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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: We want to build a Vehcile Aqcuestion Program through our Service Drive to help with our lease buy out % hitting 50% by Feburary due to Covid. Currently we are not aqcuiring any vehciles through Service. 



I am overseeing this team and our Goal is to purchase 5 in December, 15 in Janaury, 20 Feburary, and 30+ per month by March. We will launch this in Huntington, and then by March Launch in Bayshore. 
	1_2: The Benefit of this is two points: 

1. We will be purchasing Cars that fit our inventory and from Previous clients who have bought from us. This will help with our KPIs set by BMW to acheive the Center of Excellence for 2025. This will also lower our cost of aqcuistion per vehcile by not having to utilze the auctions. 



2. This will help our sales as we will be purcahsing the vehicle and the Seller on the VEP team will be putting the client into a New/CPO vehcile help boosting our sales each month 
	1_3: 1. We will not hit our lease replacement % set by BMW and that will effect our sales goals and our fiancnial goals 



2. We will not have the proper Used inveotry in stock which can hurt our days to turn and our market opportunity to sell to more custoemrs
	When will you start: December 1st, 2024
	1_6: We will gauge our success by 2 factors: 



Total Vehciles Purchased vs Total Vehciles sold within this  team utilizing the CRM and our daily reports



Other measurable aspects are Outbound calls, emails, and texts with engament from the csutomer tracked in our CRM. 



The use of Automtovie Master Mind for daily prep to focus on vehciles coming in for Service 



Total Vehciles Apprasied in the Service Drive each day 



Revenue per vehicle, Trade apprasiel valaution, Recon per vehicle, and Total units sold and aqcurieed by our team 
	1_8: We have a team of Two Buyers who will apprasie every vehcile that enters our service lane and hand them a physical apprasiel of their Vehicle. Once engaged they will make them an offer and follow up for 45 days wich we have set the cadence in the CRM to track. 



If the customer is interested in selling we will then hand this our to our "Seller" whcih is a team of two people. They will then work with the customer to finaalize their trade in and work with the equity postion to get them into a new lease or fiancne a new vehicle. 



Our support team is built around the team of 4 and our GSM at Hutnington Benny. We also have Rob Patel a consultant who has run a similar program at Paragon Honda and he will meet with the team 3 times a week with myself. I have dialy reports and feedback set up for our GM, Owner, myself, and Rob to view and help evelaute areas of opportunity. 



Our BDC team will designate 2 reps to help with follow up and outbound calls/texts for our agents. They will also assist with email confirmation of the appointment for service while explaining the VEP program. 



We have built campaigns into emails, SEM purcashes, Text campaigns, Website banners, and Hang tags with QR codes that will go in each vehicle, in store banners with QR codes, and a hand out that each customer will recieve as they enter the drive and when they leave with their offer. 
	1_9: 1. Follow up with the offer afte the customer leaves

2. apprasiing each vehcile while working with service Advisor 

3. Proudct knowledge for our Sellers

4. Flow within service Drive 
	1_11: 1. BDC support

2. More time spent within the process and tech that can push into CRM/VAuto Clear Car

3. Training from BMW and with our GSM Benny

4. Breaking down process of when customers arrive at the service lane and greeting process. Making it more fluid/ Black and White. 


