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

BOTTOM LINE: Benefits of Achieving Your Goal Consequences of Not Achieving Your Goal

When will you start? 

How will you gauge your progress? When? Using which metrics? 

ACTION PLAN 1
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Potential Challenges? Potential Solutions?

What specific actions will you take to achieve your goal? Who can help you?


	1: I will decrease my advertising expenses by $12,000 from an average of $77,000 per month to $65,000 per month by December 2025 in order to decrease the cost per unit sold as it relates to advertising dollars spent to sell a vehicle.
	1_2: * Save money = more on the bottom line
* Ensures that advertising spend is not above or close to PVR on front-end deals
* Less unnecessary spending
* Use more co-op dollars
* Transition from heavy traditional advertising to focus more on digital spend (better target in-market shoppers, retargeting, conquesting, reaching more people)


	1_3: * Lower gross margins if we cannot reduce advertising expenses in a controlled and targeted way
* Overspending and thus possibly duplicating marketing efforts (potentially using some vendors that do the same thing)
* Potentially not reaching the right customers

	When will you start: December 2024 (nearly immediately)
	1_6: * By reviewing advertising expenses with the general manager each month and by calculating the cost per unit sold based on expenses and units sold
• Reviewing and monitoring co-op dollars monthly
* Reviewing marketing data -- did we get any website traffic and/or quality leads from the vendor over a period of time?

	1_8: * The first step is to evaluate the current vendors and spends. Are we taking advantage of OEM-approved vendors for marketing strategies first in order to utilize co-op funds? Speak with vendors to renegotiate contracts and fees. Review marketing data to make determination on which vendors are performing well over a period of time (3-6 months), and make a determination if the service(s) should continue based on the data. Ensure in the review that we are not duplicating efforts with multiple vendors for same-services/products so that we are not spending unnecessarily.
* Look at cost of traditional versus digital advertising strategies and spends and find ways to trim from traditional to more digital strategies to be more targeted and use dollars more wisely.
* This will be a monthly review with the general manager, office manager, and potentially accounts payable and BDC.

	1_9: * Time – decreasing spend should be gradual so as not to disrupt the marketing strategy
* Staff may not buy-in to cutting/trimming back with vendors
* Shifting to more digital efforts to save money takes time and may not show immediate benefits in budget allocation and traffic

	1_11: * Explain the benefits and reasons why to all team members so that there is a mutual understanding and so everyone is motivated to work towards the goal
* To supplement less traditional advertising, engage more with the community through small sponsorships and/or creating new partnerships with local businesses and organizations, thus building on brand awareness



