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MOVING THE NEEDLE

1.Strategic Planning.
2.Process Management.
3.Benchmarking, and

4.Leadership.



MOVING THE NEEDLE - Strategic Planning
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TheMcKinsey Quarterly
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MOVING THE NEEDLE - Process Management

Operational Best Practices are the Single

Biggest Profit Differentiator and the biggest i
¢ component of potential profit !
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MOVING THE NEEDLE - Process Management

A PROCESS IS THE BRIDGE BETWEEN STRATEGY AND RESULTS.

“WITHOUT PROCESSES, SUCCESS IS ACCIDENTAL. WITH PROCESSES,
SUCCESS IS REPEATABLE.”

“THE TRUE COST OF POOR OR NO PROCESSES ISN'T INEFFICIENCY;

IT'S THE ENDLESS STREAM OF WORK THAT SHOULD NEVER HAVE
EXISTED IN THE FIRST PLACE.”
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MOVING THE NEEDLE - Use Of Artificial Intelligence

GPT-5.6: Frontier intelligence

Describe the edit you'd like t k i iti
T Describe the edit youd like to make - 4t seales with your ambition

'ﬁ Ask a follow-up

o
Copilot

¥ Claude

What would you like to create today?

Get started by describing the presentation, attach files, and continue editing in PowerPoint



MOVING THE NEEDLE - Benchmarking
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Benchmarking is a process of measuring the performance of a Company's

products, services, or processes against those of:
« Another business considered to be the best in the industry, aka “best in class,” or
* Acomposite of a number of similar businesses.

The point of benchmarking is to identify and implement opportunities for
process improvement at your own Dealership.
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Prerequisites for Successful Benchmarking Process:

Integrity, Respect & Trust.
. A“No Dickheads” Policy.
Open-mindedness & Willingness to Listen.

Responsibility to participate fully.
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MOVING THE NEEDLE - Benchmarking

Testamonials (Large Multi-Outlet Dealership):

“Itis a brilliant program, and | am glad to be part of it. Without this
benchmarking program, we would probably have been breaking even
and patting ourselves on the back, telling ourselves we were the good
operators and that everyone else must be doing it even tougher in this
environment.”

“Instead, we became aware that some dealerships were performing
far better than we were in the same environment. Rather than being
satisfied with our position, we worked hard to lift our business to the
level of those more profitable examples—and that has been working.”



MOVING THE NEEDLE - Benchmarking

Testamonials (Another Large Multi-Outlet Dealership):

“Simply knowing the Benchmarks matters, but real progress comes
from gaining feedback and insights beyond your usual ideas bucket. If
you keep doing what you have always done, you will keep getting the
same results. Itis critical to understand how you compare with others
otherwise, how do you know what ‘g¢ood’ actually looks like? Real
clarity comes from seeing where you stand relative to your peers.”

“Does benchmarking move the needle? Absolutely, especially when
you can learn from people who have already walked the path you are
on.”
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Management Training Programs

Benchmarking
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MOVING THE NEEDLE - Leadership

Effective Leadership:
* Balance operational discipline with the human side of the business.

* Build a culture in which every employee understands that the
customer relationship is the dealership’s most valuable asset.

* Needto be fluentin operational and financial KPls without ¢,
becoming overly transactional.

 Understand that data should inform decisions, not replace
judgment.



MOVING THE NEEDLE - Leadership

Effective Leadership:

Build a culturm':ds that the
customer relationship is the dealership’s most valuable asset.
Need to be fluent in operational and financial KPIs without
becoming overly transactional.

Understand that data should inform decisions, not replace
judgment.



MOVING THE NEEDLE - Leadership

Effective Leadership:
* Discipline to get things done.

* Vision that inspires and motivates action.
* Priority and clarity for the business and its people.

* The consistency required to keep moving the needle

"LEADERSHIP IS THE ENGINE OF SUSTAINABLE SUCCESS."
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“Modernising Business Processes”

Strategic Planning

Process Management

Benchmarking

Leadership



Al DOESN'T FIX BROKEN PROCESSES.
IT AMPLIFIES THEM.

Before you invest in Al tools, invest in understanding
how your dealership actually operates.

WITHOUT PROCESS CLARITY WITH PROCESS CLARITY

! _ PR Documented and
Inconsistent workflows = :
T standardized processes

e —/_) Knowledge captured
; 2 = and accessible

3 Consistent execution
ﬂ—) across the team

o e, @ Fewer errors, less rework,

Tribal knowledge
stays in people’s heads

Processes change
from person to person

Errors, delays

and rework better customer experience
Al has little to no Al has the context
context to work with to drive real results

@OCOOO

| doesn't magically fix broken processes. It amplifies whatever already exists. If your service workflow, parts
process, rental operations, inspections, or customer communication aren't documented and consistent, Al
will simply make those inconsistencies happen faster.

Before investing in the next Al tool, invest in understanding how your dealership actually operates.
Document the process. Capture the tribal knowledge. Standardize the workflow. Then let Al accelerate it.

The dealerships that win over the next five years won't necessarily be the ones with the most Al. They'll be
the ones that built a strong operational foundation first, then used Al to make every department smarter,
faster, and more consistent.
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