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Envision
When you close your eyes and envision your future, what do
you see? Your family? Dream vacation? Retirement? Or is it
all about professional accomplishment?
At the MRAA, we
envision a brighter future for marine retail. We envision
a new decade where our industry delivers a world class
buying and ownership experience. A day when manufacturers and
dealers solve problems together. A day when our industry
propels itself to the No. 1 choice in outdoor recreation.
And we envision our annual conference becoming an integral
part of bringing all of that to life. Today is the day that vision
takes shape — with the 43rd Annual MRAA Conference and Expo
reimagined as Dealer Week, where the very best and
brightest in marine retail gather to build that brighter future
together. Where the customer experience, like this reimagined event, becomes immersive. And memorable. And rewarding. But most importantly, impactful. It’s a lofty dream for sure,
but it is our mission.
We deliver on that mission with critical
tools, resources and educational opportunities that will engage,
energize and empower you to reach your goals. So,
no matter how you define success, the future you
envision is the future we envision. Let’s get started.

What does Discover Boating do for you?
Gets the Word Out. The Discover Boating national consumer campaign engages
likely boat buyers in places most brands don’t advertise. We have the resources to
run social media, influencer, and digital marketing campaigns that deliver reach and
impact individual companies alone cannot duplicate.

We Sell Boating.
So You Can Sell More Boats.
Discover Boating welcomes new boaters to the water. It works to ensure a
bright future for recreational boating by growing the market for boating.
The national consumer campaign casts a wide net to reach new consumers,
diversify the market, motivate first-time boat buyers, and create demand
that ultimately delivers boat buyers to your showroom.

Keeping a Good Thing Going. New boat sales have been up every year since
2012—and to maintain that momentum, the industry must expand its reach to new
audiences. Discover Boating outreach efforts target younger, multi-cultural and
ethnically diverse demographic groups that represent the future of boating.
Connects Your Brand with Buyers. Discover Boating helps put your brand(s) in
the running when buying decisions are made. While consumers today research
purchases online first—70% of a buyer’s decision is made before entering a
showroom—most sales are finalized at a dealership. Discover Boating websites
have delivered 2 million prospects to boat brand websites—which drives buyers
to their local dealership.
GrowBoating.org

DiscoverBoating.com

Float Plan What Is It?
The U.S. Coast Guard defines a Float Plan as a written
statement of the details of an intended voyage; a
document that specifically describes the vessel,
equipment, crew, and itinerary of a planned voyage.
This Dealer Week Float Plan wasn’t built for the journey
you’ll take at this event, though it may prove to be a
useful resource during the show. The true “why” behind
it – and everything MRAA does to serve you and the
marine industry – is to support the brighter future you
work toward every day in your dealership.
In other words, it’s for the voyage of improvement and
growth you’ll take when you return home. If Dealer
Week lives up to its purpose, you will leave the event not
only better prepared to reach the destinations you had
in mind when you arrived, but also having discovered a
number of new destinations, armed with the processes,
checklists, data, templates and resources to begin
traveling toward them.
The Float Plan contains much of what you’ll want and
need as you start to use what you’ve learned at Dealer
Week to move the needle in your dealership. Each
of our expert trainers has included a tool to help you
implement what you learn. But much of the value of this
book will be from your own notes and ideas, captured in
the following pages.
When it’s time to plot a course to that brighter future,
you’ll know exactly where to turn to get started.
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Dealer Week What Is It?
Now you know what a Float Plan is ... but what is
this event, anyway?
The MRAA has been hosting dealer-focused
education, networking and exhibits for four
decades, so it’s easy to forget that this is
everyone’s first time at Dealer Week.
So, what’s new? In simple terms, this year’s
conference and expo was updated to incorporate
the latest in education and event design.
The purpose? To provide you and your team with
the connections, insight, tools, products, services
and resources to reach that future you envision for
yourselves and for your business.
At its heart is dealer education designed to help
retailers fine-tune their operations, employee
development and customer experience. It includes
a keynote, breakouts, workshops, networking
opportunities, an expo hall filled with business
solutions, and much more.
A Quick Overview of Dealer Week 2019
Now that you’re here, you can see for yourself: The
MRAA Conference & Expo has a new location, right
on the water. It offers a new format, new events
and new people. There’s a lot that has changed.
Then again, there’s a lot that will be familiar.
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How did we decide what to change and what to keep the same? MRAA asked
dealers and partners from throughout the industry a simple question: How
could the Association best fuel the success of the marine industry?
The consensus was that when dealers succeed, the industry succeeds. As a
result, we’ve focused on creating the most valuable experience possible to
dealer attendees. This year’s event includes the following new features:
A Field Trip
Led by leading industry trainer Valerie Ziebron, this year’s field trip
will take Dealer Week attendees on a Sunday tour of three Tampaarea businesses that exemplify great operations, employee relations
and customer experience. They are: 1) Amalie Arena, home of the
NHL’s Tampa Bay Lightning; 2) The Columbia, the oldest continuously
operated restaurant in Florida, the oldest Spanish restaurant in
the United States and one of the largest restaurants in the world;
3) Lazydays RV, which operates the world’s largest recreational
dealership on 126 acres outside Tampa.
Education Hosts and Pathways
Three of the top trainers in the marine industry will serve as hosts for
Dealer Week’s Education Pathway sessions, which run throughout
the event. They are: Sam Dantzler, Wheelhouse College, hosting the
Customer Pathway; Jim Million, Million Learning, hosting the Employee
Pathway; and David Spader, Spader Business Management, hosting
the Dealership Pathway. These leading industry trainers will guide
attendees through sessions from a range of experts, ensuring that
the education works together to build toward dealers’ goals for
themselves, their team, their customers and their business.
The 10x10 Series
Sometimes shorter is better. Scheduled in and among all the other
education, Dealer Week will include 10 high-impact, 10-minute
talks featuring leaders from inside and outside the industry. Each
presentation will share new data, insight or experiences; what it might
mean to marine retailers; and a challenge for dealers to take action.
Roundtable Discussions
With top dealers and industry partners in attendance, there’s a lot of
brain power in the Dealer Week audience. In addition, the research
into how the brain learns suggests taking time to reflect on what
you’re learning and how it matches up with your experience is critical.
Those are the ideas behind the roundtable discussions included as
part of every Pathway session. We’re creating more opportunity
for dealer-to-dealer and partner-to-dealer learning and activities to
accelerate the learning process.
Workshops
In an effort to make its education more effective, Dealer Week
is flipping the timing of its highly-rated workshops, which have
traditionally been held before the conference. Now, workshops will
take place after the other educational sessions, allowing attendees to
put into practice in the workshops what they have learned throughout
the event. Not only that, because workshops are the kind of education
that get dealers closest to the results they’re aiming for, they are now
included in the price of admission.
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The MRAA Solutions Center Stage
Soundings Trade Only will host a live broadcast from the MRAA
Solutions Center on the Expo Floor at Dealer Week, featuring
interviews with speakers and industry leaders.
The Learning Lounge
Also within the MRAA Solutions Center will reside an expanded
Learning Lounge. In this space, speakers will be available for free
15-minute, one-on-one consulting sessions, alongside a wall of
information on the training and education opportunities available to
attendees.
The Awards Luncheon
The MRAA and MRAA Educational Foundation will honor and
provide scholarships to a variety of exceptional industry members at
this luncheon, including the 2019 Great Dealerships to Work For, the
MRAA Lifetime Achievement Award, the Darlene Briggs Woman of
the Year Award and more. All attendees are invited to attend.
An Industry Celebration
Dealer Week provides an opportunity to learn, but it is also a time
to celebrate everything the marine industry accomplished in 2019.
On Dec. 10 at 8 p.m., Dealer Week will host an Industry Celebration
on the Tampa Riverwalk, featuring food, drinks and “Sounds of the
Night” made possible by Kicker Marine Audio.
Unparalleled Industry Support
A dozen industry-leading companies have signed on for threeyear commitments as Strategic Partners with a pledge to help
MRAA deliver solutions to dealers. In addition, 10 MRAA Education
Champions support the organization’s educational mission
throughout the year as well as at Dealer Week. Finally, the event is
supported by more than a dozen marine trade association co-hosts
and more than 100 exhibitors.
What else is happening?
Dealer Week education will kick off with the Opening Ceremony, including
Vince Poscente, best-selling author and former Olympic competitor, who
will deliver the event’s opening keynote.
After that, attendees will have a chance to check out the largest exhibit hall
in MRAA conference history. And soon thereafter, the core three tracks of
concurrent education – our Education Pathways – begin.
Of course, Dealer Week will include the same quality, highly-rated
educational content for dealership owners, managers and key employees
that has defined previous MRAA conferences. Topics for the event were
selected based on the biggest pain points and areas of opportunity that
dealers shared with MRAA in 2019.
To cap off the three days of connections, learning and expo, we’ll have
a high-energy, inspiration- and information-packed Closing Ceremony –
including three 10x10 sessions by a surprise guest speaker who promises to
be unforgettable.
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HOW TO USE THIS WEEK
TO IMPROVE YOUR BUSINESS
Any effort you make to develop yourself or your team will inevitably have a positive impact.
If nothing else, it will demonstrate that you, as an owner or manager, care about continuous
improvement and the growth of your team, and that you’re willing to invest in their
development, even if that’s just an investment of time.
However, our goal is to help you generate the highest return possible on your investment
in training and education here at Dealer Week and in general. Here are some strategies
recommended by experts on how the brain learns.
Hold onto what is being taught
Research shows us that people usually forget 90 percent of what they learn in a class within
30 days. And the majority of this forgetting occurs within the first few hours after class.
The typical human brain can hold about seven new pieces of information for less than 30
seconds, writes John Medina in his book “Brain Rules.” If something doesn’t happen in that
short stretch of time, the information becomes lost. It’s like a video tape that gets recorded
over with new information.
To extend that 30 seconds to a few minutes or even an hour or two, you need to consistently
re-expose yourself to that information, he suggests. That’s what keeps things in working
memory.
Think about the stereotype of the student cramming for a test. They might pull an allnighter, repeating and repeating what they need to know for the test right up until they walk
into the classroom.
But our goal here has nothing to do with a test, unless the test is real-life success in your
dealership. And in order for that to occur, our goal should be for the most important
information you and your team take away from your training and education to be stored
in long-term memory. Believe it or not, the process of fixing something you learned
permanently in your memory can take years of repetition.
So, how can you ensure that you and your team don’t forget the most critical pieces of
what you learn?
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Take notes in your Float Plan. The process of writing down the key phrases
and ideas that provide you with the biggest opportunities for improvement
is one form of repetition that can help your brain retain what you’re learning.
However, as soon as taking notes detracts from your ability to pay attention to the
presenter, you start losing benefit, so less is often more. Handouts and slides from the
education are often available for free, and video recordings of the courses (including
slides and handouts) are available to you and your entire team at a low cost as part of
your dealership’s Silver or Gold Membership.

