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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.”

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

PARTS HOMEWORK – 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.  

SPECIFIC ACTION/
STEP

NECESSARY 
RESOURCES?

WHO IS 
ACCOUNTABLE?

EXPECTED 
RESULT?

EXPECTED 
COMPLETION 

DATE?

ACTUAL 
COMPLETION 

DATE?
CHECK OFF
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Potential Obstacles?

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

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

Potential Solutions?

A

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.

PARTS HOMEWORK – ACTION PLAN

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. 


	How does this goal align with or support your dealers vision: Goal is 25% (from 10%) of retail customers that phone into parts, converted to a service customer. The plan will be put together to have this accomplished between July 1st and August 31st. 
	1: Our Dealers Vision entails not only acquiring cutomers but also keeping customers within the "walls" of Palladino Honda. 

This goal will acquire more customers and potentially create relationships that lead to other avenues of profitability throughout the dealership (car sales, tire storage, future trade ins, referrals, service etc;). 

The benefits of increasing by 15% increases our database which gives us a longer list and whomever has the longest list wins. It will create more opportunities for our Service BDC along with our service advisors and technicians to potentially make recommendations that lead to more parts sales. Not to mention these customers are now "marketable" on our sales side of the service drive allowing our used car department to ALSO have more customers in the database.

Consequences to this not happening is potentially staying where we are and not growing. We could be sending people to outside sources (other shops and/or dealers). Losing potential trades which equates to losing potential internal money etc. The list literally goes on and on when you don't take the opportunity to acquire a customer from ANY avenue throughout the dealership.

