1.2.4.1          Document Subsidiary Project Plans

9 1.2.4.2          Document Change Control Management Plan

10 1.2.4.3          Update PM Changes by Change Control Process

11 1.2.5       Prepare and Submit Course Deliverables

12 1.2.5.1          Prepare and Submit PPM#1

13 1.2.5.2          Prepare and Submit PPM#2

14 1.2.5.3          Prepare and Submit PPM#3

15 1.2.5.4          Prepare and Submit PPM#4

16 1.2.5.5          Conduct Final Oral Defenses

17 1.2.5.6          Submit Final Deliverables

18 1.3    Market Research & Analysis

19 1.3.1       Conduct Market Research and Analysis

20 1.3.1.1          Collect Market Research Data

21 1.3.1.2          Conduct segmenting, targeting, and positioning (STP) Analysis

22 1.3.1.2.1             Segment markets

23 1.3.1.2.1.1                Segment markets by customers' attributes

24 1.3.1.2.1.2                Research competitors' customers

25 1.3.1.2.1.3                Determine business customers

26 1.3.1.2.2             Determine targeted segments

27 1.3.1.2.2.1                Assess and define new business' key success factors

28 1.3.1.2.2.2                Research competitors' key success factors and capabilities

29 1.3.1.2.2.3                Select segments to be targeted

30 1.3.1.2.3             Determine positioning of a business

31 1.3.1.2.3.1                Identify differential segments' benefits

32 1.3.1.2.3.2                Develop positioning concept of a business

33 1.3.1.3          Conduct Marketing Mix Analysis for Product, Price, Place, and Promotion (4Ps)

34 1.3.1.3.1             Determine products

35 1.3.1.3.1.1                Review products in SL Plan

36 1.3.1.3.1.2                Examine and propose products

37 1.3.1.3.2             Determine prices of products

38 1.3.1.3.2.1                Review prices in SL Plan

39 1.3.1.3.2.2                Examine and propose prices of products

40 1.3.1.3.3             Determine places of new business

41 1.3.1.3.3.1                Review selected locations in SL Plan

42 1.3.1.3.3.2                Examine and propose locations

43 1.3.1.3.4             Determine promotion(s)

44 1.3.1.3.4.1                Review promotional events in SL Plan

45 1.3.1.3.4.2                Examine and propose promotional events

46 1.3.2       Update changes in market research and analysis

47 1.3.3       Develop and document Marketing Strategy

48 1.3.4       Prepare and Submit Marketing Strategy

49 1.4    Complete Project
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Appendix C. 2. Three-Point Estimation Matrix 

 

  

Pessimistic
Most Likely 

Duration
Optimistic

Expected 

Value

Duration 

(day)

Duration 

(day)

Duration 

(day)

Duration 

(day)

1 1
Differentiation Strategy in Marketing of Sung Sim Dang 

Bakery & Latte Art Espresso Coffee Shop (SL) Plan (DS Plan)
113 102 102 103.83

2 1.1    Start Project 0 0 0 0.00

3 1.2    PM 102 97 97 97.83

4 1.2.1       Review SL Plan 6 5 5 5.17

5 1.2.2       Document project abstract 6 5 5 5.17

6 1.2.3       Update project abstract 81 80 80 80.17

7 1.2.4       Document Project Management Plan 92 85 85 86.17

8 1.2.4.1          Document Subsidiary Project Plans 27 25 25 25.33

9 1.2.4.2          Document Change Control Management Plan 26 25 25 25.17

10 1.2.4.3          Update PM Changes by Change Control Process 65 60 60 60.83

11 1.2.5       Prepare and Submit Course Deliverables 68 63 63 63.83

12 1.2.5.1          Prepare and Submit PPM#1 10 10 10 10.00

13 1.2.5.2          Prepare and Submit PPM#2 15 15 15 15.00

14 1.2.5.3          Prepare and Submit PPM#3 15 15 15 15.00

15 1.2.5.4          Prepare and Submit PPM#4 15 15 15 15.00

16 1.2.5.5          Conduct Final Oral Defenses 2 2 2 2.00

17 1.2.5.6          Submit Final Deliverables 5 5 5 5.00

18 1.3    Market Research & Analysis 79 63 63 65.67

19 1.3.1       Conduct Market Research and Analysis 64 51 51 53.17

20 1.3.1.1          Collect Market Research Data 46 41 41 41.83

21 1.3.1.2
         Conduct segmenting, targeting, and positioning (STP) 

Analysis
36 23 22 25.00

22 1.3.1.2.1             Segment markets 17 13 13 13.67

23 1.3.1.2.1.1                Segment markets by customers' attributes 11 8 8 8.50