02
03

Think and talk about it. During dealer-to-dealer roundtables and breaks in
training, turn to the person next to you and discuss what you learned. Or get
together with your team after each session or each day to download the key
takeaways of your training.
Learn as a group. When a dealership brings a group of people to an
educational event like Dealer Week, it’s tempting to split up with each person
participating in a different pathway or track of education. However, that isn’t
always the best strategy if your goal is to achieve positive results. The change that is
required to move the dealership performance needle typically requires buy-in from a
number of different people and departments. Because of that, it can often be beneficial
to have multiple team members attending the same educational session together. That
way, each person on the team has a chance to hear the message and contribute to
brainstorming around how your business might put what you all learned to work to drive
improvement. That’s the thinking behind the concept of organizational learning.
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Make a connection between what you’re learning and real-life examples.
The more personal the examples, the better. When you and your team
members can connect what you’re learning with experiences and knowledge
you already have stored in your brain, you’re more likely to retain it.
Space out your repetition. Cramming works great if it’s only important
that you remember something for a short period of time. But if you want to
hold onto it for the long haul, space out your repetition. Once you get back
to your dealership, schedule a once-a-week practice of a new key process or strategy.
Research shows that such repetition is needed even years after you’ve supposedly
learned something “for good.” That’s why it can be so valuable to attend training and
education on topics that you “know.” The best and most experienced of us still have
room for improvement in carrying out our daily, weekly and monthly responsibilities.
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The more elaborate and in-depth this practice is, the better. For example,
you tend to retain more when a learning experience involves more senses,
such as seeing, hearing and touching. That’s why an audio recording is good,
but a video is even better. And a course that involves not just video, but also activities,
tests and homework is even more effective. Research suggests that if information is
presented orally, people remember about 10 percent 72 hours after exposure. Add a
picture and that percentage goes up to 65 percent.
Of all of those senses, your vision is the most powerful. Visual processing actually takes
up about half of everything your brain does. And in the visual realm, pictures or video
provide much more input to your brain than text. If you can see something, it’s much
more powerful and likely to be retained than simply reading about it. That’s one reason
we added a Field Trip to Dealer Week 2019.
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APPLY TRAINING
IN THE DEALERSHIP
When researchers Michael M. Lombardo and Robert W. Eichinger studied the learning that
takes place among working adults, they found that only 10 percent occurs through formal
training and educational courses.
Another 20 percent comes from coaching, mentoring and other workplace interactions,
while the largest share – 70 percent – is based on real-life, hands-on experiences, according
to their 1996 book, “The Career Architect Development Planner.”
So, what does this mean for you in your dealership? Well, we think it underlines a few key
ideas:
1.

The power of leadership. As a member of your dealership’s leadership team, you
have the ability to influence whether your team puts what they’re learning to work
or not. It doesn’t matter whether that learning comes from formal educational
opportunities (books, webinars, classes, etc.) or from their experience on the job.
When you encourage them and ultimately hold them accountable for applying that
knowledge, the likelihood they will put it to work goes up dramatically.

2.

Formal education as a beginning. If you’re someone who enjoys learning, you may
not care whether the education you participate in has direct application to your dayto-day life. But as a dealership owner or manager, your top priority when it comes
to training and education – your own or that of your employees – is applying it on
the job to improve performance. Formal education can jump-start this improvement,
when properly positioned by leadership. For example, some dealers:
a. Use training as a tool in performance reviews to either help the employee
improve in an area of weakness or help them develop toward a career goal,
such as being promoted into a new position;
b. Ask their employees to set goals for the improvement they expect to see
as a result of the training beforehand and then track their performance
afterward (Hint: This is the idea behind the Commitment to Improvement
forms we offer you);
c. Require employees who receive training to train the rest of the team on
what they learned and how to apply it.

3.

The benefits of a continuous improvement culture. When your team is consistently
encouraged, recognized for and perhaps even incentivized for finding and pursuing
opportunities to improve themselves, their work and the dealership, then they will
be much more likely to seek out ways to apply all that they learn, inside and outside
the dealership.

Set goals and develop a plan to achieve them
Setting aside time to focus on dealership improvement is like putting money into a savings
account. It’s easy to overlook when things are good, and can be even easier to ignore when
times are tough. But the investment adds up and will eventually pay off in a big way.
The good news is that an effective training plan is not difficult to create and having one will
allow your business to maximize the returns it receives from investing in this important work.
With your plan in place, the value that training provides will become much clearer, the rough
patches your dealership endures will be smoother, and the good times even better.
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MY EDUCATION PATHWAY GOALS
When there are multiple learning opportunities to choose from, it can be tough to decide
which path to take. Consider the short- and long-term goals you’ve identified for the
company’s employees, departments and the dealership at large. Each education session at
Dealer Week was designed with specific learning objectives.
Circle the sessions you plan to attend. Then, take a look at the learning objectives and write
down what you hope to learn from each session. (The page number where each session’s
learning objectives appear in the Float Plan are listed in parenthesis following the title.)

1

2

Session I will
attend

What I hope to
take from it

MONDAY, 1-2 P.M.

“Create a Culture That Delivers” with
Tony Gonzalez, Garage Composites
(pg. 23)
“Stop Letting Data Get Between You
and the Customer” with Sam Dantzler,
Wheelhouse College (pg. 37)
“Go For No” with Richard Fenton &
Andrea Waltz, Courage Crafters (pg. 51)

TUESDAY, 8:30-10 A.M.
“F&I: Does That Stand for Fairies and
Imps? ... No, The Money Is Real” with DJ
Stringer, Garage Composites (pg. 26)
“Reducing Repair Cycle Time” with
Valerie Ziebron, VRZ Consulting, & Carrie
Stacey, Carrie Stacey & Co. (pg. 40)
“Intrapreneurship: Developing Early
Adopters & Harnessing Innovation
in Your Company” with Samantha
Cunningham Zawilinski, Portratz Partners
Advertising (pg. 54)
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MY EDUCATION PATHWAY GOALS
1

2

Session I will
attend

What I hope to
take from it

TUESDAY, 1:45-3:15 P.M.

“Ease the Pain of Seasonality Through
Better Processes” with David Foco, A
World of Training (pg. 27)
“Texting Customers: Do’s, Don’ts, and
How to Make It A Win-Win” with Bob
McCann, MRAA, & Graham Anderson,
Kenect (pg. 41)
“Developing Your Personal Brand” with
Allison Chaney, Boot Camp Digital (pg. 55)
TUESDAY, 4:15-5:45 P.M.
“How to Hold Your Digital Accountable”
with Rich DeLancey, Dealership Toolkit
(pg. 28)
“Let’s Play Detective and Solve a
Mystery: The Customer” with DJ
Stringer, Garage Composites (pg. 42)
“The Managing Me Workshop” with Art
Hill, University of Minnesota (pg. 57)
WEDNESDAY, 9-11 A.M.

“The Agile Dealership: Confidently
Responding to Change & the Unknown”
with David Spader, Spader Business
Management (pg. 30)
“Supercharge Your Customer
Experience” with Theresa Syer, Syer
Hospitality Group (pg. 45)
“Telling Ain’t Training” with Jim Million,
Million Learning (pg. 58)
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The guide to the show.
On your phone.
Download the Dealer Week app!

