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What is your goal? What do you want to achieve? From what metric? To what metric? By what date?

BOTTOM LINE: Benefits of Achieving Your Goal Consequences of Not Achieving Your Goal

When will you start? 

How will you gauge your progress? When? Using which metrics? 

ACTION PLAN 1
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Potential Challenges? Potential Solutions?

What specific actions will you take to achieve your goal? Who can help you?


	1: Specific: To increase Dealer Service Efficiency percentage from 58.8% to 62.0%
Measurable: Monthly posted KPI in Manufacturer Portal to determine growth .
Achievable: An increase of 3.2% is realistic and achievable.
Relevant: By increasing service efficiency, we will remain compliant with the manufacturer scorecard. 
Time Bound: By the reporting date of October, 2023.
	1_2: A 1.0% manufacturer bonus on every new vehicle, based on MSRP. 
	1_3: A reduction of 1.0% manufacturer bonus on every new vehicle, based on MSRP.
	When will you start: April 1st, 2023
	1_6: Dealer Service Efficiency=Service Efficiency measures the ability of a dealership to retain both In-PMA and out-PMA customers for qualified service events in relation to the dealership's in-PMA UIO (Units in Operation.) The manufacturer will update the Service Efficiency percentage, through their Service View Portal.  
	1_8: Advertising/Marketing Strategy - Current Marketing Plan to Increase Service Efficiency Awareness. 

We are continuing our partnership with Octane Marketing with a focus on unique content that is written and produced for our customers that can be viewed from a mobile-friendly site. Additionally, aggressive focus with outbound targeting using Zonic Designs. 

In-PMA (Primary Market) efficiency has been decreasing: re-targeting In-PMA guests with Marketing and Service Incentives. 

Out-PMA (Primary Market) efficiency has remained flat. Aggressively market to these guests with incentives to return to the dealer.

Will work on add placement with the Viet, Chinese, Japaneses, Korean, and Persian communities. 
	1_9: Reduced service traffic from Primary Market guests. PMA guests defecting to other manufacture brands. Additionally, have their vehicles serviced at opposing Lexus dealerships. 
	1_11: Targeted Marketing campaigns on the non-active customers, within our PMA and Outside our PMA. 


