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What is your goal? What do you want to achieve? From what metric? To what metric? By what date?
Example: “I will decrease my 5K run time from 30 minutes to 21 minutes by June 15.”

Increase accessory gross profit by $200,000 by December 31, 2024.

How does this goal align with or support your dealer’s vision?
What are the BENEFITS of achieving your goal? What are the CONSEQUENCES if you don’t?
Why is this goal important to you?

This goal aligns with our dealer's vision of taking care of our employees so they can take care
of business because it calls for in improved selling strategy and process, and ends a cycle of
frustration we are currently in. An increase in accessory sales has been a growing priority for
our dealership over the last few years, so having a goal to increase accessory gross fits in
with our long-term goals as a dealership. We want to sell more accessories, but don't have
the best strategy or processes to do so. This leaves the customers frustrated that they are
asked to spend even more money after already buying a car. They salespeople are frustrated
that no one wants to buy the accessories, and the GM and parts manager are frustrated that
accessories are not getting sold as much as they should/could be. Ending this cycle of
frustration is also supporting the dealer's vision.

Benefits to achieving goal include:

- Increased accessory gross profit

- Decreased frustration and turnover

- Increased morale, employee satisfaction/retention, customer satisfaction/retention

- OEM bonus potential

- Increased sales and closing ratios

- Better applicant pool - good reputation for money-making opportunities for employees

- Increased value add and cross-departmental awareness for our customers

Consequences for not achieving this goal include:

- Decreased accessory gross profit

- Decreased customer and emblovee retention and satisfaction
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What specific actions or steps will you take to accomplish your goal? What will you do differently or improve?

For each, be sure to include necessary resources, who is accountable, the measurable result, and dates.
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SPECIFIC ACTION/ NECESSARY WHO IS EXPECTED EXPECTED ACTUAL
STEP RESOURCES? ACCOUNTABLE? RESULT? COMPLETION COMPLETION CHECK OFF
DATE? DATE?
LOOK AT GM/MGMT GM, PTS MGMT KNOWLEDGE |_
SET KPI'S GM/MGMT GM/PT§&SALES TO,:I;RAC,IE, ]
LOOK AT DMS GM/PTS&SALES KNOWLEDGE
MRKTA BUDGET, DATA PTS MGMT AID’EN’TIFY
SET PRICING MRKT DATA & | GM/PTS MGMT TEAM
OPTIMIAZE DMS/INVENTOR PTS MGMT BAREDTH/DEF”‘TH
SALES CROSS TRAINING PTS/SVC/SALES COMPREHENSI
LAAUNCH MARKT OEM MR,ISI- GM/PTS MGMT I’N’OR’ErAEE
CUSTOMER/ TRAINING ' GM’, INCREASE
REVIEW KPI FINANCIALS GM AND MGMT TRACK
C’ELE‘I:%\RAT‘E BUDGET AND MGMT AND HR ’I\‘/IAINTAIN =|
REEVALUATE DMS/ GM AND MGMT CONTINUOUS
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How will you track your progress? Where will you find the information? How often will you check in?

To track progress, | would use KPI's such as:

-Total accessory sales (check in-bi-weekly)

- Average Gross Profit per accessory sold (check-in bi-weekly)

- Gross Profit margin (check-in monthly, then quarterly once goal achieved)

- Accessory sales conversion rate (check-in monthly, then quarterly once goal achieved)
- Value add rate - upsell rate (check-in monthly, then quarterly once goal achieved)

- BDramntinnal/marlkatinn PN (rhacl..in NMnanthhr than Niiartarhr nnea nnal arhiavad)

Potential Obstacles? Potential Solutions?
- Limited customer demand - Market research might be outdated. It
-Strong and/or large-scale competition could be time to redo/update our market
(small fish, big pond) research to see what our customers
really want/what the market demand is
at the time.

- See what competitors are doing to
successfully (and unsuccessfully) sell
their accessories, to see how we can
differentiate ourselves. Also provide
some exclusive accessories that
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BOTTOM LINE! What is the financial impact (expressed in dollars) of achieving your goal?

$200,000 in potential accessory gross profit.

CONGRATULATIONS! You’ve accomplished your goal! You added or adjusted policies, procedures, and
behaviors. Now what? How will you ensure you and your staff do not fall back into the previous habits
that produced poor results? Be specific.

- Regularly track performance through KPI's listed above
- Revisit target and set now goals to aim for - to maintain momentum

- Have an emphasis on customer feedback. Focus on customer retention and satisfaction,
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	How does this goal align with or support your dealers vision: Increase accessory gross profit by $200,000 by December 31, 2024.
	1: This goal aligns with our dealer's vision of taking care of our employees so they can take care of business because it calls for in improved selling strategy and process, and ends a cycle of frustration we are currently in. An increase in accessory sales has been a growing priority for our dealership over the last few years, so having a goal to increase accessory gross fits in with our long-term goals as a dealership. We want to sell more accessories, but don't have the best strategy or processes to do so. This leaves the customers frustrated that they are asked to spend even more money after already buying a car. They salespeople are frustrated that no one wants to buy the accessories, and the GM and parts manager are frustrated that accessories are not getting sold as much as they should/could be. Ending this cycle of frustration is also supporting the dealer's vision. 
Benefits to achieving goal include:
- Increased accessory gross profit
- Decreased frustration and turnover
- Increased morale, employee satisfaction/retention, customer satisfaction/retention
- OEM bonus potential
- Increased sales and closing ratios
- Better applicant pool - good reputation for money-making opportunities for employees
- Increased value add and cross-departmental awareness for our customers
Consequences for not achieving this goal include:
- Decreased accessory gross profit
- Decreased customer and employee retention and satisfaction
- Increased turnover and frustration
- Decreased morale
- Decreased sales and closing ratios
- competitive disadvantage (product and personnel-wise)
This goal is important to me because it is important to the managers and GM of our dealership. Beyond that, achieving this goal will not only create positive implications on our first bottom line, but will also be supporting our vision in a mutually beneficial way for the dealership and our customers. 
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	A: To track progress, I would use KPI's such as:
-Total accessory sales (check in-bi-weekly)
- Average Gross Profit per accessory sold (check-in bi-weekly)
- Gross Profit margin (check-in monthly, then quarterly once goal achieved)
- Accessory sales conversion rate (check-in monthly, then quarterly once goal achieved)
- Value add rate - upsell rate (check-in monthly, then quarterly once goal achieved)
- Promotional/marketing ROI (check-in Monthly, then Quarterly once goal achieved)
- Customer satisfaction (check-in monthly)
	A_2: - Limited customer demand
-Strong and/or large-scale competition (small fish, big pond)

	A_3: - Market research might be outdated. It could be time to redo/update our market research to see what our customers really want/what the market demand is at the time.
- See what competitors are doing to successfully (and unsuccessfully) sell their accessories, to see how we can differentiate ourselves. Also provide some exclusive accessories that competitors won't have or is not easily available, that is in demand enough to attract the right customers.
	R: $200,000 in potential accessory gross profit.
	S: - Regularly track performance through KPI's listed above
- Revisit target and set now goals to aim for - to maintain momentum
- Have an emphasis on customer feedback. Focus on customer retention and satisfaction, getting them in the door more often and more ready to say yes to accessories.
- Build and maintain strong relationships with OEM (optimize profit margins through negotiation potential)
- Review processes and strategies regularly (quarterly or annually, depending on the strategy/process) to make sure we don't fall behind our competition or trends
- Celebrate successes to keep morale and momentum high
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