FINANCIAL MANAGEMENT

FINANCIAL MANAGEMENT HOMEWORK — ACTION PLAN

o Specific m Measurahle o Relevant o Time bound

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, 2020.”

o000

my goal is to get from 72% service absorption to 80%
To achieve that goal | am gonna put a process in line to focus on more customer pay.

That will be done with Giving ASM's a green light to give up to 10% per customer in addition to digital marketing specials.
This will be put in process today until Month end.

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?

R

This would be right in line with my Dealer's thought pattern.

The benefits are higher gross profit and more service absorption.

The Consequence is the money that we would spend on digital marketing if absorption or profit does not increase.
This is important to me, because the higher the service absorption the more profitable the store is.
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What specific actions or steps will you take to accomplish your goal? What will you do differently or improve? e@ 6
For each, be sure to include necessary resources, who is accountable, the measurable result, and dates.

SPECIFIC ACTION/ NECESSARY WHO IS EXPECTED EXPECTED ACTUAL
STEP RESOURCES? ACCOUNTABLE? RESULT? COMPLETION COMPLETION CHECK OFF
DATE? DATE?
digital marketing facebook twitter service director more absorption and today June 30th |:|
instagram profit
ASMdiscounts ability to give up to 10% ASM profit today June 30th D
off
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FINANCIAL MANAGEMENT HOMEWORK — ACTION PLAN

How will you track your progress? Where will you find the information? How often will you check in?

0000

| would track my progress buy checking my digital sources daily. The sources will be tracked through a designated phone line
and internet source in the CRM.
Daily check ins

Potential Obstacles? Potential Solutions?
ASM' not asking how the customer heard about the have a specific code from the digital source to track
store. where the customer came from.
ASM's not using the up to 10% coupon to sell more Spiff the ASM, on RO counts by month end

work,

BOTTOM LINE! What is the financial impact (expressed in dollars) of achieving your goal?

0000

7500.00

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.

Weekly Training, Daily check ups on all business transacted that day. looking for sources on every RO, so | know where the
advertising money is going.
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That will be done with Giving ASM's a green light to give up to 10% per customer in addition to digital marketing specials.
This will be put in process today until Month end.
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