	SPECIFIC ACTION STEPRow1: Create a shared spreadsheet for tracking purposes
	NECESSARY RESOURCESRow1: Smartsheet access, Parts manager involvement
	WHO IS ACCOUNTABLERow1: 4 parts clerks, 2 service BDC agents and parts manager
	EXPECTED RESULTRow1: track the incoming retail calls accordingly
	EXPECTED COMPLETION DATERow1: ongoing from July 1st - Aug 31st
	ACTUAL COMPLETION DATERow1: By july 1st
	SPECIFIC ACTION STEPRow2: Get parts clerks on board with filling out their sheet day to day spiff program
	NECESSARY RESOURCESRow2: parts manager
	WHO IS ACCOUNTABLERow2: parts clerks
	EXPECTED RESULTRow2: Parts clerks fill out spreadsheet on a daily basis - if not at the guide of 25% highlight and discuss
	EXPECTED COMPLETION DATERow2: day to day until Aug 31st
	ACTUAL COMPLETION DATERow2: Day to day until Aug 31st
	SPECIFIC ACTION STEPRow3: Have the service BDC involved - their own spiff set aside)
	NECESSARY RESOURCESRow3: Parts manager
	WHO IS ACCOUNTABLERow3: Service BDC/parts manager
	EXPECTED RESULTRow3: service BDC books appointments and gives parts manager "appointment tickets" at days end so the spreadsheet is updated for next day
	EXPECTED COMPLETION DATERow3: Day to day Until Aug 31st
	ACTUAL COMPLETION DATERow3: Day to day until August 31st
	SPECIFIC ACTION STEPRow4: Track customers that get booked into to see what the ROI is
	NECESSARY RESOURCESRow4: DMS - daily appointment schedule
	WHO IS ACCOUNTABLERow4: Service BDC/ME
	EXPECTED RESULTRow4: This number will tell me how much MORE $$ we generated by producing a service customer through parts
	EXPECTED COMPLETION DATERow4: Day to day tracking
	ACTUAL COMPLETION DATERow4: End of August
	SPECIFIC ACTION STEPRow5: 
	NECESSARY RESOURCESRow5: 
	WHO IS ACCOUNTABLERow5: 
	EXPECTED RESULTRow5: 
	EXPECTED COMPLETION DATERow5: 
	ACTUAL COMPLETION DATERow5: 
	SPECIFIC ACTION STEPRow6: 
	NECESSARY RESOURCESRow6: 
	WHO IS ACCOUNTABLERow6: 
	EXPECTED RESULTRow6: 
	EXPECTED COMPLETION DATERow6: 
	ACTUAL COMPLETION DATERow6: 
	SPECIFIC ACTION STEPRow7: 
	NECESSARY RESOURCESRow7: 
	WHO IS ACCOUNTABLERow7: 
	EXPECTED RESULTRow7: 
	EXPECTED COMPLETION DATERow7: 
	ACTUAL COMPLETION DATERow7: 
	SPECIFIC ACTION STEPRow8: 
	NECESSARY RESOURCESRow8: 
	WHO IS ACCOUNTABLERow8: 
	EXPECTED RESULTRow8: 
	EXPECTED COMPLETION DATERow8: 
	ACTUAL COMPLETION DATERow8: 
	SPECIFIC ACTION STEPRow9: 
	NECESSARY RESOURCESRow9: 
	WHO IS ACCOUNTABLERow9: 
	EXPECTED RESULTRow9: 
	EXPECTED COMPLETION DATERow9: 
	ACTUAL COMPLETION DATERow9: 
	SPECIFIC ACTION STEPRow10: 
	NECESSARY RESOURCESRow10: 
	WHO IS ACCOUNTABLERow10: 
	EXPECTED RESULTRow10: 
	EXPECTED COMPLETION DATERow10: 
	ACTUAL COMPLETION DATERow10: 
	SPECIFIC ACTION STEPRow11: 
	NECESSARY RESOURCESRow11: 
	WHO IS ACCOUNTABLERow11: 
	EXPECTED RESULTRow11: 
	EXPECTED COMPLETION DATERow11: 
	ACTUAL COMPLETION DATERow11: 
	SPECIFIC ACTION STEPRow12: 
	NECESSARY RESOURCESRow12: 
	WHO IS ACCOUNTABLERow12: 
	EXPECTED RESULTRow12: 
	EXPECTED COMPLETION DATERow12: 
	ACTUAL COMPLETION DATERow12: 
	SPECIFIC ACTION STEPRow13: 
	NECESSARY RESOURCESRow13: 
	WHO IS ACCOUNTABLERow13: 
	EXPECTED RESULTRow13: 
	EXPECTED COMPLETION DATERow13: 
	ACTUAL COMPLETION DATERow13: 
	SPECIFIC ACTION STEPRow14: 
	NECESSARY RESOURCESRow14: 
	WHO IS ACCOUNTABLERow14: 
	EXPECTED RESULTRow14: 
	EXPECTED COMPLETION DATERow14: 
	ACTUAL COMPLETION DATERow14: 
	SPECIFIC ACTION STEPRow15: 
	NECESSARY RESOURCESRow15: 
	WHO IS ACCOUNTABLERow15: 
	EXPECTED RESULTRow15: 
	EXPECTED COMPLETION DATERow15: 
	ACTUAL COMPLETION DATERow15: 
	SPECIFIC ACTION STEPRow16: 
	NECESSARY RESOURCESRow16: 
	WHO IS ACCOUNTABLERow16: 
	EXPECTED RESULTRow16: 
	EXPECTED COMPLETION DATERow16: 
	ACTUAL COMPLETION DATERow16: 
	A: I will track this with a shared spreadhseet throughout parts, service BDC, Parts Manager and myself. The information will be recorded and audited on a daily basis by myself and the Parts Manager. 
	A_2: - clerks recording false data

- Using the customer as a defense


	A_3: - call tracking solutions are in place, if a percentage does not add up we can have a listen to ensure the accuracy.
- coaching opportunites with call tracking 

	R: $$ I don't know...

Choosing a goal that had a few more dollar figures behind it would have been the right way to do this BUT from what I have been listening to in parts the last 3 weeks I DO KNOW this is a major opportunity for our parts department and dealership. I heard roughly 2 out of 17 customers call into parts, buy tires and be transferred AND BOOKED in through service last Thursday. 

Two MORE customers out of the 17 that we tracked that day is a realistic goal (25%) with the plan set forth. It will create cultural habit, training opportunities and most importantly line of sight on our metrics from converting parts calls to service customers!


	S: Continue tracking and raising the guideline in which we book parts calls to service customers. When we get to what we think the "ceiling" is, we will continue to maintain and monitor that metric. If it slips we coach and train on best practices that have been produced that brought us to said "ceiling" (phone training, word tracks, making sure we're qualifying properly on the phone and getting the proper information etc)
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