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What is your current situation and challenge you will address?

We do not have a great process for how we answer phone calls. Although my secret shop was overall fairly successful, we by
and large leave it up to the Audi Brand Specailist, with no training or accountability , how they should answer phone ups.

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.”

I will develop ( borrow, steal, plagiarize:) ) a simple phone script with steps for everyone can follow. | think the best way
measure the effectiveness of the script is subjective and objective. | will measure the number of appointments set,
appointments shown, and closing ratio of phone up leads at the end of two months. | also will ask for feedback from the brand
specialists after the first and second month to see how their comfort level has changed when taking the phone up.

e How does this goal align with or support your dealer’s vision?

e What are the BENEFITS of achieving your goal? What are the CONSEQUENCES if you don’t?
e Why is this goal important to you?

Our group is very much in line with transparency and consistent service. By providing everyone who calls in a similar
experience, steps will not be missed and we will achieve the purpose of the call in. The benefits are not only a better overall
experience for the client but for the Brand Specialist. It is important to me because | have a deep sense of pride being apart
of Audi Minneapolis and want anyone who interacts with us to feel that we are the professionals and will be able to be their
advisor and consultant in their vehicle buying experience- however that looks to them.
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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,

VARIABLE OPERATIONS 2

SPECIFIC ACTION/
STEP

NECESSARY
RESOURCE(S)

ACCOUNTABLE
PERSON(S)

EXPECTED RESULT

START, END, &
CHECKPOINT
DATES

Develop a script

Nada, Google, Car
Wars, Marcom

Me- with input from GM
and salesmanagers

some disagreement but
good ideas

7/15/2020-8/01/2020

Implement the script

Monitor call sin VIN
Solutions

Sales manager and
Brand Speciailist

initial excitement
followed by pushback
and then acceptance

8/01/20
Daily check points
Monthly check ins

Monitor the calls

VIN Solutions

Sales managers

See above :)

08/01/20

Schedule training with
outside specialists

Marcom, Car Wars,
etc???

GM
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How will you track your progress? What specific metric(s) will you track? At what intervals will you
check on the progress?

I will track the progress by assigning each sales manager with listening to phone calls as part of their morning routine. There
data will subjectively discussed with each Brand Specialist during their weekly one on ones. | will also track the number of
appointmenst set, appointments shown, and closing ratio of phone up leads at the end of two months.

Potential Obstacles? Potential Solutions?
Potential obstacles are the human resistance to change, Reminding everyone of the benefits and ultimate time
finding the time to complete the tasks, holding the people savings, scheduling the time, and doing the training in
involved accountable, and the money to bring in training. house.

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

We currently show a closing ratio of 34% of our leads logged as phone ups; we did just switch CRMs to VIN Solutions and |
am still getting the hang of the reporting so | will have to monitor this and investigate more to see how it compares to my
previous CRM. If we can add 5 deals a month, it will add $8000 in gross.
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Once you’ve accomplished your goal, 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.

It is so easy to fall back on what we used to do when no one is inspecting what they expect. Like any change in behavior,
consistency is key as is accountability. The best way to drive that change is to have buy in and to have that there has to be a

"what's in it for me" reason. More money, better appointment show rate, and a clear path are all great reasons to get that buy
in.

Describe any planning or implementation meetings conducted as part of development of your plan.

1) First meeting will be with the sales managers to ask for input after my initial rough draft of the phone script.
2) Finalize the script after receiving ideas from managers
3) Show the GM for approval
4) Roll out with Brand Specialist and implement
5) Monitor and coach
6) Measure success
7)Continue to improve

Sponsor Signature:
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