Step 1: Download the app in the Google Play Store or Apple App store by
searching “Dealer Week.”

Step 2: Tap the “My Planner” tab where you’ll be prompted to log in. Use the

email associated with your registration. Your password is in your confirmation email
OR you can hit “forgot password” to create a new password.

Step 3:

Once logged in, you can post, add sessions and events to your own
personal “my planner,” and receive notifications about the latest happenings at
Dealer Week, including prize packages. Don’t miss out!
Questions? Find an MRAA staff person or email katie@mraa.com.

Envision
MONDAY
8:00 am
9:00 am

11:00 am
Noon
1:00 pm

3:45 pm

MONDAY

4:00 pm

4:30 pm
6:30 pm
6:30 pm
7:00 pm
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DECEMBER 9
Registration Opens
Opening Ceremony
Three 10x10 Presentations
•
Results Through Learning,
Bill Yeargin
•
Crack the Affordability Code,
Phil Smoker
•
Boat Prices and the Internet,
Dr. Thom Dammrich
Keynote Presentation
•
Learning to Thrive in the Age of
Speed, Vince Poscente
Expo Hall Opens
Lunch in Expo Hall
Education Pathways (90 min.)
•
The Dealership: Create a Culture
That Delivers, Tony Gonzalez
•
The Customer: Stop Letting
Data Get Between You and the
Customer, Sam Dantzler
•
The Employee: Go For No,
Richard Fenton & Andrea Waltz
10x10 Series Continues in Classrooms
•
The Dealership: Create More
Boaters, Cecil Cohn
•
The Customer: Teaching & Selling,
Sean Horsfall
•
The Employee: Recruit for
Tomorrow, Wendy Mackie
Education Pathways (30 min.)
•
The Dealership: Succession
Planning, Carrie Stacey
•
The Customer: Segmenting
Customer Data, Kevin Zoodsma
•
The Employee: Combating a
Local Tech Shortage, Eric Smith
Networking Reception in Expo Hall
Expo Hall Closes
BoatPAC Event
Young Professionals Event

TUESDAY
6:30 am
7:30 am
8:00 am
8:30am

11:30 am
11:30 am

1:00 pm
1:45 pm

4:15 pm

6:30 pm
8:00 pm

DECEMBER 10
Optional Fun Run on the Tampa Riverwalk
Registration Opens
Expo Hall Opens
Education Pathways (90 min.)
•
The Dealership: F&I: Does That Stand
for Fairies and Imps? ... No, The Money
Is Real, DJ Stringer
•
The Customer: Reducing Repair Cycle
Time, Valerie Ziebron & Carrie Stacey
•
The Employee: Intrapreneurship:
Developing Early Adopters &
Harnessing Innovation in Your
Company, Samantha
Cunningham Zawilinski
Expo Hall Closes
MRAA Awards Luncheon in Ballroom
10x10 Series Continues in Ballroom
•
Prepared for Change?,
Bruce Van Wagoner
Expo Hall Opens
Education Pathways (90 min.)
•
The Dealership: Ease the Pain of
Seasonality Through Better Processes,
David Foco
•
The Customer: Texting Customers: Do’s,
Don’ts, and How to Make It A Win-Win,
Bob McCann & Graham Anderson
•
The Employee: Developing Your
Personal Brand, Allison Chaney
Education Pathways (90 min.)
•
The Dealership: How to Hold Your
Digital Accountable, Rich DeLancey
•
The Customer: Let’s Play Detective and
Solve a Mystery: The Customer,
DJ Stringer
•
The Employee: The Managing Me
Workshop, Art Hill
Expo Hall Closes
Dealer Week Industry Celebration
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TUESDAY

Envision

Envision
WEDNESDAY
8:00 am
8:30 am
9:00 am

Noon
Noon

WEDNESDAY

1:30 pm
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DECEMBER 11
Registration Opens
Expo Hall Opens
Educational Workshops (120 min.)
•
The Dealership: The Agile
Dealership: Confidently
Responding to Change & the
Unknown, David Spader
•
The Customer: Supercharge Your
Customer Experience, Theresa Syer
•
The Employee: Telling Ain’t
Training, Jim Million
Expo Hall Closes
Closing Ceremony
10x10 Series Concludes
•
Special Guest and Surprise
Presentation
Dealer Week Concludes
Go implement what you learned!

WHY DO YOU NEED THE FISHING
LICENSE & BOAT REGISTRATION
PLUGIN ON YOUR WEBSITE?

Increase sales
Help increase # of anglers & trips
Position your business as a trusted resource
Reduce barriers to participation
Help move the industry closer to 60 in 60

LEARN MORE
WWW.TAKEMEFISHING.ORG/WEBSITEPLUGIN

Vince Poscente

Opening Keynote

Learn to Thrive in the Age of Speed
Marine retailing has never changed faster than it’s changing
today. Your challenge is not only to keep up, but to keep your
team focused on the goals and strategies that will enable
them to thrive. That’s where Vince Poscente comes in.
The New York Times bestselling author, Olympic competitor
and award-winning salesperson will deliver a wildly entertaining, thought-provoking and substantive keynote on how marine dealership owners, managers and their teams can flourish
in an often unpredictable and highly competitive landscape.
Vince will share the remarkable formula for driving behavior
change in yourself and your team that he used to transform
himself from recreational skier to Olympic athlete in just four
years.
He’ll show you how to achieve:
•
•
•

Alignment by creating emotional buzz;
Agility by doing what other high performers are not
willing to do;
And Aerodynamics by eliminating drag.
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KEYNOTE

IMPLEMENTATION TOOL

1. ALIGNMENT
List off your:
DEFINING MOMENTS

DECISION AT THAT TIME

___________________________

_______________________________

___________________________

_______________________________

___________________________

_______________________________

___________________________

_______________________________

___________________________

_______________________________

We are all “creatures of decision-making habits.” What decisions above are habits that don’t
serve you anymore?
2. AGILITY
What is your “emotional buzz” statement? (ie “I provide family experiences that last a
lifetime.”) This will be your Gold Dot trigger statement.
____________________________________________________________________________
____________________________________________________________________________
The “excellence mindset” is a philosophy Vince used, “Do what the competition is not
willing to do.” In your case, as a Dealer Owner or Manager, what are the things other “high
performers” aren’t willing to do? (HINT: Those are the things you’re not willing to do either.)
List off ideas where you can LIVE the excellence mindset:
____________________________________________________________________________
____________________________________________________________________________
3. AERODYNAMICS (AKA ACCOUNTABILITY)
You will not succeed in the Age of Speed until you become the “Steward of Your Own Time.”
List off ways you are dragging yourself back or limiting your effectiveness on a daily basis.
Micro Drag in Your Life (examples of how you waste time include “interruptions” and
“multitasking”)
____________________________________________________________________________
____________________________________________________________________________
Macro Drag in Your Life (examples of thing that increase fear or decrease confidence)
____________________________________________________________________________
____________________________________________________________________________
Will you hang onto those things or let them go and refocus on your Gold Dot?
Keep It or Let Go and Refocus
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malibuboats.com

axiswake.com

FOUR ICONIC BRANDS, ONE GREAT COMPANY

cobaltboats.com
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pursuitboats.com/

Envision
Your Dealership

This Pathway is made possible by:
Barletta Pontoon Boats through the Bill and Kristin Fenech Foundation

Tony Gonzalez
Learning Objectives:
• Be able to define the essential components of a
positive, sustainable culture
• Understand the connection between culture and behavior
• Be able to evaluate your dealership’s current culture
• Know how to use the results of the evaluation to align your
operations with your values, purpose and passion

Carrie Stacey

Your Dealership

Envision

Create a Culture That Delivers

Dealer Case Study: Succession Planning
Description:
David Spader will interview Carrie Stacey, who has
owned two powersports dealerships and has worked
within both marine and RV dealerships as well, about
topics including succession planning, the recent sale
of her dealership, business valuations, and more.
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This Pathway is made possible by:

DJ Stringer
Learning Objectives:
• Define the profit that a structured F&I department
process should produce
• Understand the basic structure of a good F&I
department, including: Staffing, Products,
Performance Measures
• Know how to measure the current health of your
F&I department
• Outline a structured F&I process for your store
regardless of the volume

David Foco

Your Dealership

Envision

F&I: Does That Stand for Fairies
and Imps? ... No, The Money Is Real

Ease the Pain of Seasonality Through
Better Processes
Learning Objectives:
• Pick up strategies to maximize business during
seasonal slow-downs
• Understand how to implement better processes
and the steps to train your staff on them
• Identify what employees should be involved and
the communication needed between departments
to carry out these processes

21
This Pathway is made possible by:

Rich Delancey
Learning Objectives:
• Know what digital data to collect and how to collect it
• Understand how to use that data to evaluate your digital
performance
• Identify strategies to improve the number of leads your
digital generates

David Spader

Your Dealership

Envision

How to Hold Your Digital Accountable

The Agile Dealership:
Confidently Responding to Change
& the Unknown
Learning Objectives:
• Share the characteristics of the Agile Leader
• Identify the 6 Concerns Employees have during Change
• Know the key People Indicators and Economic Indicators
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This Pathway is made possible by:

SESSION 1

IMPLEMENTATION TOOL

Create a Culture that Delivers

1.
2.

