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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.”

o000

Create a website experience where customers can actually buy parts and accessories online.
It is currently non-existent. By the end of the year we want every website to have a working
online sales process that is 100% transactional, in other words, the customer does not have
to speak anyone in the parts department to complete their order. They can do everything
online and then the order goes directly to the parts manager.

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

It aligns with our goal to double revenue in three years. We need to maximize every
opportunity for sales, service and parts. This is the next logical step. It also aligns with our
strategy to create a seamless online experience for all of our customers in every category. If
we don't achieve that goal, it will hurt our growth and financial viability. If you do not keep up
with progress, we risk getting left behind. It is important to us because we are technology
based service company.
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e
What specific actions or steps will you take to accomplish your goal? What will you do differently or improve? e@
For each, be sure to include necessary resources, who is accountable, the measurable result, and dates.

SPECIFIC ACTION/ NECESSARY WHO IS EXPECTED EXPECTED ACTUAL
STEP RESOURCES? ACCOUNTABLE? RESULT? COMPLETION COMPLETION CHECK OFF
DATE? DATE?
Identify a vendor |Recommendation Don White Find vendor who | July 1, 2022° |_|
Hire an online | Recruiting team Don White F_if]d someone August 1, 2022 [
Set up the_ . Designa_ted Fernando Davila Set up the September 1,
Set up logistics | Shipping vendor | Nick Gianake Have shippinq October 1, 2022
Build Marketing | Marketing Team Maureen Have marketing | October 1, 2022
Soft Launch Websiltes bluilt M_aureen Teslt all yvebsite November 1,
Full Launch Entire team in Don White Launch program | January 1, 2023

L
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How will you track your progress? Where will you find the information? How often will you check in?
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Weekly meetings to review progress and onboard new members of the team.

Potential Obstacles? Potential Solutions?
Technology problems Don't give up
push back from team members Have buy in from top level management
hiring challenges Get everybody on board at the
availability of parts beginning
OEM's empower parts managers to be part of

the process

use incentives to get new hires

start by offering just the most popular
parts and add as we go.

keep it simple

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

0000

Currently average retail sales are about $5000 a month. With the convenience of online sales
we plan to double that to at least $10,000 a month.

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.

By continuing with monthly meetings with the parts managers and the online team to keep
engaged in the process so they see the value in it. Also add to their pay plan so they have a
financial incentive for the program to suceed.
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	1: It aligns with our goal to double revenue in three years. We need to maximize every opportunity for sales, service and parts. This is the next logical step. It also aligns with our strategy to create a seamless online experience for all of our customers in every category. If we don't achieve that goal, it will hurt our growth and financial viability. If you do not keep up with progress, we risk getting left behind. It is important to us because we are technology based service company.
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