24 1.3.1.2.1.2                Research competitors' customers 11 6 3 6.33

25 1.3.1.2.1.3                Determine business customers 4 3 3 3.17

26 1.3.1.2.2             Determine targeted segments 15 8 7 9.00

27 1.3.1.2.2.1                Assess and define new business' key success factors 5 2 1 2.33

28 1.3.1.2.2.2                Research competitors' key success factors and capabilities 7 5 3 5.00

29 1.3.1.2.2.3                Select segments to be targeted 4 2 2 2.33

30 1.3.1.2.3             Determine positioning of a business 8 5 5 5.50

31 1.3.1.2.3.1                Identify differential segments' benefits 4 2 2 2.33

32 1.3.1.2.3.2                Develop positioning concept of a business 4 3 3 3.17

33 1.3.1.3
         Conduct Marketing Mix Analysis for Product, Price, 

Place, and Promotion (4Ps)
9 5 5 5.67

34 1.3.1.3.1             Determine products 7 5 4 5.17

35 1.3.1.3.1.1                Review products in SL Plan 2 1 1 1.17

36 1.3.1.3.1.2                Examine and propose products 5 4 3 4.00

37 1.3.1.3.2             Determine prices of products 8 5 4 5.33

38 1.3.1.3.2.1                Review prices in SL Plan 2 1 1 1.17

39 1.3.1.3.2.2                Examine and propose prices of products 6 4 3 4.17

40 1.3.1.3.3             Determine places of new business 9 5 5 5.67

41 1.3.1.3.3.1                Review selected locations in SL Plan 2 1 1 1.17

42 1.3.1.3.3.2                Examine and propose locations 7 4 4 4.50

43 1.3.1.3.4             Determine promotion(s) 9 5 4 5.50

44 1.3.1.3.4.1                Review promotional events in SL Plan 2 1 1 1.17

45 1.3.1.3.4.2                Examine and propose promotional events 7 4 3 4.33

46 1.3.2       Update changes in market research and analysis 52 50 50 50.33

47 1.3.3       Develop and document Marketing Strategy 12 10 10 10.33

48 1.3.4       Prepare and Submit Marketing Strategy 3 2 2 2.17

49 1.4    Complete Project 0 0 0 0.00

Task 

No.
WBS Activity
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Appendix D. Risk Register and Risk Response 

 

Appendix D. 1. Risk Register 

 

 

4 1.2.1 Long time reviewing process Review may take longer than expectation so it needs additional works for reviewing x

5 1.2.2 Reviewing process Documents may need additional works for editing x

6 1.2.3 Updating process Updating project may need more additional works to complete because of the scope changes x

8 1.2.4.1 Delay of development Subsidiary plans may need more additional dates to complete because of updates and revision x

9 1.2.4.2 Process delay of controlling Documentation process may need additional work for correcting error and/or editing documents x

Delays of updates in PMP
Updating approved changes in the project may need more additional dates by changing the project scope

x

Delay of feedbacks Feedbacks of committee members will not be provided within two days after asking for feedbacks x

Errors of documents
Documents of the change management process may not be completed correctly, and additional corrections may need for 

documenting
x

Changes in analytic tools
The selected tools for market research and analysis may be inappropriate for DS plan, and changes of tools are essential. 

So, additional research for tools may lead the delay of the project schedule
x

Changes in the project scope
The changes of the project scope will be inevitable so the change management process may need more days than 

expectation to complete collecting data
x

Economic Changes
There were dramatic economic change in Anchorage market for bakery and coffee business. Additional research may lead 

delays of collecting market research data
x

Changes of research data
Researching and collecting customers' attributes may be not appropriate and additional data may be needed

x

Delay of feedbacks Feedbacks from the project advisor may be delayed. Additional days may lead delay of project schedule x

Delay of collecting data
Competitors' customers may not be available from the competitors. Additional working days are inevitable

x

Changes of competitors/project scope Selected competitors may be inappropriate, and correcting competitors may lead changes of the project scope x

Successful collection of data Selected competitors may provide information of customers, so it will reduce research process for segmenting x

Delay of data collection
Selected competitors may be inappropriate, and correcting competitors may cause delays of data collection

x

25 1.3.1.2.1.3 Inappropriate selection of customers
STP analysis may not be appropriate, and the process of determining business customers may be inevitable

x

Changes of success factors in DS plan Changes of success factors may required in DS plan by assessing the business owner's capabilities x

Changes of franchising bakery
Another Korean franchise bakery may suggest better offer. In consequence, they will provide a fully developed marketing 

strategy for the section of bakery business in DS plan.
x

Rejection of feedbacks The Korean franchise bakery may not provide marketing strategies x

Delay of feedbacks Collecting data from the Korean franchise bakery may be delayed because of their late responses x

Inappropriate research
Researching competitors' success factors may not be appropriate and it may cause research competitors again

x

Delay of research Collecting data of competitors may need more working days and be required additional working days x

