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Name Billy Gorth Class # N373
Dealership Neil Huffman Date 5/16/21

0 Relevant 0 Time-bound

Current Situation
or Challenge to be
Addressed:

Digital retailing and engagement

Current Performance
Level (include specific
measure):

We are only closing at 6-8% of our leads as of 5/14/21 Drive centric
matrix

Goal (what do you
want to achieve?)

We want to acheive 15% closing ratio on internet leads

Goal Performance
Level (include specific
measure)

We will start sending an email from the amanger on every lead. This
will help with engagemnet. We will send a proposal on every lead.
Price plus the tax and license

5/17/2021 06/15/2021
Goal Start Date: Goal End Date:

5/24/21 9%
First Check-in Date: Performance Objective:

5/31/21 10%
Second Check-in Date: Performance Objective:

6/7/2021 12%
Third Check-in Date: Performance Objective:

6/14/2021 15%
Fourth Check-in Date: Performance Objective:
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How does your goal
align with the dealers’
vision?

spot on

What are the potential
benefits of achieving
your goal?

we will sell more units and hit our SFE numbers from the OEM

What are the potential
consequences if you
don’t achieve your
goal?

We won't grow as a team or a store if we don't move and grow with
the times. Digital retailing is here to stay.

Why is the goal
important to you?

Floor traffic is going away for the most part. If we don't change and
embrace this way of doing business we will be left behind.

Potential Obstacles

We msut fight the "just get them in here" mentality. The old school
way of not giving numbers will just send YOUR customers to another
dealership that is willing to change with the times.

Potential Solutions

We need to treat our internet leads like walk-in customers. We don't
refuse to give a walk-in customer a price or appraisal so why would
we refuse to give an internet lead the same information. They are just
a NEW extension of our lot when they are online.

We should answer their questions, ask them questions like we would

in o mAavreAan AanA AhAava tha niimabhAvs

BOTTOM LINE!
Financial Impact of
Achieving Your Goal
(expressed in dollars)

We avg 466 leads a month @ 8%= 37 deals @3500 PRU=130,585.00
on the same leads of 466 @15%= 70 deals @3500 PRU=245,000
this is an increase of 114,415.00 in gross plus the trade and
reconditioning oppurtunities, extra doc fees.
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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

and dates.
START, END, &
SPECIFIC ACTION/ NECESSARY ACCOUNTABLE ’ ’
STEP RESOURCE(S) PERSON(S) EXPECTED RESULT CHECKPOINT
DATES
MGR emails all |CRM Sales MGR, encreased 5/17/21,6/15/21
internet leads GSM,BDC MGR |engagement 5/24, 5/21, 6/7,
6/14
Mgr sends a CRM Sales MGR, GSM |we wil close 5/17/21,6/15/21
proposal to every more deals 5/24, 5/21, 6/7,
lead 6/14
Mgr sends the CRM MGR, GSM controll more 5/17/21,6/15/21

numbers and
asks if they
would like us to

A thhanma A Linal,

finance
opportunity

5/24, 5/21, 6/7,
6/14

As you work toward your goal, it’s important to have interim check points with specific, measurable
objectives so your team can hold themselves accountable. If everyone knows the goal and objectives,
you don’t have to spend your valuable time micromanaging.
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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 will be an SOP for the managers at the store. This is how we do it moving forward.

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

S

4

We will meet monday after the big meeting to discuss how we implement this process. The
sales manager and GSM will be in this meeting along with the BDC manager. We will lay out
how we will do this and show how it will flow with the process.

ponsor Signature:
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