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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: I will increase clawsonhonda.com's website traffic from 79k users by 5-10% for a total of 83k to 87k users in the 4th quarter of 2023 (October to December) to ensure that we are reaching growth in traffic YOY. 

	1_2: Spending less money on ad budget 
Higher quality traffic 
Quality leads over quantity leads 
More car sales 
Ultimately higher ROI (because of less ad spend)
Building our customer database to retarget and remarket  
Website visitors - get more organic traffic so that we spend less money on paid traffic 
	1_3: Spending more ad dollars 
Less quality traffic
Fewer car sales
Reduced ROI for the marketing department
Stale or outdated marketing plan and database
Not capturing the complete audience in Fresno County 
Not being innovative or competitive in our local market 
	When will you start: October 1st, 2023 to December 31st, 2023 - 4th Quater
	1_6: Utilizing tracking methods such as Google Analytics, Google Ads, and sales attribution platforms such as Attributely and Clairvoy. 
We will check these metrics on a weekly and monthly basis to ensure growth. 
Another challenge is the new GA4 platform which has been known to not track correctly so far, so we will also streamline that process as well. 
	1_8: On a weekly and monthly basis - tracking metrics through Google and attribution platforms. 
Streamline and audit our organic search campaigns and make sure SEO is performing well in comparison to market standards 
Find ways to spend fewer ad dollars while maximizing performance - for example, utilizing Facebook ads over Google ads. 
Learning ways to develop skills so that we may deploy marketing strategies in-house - for example, creating and deploying dynamic emails in-house. This would allow us to save money on vendors as well as deploy on our preferred schedule. 
The marketing team (Erica, Daisee, and myself) and the BDC manager (Brian) must work together to monitor traffic and leads each week. We will make budget and campaign adjustments based on weekly results. 

	1_9: The launch of the new GA4 platform is difficult to decipher easily. 
We don't want to cut too much and interrupt what was already working. We want to be strategic in any changes we decide to make. 
If we streamline our marketing strategies too much, we run the risk of cutting off too much traffic and losing car sales/service ROs. 

	1_11: Make changes slowly and track those changes closely and often. 
Make easily reversible changes if we fall off a cliff one week.
Be strategic about what traffic we drive. We want more quality traffic over a higher amount of traffic. 
Work closely with the other department managers to see which strategies work. 