Successful collection of data Selected competitors may provide information of customers, so it will reduce research process for segmenting x

Wrong selection
Targeted segments may be inappropriate and re-analyzing process will be required to choose appropriate segments

x

Delay of feedbacks Feedbacks from the project advisor may be delayed. Additional days may lead delay of project schedule x

Delay of work Identifying segments' benefits may not be easy and additional working days are required x

Delay of feedbacks Feedbacks from the project advisor may be delayed. Additional days may lead delay of project schedule x

32 1.3.1.2.3.2 Delay of development Developing positioning concept may need additional working days x

35 1.3.1.3.1.1 Delay of reviewing
Delay of reviewing SL plan may cause additional working days because the project manager will not be in good condition 

of heath
x

Re-selection of products Products may not be appropriate in SL plan. For DS plan, another product will be re-identified and proposed. x

No changes of products Products in SL plan may be appropriate, so the schedule of determining products may be shortened x

38 1.3.1.3.2.1 Delay of reviewing
Delay of reviewing SL plan may cause additional working days because the project manager will not be in good condition 

of heath
x

Reflecting time value of money
The concept of time value of money was not applied to SL plan and DS plan, so errors in assessing prices for selected 

products will need to be fixed
x

Re-assessment of prices Because of changes of products, re-pricing of those products are inevitable, and this will lead additional works x

No changes of prices The prices of products may be appropriate, so the schedule of determining prices may be shortened

41 1.3.1.3.3.1 Delay of reviewing
Delay of reviewing SL plan may cause additional working days because the project manager will not be in good condition 

of heath
x

Changes of available locations
Selected locations in SL plan may be not available and appropriate. New locations will be required to be proposed in DS 

plan.
x

Delays of researching location The researching data and analysis for a business location may be delayed because of collecting data x

Changes of tools The tools to assess locations may not be appropriate, and re-assessment will be required. x

44 1.3.1.3.4.1 Delay of reviewing
Delay of reviewing SL plan may cause additional working days because the project manager will not be in good condition 

of heath
x

Delay of analysis for the promotion
Developing and selecting processes of the promotion may need additional dates because of the delays of analyses for the 

product, the price, and the place
x

Adjustment of promotional events
The primary contractor of a bakery in SL plan may not agree with promotional events. So, promotions may need 

additional working days to reflect their feedback
x

No changes of promotion
The promotion events in SL plan may be appropriate, so the schedule of determining promotions may be shortened

x

Delay of updates The update of STP analysis needs additional working days because of complicated data and information x

Delay of updates
The update of Marketing Mix analysis (4Ps) needs additional working days because of complicated data and information

x

Changes in STP analysis
Developing a marketing strategy may be delayed because of reflecting changes of updates in STP analysis

x

Changes in marketing mix analysis (4Ps)
Developing a marketing strategy may be delayed because of reflecting changes of updates in marketing mix analysis (4Ps)

x

48 1.3.4 Late submission Submission may be late because of late completion of marketing strategy x

