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What is a 20 Group?

* A “peer group”
e 20-23 dealers who meet 3-4 times a year

— Same brand

— Same size

e Geographically and competitively separated




Why Belong to a 20 Group?

e Peer-to-peer review

e Financial review

— Benchmarking
— Guide
— Potential vs. today

e 19 fellow dealers who want
to help!







Business and Cash Flow

Top 10 Asset Review Dealer:
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Business and Cash Flow

e Strict Budgeting:
— Advertising

Digital Advertising
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Business and Cash Flow

e Strict Budgeting:

— Advertising
—ROI for digital ad spend




Business and Cash Flow

Monitoring Used Car Values?

* Do you know every used car?

e |sthere water?

e |sthere aplan?

Trade-In & Appraisel Study

Dealership Name Code
Report the number of sales and trade-ins made in December New Used TOTAL
Total number of Vehicle Retail Sales and Leases 0
Total Trade-ins on Sales/Leases & Purchases of Leases* 0
Trade Efficiency Percentage: Trades divided by Sales #DIV/0! [#DIV/0! "#DIV/0!

*For this study, include as trade-ins all off lease units purchased incidental with a customer re-leasing from you

Report the number of appraisels and trades made in March New Used TOTAL
# of appraisals you made for prospective customers 0
Total trade-ins on Sales/leases & purchases of leases 0
Look-te-bock percentage: trades divided by appraisals #DIV/O! [ #DIV/Q! [ #DIV/0O!

Used Inventory Analysis on:
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Days in Inventory

Number of Units

Total $ Value

% Units | % $

Dollar$ per Unit

0 - 30 Days

31 - 80 Days

61 - 90 Days

91 - 120 Days

0% 0%

$0

121 Days and over

0% 0%

$0

Total

Average Days Age per Unit

My 20 Oldest Units Are:

% of Units Over 30 Days |

Year Make

Days in

Model | Stock

Inventory Value

Wholesale Value
($MMR)

Today's
Sale

Source*| Price







Protecting Your Employees

 What is your protection plan?

— NADA Driven Guide
— Pages 1-8
e Read and sign

— Adapt, amend, publish your preparedness plan
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Protecting Your Employees

 What is your protection plan?
— CDC Guide
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Protecting Your Employees

 What is your protection plan?

—Return to work letter
* Hourly
e Salary
e Bonus
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Protecting Your Employees

 What is your compensation plan?
— Employee pay plan

e |n writing!
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Protecting Your Employees

e Looking for new talent

— Many furloughed workers give you a bigger pool of potential employees to dray from
e Search job specific
e Search ‘Management Trainee’
e Search ‘Ready to Work’
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Marketing

« Remote selling
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Marketing

* Drive-by Car Show
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Marketing

“Tricked Out’ used cars

 Two teams of techs
—53,000 budget
—30 days to complete
—Creativity counts!

e Benefits
—Terrific energy
—Fun for all
—Front line ready used cars
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Marketing

Social media

eFacebook, Facebook, Facebook




Marketing

Social media

e It’s all about the connection

—Receipt of local business
—10% off service
—S$250 off vehicle purchase

—Local business ‘Shares’ their support
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Marketing

Over-communicate!

* Email blast
—“We’re open”
—“We’re being careful about you and your family”

e Social media

 Google My Business page
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Marketing

Social media

* Need used car inventory?




Marketing

Social media

* Need used car inventory?
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Marketing

IH

“Call me

“Hi. This is Tim from Hero Motors. I’'m calling just to see how
everyone is at home and if we can help in any way?”

e Sales team or BDC
—60 outbound calls a day
—30 connections
—6 appointments
—4 show
—3 sales
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Marketing

Save on video production cost
* Do you use a videographer?

e Shoot on your phone
—Freelance video editors
—Google ad builder app
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Marketing

Need service work?
e Recon all used cars

e Recalls
—Call all the owners on your recall galley list
—Service your brand vehicles at non-brand competition
—Recalls at Enterprise and other rental car lots
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Website Covid-19 Updates
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ACTION PLAN
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ASSESS PLAN IMPLEMENT EVALUATE

How will you use this information?
What steps will you take to ensure success?

Page 29
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