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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 want to enforce showroom controls to accurately measure the floor traffic we have at one of our stores. Based on our current numbers we see an average of 850 total customers per month with a 33% closing ratio of 280 deliveries. All traffic with the exception of floor traffic is securely recorded. I believe we will find that the actual metric is closer to 1150 total customers to be at a more realistic 25%. I want to have an accurate floor count by August 31, 2020.
	1_2: Accurate traffic count



More customers to follow up with



Better understanding of adv sourcing



Better use of adv money and ROI



More closed deals because of ability to follow up with the customers. If 300 is the gap and we can follow the same 25% closing ratio we would add an additional 75 deals on the books giving us the potential of an additional $127,500 per month in added gross.
	1_3: Less customers to follow up with throughout the month and especially EOM push.



Wasted advertising money. Without accurate counts and correct ad sourcing we continue to guess where to place it.



Less potential deals and less potential gross equating to less earned money by all sales department employees.


	When will you start: 07/20/2020
	1_6: We can gauge our progress with our CRM tool. We have the ability to monitor daily traffic by orientation and source. We can compare day to day, week to week and month to date to the previous years. Using the CRM we can accurately measure how many recorded floor customers we see.
	1_8: We have developed a new customer guest sheet that is required to be filled out by the sales people for every customer they come in contact with. Even if information is refused they are suppose to complete the form and atleast fill out the ad source and what shopping tools they have used in the buying process (kbb, autotrader, edmunds etc..). Floor manager and desk manager are required to monitor and T.O. every customer if needed to insure sheet is filled out as compete as possible. They are also responsible for policing the floor traffic to make sure every customer is accounted for. Once the salesperson enters the information into the CRM they are required to turn the sheet into the sales desk. Desk managers will sign off on the form once they verify it has been entered into the CRM. As a safety net the receptionist will keep a log off all salespeople who have a customer and cross check that log with completed forms turned into the salesdesk throughout the day. Making sure all customers are accounted for. Corporate advertising director will then collect sheets each Monday and do a ROI study on our advertrising sources to make sure we are using our dollars as wisely as possible.
	1_9: Country Club mentality



Possible beating tool vs growth tool



Getting buy in from the top down



Culture change



Effort to bypass process








	1_11: Management Enforcement



Showing the benefit of having more customers to follow up with and hopefully showing the increase in paychecks.



Showing the benefit of hitting higher volume and gross bonses as well as factory incentives and ability to do so by just enforcing what's expected. 



BY correctly reflecting adv sources we will be able to redirect or increase our adv money to sources that do produce customers in turn giving us better more quality traffic coming in leading to additional sales and increased pay checks.