Internal External

Task 

No.
WBS Risk Name Description of Risk

Risk Condition

20 1.3.1.1

23 1.3.1.2.1.1

10 1.2.4.3

28 1.3.1.2.2.2

29 1.3.1.2.2.3

24 1.3.1.2.1.2

27 1.3.1.2.2.1

39 1.3.1.3.2.2

42 1.3.1.3.3.2

31 1.3.1.2.3.1

36 1.3.1.3.1.2

47 1.3.3

45 1.3.1.3.4.2

46 1.3.2
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Best 

Case

Worst 

Case

Day Day Day Day Day

4 1 1 1 Low 5 10% No 0 1 6 5 

5 3 2 6 Moderate 5 5% No 0 1 6 5 

6 3 2 6 Moderate 80 20% No 0 1 81 80 

8 3 4 12 Moderate 25 30% No 0 2 27 25 

9 3 4 12 Moderate 25 30% No 0 1 26 25 

3 4 12 Moderate 50% No 0 2

2 3 6 Moderate 15% No 0 1

3 3 9 Moderate 50% No 0 2

4 5 20 Moderate 50% Yes 0 1

4 5 20 Moderate 40% Yes 0 3

3 5 15 Moderate 10% No 0 1

4 5 20 Moderate 35% No 0 2

2 3 6 Moderate 15% No 0 1

3 3 9 Moderate 40% No 0 2

2 4 8 Moderate 50% No 0 2

1 4 4 Low 5% No (3) 0

3 3 9 Moderate 40% No 0 1

25 3 4 12 Moderate 3 10% No 0 1 4 3

1 5 5 Low 5% No 0 1

2 5 10 Moderate 10% No (1) 0

3 4 12 Moderate 15% No 0 1

3 3 9 Moderate 15% No 0 1

2 4 8 Moderate 25% No 0 1

3 3 9 Moderate 30% No 0 1

1 3 3 Low 5% No (2) 0

2 4 8 Moderate 25% No 0 1

2 3 6 Moderate 15% No 0 1

3 3 9 Moderate 25% No 0 1

2 3 6 Moderate 15% No 0 1

32 3 4 12 Moderate 3 25% No 0 1 4 3

35 1 3 3 Low 1 25% No 0 1 2 1

2 5 10 Moderate 25% No 0 1

3 3 9 Moderate 40% No (1) 0

38 1 3 3 Low 1 10% No 0 1 2 1

3 5 15 Moderate 30% No 0 1

2 5 10 Moderate 25% No 0 1

3 3 9 Moderate 40% No (1) 0

41 1 3 3 Low 1 10% No 0 1 2 1

2 4 8 Moderate 10% No 0 1

3 4 12 Moderate 20% No 0 1

2 5 10 Moderate 25% No 0 1

44 1 3 3 Low 1 10% No 0 1 2 1

3 3 9 Moderate 20% No 0 1

3 3 9 Moderate 50% No 0 2

3 3 9 Moderate 40% No (1) 0

2 4 8 Moderate 50% No 0 1

2 4 8 Moderate 50% No 0 1

3 5 15 Moderate 30% No 0 1

3 5 15 Moderate 30% No 0 1

48 1 5 5 Moderate 2 10% No 0 1 3 2

47 10 12 10

45 4 7 3

46 50 52 50

39 4 6 3

42 4 7 4

31 2 4 2

36 4 5 3

28 5 7 3

29 2 4 2

24 6 11 3

27 2 5 1

20 41 46 41

23 8 11 8

Likelihood 

of Risk 

Occurrence 

(%)

Occurrence 

of Risk 

(Type 

Yes/No, 

Record 

directly)

Risk Result of Risks

Duration
Pessimistic Duration 

(worst case of risk 

consequence)

Optimistic Duration 

(worst case of risk 

consequence, after reflecting 

risk response)

60656010

Project 

Estimation
Quantitative Risk Assessment

Probability 

(1=low, 

3=Moderate, 

5=High)

Impact 

(1=low, 

3=Moderate, 

5=High)

Risk Level                           

(1-5 = Low,                           

6-20 = 

Moderate,                   

21-25= High)

Most 

Likely 

Duration

Qualitative Risk Assessment

Task 

No.
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Appendix D. 2. Risk Response 

 

 
 

Specific Actions Day Description Specific Actions Day Description

4 Mitigate Do overtime to review for SL plan (1) Impact of risk consequence can be 

ignored5 Mitigate Conduct peer reviews. If additional work is inevitable, do overtime (1) Impact of risk consequence can be 

ignored6 Mitigate Do overtime to update scope changes (1) Impact of risk consequence can be 

ignored
8 Mitigate

Do overtime to update subsidiary plans
(1)

Impact of risk consequence can be 

reduced up to one working day

9 Accept Accept risk but correct exactly to prevent additional work by peer reviews 0 Accept risk

Mitigate
Do overtime to update changes for rebaselining

(1)
Impact of risk consequence can be 

reduced up to one working day

Mitigate
Meet or contact immetiately to get feedbacks 

(1)
Impact of risk consequence can be 

reduced up to one working day

Mitigate
Do overtime for documents, conduct peer reviews, have meeting with project 

advisor
(1)

Impact of risk consequence can be 

reduced up to one working day

Mitigate
Get feedback from the project advisor to discuss appropriate data and tools

(3)
Impact of risk consequence can be 

reduced up to three working day

Mitigate
Discuss changing scope with the project advisor

(5)
Impact of risk consequence can be 

reduced up to five working days

Accept
Accept risk but re-collect data exactly to prevent additional work

0 
Conduct the additional researches 

by working overtime

Mitigate
Get feedback from the project advisor to discuss appropriate data

(1)
Impact of risk consequence can be 

reduced up to one working day

Mitigate
Meet or contact immetiately to get feedbacks 

(1)
Impact of risk consequence can be 

reduced up to one working day

Mitigate
Do overtime to collect data

(1)
Impact of risk consequence can be 

reduced up to one working day

Mitigate
Get feedback from the project advisor to discuss the project scope

(2)
Impact of risk consequence can be 

reduced up to two working days

Accept

Accept risk but re-

assess the data (3)

Impact of risk 

consequence can 

be reduced up to 

Mitigate
Get feedback from the project advisor to discuss data collection

(1)
Impact of risk consequence can be 

reduced up to one working day

25 Accept Accept risk but discuss with the project advisor to prevent the same issue 0 Accept risk

Mitigate
Get feedback from the project advisor to assess capabilities

(1)
Impact of risk consequence can be 

reduced up to one working day

Accept

Accept risk but re-

assess the data (1)

