
1©2021 National Automobile Dealers Association. All Rights Reserved.

S M T

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.”

R

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? 

RM TS ASpecific Measurable Achievable Relevant Time bound

SERVICE OPERATIONS ASSIGNMENT – ACTION PLAN



FIXED OPERATIONS 2 – SERVICE
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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, and dates. 

A TS M

SPECIFIC ACTION/
STEP

NECESSARY 
RESOURCE(S)

ACCOUNTABLE 
PERSON(S) EXPECTED RESULT

START, END, & 
CHECK POINT 

DATES
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Potential Obstacles? Potential Solutions?

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

R

How will you track your progress? Where will you find the information? How often will you check in? 

A TS M

A A

S M T

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.

S A

SERVICE OPERATIONS HOMEWORK – ACTION PLAN


	How does this goal align with or support your dealers vision: My smart goal for service operations, would be to increase our cash hours per R.O. We are currently at 1.15 per R.O which equates to an avaerage of 147.20, my goal for my service department would be to 2.0 cash hours per R.O WHICH EQUATES TO 256. I believe this can be achieved by making several adjustments over the next 60 days. We are able to be measured  by paying attention to average amount of time each R.O carries and correlating that with gross per hour. 
	2020 National Automobile Dealers Association All Rights Reserved: This goal supports our dealerships vision by insuring that our  advisors are being atemptive to our customers needs and wants by  making them aware of all the option they have available to them. The end goal is to be as productive as possible, by addressing potential service concerns and keeping a customer vehcle maintenance schedule up to date. By doing so we are not only increasing our profitability, we are developing an on going relationship with the customer that leads to long term retentions and referrals. If we do not increase our cash hours per labor, I fear that we will lose business to some of the smaller mom pop service stores that have cheaper labor cost. If a customer comes into your service department for something as simple as an oil change, one must take advantage of the sale considering there are several places that offer oil changes and we are not the cheapest one, so you must offer something more and make use of the opportunity or they may take there business elsewhere the next go around. This goal is important to me because it shows effort by the employee not only to better the stores numbers but bulid a personal advisor relationship with the customer. In order for a company to grow all parties involved whether service or sales must buy into the end goal (DREAM).
	SPECIFIC ACTION STEPRow1: Advisor scripted training 
	NECESSARY RESOURCESRow1: A sales guide to asking for the sale and dealing with objection. You must always find the Why? 
	ACCOUNTABLE PERSONSRow1: General Manager 

Service Manager 

Service Advisors
	EXPECTED RESULTRow1: An increase in not only the service advisors confidence but a explantion to why we were not able to capture more business 
	START END  CHECK POINT DATESRow1: ASAP

07-01-2021

08-01-2021

CHECK IN WEEKLY
	SPECIFIC ACTION STEPRow2: Price Matching
	NECESSARY RESOURCESRow2: Calling numerous places withing a 3-4 mile radius and getting quote on popular services needed such as oil changes 
	ACCOUNTABLE PERSONSRow2: Service Manager 

Service Adviors 

Parts Manager 


	EXPECTED RESULTRow2: Being able to draw more business and create more repair order given my advisors more opportunities to up sell
	START END  CHECK POINT DATESRow2: 07-01-2021

08-01-2021

Check in monthly 
	SPECIFIC ACTION STEPRow3: Service Videos 
	NECESSARY RESOURCESRow3: Customers tend to buy more if they understand why something is needed 
	ACCOUNTABLE PERSONSRow3: Service Manager 

Service Techs

Service Advisors 
	EXPECTED RESULTRow3: Creating a better understand of there car and its maintenance scheuled, so the customer feels comfortable
	START END  CHECK POINT DATESRow3: 07-01-2021

08-01-2021

weekly check up and reviews 
	SPECIFIC ACTION STEPRow4: 
	NECESSARY RESOURCESRow4: 
	ACCOUNTABLE PERSONSRow4: 
	EXPECTED RESULTRow4: 
	START END  CHECK POINT DATESRow4: 
	SPECIFIC ACTION STEPRow5: 
	NECESSARY RESOURCESRow5: 
	ACCOUNTABLE PERSONSRow5: 
	EXPECTED RESULTRow5: 
	START END  CHECK POINT DATESRow5: 
	SPECIFIC ACTION STEPRow6: 
	NECESSARY RESOURCESRow6: 
	ACCOUNTABLE PERSONSRow6: 
	EXPECTED RESULTRow6: 
	START END  CHECK POINT DATESRow6: 
	SPECIFIC ACTION STEPRow7: 
	NECESSARY RESOURCESRow7: 
	ACCOUNTABLE PERSONSRow7: 
	EXPECTED RESULTRow7: 
	START END  CHECK POINT DATESRow7: 
	SPECIFIC ACTION STEPRow8: 
	NECESSARY RESOURCESRow8: 
	ACCOUNTABLE PERSONSRow8: 
	EXPECTED RESULTRow8: 
	START END  CHECK POINT DATESRow8: 
	A: I will track my progress by paying attention to the increase in dollars being made on each R.O, as well as logiging what each customer orginally came in for and what service was performed on there car once they left.  I will track my growth on a weekly basis by counting numbers of R.O and the number of lines on each R.O. 
	A_2: Many advisor may not know how to overcome objection and may be to afraid to ask for the sale. 



We may not be able to draw the intial traffic without lowering our pricing to compare with others in similar markets 
	A_3: Price matching to drive up the traffic and then up selling once they walk through the door 



Askinng for the sale. If a customer objects to something finding out the why?  Is it the price, the amount of time you currently have to spare or me ? 
	R: Where we are 1.15*128(labor rate)= 147.20

Where we want to be 2*128( labor rate)=256

Potential increase per R.O = 108.8 
	S: Weekly observation of performance and asking customer to complete a survey about there experience and what was offered.