3.
4.
1.
2.

3.
4.
1.
2.

3.
4.
1.
2.

3.
1.
2.
1.
2.

3.
4.

Steps to Develop a New Culture
1.
__________________________________

4.
_______________________________

2.
__________________________________

5.
_________________________________

3.
__________________________________

6.
_________________________________

1. A set of shared _______________, ___________, _____________ and practices
that characterize an institution or organization.
2. If culture is _______________, _____________ will develop on its own.
3. Development of culture is a ___________, _____________, and ____________
takeover.
4. _________________ is what manages your dealership in your ______________.
5. Culture is a battle of casting ________________ and casting
_________________.
6. If you are not constantly casting a light, leaders that cast shadows will set your
culture.

NOTES:
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Create a Culture That Delivers

Tony Gonzalez, Garage Composites

60 Years of
Innovation
Stemming from
Volvo Penta
Aquamatic
Sterndrive.

coming soon:

self
docking

2019

silent
shift
2019

Outboard
Integration
2018

Easy
Connect

2013

Glass
Cockpit

2016

Easy
drain

2006

Joystick
Control

2015

Forward
Drive

2005

IPS

1982

Duoprop
1959

Sterndrive
Launched

Volvo Penta has brought to market a long line of industry firsts
since the revolutionary Aquamatic Sterndrive launch in 1959.
volvopenta.us

Made to move you

2019_60_Years_of_Innovation_Float Plan_FINAL.indd 1

10/8/19 3:16 PM

CASE STUDY

IMPLEMENTATION TOOL

Succession Planning
Carrie Stacey, Carrie Stacey & Co.
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Succession Planning

NOTES:

SESSION 3

IMPLEMENTATION TOOL

F&I: Does That Stand for Fairies and Imps? ... No, The
Money Is Real
DJ Stringer, Garage Composites

Fairies and imps…F&I is not a fairy tale

F&I is not a Fairy Tale
The moral of the story: ______________________________________
The storyteller or the tribe: ___________________________________
Benefit:

F&I is Not a Fairy Tale

Stumbling block:

Campfire or castle: ____________________________________________
Benefit:

Stumbling block:

The F&I heroes: _________________________________________________
Benefit:

Stumbling block:

The math monster: ______________________________________________

NOTES:
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SESSION 4

IMPLEMENTATION TOOL

Ease the Pain of Seasonality Through Better Processes
David Foco, A World of Training
How and when do we educate and condition our customers for factory
recommended marine maintenance & parts accessories up-sells??

•
•
•
•
•
•
•
•

Day of Delivery — Salespeople, Service Advisor, Service Manager,
Delivery Coordinator
F&I Department — F&I Manager
Service Reservation/Appointment Process — Service Coordinator/
Receptionist or Service Advisor
Service Confirmation Process — Service Coordinator/Receptionist or
Service Advisor
Service Write-Up Process — Service Advisor, Shop Foreman,
Technicians, Service Manager
Service Active Delivery Process — Service Advisor
During the Winterization or De-Winterization Process — Service
Advisor, Technician, Shop Foreman
Parts/Accessories Walk — through Process-Parts & Accessories
Specialist

Marketing Opportunities:
•
•
•
•
•

Monthly Electronic Newsletters
Quarterly Email Video Blasts
Bi-Monthly Text Video Blasts
Monthly Website “Splash Page”
Monthly Facebook “Monthly Messages”

Material to Advertise:
1. Service Specials” Examples: Engine Maintenance, Boat Detailing, Shrink
Wrapping Specials, Pontoon Restoration & or Gelcoat & Paint Specials”
2. “Parts/Accessories Specials”
3. Specials for storage customers tied into our parts and service
departments
4. Winterization & De-Winterization Specials
5. “How to” service video’s
6. “New Product” video’s
7. Dealership/Marina personal notes, Employee Achievements,
Dealership/Manufacturer Awards, Watercraft Specials
Using the above methods with additional dealership news and “How to
videos” works the best when doing any advertising!!
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Ease the Pain of Seasonality

Processes & Personnel:

SESSION 5

IMPLEMENTATION TOOL

How to Hold Your Digital Accountable

Hold Your Digital Accountable

Rich DeLancey, Dealership Toolkit
Despite what you may have heard, the goal of digital marketing is simple: To
acquire leads for sales, service, parts … any and all revenue centers in your
dealership. Developing a gorgeous website, producing stunning videos and
posting social media content that gets shared across the Internet is great, if it
generates enough leads to be worth your time and money.

What data should I collect?

________________________________________________________________

________________________________________________________________

________________________________________________________________
How will I collect this data?

________________________________________________________________

________________________________________________________________

________________________________________________________________
How should I analyze it?

________________________________________________________________

________________________________________________________________

________________________________________________________________
Ultimately, how do I know if digital marketing is performing?

________________________________________________________________

________________________________________________________________

________________________________________________________________
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RINKER
BOATS
Pure Boating.
• EX Cruisers
• Cuddy Cabins
• Outboard &
Sterndrive
Sport Runabouts

STRIPER
BOATS
Big Water. Big Fish.
Striper Boats.
• Off Shore Fishing
• Walkarounds
• Center Consoles
• Dual Consoles

LARSON FX
BOATS
Fish. Ski. Live.
• Fiberglass Fishing
• Dual Consoles
• Tillers

POLARIS - SYRACUSE BOATS
Proudly Crafted in Syracuse, Indiana on Lake Wawasee

SESSION 6

IMPLEMENTATION TOOL

The Agile Dealership: Confidently Responding to Change
& the Unknown
David Spader, Spader Business Management
The highest performing dealerships are agile. They move quickly with, and/
or ahead of, the marketplace. The following process will help your dealership
prepare for, and capitalize on, the changing markets.

The Agile Dealership

Step I: Discovering
a.

Gather Information about Your Dealership’s key
_____________________ of agility and compare them to benchmarks

b.

Explore agility __________________

c.

Explore agility __________________

d.

Identify the __________________

Step II: Deciding & Prioritizing
a. Utilize the “F-I-T” prioritization to determine best Agility options:
•F
•I
•T
b. Identify the __________________ of for each possibility
c. Set __________________ to know when to take action

Phase III: Doing/Executing
a. Identify the __________________ available to implement your plan
b. Identify the __________________ to implementation
c. Set regular checkpoints
d. Determine _____________
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PUTTING MORE

GREEN
IN THE INDUSTRY

MAKE MORE MONEY AT
BOOTH31#513

We fuel dealer education.
Our partners make it possible.
THANK YOU EDUCATION CHAMPIONS

From all of us at the Marine Retailers Association of the
Americas, a sincere thank you to our Education Champions for
everything you do. You support the educational opportunities
for marine dealers year-round. Because of you, we are able to
provide dealers with the tools and resources to succeed.

Envision
Your Customers

This Pathway is made possible by:

Sam Dantzler
Learning Objectives:
• Know how to recognize your staff’s behavioral disconnects
between sales and marketing efforts FROM your data
• Practice a technique to help the customer define what they
want
• Understand how to maximize the opportunities you
currently have
• Rethink the team it takes to execute on what you need to do

Kevin Zoodsma

Your Customers

Envision

Stop Letting Data Get Between You and
the Customer

Dealer Case Study: Segmenting Customer
Data
Description:
If your dealership has started tracking data, that’s a good
first step, but are you actually using the data you have
about prospects and customers to drive decisions about
marketing, buying, etc.? Action Water Sports will share
insights about how they slice and dice (i.e., segment) their
prospect data.
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Valerie & Carrie
Learning Objectives:
• Know how to easily track cycle time for your shop
• Discover the common areas where work gets stalled – and
what to do to minimize these
• Uncover ways to fast-track a larger percentage of your
work orders

Bob & Graham

Your Customers

Envision

Reducing Repair Cycle Time

Texting Customers: Do’s, Don’ts, and How
to Make It A Win-Win
Learning Objectives:
• Discover how to use texting to improve the customer
experience
• See a sample texting policy for your employee handbook
• View sample scripts by department
• Understand texting etiquette (and legal) considerations
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DJ Stringer
Learning Objectives:
• Determine how to conduct an investigative customer
interview without awkwardness
• Understand how to approach different customer types and
identify their purchase motivations
• Discover how to perform role-play scenarios in the
dealership to continue improving the skill

Theresa Syer

Your Customers

Envision

Let’s Play Detective and Solve a
Mystery: The Customer

Supercharge Your Customer Experience
Learning Objectives:
• Define the customers’ emotional motivators, what drives
them to buy
• Understand the consistent actions required to elicit a
positive emotional response from your customer
• Identify Key Emotional Drivers that can shift the tide in
your direction
• Guide leadership on how to successfully implement &
execute the Key Emotional Drivers with employees
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SESSION 1