Impact of risk 

consequence can 

be reduced up to 

Mitigate
Contact immediately to collect data

(1)
Impact of risk consequence can be 

reduced up to one working day

Mitigate
Meet or contact immetiately to get feedbacks 

(1)
Impact of risk consequence can be 

reduced up to one working day

Avoid Ignore the data of competitors but research necessary data 0 No changes of schedule are 

Mitigate
Meet or contact immetiately to get feedbacks 

(1)
Impact of risk consequence can be 

reduced up to one working day

Exploit

Exploit and re-

assess data (2)

Impact of risk 

consequence can 

be reduced up to 

Accept Accept risk but discuss with the project advisor to prevent the same issue 0 Accept risk

Mitigate
Meet or contact immetiately to get feedbacks 

(1)
Impact of risk consequence can be 

reduced up to one working day

Mitigate
Get feedback from the project advisor to discuss segments's benefit

(1)
Impact of risk consequence can be 

reduced up to one working day

Mitigate
Meet or contact immetiately to get feedbacks 

(1)
Impact of risk consequence can be 

reduced up to one working day

32 Accept
Accept risk but discuss with the project advisor to prepare for positioning 

concept
0 

Accept risk

Task 

No. Description Effect on Duration

Negative Risk (approach under Pessimistic estimation) Positive Risk (Opportunity)

  Selection of 

Strategy        

(Avoid, Transfer, 

Mitigate, Accept)

20

Risk Response

23

Description Effect on Duration
  Selection of 

Strategy        

(Exploit, Enhance, 

Share, Accept)

31

10

28

29

24

27
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Specific Actions Day Description Specific Actions Day Description

35 Mitigate

Do overtime to another day to make up the schedule

(1)

Impact of risk consequence can be 

reduced up to one working day

Mitigate

Get feedback from the project advisor to discuss appropriate products

(1)

Impact of risk consequence can be 

reduced up to one working day

Accept

Accept risk but re-

assess the data
(1)

Impact of risk 

consequence can 

be reduced up to 

one working day

38 Mitigate

Do overtime to another day to make up the schedule

(1)

Impact of risk consequence can be 

reduced up to one working day

Transfer

The concept of time value of money is on SL plan rather than DS plan. Ask to 

correct errors after completiong of DS plan (1)

Impact of risk consequence can be 

reduced up to one working day

Accept
Accept risk but discuss with the project advisor to assess the exact price by 

considering time value of money
0 

Accept risk

Accept

Accept risk but re-

assess the data
(1)

Impact of risk 

consequence can 

be reduced up to 

one working day

41 Mitigate

Do overtime to another day to make up the schedule

(1)

Impact of risk consequence can be 

reduced up to one working day

Mitigate

Get feedback from the project advisor to discuss criteria of selectiong a business 

site (1)

Impact of risk consequence can be 

reduced up to one working day

Mitigate

Do overtime to research and collect appropriate data

(1)

Impact of risk consequence can be 

reduced up to one working day

Mitigate

Get feedback from the project advisor to discuss tools of selectiong a business site

(2)

Impact of risk consequence can be 

reduced up to two working days

44 Mitigate

Do overtime to another day to make up the schedule

(1)

Impact of risk consequence can be 

reduced up to one working day

Accept Accept risk but review suitabilities of the product, the price, and the place 0 Accept risk

Mitigate

Contact immediately to collect data

(2)

Impact of risk consequence can be 

reduced up to two working days

Accept

Accept risk but re-

assess the data
(1)

Impact of risk 

consequence can 

be reduced up to 

one working day

Mitigate

Do overtime to analyze data and information for update

(1)

Impact of risk consequence can be 

reduced up to one working day

Mitigate

Do overtime to analyze data and information for update

(1)

Impact of risk consequence can be 

reduced up to one working day

Mitigate

Do overtime to analyze data and information for update

(1)

Impact of risk consequence can be 

reduced up to one working day

Mitigate

Do overtime to analyze data and information for update

(1)

Impact of risk consequence can be 

reduced up to one working day

48 Avoid
Start to develop marketing strategy earlier and finish the process sooner. If not, 

conduct overtime for the process
(1)

Never be late for the submission

Task 

No. Description Effect on Duration

Negative Risk (approach under Pessimistic estimation) Positive Risk (Opportunity)

  Selection of 

Strategy        

(Avoid, Transfer, 

Mitigate, Accept)

Risk Response

Description Effect on Duration
  Selection of 

Strategy        

(Exploit, Enhance, 

Share, Accept)

36

47

45

46

39

42
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Appendix E. Stakeholder Register, Requirement Traceability Matrix (RTM), Stakeholder Power/Interest 

Grid, and Stakeholder Engagement Matrix 

 

Appendix E. 1. Stakeholder Register 

 

 
 

 
 

