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What is your goal? What do you want to achieve? From what metric? To what metric? By what date?

In our New Subaru Sales dept | have set a goal of exceeding our Zone's aggregate mean for
sales effieciency. Currently we sit 26.85% white the mean hovers at 33.08% meaning we are
currently 6.23% off target. This is to be acheived by 4/1/24. Our store and dept have been in
the top 5 for the zone consistantly over the past 3 years while inventory was scarce. With
such success in selling to "0", we have seen our inventory start to pile up as the OEM
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BOTTOM LINE: Benefits of Achieving Your Goal Consequences of Not Achieving Your Goal
The main benefit of achieving this goal In not reaching this goal, we can quickly
would be to earn for share of the monthly see our zone competitors start to catch us
allocation. In addition to that, a goal of in sales and inventory allocations. We will
being more efficient than the zone would see higher expenses in floorplan interest
result in an increase in sales dollars as well paid as well as losing out on potential GP
as reducing our floorplan interest. If we can in not just our NC dept, but all other dept's
turn inventory faster, we have more in the store.

opportunity to obtain trades as well as F&lI
income. Another benefit will be capturing a
larger share of the market. If we can
outperform our competition and be more
efficient, then that translates to a higher
volume of sales.

This will start immediately, 2/28/24. | have scheduled a meeting on 2/28
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How will you gauge your progress? When? Using which metrics?

| keep an eye on inventory levels and completed sales. Our DSM sends out a daily report with
all zone efficiency numbers that we can use to compare ourselves to the aggregate mean.
This report will be looked at daily and checked for accuracy vs our DMS and CRM.

We look at a 10-day, 20-day, and EOM snapshot to gauge where we sit in terms of sales and

sales efficiency. It is critical to report every sale at the time it is completed in order to have the
most accurate percentages.
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What specific actions will you take to achieve your goal? Who can help you?

My team will hold meetings in both a one-on-one setting as well as a team setting to make
sure every salesperson and business manager share the same mindset of acheiving this
goal. One of the ways this will be acheived is through aggressive pricing in comparison to the
market. Right now we hold the largest Outback inventory in our zone, meaning we have to be
as competitive as possible to ensure a high turn rate and staying away from "stale" inventory.

We secret shop weekly to the nearest six Subaru stores in order to confidently market the
lowest pricing. In order to do this, we rely heavily on our F&I department, our salespeople
utilizing the "UA" approach on trades, as well as a heavy focus on OEM accessories
endorsed by our sales team.

| expect a "TO" on every deal, or atleast a conversation so that | know where a customer
stands in the deal. | utilize our CRM to monitor any and all incoming leads as well as being
able to read and respond to any inbound email/text/call.

Currently we are priced $500 better than any other surrounding dealer on every model. We
know though, that if we are not diligent as a team in reaching customers, price simply does
not matter. We have a set expectation within our department that we need to be the first to
make contact with said lead. So many consumers are able to shop online and reach out to
any and all dealers without breaking a sweat.

The people that can help me most are as follows:

NC Sales Manager- Max

Potential Challenges?

1) In getting aggressive on price and
wanting every deal, what does that do to
commisions? It has the potential of
decreasing compensatiion to our sales
team.

2) The size of our inventory is another
potential issue. We have earned top
allocation spots for the last 3 years, so our
percentage is taken off larger metrics than
all other zone stores.

Potential Solutions?