IMPLEMENTATION TOOL

Stop Letting Data Get Between You and the Customer
Sam Dantzler, Wheelhouse College
Outbound “Noise” Prioritizing (Rank your Top 5 in Order):
Digital Leads
Social Media Posts/Ads
Re-Targeting
Geo-Fencing
SEO/SEM

Pre-Owned Inventory Videos
Website Maintenance
Blogging
Influencers
Other #1
Other #2
Inbound “Noise” Prioritizing (Rank your Top 5 in Order):
CRM
Inbound Call Protocol
Email Inquiries
Follow Up Process
After Hours Automated Texts
Business Development Center
Email Campaigns
Newsletters
Other #1
Other #2
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Data and the Customer

Online Reviews

THAN K YO U R EGAL D EALE R S
We want to thank our wonderful network of dealers
worldwide for their unwavering support. Your commitment
and hard work are what have driven us these past 50 years
and into the next 50. We can’t wait to see what we will
accomplish together in the future.
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CASE STUDY

IMPLEMENTATION TOOL

Segmenting Customer Data
Kevin Zoodsma, Action Water Sports
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Segmenting Customer Data

NOTES:

SESSION 3

IMPLEMENTATION TOOL

Reducing Cycle Time

Reducing Repair Cycle Time

Valerie Ziebron, VRZ Consulting & Carrie Stacey, Carrie Stacy & Co.
What if you could get a larger percentage of your customer pay service
work done quicker?
•
Your customers would be happier.
•
You would have less lot congestion and damage.
•
The shop would run smoother and be more profitable.
Reality Check: How long is it averaging to get boats through service?
In the busiest season it could take as long as
The rest of the year it takes about
Thought Starters to Improve Repair Cycle Time
What could your shop do to prioritize quick service or easier jobs?

What could your shop do to diagnose boats earlier in the service process, so
we are not waiting on parts?

What could you do to get customers to pick up their boats and pay their
shop bills quicker?

What can we do to significantly reduce pulling techs off of jobs?

What are the areas where work is commonly getting stalled in your shop?

•
•
•
•

What can the service counter do to improve repair cycle time?
How can the parts counter improve having the right parts ready,
getting them proactively pulled and reducing the time it takes for
techs to get the parts?
How can we move boats in/out faster or have them proactively
staged?
How can we ensure we only have to wash boats once?

We can’t re-sell lost service time. That time could have gotten a customer
back on the water!
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SESSION 4

Texting Customers: Do’s, Don’ts, and How to Make It A
Win-Win
Bob McCann, MRAA, and Graham Anderson, Kenect

Break-In Rules
•
•
•

As a group, wordsmith the perfect script to personally ask a customer
for permission to text them.
You can create as many scripts as time permits.
Elect a spokesperson to share your best with the rest!

Break-In #1 Favorites

Break-In #2 Favorites
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Texting Customers: Do’s, Don’ts

IMPLEMENTATION TOOL

Solve the Mystery of the Customer

SESSION 5

IMPLEMENTATION TOOL

Let’s Play Detective and Solve a Mystery: The Customer
DJ Stringer, Garage Composites

The usual suspects:
The tough guy____________________________________________
The creeper______________________________________________
The blabber mouth________________________________________
The motive:
Crime of opportunity______________________________________
Crime of passion__________________________________________
Crime of ommision________________________________________
The method of prevention:
Surveillance______________________________________________
Rule
setting__________________________________________________
________________________________________________________
________________________________________________________
Increase the chances of being caught_________________________
________________________________________________________
________________________________________________________

42
This Pathway is made possible by:

WONDE R W

ISN’T
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D
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S
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AS

?

IF SO, THEN GET WITH THE TIMES.
A lot of Marine DMS providers claim they’re keeping you strong, but older features
and integrations can make them feel a little weaker. It’s hard to find new leads when
the technology doesn’t recognize that flexibility and agility are what keep businesses
moving forward. If you’re looking for a DMS that’s ready to pump you up, then schedule
a CDK Lightspeed ®EVO demo. We’ll provide a workout you won’t forget.

READY TO LEAVE THE PAST BEHIND?
Call 800.521.0309 or visit cdkglobal.com /marine

© 2019 CDK Global, LLC / CDK Global and Lightspeed are registered trademarks of CDK Global, LLC. 19-5254

As a Brunswick dealer, you have access
to valuable benefits designed to
Grow your business
Satisfy your customers
Support your employees
It’s free, available exclusively to you,
and it’s only a phone call away.
Call (877) 462-3884 to learn more.
Visit us in Booth #819 to learn
more about the Brunswick brands,
including Brunswick Dealer Advantage
and Boating Services Network!

This data is internal to Brunswick.

IMPLEMENTATION TOOL

Supercharge Your Customer Experience
Theresa Syer, Syer Hospitality Group Inc.

C

______________

A

____________

• Engage customers on a personal level.
• Share small talk about the weather, what brings them in compliment their boat/
clothing/purchase, etc.
• Respond to a comment they’ve shared, adding your personal sentiment, letting the
customer know you’re listening and enjoying casual conversation.

• Give customers immediate attention using the 10-ft./5-ft. policy, at 10 ft. make eye
contact, at 5 ft. smile, nod your head, tip your hat (any form of subtle
acknowledgment).
• et the customer know that you’re there and you’re available to assist if requested.

P

______________

T

______________

A
I
N

Share a warm greeting that’s in the moment “Good morning/afternoon/evening,”
opposed to “ i.”
Acknowledge everyone in the group (parents/kids/spouse etc).
Share a positive upbeat tone.
Ask how they’re doing or how their day is going and wait and comment on their
answer.

• Thank the customer at the end of each service interaction.
• Follow up with a sincere parting statement.
• Invite guest to return again, or say “ ope to see you again soon.”
• Respond to “Thanks” with “You’re welcome” or “ y pleasure.”
• Identify their e pressed or une pressed needs.
• ook for hidden cues.
• rovide proper options, solutions and/or suggest things they may not have reali ed
they needed or may need help with.
• Respond in a timely manner.
• Use positive words: absolutely, great, my pleasure, certainly, fabulous, awesome,
definitely, ama ing.
• Refrain from saying: no problem, I guess, sure, fine.
• Use energy and enthusiasm.
• e authentic, not fake.
• Use their name, if known.
• e genuine and use their name when appropriate.
• Create opportunities to learn their name, sometimes even by introducing yourself.
• You can reference their boat name for fun, such as “ ello r. ayliner.”

NOTES:
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Supercharge Your Customer Experience

SESSION 6

0
4

Celebrating 40 years of trusted marine industry journalism
Monthly magazine, Daily E-Newsletter, Website
More than 36,000 readers across the globe.
For your free subscription, please visit www.tradeonlytoday.com

NMMA turns activist with legislative efforts — Page 24 How fuel injection transformed boating — Page 63

CELEBRATING
®

40 YEARS


TRADEONLYTODAY.COM APRIL 2019 Vol. LVI, No. 10

March On
Washington
Boating advocacy heats up

Join us as we broadcast live from Dealer Week at the MRAA Solutions Center Stage
View the live broadcast via TradeOnlyToday.com

@TradeOnlyToday
Live streaming sponsored by

STAND #219
www.TradeOnlyToday.com

Envision

Your Employees

Richard & Andrea
Learning Objectives:
• Identify two models of “failure” and “success” and learn how
to adopt the more successful model
• Know how to apply a new way to look at “no”
• Discover how to apply a new way of setting goals
• Understand “persistence statistics” and how to apply them
to improve your results

Eric Smith

Your Employees

Envision

Go For No

Dealer Case Study: Combating a Local
Tech Shortage
Description:
The team at Colorado Boat Center has been creative
over the years in its approach to hiring in the service
department. Recently, for example, they’ve started a
new tech hiring process. Because they don’t have a lot
of trained techs in their area, they fly candidates out to
Colorado. Then they have them work in the shop as part
of a weeklong interview process. Afterward, they make a
decision on whether to hire that person.
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Samantha Cunningham Zawilinski

Learning Objectives:
• Identify and apply steps to create a culture of
intrapreneurship in your organization
• Understand how to employ specific principles that allow
individuals to become successful intrapreneurs
• Discover proven case studies of how intrapreneurs help
build a stronger more progressive business

Allison Chaney

Your Employees

Envision

Intrapreneurship: Developing Early
Adopters & Harnessing Innovation in
Your Company

Developing Your Personal Brand
Learning Objectives:
• Define your personal brand
• Understand resources to move toward implementation of
your brand
• Gain tactics to bring Your personal brand to life in everyday
activities and interactions
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Art Hill
Learning Objectives:
•Evaluate your personal productivity in all six Managing Me
skill areas
• Identify and apply one Managing Me principle to improve
your personal productivity and reduce stress
• Identify and apply one Managing Me principle to improve
your team productivity

Jim Million

Your Employees

Envision

The Managing Me Workshop

Telling Ain’t Training
Learning Objectives:
• Understand the basics of how to train, facilitate, instruct
and educate team members on any topic
• Discover how to take what you are learning back to your
dealership team and share it in a way that will be engaging
and informative
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SESSION 1

IMPLEMENTATION TOOL

Go For No
Richard Fenton & Andrea Waltz, Courage Crafters
7 Steps for implementing Go For No! into your dealership:
1.

