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ACTION PLAN 1

e Specific @ Measurable 0 Relevant 0 Time bound

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

We are going to increase service retention in our Primary Market Area from 81% to 86% in
the next 90 days.

BOTTOM LINE: Benefits of Achieving Your Goal Consequences of Not Achieving Your Goal
OEM is happy Lost customers

More RO's generated = more Gross Profit Lost sales

More opportunities to purchase car/sell Ineligibility for Toyota President's Award

new car for additional Gross Profit
Red Flag for OEM, need to be in their good
Eligible for Toyota President's Award graces for additional inventory during
limited allocation - High retention rankings
can earn you market rep cars.

Immediately
When will you start?

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

Toyota's Loyalty & Engagement Opportunity dashboard gives me a real time view of current
retention metrics, finalized monthly. Both the dealer and OEM use this monthly report to
determine ranking and effeciency in customer retention for the service department.
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What specific actions will you take to achieve your goal? Who can help you?

Our service BDC has targeted, VIN specific offers for our "Lost" customers, designed to be so
competitive or complimentary that the customer logically wouldn't have any reason not to give
us "another shot." This is already in place.

Within the next 14 days, we will appoint a dedicated advisor to soley engage with our "Lost"
customers when they re-enter our service department. This advisor will roll out the figurative
red carpet, to ensure a stellar customer service experience while their vehicle is in the shop.

A special OP code will be listed on the lost customer appointments, so the dedicated advisor
is signaled. This will be done immediately.

Evaluation of current ranking and retention metrics will be done weekly, with General
Manager and all service management personel, and assessing appointment count vs shows,
and any work sold on those ROs.

Manager CSI calls will be made on these specific customers the next day after they arrive for
their appointment, engaging with client to determine why they stopped coming before and
what we did right to have earned their loyalty again - or what we did wrong (again). Group
assessment of the results of these calls will occur when evaluation weekly metrics (Mondays)

Potential Challenges? Potential Solutions?
Our OEM PMA literally borders within a Make the experience so wonderful that it's
block of our nearest competitor. We may worth the drive for the customers closer to
get these customers back but lose them our competitor.

again due to convenience.
Ensure that service management team is
Customers may arrive without appointment involved immediately when a customer is
and be discouraged by wait time and leave. flagged as "lost" in the event the dedicated
advisor is off or unavailable.
Employees assigned with these roles could
call off, and be left to the hands of another
advisor who may or may not take the
special care of these clients neccesary.
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	1: We are going to increase service retention in our Primary Market Area from 81% to 86%  in the next 90 days.
	1_2: OEM is happy



More RO's generated = more Gross Profit



More opportunities to purchase car/sell new car for additional Gross Profit



Eligible for Toyota President's Award


	1_3: Lost customers



Lost sales



Ineligibility for Toyota President's Award



Red Flag for OEM, need to be in their good graces for additional inventory during limited allocation - High retention rankings can earn you market rep cars.




	When will you start: Immediately
	1_6: Toyota's Loyalty & Engagement Opportunity dashboard gives me a real time view of current retention metrics, finalized monthly. Both the dealer and OEM use this monthly report to determine ranking and effeciency in customer retention for the service department. 
	1_8: Our service BDC has targeted, VIN specific offers for our "Lost" customers, designed to be so competitive or complimentary that the customer logically wouldn't have any reason not to give us "another shot." This is already in place.



Within the next 14 days, we will appoint a dedicated advisor to soley engage with our "Lost" customers when they re-enter our service department. This advisor will roll out the figurative red carpet, to ensure a stellar customer service experience while their vehicle is in the shop. 



A special OP code will be listed on the lost customer appointments, so the dedicated advisor is signaled. This will be done immediately.



Evaluation of current ranking and retention metrics will be done weekly, with General Manager and all service management personel, and assessing appointment count vs shows, and any work sold on those ROs.



Manager CSI calls will be made on these specific customers the next day after they arrive for their appointment, engaging with client to determine why they stopped coming before and what we did right to have earned their loyalty again - or what we did wrong (again). Group assessment of the results of these calls will occur when evaluation weekly metrics (Mondays)












	1_9: Our OEM PMA literally borders within a block of our nearest competitor. We may get these customers back but lose them again due to convenience.



Customers may arrive without appointment and be discouraged by wait time and leave.



Employees assigned with these roles could call off, and be left to the hands of another advisor who may or may not take the special care of these clients neccesary. 
	1_11: Make the experience so wonderful that it's worth the drive for the customers closer to our competitor.



Ensure that service management team is involved immediately when a customer is flagged as "lost" in the event the dedicated advisor is off or unavailable. 






