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The notes made and compiled in the received SWOT Analysis from the members of the Service and Parts

Departments illuminated some key areas believed to be the source of potential shop gains. Staff agree 

that we have the right tools and the right people to get the job(s) done but our image is one that 

conveys to the public at large that we are more costly than our competitors. 

One of our priorities needs to be on changing public perception through working with our 

advertising/promotional team to invite new customers in while also enticing former/lost customers 

back. We need to put the friendly face of Ford on the map and emphasize what we can do with our 

factory trained, licensed technicians along with certified parts that come with warranties from the 

manufacturer. 

The weaknesses of our shop were highlighted as being our overall shop size: limitations of work able to 

be performed based on the dimensions of the shop and the capacity of the hoists as well as the ability to

get customers in quickly for repairs due to the shop constraints and tech availability. Threats were 

primarily addressed as the independent shops offering a perceived lower rate to complete work along 

with the availability of parts at the ready from our own department. 

Using these items as a baseline for a goal, we want to work on generating more repair work orders. Our 

repair work orders have great potential to increase our overall flat rate hours as well as the sales dollars 

reflected in the shop, benefitting both the parts and service departments. 

Working directly with our marketing team, we will strategize to come up with a plan for advertising our 

genuine Ford products and factory certified technicians – emphasizing the value of what we have to 

offer and how it directly benefits the customer. To tag onto this campaign we will entice people to 

“experience the difference” of our staff, our service, and our commitment to customer satisfaction. 

Anyone coming in referring to this promotion will be rewarded with a complimentary vehicle wash after 

completion of their service along with a 15% “We pay the tax” event included in the offer. (This will 

introduce many customers to our auto spa services as well and provide a natural tie-in).

By regaining former customers, along with welcoming in new customers, we can work to move the 

needle on our repair order dollars. Using our 100 RO study we have an average of 106.60 Customer Pay 

Effective Labour Rate. The Repair portion, however, was 135.06. By getting more customers in and 

working on their vehicles in a timely manner, we can work to move the repair portion to a higher level, 

thus raising the total Effective Labour Rate for the shop.



By utilizing the marketing campaign and ensuring our current customers, as well as any new/returning 

customers, are completely satisfied with their service experience we will see a natural increase in our 

numbers with a six month goal being to go from 106.60 for the average customer pay effective labour 

rate to 120. At that point, using monthly targets and baselines for comparison and strategy with the 

service and parts department teams, we will go at the numbers again to grow from 120 to 140, using a 

six month window to continue pushing the needle by $20 each time. 

In conclusion, the service and parts department, working with marketing and each other, will see the 

benefits of a unified Fixed campaign and our customers will see it with the quality, consistency, and the 

follow up of authentic Ford service performed on their vehicle. 