Fear of rejection (hearing no) is one of the primary restraining forces that holds people
back from reaching their full sales potential. As such, dealers must have a culture
where everyone develops an empowering mindset around failure. The key is to use the
following NEW model. If you want to be more successful when selling to your
customers, understand that you move through failure and rejection to reach success.
YOU

ÆÆÆ

FAILURE

ÆÆÆ

SUCCESS

2. Apply the N.Q. strategy which is: the number of times you are willing to hear the word
“no” and keep going. Understand that yes and no are not opposites, they are opposite
sides of the same coin.
3. Dealers must add a new way of goal setting to their process. In addition to “Yes” goals
(such as sales volume or average dollar sale) you set for yourself and/or staff, also set
‘no’ goal. A NO Goal is the number of no’s you collect from customers while offering
products, services, etc. No goals are a behavior-based way to see if people are selling
to their full potential because they are focused on activity and not just results.
My Daily NO GOAL is: _____________
My Weekly NO GOAL is: _____________
Good managers reward people for their successes. Great managers congratulate
people when they demonstrate “success behaviors” even if those behaviors (like
getting a no) fail to achieve a successful result.
4. Change the emotional reaction to no. The goal should be to have YES/NO of an equal
emotional intensity. Adopt the SW SW SW SW mantra:
Some Will. Some Won’t. So What. Someone’s Waiting.

6. Develop a level of persistence. A no doesn't mean NEVER, no often means not yet.
Consider these selling statistics: 44% of all salespeople give up after hearing one
“no.” 22% more give up after hearing a second “no.” 14% more give up after the hearing a
third “no.” 12% more give up after the hearing a fourth “no” and yet 60% of all
customers say “no” 5 times before finally saying “yes.”
7. Remove the “selling stigma” and adopt a "to sell is to serve" mindset. Everyone must see
that selling can be a win-win, not something you are doing to people but something you
do for them. And this requires positive persistence and the willingness to hear no more
often.

NOTES:
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Go for No

5. Avoid making decisions for customers as to what they'll decide to do or spend. It’s easy
to limit what we show or offer assuming someone won’t say yes. Instead, make sure you
don’t limit what you offer, ask good questions and give the customer the opportunity to
decide for themselves.

THEBESTBOATBRANDS.COM

Our family-owned-and-operated company has a
long heritage of marine experience and outstanding
dealer support. Whether you love cruising, fishing or
watersports, Smoker Craft, Inc. offers the best brands
with the highest standards, proven by winning the CSI
Award in all three product segments. Most importantly,
we back our boats with an industry-leading warranty –
giving you peace of mind. It’s about providing the best
value on the water – from our family to yours.

IMPLEMENTATION TOOL

Combating a Local Tech Shortage
Eric Smith, Colorado Boat Center

NOTES:
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Combating a Local Tech Shortage

CASE STUDY

SESSION 3

IMPLEMENTATION TOOL

Intrapreneurship: Developing Early Adopters &
Harnessing Innovation in Your Company
Samantha Cunningham Zawilinski, Portratz Partners Advertising
Creating and Harnessing Intrapreneurship in Your Dealership
•
•
•
•
•
•
•
•
•
•
•
•
•
•

Encourage Innovation
Allow failure – nurture – optimize – execute again
Create a culture where ideas are never bad and always a building block
Share problems across your organization that must be solved
Identify self-starters
Create an open-door policy
Be open to trying new things and get out of your comfort zone
Remove micro-management styles
Understand what motivates your team members
Create an education corner, a knowledge share within
Identify those who embrace change
Evaluate and encourage those who have already improved a process,
sales strategy, etc.
Have brainstorming sessions with different departments
Commit to being a coach

Intrapreneurship

NOTES:
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IMPLEMENTATION TOOL

Developing Your Personal Brand
Allison Chaney, Boot Camp Digital

Step 1: Define Your Brand
You can’t build or manage a brand if you don’t know what it’s about.
•
What are your values?
•
What are your strengths?
•
In an ideal world, how would you want someone to describe you?
•
How do you want to be perceived by others?
•
What aspects of your personal life are you comfortable sharing?

Step 2: Build Your Brand
Use a variety of tools online to build a brand for yourself.
Tips
•
•
•
•
•
•
Tools
•
•
•
•
•

Be transparent – People can find the truth online.
Be consistent – Don’t try to build a brand position for yourself that
doesn’t fit with who you really are.
You are not always in control – Other people contribute to, and
control your brand too.
Assume everything is public – Even on sites with privacy settings,
assume everything you post is public.
Reserve your name – Everywhere! Include in your profile whether or
not you are active.

LinkedIn – Dedicate 15 minutes, 3 times a week to participate actively
and build your network.
Blogs – Create a blog to position yourself as a thought leader and to
control your presence online.
Google Profiles – Set up a Google Profile to claim your identity and
optimize for search
Facebook – Only post and allow things that you are comfortable with
being public.
Twitter – Ranks highly in search engines – be careful what you tweet
but don’t be afraid to be personal.

Step 3: Monitor Your Brand
•
•
•

Google alerts – Set up alerts with your name and twitter name.
Search – Periodically search your name.
Facebook – Monitor your privacy settings and what others are writing
on your wall.
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Developing Your Personal Brand

SESSION 4

SESSION 5

IMPLEMENTATION TOOL

The Managing Me Workshop

The Managing Me workshop teaches six skills: AIM, SORT, SELECT, DO,
BREAK, and REVIEW. The following questions are designed to help you
prepare for the workshop and share and implement what you learned.
AIM
• Do I know where I am going and how I am going to get there?
• Do I have a written life purpose statement?
• Do I have well-defined roles – and written purpose and goals for each
role?
• Do I schedule my calendar at least a week ahead?
• Do I schedule the important first and the difficult early?
SORT
• Do I use my goals to triage my inputs (ideas, emails, paper, etc.)?
• Do I use all seven filters (valuable, actionable, boundaries, margins, twominute rule, offloading, new project) when doing a sort?
• Do I need to say “no” more often to protect my boundaries and margins?
SELECT
• Do I
• Do I
• Do I
• Do I

use my goals to pick my next task from my tasklist and calendar?
allow the urgent to push out the important?
procrastinate? (Note: Procrastination is illogical delay.)
try to multitask too much or too little?

DO
•
•
•
•

perform my selected task with focus and disciplined use of tools?
focus on the task that I have selected – or do I get distracted?
focus on others when I am with them?
handle email, meetings, and paper to accomplish my goals?

Do
Do
Do
Do

I
I
I
I

BREAK
• During work, do I take frequent and regular breaks to replenish my
resources?
• Away from work, do I unplug from technology – and nurture meaning,
purpose, service, new skills, relationships, and exercise?
• Do I meditate to nurture joy, increase clarity, and find encouragement?
REVIEW
• Do I schedule daily, weekly, and annual reviews to learn and improve?
• Do I conduct a post-project review after finishing a project?
• Do I conduct a root cause analysis after an adverse event to mitigate
future risks?

NOTES:
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The Managing Me Workshop

Art Hill, University of Minnesota

SESSION 6

IMPLEMENTATION TOOL

Telling Ain’t Training
Jim Million, Million Learning
So, you are back from the conference and have learned so much. Now what?
How do I share what I have learned with my team?

________________________________________________________________
What methods are there for transferring my learning?

________________________________________________________________
What do I do to make sure the training sessions are as effective as possible?

Telling Ain’t Training

________________________________________________________________
How do I structure information so it is engaging and not boring?

________________________________________________________________
What skills do I need to conduct the sessions effectively?

________________________________________________________________
How do I support what is being shared so it really makes a difference?

________________________________________________________________

How do I measure effectiveness?

________________________________________________________________
How do I know my team is using the new information to improve performance?

________________________________________________________________
Where do I get more information on how to share what I have learned at the
conference with my team?

________________________________________________________________
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THANK YOU DEALERS
Thank you to those who are a part of the Correct
Craft family and those interested in making life
better with us. We deeply value partnerships
and look forward to a bright future together.

10x10
TAKEAWAYS
Throughout Dealer Week, you’ll have the opportunity to attend 10-minute presentations
from leaders in the marine industry and beyond, each one challenging you to take action to
grasp opportunities for a brighter future.
Whether you decide to take up their challenge or not, this is a place where you can log the
information and ideas they inspire in you for future follow-up.

