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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, 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
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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. 
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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? 
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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: Improve our share of the competitve labor in the marketplace. Currently competitive labor comprises 22.64% of our total service business. I would like to improve this to 30% or more by September 30th 2022.
	2020 National Automobile Dealers Association All Rights Reserved: Our dealership goal is to establish ourselves as south Calgary's automotive destination for both sales and service. The benefit to capturing market share in the competitive labor market is this can attract clients of like brand servicing elsewhere who reside in south Calgary, as well as off make vehicles, giving us the opportunity to establish a relationship for future sales. Growing our future potential. 
	SPECIFIC ACTION STEPRow1: Review current competitive labor pricing into our market area.
	NECESSARY RESOURCESRow1: Service manager

Service BDC
	ACCOUNTABLE PERSONSRow1: Service Manager
	EXPECTED RESULTRow1: Market survey of all competitive labor items
	START END  CHECK POINT DATESRow1: Start August 1st 2022, to be completed for August 5th 2022
	SPECIFIC ACTION STEPRow2: Adjust our pricing to ensure we are competitive into the market on the aggressive side. 
	NECESSARY RESOURCESRow2: Service Manager

General Manager
	ACCOUNTABLE PERSONSRow2: Service Manager
	EXPECTED RESULTRow2: Pricing to be adjusted into bottom 30% of competitors in our market area
	START END  CHECK POINT DATESRow2: August 5th 2022 to be completed for August 8th 2022
	SPECIFIC ACTION STEPRow3: Marketing Efforts Review including Google ad words campaigns
	NECESSARY RESOURCESRow3: Service Manager

Digital Marketing Coordinator

General Manager
	ACCOUNTABLE PERSONSRow3: Digital Marketing Coordinator

Service Manager
	EXPECTED RESULTRow3: Establish a fixed budget on digital marketing efforts regarding service including deployment of ad campaigns and ad words.
	START END  CHECK POINT DATESRow3: August 1st 2022 for deployment on August 8th 2022
	SPECIFIC ACTION STEPRow4: Review of competitive labor mix
	NECESSARY RESOURCESRow4: DMS report


	ACCOUNTABLE PERSONSRow4: Service Manager

General Manager
	EXPECTED RESULTRow4: Review mix of competitive labor versus previous average mix. Review total RO count CP versus previous 3 month rolling average
	START END  CHECK POINT DATESRow4: August 30th 2022
	SPECIFIC ACTION STEPRow5: Bi-weekly review of competitive labor mix
	NECESSARY RESOURCESRow5: DMS report
	ACCOUNTABLE PERSONSRow5: Service Manager

General Manager
	EXPECTED RESULTRow5: Review mix of competitive labor versus previous average mix. Review total RO count CP versus 
	START END  CHECK POINT DATESRow5: September 15th and 30th 2022
	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: To track our progress we will review service DMS reports including competitive labor mix to determine if the percentage of service work in the category is increasing. 

CP RO count review. We will be looking to expand market share into the competitive labor. We will be looking for a distinct increase in CP repair orders rather than just a simple increase in competitive labor as a percentage of total business. 
	A_2: Uprooting clients with long standing relationships to independant shops and/or other franchise dealers using basic price offerings and marketing campaigns highlighting our dealerships ammenaties. 
	A_3: Ads promoting offer with lots of value add information regarding what our franchise store can offer to all makes and models. What being a client of our store means for them. 
	R: Aside from the lift in service revenues and profits the financial impact long term will be significant. Clients obtained in service will be clients who will later trade their vehicles in, purchase new ones and start the service cycle over again. As well as referral business. This could translate to hundreds of thousands of dollars over 4-5 years. 
	S: We will maintain a keen focus on our service mix and how each mix caters to different items. Maintenance typically to branded vehicles. Repair and competitive can cater to both branded and unbranded vehicles and clients. 


