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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?

Note: We have two major GM wholesalers in our market and will not be investing to grow that
business so this is an alternative action plan.

Grow our parts counter accessory sales by capitalizing on My GM rewards points by
November 31st.

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

Addition accessory sales with reduced cost Stagnant counter sales
to the consumer.

lower gross on accessories
Reduced accessory discounts

Leaving free money on the table
Higher customer satisfaction

Reduce incorrectly ordered parts by the
sales staff.

When will you start? New

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

We will track our GM rewards usage utilizing GM's report. We are currently only claiming
rewards 21% of the time at delivery. We average 41 new units a month and are only claiming
$861 of free money. If we could move the 21% to 50% at delivery, we will add an additional
$1189 to our claims and increase sales/gross. The financial statement will help us track our
sales and we will review both counter accessory sales and GM reward usage in our weekly
doc meeting.

©2020 National Automobile Dealers Association. All Rights Reserved. 1



NADA ...
P

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

Our sales/parts staff is not taking enough advantage of free money offered by GM (My GM
rewards). The average customer receives around $100 when they purchase a new vehicle.
When our sales staff is claiming rewards, they are utilizing GM's Estore and the customer is
getting accessories for our lowest price. We will create a 10% off accessories coupon with a
spot for the customers current GM rewards balance. Our counter pricing is higher than our
Estore pricing so we will shut off salesperson access in Global connect to Estore. Pricing will
come directly from the parts counter at a higher GP%. If the customer is interested in buying
accessories at the time of sale, we will have sales staff walk the customers to the parts
counter to complete the purchase. Sales staff will be required to put a signed copy of the
coupon in every deal. It will ensure our staff is educating the customer about GM rewards

balances, improve sales/gross of accessories and improve customer satisfaction.

Potential Challenges?

Buy in from sales staff. They will all view it

as extra work without added compensation.

If the parts staff is overly busy wait times
could reduce CSI on new car deliveries.

Our counter people hate claiming rewards.
It can sometimes be very cumbersome.

Potential Solutions?

_It will take the sales staff less then 30
seconds to present the coupon to a
customer and write down their rewards
balance. They are already in the My GM
rewards system because they are required
to sign up every new car customer.

_Wait times could hurt time spent at
dealership question on survey but should
increase dealership walk portion and
overall satisfaction.

_Parts will eventually get more familiar with
the My GM rewards system and it will get
easier for them
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