Monday, December 9

01

Results Through Learning, by Bill Yeargin, Correct Craft

02

Affordability, by Phil Smoker, Smoker Craft and Starcraft

03

Boat Prices and the Internet, by Dr. Thom Dammrich, NMMA

04

Teaching and Selling, by Sean Horsfall, Len’s Cove Marina

05

Recruit for Tomorrow, by Wendy Mackie, RIMTA

60

Creating More Boaters, by Cecil Cohn, Brunswick Boater Services

06
Tuesday, December 10

07

Prepared for Change?, by Bruce Van Wagoner, Wells Fargo Commercial
Distribution Finance

Wednesday, December 11

08
09
10

March into Motivation, by Surprise Guest Speaker

Engage Your Workforce, by Surprise Guest Speaker

Results Through Mentorship, by Surprise Guest Speaker
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PERFORMANCE
PLANNING
How to Get from Dealer Week Education to Dealership Results
You did it! You arrived at Dealer Week, hungry to improve and grow yourself as a marine
retail professional and your business. And now you’re leaving armed for success.
Maybe you found solutions to specific problems. You may have developed new goals,
learned how to achieve the ones you already had, or perhaps simply uncovered fresh
strategies and tactics to build a stronger foundation and a brighter future.
Now, it’s time to plan for how you’ll put those solutions, strategies and tactics to work in
your dealership. And we’re here to help. MRAA’s Performance Planning Process is a tool
you can use to assess how well you’re applying what you’ve learned this year and what that
means for your opportunities to improve your performance in the future.
You’ll outline the opportunities you’ve identified to boost your own and your dealership’s
performance, share how far along you are with carrying them out, and then put a plan
in place for how and when you’ll execute each next step required to complete that
improvement.
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Here are the steps:

01

Make a list of the opportunities for performance improvement you’ve identified
this year, including those captured in any Commitment to Improvement forms
you and your team members have filled out. We’ve created a form available
on the following page of this Float Plan or you can download a digital version
at DealerWeek.com/Resources to help you create this list. You can and should conduct this
exercise yourself, but you can gain additional benefit by gathering your department or your
entire dealership team together to uncover additional opportunities. The more specific you
can make each opportunity you list, the more likely you’ll be successful in completing that
improvement, if you choose to include it in your Performance Plan.

02
03

Mark the status of each opportunity for performance improvement,
indicating whether it has been “Completed,” is “In Progress” or is “Not Yet
Begun.” This is a great way to document the progress you make in the year
ahead, so that you can share those successes with your team and celebrate
your accomplishments.
Now, it’s time to rank each item that has not yet been completed as “High,”
“Medium” or “Low” Priority. As you consider how to prioritize each item,
you may want to think about the importance and urgency of each item.
Those that are most important and most urgent should receive the highest
priority. Keep in mind that we often default to focusing on the most urgent items, which can
cause us to miss key opportunities to make progress on important, but not urgent matters.
When weighing the level of importance of each item, you might consider the potential
performance boost generated by each improvement, as well as the negative consequences
of NOT improving that part of your business.

04

Finally, it’s time for each person from your dealership who is participating
in this exercise to select three of your highest priority areas of potential
performance improvement on which to focus in the year ahead. You’ll list
the three improvements you’ve selected within your Performance Plan, then
– if you haven’t already – fill out a Commitment to Improvement for each of them. If you’re
doing this alone, you’ll fill out one Performance Plan. If you’re doing this as a team, each
person participating should fill out their own Performance Plan.

05

Once complete, we recommend you take a picture of each page of your
Performance Plan, including the Commitment to Improvement forms, and
email them to liz@mraa.com with the subject line: Dealer Week Performance
Plan. Not only will we send you Recommended Resources to help you
complete your improvement plans, but we’ll put all the people who submit Performance
Plans into a drawing for a free registration to Dealer Week 2020 next December.
We can’t wait to learn about the performance improvements you’ll be focusing on in the
year ahead. Please don’t hesitate to reach out to the MRAA staff if we can do anything to
assist.
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OPPORTUNITIES FOR
PERFORMANCE IMPROVEMENT
Dealership Name/Location ____________________________ Date ____________________

DESCRIPTION OF
OPPORTUNITY

SOURCE

SUGGESTED BY
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STATUS

PRIORITY

PERFORMANCE PLAN
Dealership Name/Location ____________________________ Date ____________________

Your Name/Title ______________________________________________________________

Improvement #1

____________________________________________________________________________

____________________________________________________________________________

____________________________________________________________________________

Improvement #2

____________________________________________________________________________

____________________________________________________________________________

____________________________________________________________________________

Improvement #3

____________________________________________________________________________

____________________________________________________________________________

____________________________________________________________________________
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COMMITMENT TO IMPROVEMENT
Please specify an improvement you or your dealership is inspired to make as a result of this
event. To submit to MRAA for followup, send an image of this form to liz@mraa.com.
Commitment to Improvement Statement: What will improve and why will you improve it?

____________________________________________________________________________

How committed to making the above improvement are you? Please circle a number.
1
Lowest Level

2

3

4

5
Highest level

Based on what you learned at Dealer Week, what action(s) could you take to improve that
would be high impact and easy to implement?

____________________________________________________________________________

____________________________________________________________________________

What action(s) would require more planning, decision-making and team buy-in?

____________________________________________________________________________

____________________________________________________________________________

What do you commit to get done in the next 30 days?

____________________________________________________________________________

____________________________________________________________________________

Your Name _____________________________ Dealership Name ____________________

Signature ____________________________________

66

Date _______________________

COMMITMENT TO IMPROVEMENT
Please specify an improvement you or your dealership is inspired to make as a result of this
event. To submit to MRAA for followup, send an image of this form to liz@mraa.com.
Commitment to Improvement Statement: What will improve and why will you improve it?

____________________________________________________________________________

How committed to making the above improvement are you? Please circle a number.
1
Lowest Level

2

3

4

5
Highest level

Based on what you learned at Dealer Week, what action(s) could you take to improve that
would be high impact and easy to implement?

____________________________________________________________________________

____________________________________________________________________________

What action(s) would require more planning, decision-making and team buy-in?

____________________________________________________________________________

____________________________________________________________________________

What do you commit to get done in the next 30 days?

____________________________________________________________________________

____________________________________________________________________________

Your Name _____________________________ Dealership Name ____________________

Signature ____________________________________
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Date _______________________

COMMITMENT TO IMPROVEMENT
Please specify an improvement you or your dealership is inspired to make as a result of this
event. To submit to MRAA for followup, send an image of this form to liz@mraa.com.
Commitment to Improvement Statement: What will improve and why will you improve it?

____________________________________________________________________________

How committed to making the above improvement are you? Please circle a number.
1
Lowest Level

2

3

4

5
Highest level

Based on what you learned at Dealer Week, what action(s) could you take to improve that
would be high impact and easy to implement?

____________________________________________________________________________

____________________________________________________________________________

What action(s) would require more planning, decision-making and team buy-in?

____________________________________________________________________________

____________________________________________________________________________

What do you commit to get done in the next 30 days?

____________________________________________________________________________

____________________________________________________________________________

Your Name _____________________________ Dealership Name ____________________

Signature ____________________________________
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Date _______________________

ADDITIONAL
RESOURCES
Your time at Dealer Week has come to a close, and now the real work to apply what you’ve
learned in your business begins. When you’re ready, we’re here for you. That “we” includes
MRAA and the trainers, educators and partners who make Dealer Week possible.

CUSTOMER PATHWAY
Trainers & Educators
Education Host: Sam Dantzler of Wheelhouse College
About Wheelhouse College: With our industry-leading programs driven by our passionate,
no-nonsense trainers, Wheelhouse College can help you build expertise and professionalism
across your entire team.
Contact Wheelhouse College:
Web: wheelhouse.college
Phone: 866-996-4740
Email: support@wheelhouse.college
Valerie Ziebron of VRZ Consulting
About VRZ Consulting: Through studying and comparing hundreds of dealerships across
North America, VRZ specializes on what stores can do to maximize their resources,
specifically their people, processes, space and location.
Contact VRZ Consulting:
Web: VRZConsulting.com
Phone: 1-313-506-8069
Email: vrzconsulting@yahoo.com
Carrie Stacey of Carrie Stacey & Co.
About Carrie Stacey & Co.: Offering valuations, advisory services & support to help
businesses reach their goals through concrete credentials and real-world experience.
Contact Carrie Stacey & Co.:
Web: CarrieStacey.com
Phone: 1-208-290-2289
Bob McCann of MRAA
About MRAA: Working to create a strong and healthy boating industry by uniting
the companies that interact with the boater in their community, providing them with
opportunities for improvement and growth, and representing them with a powerful voice.
Contact MRAA
Web: MRAA.com
Phone: 1-763-315-8043
Email: info@mraa.com
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ADDITIONAL
RESOURCES
Graham Anderson of Kenect
About Kenect: Helping businesses across North America to increase efficiency, generate
new leads and drive online reviews through its state-of-the-art business texting platform
Contact Kenect
Web: Kenect.com
Phone: 1-888-972-7422
Email: info@kenect.com

DJ Stringer of Garage Composites
About Garage Composites: A full-service provider of 20 clubs, composite tracking, training
academies and in-dealership consulting.
Contact Garage Composites
Web: GarageComposites.com
Phone: 1-720-507-3261
Email: info@garagecomposites.com
Theresa Syer of Syer Hospitality Group Inc.
About Syer Hospitality Group Inc.: A leading authority in the consulting, training, and
research of “Guest Experience Management,” enabling clients to deliver a consistent,
distinctive and memorable Guest Experience to differentiate themselves from their
competitive set.
Contact Syer Hospitality Group Inc.
Web: SyerHospitality.com
Email: info@syerhospitality.com
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Extreme
An entirely new species of

predator is moving quietly oﬀshore.

