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Dealership: Humboldt Ford

e Specific @ Measurable o Relevant 0 Time-bound

What is your current situation and challenge you will address?

Our digital presence is lacking in our space. As the market continues to become more

streamlined and establishing connection needs to be a multifaceted objective in the
approach.

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 would like to increase our lead numbers along with a progressive close rate increase. With
this we need establish a market plan, arrange proper alliances/vendors to establish broader
footprint. We can focus for 90 days in getting the first bits established in 30 days and monitor
performance moving into the 60 and 90 day mark to evaluate the performance and
progression of the implemented strategy.

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?

We want to be known as the "No Problem™ dealership that is easy to buy and easy to do

business with. But we want to stretch to our market potential and be a known option for their
car buying and service needs.

We want customer to experience us and our level of service rather than another dealer.

In being known maybe we can have a chance at more car sales and families coming for
service. Benefits of achieving our goal is higher revenue and profits establishing stronger

health and viability of the dealership. Also, we want to make sure we can accomodate or
make concensinng on the rinht deals
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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,
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and dates.
START, END, &
SPECIFIC ACTION/ NECESSARY ACCOUNTABLE ’ ’
STEP RESOURCE(S) PERSON(S) EXPECTED RESULT CHECKPOINT
DATES
Social Media- I.E. Production  |Alethea Kuhn Traffic to our Aug. 1 start
FB Market dealership and Cont. monitoring
Carousel ads website. Adjust budget $

Digital- expand |V-Auto Alethea Kuhn Traffic to our Aug.15 start

into scrubbed dealership and Cont. monitoring

data to retarget website. Adjust budget $

our ads

OTT - Streaming |V-Auto Alethea Kuhn Increase Aug.l1 15 prepare

channel for local awareness of Roll out Sept. 1

market- way to dealership Assess results

get face out offering in the adjust spend
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Google Analytics |I.E. Production Alethea Kuhn Establish Aug. 1 we pull

Learning buying performance the July for

pattern and how measures as a baseline, on

well we have base line and going.

tmanviad inta taat voarvsiAvar At

Website- Dealer dot Com |Alethea Kuhn Consumer Aug. 1 landing
Alyson McHargue |egagement. pages/key touch
Jayson Blatzheim |Review buying points for cust.

process online experience. Final
Frmima vnrAalaaiba NAiima DA
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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?

Tracking progress on actual sales (subjective but will be a considered identifier).

Website traffic, where it came from for retarget, geo fencing. VDP number, time and
lead/application filed.

Vendor provided performance tracking.

Potential Obstacles?

Potential Solutions?
Working with some elusive data

Ratchet down on viable tracking and
performance.

BOTTOM LINE! What is the financial impact (expressed in dollars) of achieving your goal?
We are profitable but all new additional is maximized profitable revenue. This will further

enhance our dealer goals, new build experience along with investing deeper in our
community, employees, partners and investors.
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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.

| don't feel like there are "previous habits" as most of this is new charging forward. A new
additional way of establishing our iconic "No Problem" dealer experience. Key thing is
establish a viable, duplicable process with proper work flow and then training to continue
forward.

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

Monthly Review on Digital strategies.

Weekly lead follow-up/follow-through with our sales professionals

Trackable lead process for accountability to monitor

Monthly Review of data with vendors, market plan and spend adjust appropriately

Sponsor Signature:
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