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SERVICE OPERATIONS ASSIGNMENT — ACTION PLAN
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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.”
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| want to focus on building out several better processes in our owner retention processes and targeted marketed
campaigns. Specifically as follows:

1. The Sales to Service Hand-off Process

2. Created targeted audiences based on our databases of customer that have bought a NEW car and have not
serviced here in 365 days. Market to them via Social Media and Email Campaigns. Initial research for this
yielded 8,375 potential customers in a database of 295,256 customers. HUGE OPPORTUNITY!

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

Alignment with dealership vision?

-In an extremely competitive Subaru market, retaining our customers from other Subaru dealerships and
independents (SuperRepair) will be critical in our long term growth. We will be undergoing a major remodel at
the end of this year, which will position us as the largest Subaru dealership in Colorado. We need to keep as
many customers as we scale to a more extensive operation and impact our fixed absorption rate.

Benefits?

- Loyalty to our dealership will impact our bottom line for all departments. "Happy People Spend More Money"
- Long term customers will continue to funnel into the "Life Cycle" and continue to generate money back into
New Sales.

Consequences?
-Missed relationships could help build sales at other dealerships and independents and take away from our
store's future business.

Why is this goal important to you?

- We want to RETAIN as many relationships and continue healthy ROI on our initial investment of time and
money.
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FIXED OPERATIONS 2 — SERVICE

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, and dates.

0000

Hand-Off Process
from Sales to
Service

Managers

for a process to
measure

START, END, &
SPECIFIC ACTION/ NECESSARY ACCOUNTABLE y '
STEP RESOURCE(S) PERSON(S) EXPECTED RESULT CHECK POINT
DATES
Create "Better" Service and Sales Brian Scaglia Create starting point | Start:December 1,

2020
Review Weekly

Initial database
discovery of

opportunity

Vinsolutions Support

Brian Scaglia

Create baseline of
opportunity.
(establish numbers)

October 19, 2020

Create unique Service Director Brian Scaglia Create something November 10, 2020
coupon for service unique that will elicit
a response
Make assets for Outside Designer Nicole Assets for email, November 11, 2020
coupon Facebook and IG
Landing Page
Start Campaign Vinsolutions Brian Scaglia Launch campaigns | November 15, 2020
Outsell on all plateforms
Care Connect
Facebook
Instagram
Measure Results VistaDash Brian Scaglia Figure out ROI December 15, 2020
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NADA c.n

SERVICE OPERATIONS HOMEWORK — ACTION PLAN
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How will you track your progress? Where will you find the information? How often will you check in?

I will track progress on the new RO count based on the initial database download with customers' criteria that
have not been serviced in over one year. All information will be via Facebook, Instagram, Care Connect, and
Outsell.

Vistadash will aggregate platform data and will allow us to check in weekly.

Potential Obstacles? Potential Solutions?

-Unable to track real time new RO sales -Work with Vinsolutions and Vistadash for
realtime analytics

-Lack of partnership with sales and service dept
- Have total buying from the owner to dispel a
lack of partnership between dept.

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

0000

Our owner base potential is currently calculated at 32.45%. With the infusion of marketing to a specific audience
of 8,375 customers that are already in our database, we could bring in a financial impact of $500,000+

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.

We will continue to build on our new processes and have consistent meetings based on these results.
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	How does this goal align with or support your dealers vision: I want to focus on building out several better processes in our owner retention processes and targeted marketed campaigns. Specifically as follows:
1. The Sales to Service Hand-off Process
2. Created targeted audiences based on our databases of customer that have bought a NEW car and have not serviced here in 365 days. Market to them via Social Media and Email Campaigns. Initial research for this yielded 8,375 potential customers in a database of 295,256 customers. HUGE OPPORTUNITY!
 
	2020 National Automobile Dealers Association All Rights Reserved: Alignment with dealership vision?
-In an extremely competitive Subaru market, retaining our customers from other Subaru dealerships and independents (SuperRepair) will be critical in our long term growth. We will be undergoing a major remodel at the end of this year, which will position us as the largest Subaru dealership in Colorado. We need to keep as many customers as we scale to a more extensive operation and impact our fixed absorption rate. 

Benefits?
- Loyalty to our dealership will impact our bottom line for all departments. "Happy People Spend More Money" 
- Long term customers will continue to funnel into the "Life Cycle" and continue to generate money back into New Sales. 

Consequences?
-Missed relationships could help build sales at other dealerships and independents and take away from our store's future business. 

Why is this goal important to you?
- We want to RETAIN as many relationships and continue healthy ROI on our initial investment of time and money. 
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