1) We have decided to implement a higher
spiff program to incentivise our team. This
returns the ability to maximize every deal
even if itis a "mini" ($150) deal. We
attached an accessory spiff as well as a
F&I spiff so that a salesperson has the
opportunity of earning up to another $200
on the deal. We are not asking them to sell
the accessory or finance product, we simpy
have them endorse it so that the customer
has a fair chance to make a decision on
the products offered.
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	1: In our New Subaru Sales dept I have set a goal of exceeding our Zone's aggregate mean for sales effieciency. Currently we sit 26.85% white the mean hovers at 33.08% meaning we are currently 6.23% off target. This is to be acheived by 4/1/24. Our store and dept have been in the top 5 for the zone consistantly over the past 3 years while inventory was scarce. With such success in selling to "0", we have seen our inventory start to pile up as the OEM resumes "pre-covid" production levels. It is imperative that we do not allow ourselves to get caught at the top of the mountain and decline from here on out.  
	1_2: The main benefit of achieving this goal would be to earn for share of the monthly allocation. In addition to that, a goal of being more efficient than the zone would result in an increase in sales dollars as well as reducing our floorplan interest. If we can turn inventory faster, we have more opportunity to obtain trades as well as F&I income. Another benefit will be capturing a larger share of the market. If we can outperform our competition and be more efficient, then that translates to a higher volume of sales.
	1_3: In not reaching this goal, we can quickly see our zone competitors start to catch us in sales and inventory allocations. We will see higher expenses in floorplan interest paid as well as losing out on potential GP in not just our NC dept, but all other dept's in the store. 
	When will you start: This will start immediately, 2/28/24. I have scheduled a meeting on 2/28 with my GM and other Subaru sales manager to discuss this goal and expectation.
	1_6: I keep an eye on inventory levels and completed sales. Our DSM sends out a daily report with all zone efficiency numbers that we can use to compare ourselves to the aggregate mean. This report will be looked at daily and checked for accuracy vs our DMS and CRM. 



We look at a 10-day, 20-day, and EOM snapshot to gauge where we sit in terms of sales and sales efficiency. It is critical to report every sale at the time it is completed in order to have the most accurate percentages. 
	1_8: My team will hold meetings in both a one-on-one setting as well as a team setting to make sure every salesperson and business manager share the same mindset of acheiving this goal. One of the ways this will be acheived is through aggressive pricing in comparison to the market. Right now we hold the largest Outback inventory in our zone, meaning we have to be as competitive as possible to ensure a high turn rate and staying away from "stale" inventory. 



We secret shop weekly to the nearest six Subaru stores in order to confidently market the lowest pricing. In order to do this, we rely heavily on our F&I department, our salespeople utilizing the "UA" approach on trades, as well as a heavy focus on OEM accessories endorsed by our sales team. 



I expect a "TO" on every deal, or atleast a conversation so that I know where a customer stands in the deal. I utilize our CRM to monitor any and all incoming leads as well as being able to read and respond to any inbound email/text/call. 



Currently we are priced $500 better than any other surrounding dealer on every model. We know though, that if we are not diligent as a team in reaching customers, price simply does not matter. We have a set expectation within our department that we need to be the first to make contact with said lead. So many consumers are able to shop online and reach out to any and all dealers without breaking a sweat. 



The people that can help me most are as follows:



NC Sales Manager- Max

GM- Brad

DSM- Zakiya



As long as the four of us are on board, then we can get the salespeople on board as well. 
	1_9: 1) In getting aggressive on price and wanting every deal, what does that do to commisions? It has the potential of decreasing compensatiion to our sales team. 



2) The size of our inventory is another potential issue. We have earned top allocation spots for the last 3 years, so our percentage is taken off larger metrics than all other zone stores. 
	1_11: 1) We have decided to implement a higher spiff program to incentivise our team. This returns the ability to maximize every deal even if it is a "mini" ($150) deal. We attached an accessory spiff as well as a F&I spiff so that a salesperson has the opportunity of earning up to another $200 on the deal. We are not asking them to sell the accessory or finance product, we simpy have them endorse it so that the customer has a fair chance to make a decision on the products offered.  



2) I look at challenge #2 as oppirtunity. We have earned such a great inventory which gives us the chance to earn every sale. We have a great variety to models, colors, and trim levels. If I do not have the desired vehicle in inventory, then I atleast have the most diverse inventory and am able to trade with another dealer in order to get the sale. 