The all-new, Yamaha V8 XTO Oﬀshore. It’s more
e
than an outboard; it’s a fully integrated power
system. And it’s created an entirely new class
of extreme oﬀshore power.
The Yamaha XTO Oﬀshore was designed from the
ground up to be smarter than anything you’ve seen
n
oﬀshore. Its 5.6 liters of extreme thrust and power
has inspired a new class of 50-foot-plus boat. And it
moves those rigs more reliably and eﬃciently with a
naturally aspirated big block and the industry’s ﬁrst
direct-injection four stroke. This revolutionary new
take on power is evolving the entire oﬀshore boating
ng
experience.
Learn more about the
Yamaha 425 hp 5.6L V8 XTO Oﬀshore
at YamahaOutboards.com/XTO.

®

INTEG R AT E D P O W E R S Y S T E M

Available in new,
Pearlescent White
and Classic Yamaha Gray

REMEMBER to always observe all applicable boating laws. Never drink and drive. Dress properly with a USCG-approved personal floatation device and protective gear.
© 2019 Yamaha Motor Corporation, U.S.A. All rights reserved. 1-800-889-2624

K29XTO_Sgl_6.75x10.125.indd 1
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ADDITIONAL
RESOURCES
EMPLOYEE PATHWAY
Trainers & Educators
Education Host: Jim Million of Million Learning
About Million Learning: Helping people and businesses achieve success through training,
facilitation, instructional design, e-learning production, consulting and video production.
Contact Million Learning:
Web: MillionLearning.com or JimMillion.com
Email: jim@jimmillion.com
About Carlson School of Management: Committed to helping organizations add more
value to their customers, shareholders, and employees – and to helping Carlson School MBA
students succeed in their education, career, and life.
Contact Carlson School of Management
Web: Carlsonschool.umn.edu/faculty/arthur-hill
Phone: 1-612-624-4015
Email: ahill@umn.edu
Richard Fenton & Andrea Waltz of Courage Crafters
About Courage Crafters: The premier experts on overcoming failure, rejection, and fear of
the word, ‘no,’ authors of the best-selling book Go for No!, and professional speakers who
present at national sales conferences and conventions, online webinars and conference calls.
Contact Courage Crafters
Web: GoForNo.com
Phone: 1-800-290-5028
Email: info@goforno.com
Allison Chaney of Boot Camp Digital
About Boot Camp Digital: Specializes in creating training programs for small business
owners, marketing departments, sales staff, advertising agencies and PR departments.
Contact Boot Camp Digital
Web: BootCampDigital.com
Phone: 1-513-223-3878
Email: info@bootcampdigital.com
Samantha Cunningham Zawilinski of Potratz Partners Advertising
About Potratz Partners Advertising: A digital marketing agency with a focus on brand
development, using actionable data in display and search advertising, and offering paid
social media marketing, marketing automation, website design, graphic design, radio, and
video production, and content creation and consulting services.
Contact Potratz Partners Advertising
Web: Potratzny.com
Phone: 1-518-631-5505
Email: sales@ppadv.com
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ADDITIONAL
RESOURCES
DEALERSHIP PATHWAY
Trainers & Educators
Education Host: David Spader of Spader Business Management
About Spader: A business’ resource for one-on-one coaching and consulting, access to your
peers through 20 Groups, key management training programs, and performance tools for
improved business efficiency.
Contact Spader
Web: Spader.com
Phone: 1-800-772-3377
Email: info@spader.com
Tony Gonzalez of Garage Composites
About Garage Composites: A full-service provider of 20 clubs, composite tracking, training
academies and in-dealership consulting.
Contact Garage Composites
Web: GarageComposites.com
Phone: 1-720-507-3261
Email: info@garagecomposites.com
DJ Stringer of Garage Composites
About Garage Composites: A full-service provider of 20 clubs, composite tracking, training
academies and in-dealership consulting
Contact Garage Composites
Web: GarageComposites.com
Phone: 1-720-507-3261
Email: info@garagecomposites.com
David Foco of A World of Training
About A World of Training: Offering training and proven processes to ensure every
customer has a “World-Class” experience when they visit you either in person, on the phone,
or on your website.
Contact A World of Training
Web: AWorldofTraining.com
Phone: 1-866-238-9796
Email: info@aworldoftraining.com
Rich DeLancey of Dealership Toolkit
About Dealership Toolkit: Specializing in nurturing dealership leads and helping you convert
them to sales more often.
Contact Dealership Toolkit
Web: DealershipToolkit.com
Phone: 1-813-644-3331
Email: info@dealershiptoolkit.com

73

Relationships that are
invested in your success

You set goals for your business, and we want to help you reach them. Our
Commercial Distribution Finance team will take the time to understand your
business and will use these informed insights to provide you with relevant
inventory financing solutions and service. With our in-depth experience,
proprietary analytical tools, and dedication to marine manufacturers and dealers,
we’re focused on your success now, and for the long term.
To learn more about how we can work together to move your business forward,
visit cdf.wf.com or give our marine team a call at 1-844-367-7910.

©2019 Wells Fargo Commercial Distribution Finance. All rights reserved. Products and services require credit approval. Wells Fargo
Commercial Distribution Finance is the trade name for certain inventory financing (floor planning) services of Wells Fargo & Company
and its subsidiaries. IHA-6579135

ADDITIONAL
RESOURCES
MRAA STAFF
Contact Matt Gruhn
President
Phone:763-333-2421
Email: matt@mraa.com

Contact Sarah Korbel
Event & Operations Specialist
Phone: 763-333-2418
Email: sarah@mraa.com

Contact Liz Walz
Vice President
Phone: 315-692-4533
Email: liz@mraa.com

Contact Mickaela HIlleren
Program Marketing Coordinator
Phone: 763-333-2424
Email: mickaela@mraa.com

Contact Allison Gruhn
Director of Business
Development
Phone:763-333-2419
Email: allison@mraa.com

Contact Katie Eichelberger
Program Marketing Coordinator
Phone: 763-333-2423
Email: katie@mraa.com
Contact Adam Fortier-Brown
Government Relations Manager
Phone: 202-737-9779
Email: adam@mraa.com

Contact Mike Davin
Director of Education
Phone: 763-402-7232
Email: mike@mraa.com

Contact Bob McCann
Lead Certification Consultant
Phone: 763-333-2422
Email: bob@mraa.com

Contact Nikki Duffney
Member Development Manager
Phone: 763-333-2420
Email: nikki@mraa.com

Contact Michele Rosacker
Office Manager
Phone: 763-333-2425
Email: michele@mraa.com

Contact Liz Keener
Certification Manager
Phone:763-333-2417
Email: lizk@mraa.com

More Dealer Week resources available at DealerWeek.com/Downloads
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ADDITIONAL
RESOURCES
MTA Co-Hosts

www.cnybia.com

www.ctmarinetrades.org

www.theesmta.com

MARINE
INDUSTRY
ASSOCIATION
CENTRAL
FLORIDA
www.lemta.com

www.marinepbc.org

www.miacf.org

www.miasf.org

www.boatma.com

www.mtanj.org

RIMTA
www.nmma.org

www.nmraonline.org

www.swfmia.com

www.rimta.org

www.wsia.net
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WHY SHOULDN’T
EVERY BOAT?

Make it standard. Include a Sea Tow Membership
with every boat you sell and provide your customers
with EXTRA Peace of Mind on the Water™.
A float plan is a critical safety item of every boating adventure,
just as a float plan is critical to your success in the year ahead.
Sea Tow is proud to be the official sponsor helping you write
your float plan.
800-4-SEATOW \ seatow.com

©2019 Sea Tow Services International, Inc. All rights reserved.

EVERY NEW CAR COMES WITH
24/7 ROADSIDE ASSISTANCE.

NOTES
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NOTES
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GROW YOUR DEALERSHIP
WITH FIRST-TIME BOAT BUYERS
FREE! New Three Part e-Learning Course
Learn how to sell more boats to and generate more loyalty from first-time boat buyers.
Based on research conducted by Discover Boating on first-time boat buyers, this e-learning
course is designed to help you create strong relationships with first-time boat buyers and
grow your business.
This three-part online learning course covers:
• Research on first-time boat buyers
• How first-time boat buyers like to buy
• Resources that help first-time boat buyers navigate the boat buying journey
• Tools to help you sell to first-time boat buyer
Visit GrowBoating.org to enroll.

PRESENTED BY
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Join us as Dealer Week hits the road and heads to the great state of
Texas. Dec. 8-11, 2020, at the Austin Convention Center.
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