Internal 

Stakeholders

1 Scott You
Private Project 

Manager
Project Manager Anchorage

Lead all project processes through the project life cycle of SSD & LA Project 

from initiating, planning, executing, controlling and monitoring, and closing

phone:907-602-9611, email: 

cwyou.ak@gmail.com

2 Seong Dae Kim UAA
Advisor / Assistant 

Professor
Anchorage

Play a role as an advisor (capstone project) to provide advices for the courses 

of PM686A and PM686B, coaching, feedback and assessment

phone: 907-786-1923,  email: 

rkhull@uaa.alaska.edu

3 LuAnn Piccard UAA

Committee member / 

PM Program Chair and 

Assistant Professor

Anchorage

Play a role as an committee member (capstone project) to provide coaching, 

feedback and assessment for the courses of PM686A and PM686B

phone:907-786-1917, email: 

lpiccard@uaa.alaska.edu

4 Roger Hull UAA
Committee member / 

Assistant Professor
Anchorage

Play a role as an committee member (capstone project) to provide coaching, 

feedback and assessment for the courses of PM686A and PM686B

phone: 907-786-1922, email: 

sdkim2@uaa.alaska.edu 

5 E.J. Sponsor Project Sponsor Anchorage Support project in order to complete through project life cycle phone:907-782-8622

External 

Stakeholders

6 IRB Board (UAA) IRB Board IRB Board Anchorage Approve for the necessry research for the project
phone:907-786-1099, fax:907-

786-1791

7 Kaladi Brothers Kaladi Brothers Competitor (coffee) Anchorage They are expected potential competitors of coffee shop business in the project phone:907-644-7400

8 Starbucks Starbucks Competitor (coffee) Anchorage They are expected potential competitors of coffee shop business in the project phone:1-800-782-7282

9
Local Vendors 

(coffee)

Local Vendors 

(coffee)
Competitor (coffee) Anchorage They are expected potential competitors of coffee shop business in the project NA

10 Charlie's Bakery Charlie's Bakery Competitor (bakery) Anchorage They are expected potential competitors of bakery business in the project phone:907-677-7777

11 Yummy Bakery Yummy Bakery Competitor (bakery) Anchorage They are expected potential competitors of bakery business in the project phone:907-222-0543

12
Local Vendors 

(bakery)

Local Vendors 

(bakery)
Competitor (bakery) Anchorage They are expected potential competitors of bakery business in the project NA

13
Sung Sim Dang 

Bakery

Sung Sim Dang 

Bakery

Contractor for 

Franchise bakery

South 

Korea

Provide information of marketing data and strategies for a new business phone: 82-42-256-4114, 82-

1588-8069

Role Contact Information

Identification Information

Stakeholder 

No.
Name Organization Position/Title Location

Internal 

Stakeholders

1

Project management Packet (PMP), other 

course deliverables for PM686A and 

PM686B, Marketing strategy

Completion of developing marketing strategy 

by market research and analysis for new 

business model

Continuous updates and submission of the 

course deliverables of PM686A and 

PM686B

Completion of PMP and 

required course 

deliverables

NA

2

course deliverables for PM686A and 

PM686B, and continuous updates of the 

project

Completion of Capstone project, interim 

PPMs through PM686A and PM 686B

Continuous updates and submission of the 

course deliverables as scheduled in the 

courses of PM686A and PM686B

Coaching, feedback and 

asseessment

NA

3

course deliverables for PM686A and 

PM686B, and continuous updates of the 

project

Completion of Capstone project, interim 

PPMs through PM686A and PM 686B

Continuous updates and submission of the 

course deliverables as scheduled in the 

courses of PM686A and PM686B

Coaching, feedback and 

asseessment input

NA

4

course deliverables for PM686A and 

PM686B, and continuous updates of the 

project

Completion of Capstone project, interim 

PPMs through PM686A and PM 686B

Continuous updates and submission of the 

course deliverables as scheduled in the 

courses of PM686A and PM686B

Coaching, feedback and 

asseessment input

NA

5
Business success and business mareketing 

strategy

Completion of the project Successful opening of new business no delay of schedule, no 

cost overruns

Wife of project manager

External 

Stakeholders

6
IRB requirements (consent form, IRB 

proposal form, IRB account, IRB training)

IRB requirement IRB requirements meet IRB code Violoation of IRB code located at UAA

7 NA (only regarded as completitor) NA (only regarded as completitor) Failure of DS plan Success of DS plan Potential Competitor

8 NA (only regarded as completitor) NA (only regarded as completitor) Failure of DS plan Success of DS plan Potential Competitor

9 NA (only regarded as completitor) NA (only regarded as completitor) Failure of DS plan Success of DS plan Potential Competitor

10 NA (only regarded as completitor)
NA (only regarded as completitor) Failure of DS plan Success of DS plan Potential Competitor, 

Chinese owner

11 NA (only regarded as completitor)
NA (only regarded as completitor) Failure of DS plan Success of DS plan Potential Competitor, 

Korean owner

12 NA (only regarded as completitor) NA (only regarded as completitor) Failure of DS plan Success of DS plan Potential Competitor

13 Marketing strategy for DS plan
Exchanges appropriate data of market research Successful opening of new business Delay of communication Primary contractor 

(bakery) in SL plan

Assessment Information (requirements & expectations)

Other helpful infoMajor requirements Measures of Success Expectations Primary Concerns
Stakeholder 

No.



