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Tyler Mester & Shayna Mester N374
Name Class #
Dealership St Marys Chrysler Dodge Jeep Ram Date 6/20/2021

Q Relevant 6 Time-bound

Current Situation
or Challenge to be
Addressed:

We are currently using a Digital Retailing tool "Darwin" on our website
but we are not using it to the full potential.

Current Performance
Level (include specific
measure):

Currently under 15% of our incoming leads from our website utilize
the digital retailing tool.

Goal (what do you
want to achieve?)

We would like to funnel more customers towards using the digital
retailing tool.

Goal Performance
Level (include specific
measure)

We would like to see at least 50% of leads utilize the digital retailing
tool on our website

7/1/2021 10/31/2021
Goal Start Date: Goal End Date:
7/31/2021 10% increase of lead
First Check-in Date: Performance Objective: |Submission via Darwin
8/31/2021 10% increase of lead
Second Check-in Date: Performance Objective: |Submission via Darwin
9/30/2021 10% increase of lead
Third Check-in Date: Performance Objective: |Submission via Darwin
10/31/2021 5% increase of lead
Fourth Check-in Date: Performance Objective: |Submission via Darwin
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How does your goal
align with the dealers’
vision?

Our dealers vision is to make the car buying experience as easy and
quick as possible. This allows the customer to start that process from
the comfort of their own home.

What are the potential
benefits of achieving
your goal?

Increase customer satisfaction, increase grosses on the front and in
finance, reduce time of customers in the dealership.

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

Getting left behind, loss of customers to corporations like Carvana
and other dealers doing a better job. Lower customer satisfaction and
lower profit in the end.

Why is the goal
important to you?

We always try to be the leaders in our market and the customers
satisfation is at the top of our list. We are in a small rural market and
we need to develop a relationship that allows us to sell our customers
all of their cars.

Potential Obstacles

- Not having the best presentation for our digital retailing tool online.
- Not having correct reporting and tracking.

- Employees not utilizing the tool for the customer.

- No process in place for the incoming leads.

- Employee confusion once customer arrives at the dealership.

- Lack of customer awareness

Potential Solutions

- Design a process for all incoming leads

- Train employees to use the tool with the customer

- Put in place a greeting process

- Create a marketing plan to increase customer awareness

- Investigation of other tools to make sure we are using the best one

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

We look to increase the bottom line by seeing a per car gross profit
increase of $250 per car front and back.
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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) PERSONI(S) EXPECTED RESULT CHECKPOINT
DATES
Design process |Website, Digital |Finance, Sales, |Increase to tool |Start now and be
for incoming retailing tool and |and BDC utilization by finished by
leads support Managers customers and 7/1/2021
employees
Training of Management Finance, Sales, |Ability to better |Start now and

employees to
utilize the digital
retailing tool

staff, website
provider, digital
retailing provider

and BDC staff

navigate the
customer
through the

nrAan~n~~

check in weekly
for utilization

Design greeting
process to
include online
buying

Management
staff to design
greeting

Management
team and greeter

More more digital
retailing inclusive
process once the
customer arrives

Start now and
track daily by
managers

Create a

Funds allocated,

Marketing and

Higher utilization

Plan now to roll

tools to make
sure we have the
best one

rep to see the
recommended
tools and demo

team to deside

and easiest tool
on the market

marketing plan to |and what avenue |management of the digital out 7/1/2021,
increase we will use to teams retailing by the track and revise
customer push customers customer monthly

A AtAvAIMA~~ tmrnia A tintina

Investigate other |Get with dealer |Management Have the best Start now and

check going
forward

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.

Once we have accomplished our goal there is no going back. Digital retailing is the way of
the present and future. We will have daily, weekly, and monthly check ins to make sure we
are keeping up with our process and handling issues that come up as we go. The
management team will be responsible for keeping up to date on industry changes and any
new digital retailing tools that become available to continue to make sure we are leading our
market. The BDC manager will keep the sales people accountable. The sales manager will
keep the BDC accountable, and the management team will keep the sales department
accountable. The marketing manager and BDC manager will be responsible for maintaining

the analytics and bringing those to our monthly management meetings to review and make
sure we are staying on track.

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

There will be mutiple meetings to setup the planning, marketing, and implementation of the
digital retailing process. Once we have our process planned out, we will have a training

session with all of the sales people and BDC team members to make sure everyone is on the
same page and ready to go.

Sponsor Signature:

4
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	Name: Tyler Mester & Shayna Mester
	Class: N374
	Dealership: St Marys Chrysler Dodge Jeep Ram 
	Date: 6/20/2021
	Current Situation or Challenge to be Addressed: We are currently using a Digital Retailing tool "Darwin" on our website but we are not using it to the full potential. 
	Current Performance Level include specific measure: Currently under 15% of our incoming leads from our website utilize the digital retailing tool. 
	Goal what do you want to achieve: We would like to funnel more customers towards using the digital retailing tool.
	Goal Performance Level include specific measure: We would like to see at least 50% of leads utilize the digital retailing tool on our website 
	Goal Start Date: 7/1/2021
	Goal End Date: 10/31/2021
	First Checkin Date: 7/31/2021
	Performance Objective: 10% increase of lead submission via Darwin
	Second Checkin Date: 8/31/2021
	Performance Objective_2: 10% increase of lead submission via Darwin
	Third Checkin Date: 9/30/2021
	Performance Objective_3: 10% increase of lead submission via Darwin
	Fourth Checkin Date: 10/31/2021
	Performance Objective_4: 5% increase of lead submission via Darwin
	How does your goal align with the dealers vision: Our dealers vision is to make the car buying experience as easy and quick as possible. This allows the customer to start that process from the comfort of their own home. 
	What are the potential benefits of achieving your goal: Increase customer satisfaction, increase grosses on the front and in finance, reduce time of customers in the dealership.
	What are the potential consequences if you dont achieve your goal: Getting left behind, loss of customers to corporations like Carvana and other dealers doing a better job. Lower customer satisfaction and lower profit in the end.
	Why is the goal important to you: We always try to be the leaders in our market and the customers satisfation is at the top of our list. We are in a small rural market and we need to develop a relationship that allows us to sell our customers all of their cars.
	Potential Obstacles: - Not having the best presentation for our digital retailing tool online.

- Not having correct reporting and tracking.

- Employees not utilizing the tool for the customer.

- No process in place for the incoming leads.

- Employee confusion once customer arrives at the dealership.

- Lack of customer awareness
	Potential Solutions: - Design a process for all incoming leads

- Train employees to use the tool with the customer

- Put in place a greeting process 

- Create a marketing plan to increase customer awareness

- Investigation of other tools to make sure we are using the best one 
	BOTTOM LINE Financial Impact of Achieving Your Goal expressed in dollars: We look to increase the bottom line by seeing a per car gross profit increase of $250 per car front and back. 
	SPECIFIC ACTION STEPRow1: Design process for incoming leads
	NECESSARY RESOURCESRow1: Website, Digital retailing tool and support
	ACCOUNTABLE PERSONSRow1: Finance, Sales, and BDC Managers
	EXPECTED RESULTRow1: Increase to tool utilization by customers and employees
	START END  CHECKPOINT DATESRow1: Start now and be finished by 7/1/2021
	SPECIFIC ACTION STEPRow2: Training of employees to utilize the digital retailing tool
	NECESSARY RESOURCESRow2: Management staff, website provider, digital retailing provider
	ACCOUNTABLE PERSONSRow2: Finance, Sales, and BDC staff
	EXPECTED RESULTRow2: Ability to better navigate the customer through the process
	START END  CHECKPOINT DATESRow2: Start now and check in weekly for utilization
	SPECIFIC ACTION STEPRow3: Design greeting process to include online buying 
	NECESSARY RESOURCESRow3: Management staff to design greeting 
	ACCOUNTABLE PERSONSRow3: Management team and greeter
	EXPECTED RESULTRow3: More more digital retailing inclusive process once the customer arrives
	START END  CHECKPOINT DATESRow3: Start now and track daily by managers
	SPECIFIC ACTION STEPRow4: Create a marketing plan to increase customer awareness
	NECESSARY RESOURCESRow4: Funds allocated, and what avenue we will use to push customers towards using 
	ACCOUNTABLE PERSONSRow4: Marketing and management teams
	EXPECTED RESULTRow4: Higher utilization of the digital retailing by the customer
	START END  CHECKPOINT DATESRow4: Plan now to roll out 7/1/2021, track and revise monthly
	SPECIFIC ACTION STEPRow5: Investigate other tools to make sure we have the best one
	NECESSARY RESOURCESRow5: Get with dealer rep to see the recommended tools and demo
	ACCOUNTABLE PERSONSRow5: Management team to deside
	EXPECTED RESULTRow5: Have the best and easiest tool on the market 
	START END  CHECKPOINT DATESRow5: Start now and check going forward
	SPECIFIC ACTION STEPRow6: 
	NECESSARY RESOURCESRow6: 
	ACCOUNTABLE PERSONSRow6: 
	EXPECTED RESULTRow6: 
	START END  CHECKPOINT DATESRow6: 
	SPECIFIC ACTION STEPRow7: 
	NECESSARY RESOURCESRow7: 
	ACCOUNTABLE PERSONSRow7: 
	EXPECTED RESULTRow7: 
	START END  CHECKPOINT DATESRow7: 
	poor results Be specific: Once we have accomplished our goal there is no going back. Digital retailing is the way of the present and future. We will have daily, weekly, and monthly check ins to make sure we are keeping up with our process and handling issues that come up as we go. The management team will be responsible for keeping up to date on industry changes and any new digital retailing tools that become available to continue to make sure we are leading our market. The BDC manager will keep the sales people accountable. The sales manager will keep the BDC accountable, and the management team will keep the sales department accountable. The marketing manager and BDC manager will be responsible for maintaining the analytics and bringing those to our monthly management meetings to review and make sure we are staying on track.  
	Describe any planning or implementation meetings conducted as part of development of your plan: There will be mutiple meetings to setup the planning, marketing, and implementation of the digital retailing process. Once we have our process planned out, we will have a training session with all of the sales people and BDC team members to make sure everyone is on the same page and ready to go. 