 

 ©  2015, Scott You           - 24 -   

Project Management Department, University of Alaska Anchorage 

 
 

 
 

 
 

 

 

  

Value Action

Internal 

Stakeholders

1 H/H Manage closely 5 5 5 5 5 V5 A5

2 H/H Manage closely 5 5 5 5 5 V5 A4

3 H/H Manage closely 4 4 4 3 3 V5 A3

4 H/H Manage closely 4 3 3 3 3 V5 A3

5 H/H Manage closely 5 5 5 5 5 V5 A5

External 

Stakeholders

6 H/L Keep Satisfied 3 3 3 3 3 V3 A2

7 L/L Monitored 1 3 3 1 1 V1 A1

8 L/L Monitored 1 3 3 1 1 V1 A1

9 L/L Monitored 1 3 3 1 1 V1 A1

10 L/L Monitored 1 3 3 1 1 V1 A1

11 L/L Monitored 2 1 3 1 1 V1 A1

12 L/L Monitored 1 3 3 1 1 V1 A1

13 L/H Keep Informed 3 4 4 4 4 V3 A2

Classification  (relationship and ability to impact project)

Stakeholder 

No.

Urgency
Classification 

(Power/Interest, 

High, Medium, 

Low)

Impact (Manage 

closely, Keep 

satisfied, Keep 

informed, monitored)

 Priority           

(1-5: 1 = L, 2-4 

= M, 5 = H)

Current 

Level of 

Support

Desired level 

of support

Current Level of 

Receptiveness

Desired level of 

Receptiveness

Level

5

4

3

2

1

5

4

3

2

1

Ambivalent: may agree to receive information

Not interested: not prepared to receive information

Completely uninterested: emphatically refuses to receive information

Passive Support: supportive, but not actively supportive

Active Support: provides positive support and advocacy for the activity

Description

High: eager to receive information

Medium: will agree to receive information

Receptiveness

Support

Passive opposition: will make negative statements about the activity, but not do anything to affect its success or failure

Active opposition: is outspoken about opposition to the activity, and may even act to promote failure or affect success

Neutral: is neither opposed nor supportive

V5 Has a great personal stake in the work's outcome A5 Will go to any length to influence outcomes

V4 Work's outcome is important to self or the organization. A4 Will make a significant effort to influence outcomes

V3 Has some direct stake in the work's outcome A3 May be prepared to influence the outcomes

V2 Has an indirect stake in the work's outcome A2 has the potential to influence outcomes

V1 Limited or no stake in the work's outcome A1 Is unlikely to attempt to influence outcomes

Urgency Legend

Value Action
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Appendix E. 2. Requirement Traceability Matrix (RTM) 
 

 
 

 

 

 

  

Requiremen

t No.

Source 

(Stakeholder 

Name, 

Reference 

Document, etc.)

Stakeholde

r Register 

Reference

Requirement Description

Requirement 

Classification 

(business, 

functional, 

regulatory, 

etc.)

 

Priority

WBS Work 

Package 

Reference

Acceptance Criteria
Validation 

method

Risk Register 

Reference

Key Dependencies, 

Impacts, Constraints
Owner

1

Course 

deliverables for 

PM686A and 

PM686B

Scott You

Project management Packet 

(PMP), Course deliverables for 

PM686A and PM686B

Business H All

Completion of 

course deliverables 

for PM686A and 

PM686B

Continuous 

check up 

for PMP
All

Following up course 

schedule and project 

schedule

Scott You

2 PPMs
Seong Dae 

Kim

Course deliverables (PPMs and 

PMP) for PM686A and PM686B, 

continuous reports for the status 

and the progress

Functional H All

Completion of 

course deliverables 

for PM686A and 

PM686B

Continuous 

feedback
All

Late submission or 

omission for course 

deliverables

Scott You

3 PPMs
LuAnn 

Piccard

Course deliverables (PPMs and 

PMP) for PM686A and PM686B, 

continuous reports for the status 

and the progress, Information 

about potential competitors, 

Justification of place

Functional H All

Completion of 

course deliverables 

for PM686A and 

PM686B

Continuous 

feedback

All

Late submission or 

omission for course 

deliverables

Scott You

4 PPMs Roger Hull

Course deliverables (PPMs and 

PMP) for PM686A and PM686B, 

continuous reports for the status 

and the progress

Functional H All

Completion of 

course deliverables 

for PM686A and 

PM686B

Continuous 

feedback
All

Late submission or 

omission for course 

deliverables

Scott You

5 E.J. E.J. Marketing strategy Business H All

Completion and 

continuous report

Direct 

report from 

project 

manager

All NA

Scott You

6 IRB documents IRB board

IRB requirements (consent form, 

IRB proposal form, IRB account, 

IRB training)

Functional H All

Pass of IRB review Approval 

letter from 

IRB

NA (because 

IRB board 

approved, 

none human 

subject 

research)

NA

Scott You

7 Kaladi Brothers
Kaladi 

Brothers

NA (only regarded as 

completitor)

NA (only 

regarded as 

completitor)

L 1.3.1.2.1.2
NA (only regarded 

as completitor)
NA

1.3.1.2.1.2, 

1.3.1.2.2.2
NA

Scott You

8 Starbucks Starbucks
NA (only regarded as 

completitor)

NA (only 

regarded as 

completitor)

L 1.3.1.2.1.2
NA (only regarded 

as completitor)
NA

1.3.1.2.1.2, 

1.3.1.2.2.3
NA

Scott You

9
Local Vendors 

(coffee)

Local 

Vendors 

(coffee)

NA (only regarded as 

completitor)

NA (only 

regarded as 

completitor)

L 1.3.1.2.1.2
NA (only regarded 

as completitor)
NA

1.3.1.2.1.2, 

1.3.1.2.2.4
NA

Scott You

10 Charlie's Bakery
Charlie's 

Bakery

NA (only regarded as 

completitor)

NA (only 

regarded as 

completitor)

L 1.3.1.2.1.2
NA (only regarded 

as completitor)
NA

1.3.1.2.1.2, 

1.3.1.2.2.5
NA

Scott You

11 Yummy Bakery
Yummy 

Bakery

NA (only regarded as 

completitor)

NA (only 

regarded as 

completitor)

L 1.3.1.2.1.2
NA (only regarded 

as completitor)
NA

1.3.1.2.1.2, 

1.3.1.2.2.6
NA

Scott You

12
Local Vendors 

(bakery)

Local 

Vendors 

(bakery)

NA (only regarded as 

completitor)

NA (only 

regarded as 

completitor)

L 1.3.1.2.1.2
NA (only regarded 

as completitor)
NA

1.3.1.2.1.2, 

1.3.1.2.2.7
NA

Scott You

13
Sung Sim Dang 

Bakery

Sung Sim 

Dang 

Bakery

Marketing strategy for DS plan Business M
1.3.1.1, 

1.3.3

Successful 

communication of 

market research 

data and marekting 

strategies

Continuous 

feedback
1.3.1.2.2.1

Delay of communcation 

because of time 

difference between 

South Korea and the 

U.S

Scott You

Stakeholders who have high power and high interest have higher priority in RTM, and stakeholders who have higher power and lower interest is more important than stakeholders who have lower power and higher interest.

Requirements of stakeholders who have same level of power and interest is prioritized with impact to schedule toward the project

Priority Criteria
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Appendix E. 3. Stakeholder Power/Interest Grid 
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Appendix E. 4. Stakeholder Engagment Matrix 

 

 
 

 
 

Stakeholder 

No.

1 Scott You

2 Seong Dae Kim

3 LuAnn Piccard

4 Roger Hull

5 E.J.

6 IRB Board (UAA)

7 Kaladi Brothers

8 Starbucks

9 Local Vendors (coffee)

10 Charlie's Bakery

11 Yummy Bakery

12 Local Vendors (bakery)

13 4 44 4
Primary contracor in SL 

plan
Sung Sim Dang Bakery

5

Desired 

Receptiveness

Desired 

Support
Comments

Project Manager

Project Advisor

Potential competitor

3 13 1 Potential competitor

1 33 1 Potential competitor

3 13 1

5 5

3 3 3

3 13 1

4 3 3 Committee member

Committee member

Project Sponsor

IRB

5

5

4

3

5

33 3 3

Current 

Support

Current 

Receptiveness

5 5

List

5

5 5

Potential competitor

Potential competitor

3 13 1 Potential competitor

3 13 1

5
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Level

5

4

3

2

1

5

4

3

2

1

Description

Active Support: provides positive support and advocacy for the activity

Passive Support: supportive, but not actively supportive

Neutral: is neither opposed nor supportive

Passive opposition: will make negative statements about the activity, but not do anything to affect its success or failure

Active opposition: is outspoken about opposition to the activity, and may even act to promote failure or affect success

Support

Receptiveness

High: eager to receive information

Medium: will agree to receive information

Ambivalent: may agree to receive information

Not interested: not prepared to receive information

Completely uninterested: emphatically refuses to receive information


