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No matter what size your dealership or your vision for it may be, Dealer 
Week offers you a path to greater success. The ideas, strategies, best 
practices and insights offered through this online event can help you 
achieve your goals and recalibrate your dealership for any market 
conditions. And because Dealer Week has moved online, there has 
never been a better time for you to use the event to train your team and 
strengthen your dealership performance across every department.

Through the great advice of MRAA’s most excellent education team 
as well as several case dealer studies, this publication offers you step-
by-step instructions for consuming Dealer Week courses, elevating the 
online learning experience, and ensuring that this isn’t just education for 
the sake of education. 

You see, at the MRAA, we don’t build, promote or sell education.  
We create solutions for better results in your business. 

Dealer Week goes the extra mile by not only sharing critical insights, tips 
and strategies but also by giving you the tools to implement what you 
learn immediately. Now, through Dealer Week online, it’s easier than ever 
to unlock the full potential of your team and your dealership.

No matter what size your dealership or your vision for it may be, Dealer 
Week offers you a path to greater success. The ideas, strategies, best 
practices and insights offered through this online event can help you 
achieve your goals and recalibrate your dealership for any market 
conditions. This publication is a crucial piece of that success. In it, you’ll 
find the Implementation Tool worksheets to actively engage with all the 
educational content at Dealer Week. Each subject matter expert has 
prepared a one-page guide to their session, so be sure to use the Table of 
Contents to find the worksheet for each session you attend. 

HAPPY LEARNING! 
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Name 

Session or Workshop 

Notes/Key Takeaways

Important Things I Learned

FINALIZE YOUR PLAN USING THE 321 PROCESS

3

First, write down the three most important things you learned during this session or  
workshop. Then, put a star next to the two items on that list that would most help you  
and your dealership. Finally, circle the one item that would have the biggest impact.

ACTION PLAN
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EACH SESSION AT DEALER WEEK WAS DESIGNED WITH SPECIFIC 
LEARNING OBJECTIVES. CIRCLE THE SESSIONS YOU PLAN TO ATTEND 
AND WRITE DOWN WHAT YOU HOPE TO LEARN. 

Tuesday 12:30 P.M.  CST

Tuesday, 2:00 P.M. CST

Session I will 
attend

1 2

What I hope to 
take from it

Dealer Case Study: Digital Checklists
With Aquaknox Marine
& Sam Dantzler

Dealer Case Study: Pre-Owned Boat 
Photography and Videography
With N3 Boatworks & Jim Million

Dealer Case Study: Onboarding
With Alpin Haus & Valerie Ziebron

“Shine a Bright Light in Your  
Dealership’s Dark Spaces” with  
Sam Dantzler

“How to Navigate Difficult Customer 
Conversations” with John Spence

“Developing Your Dealership’s  
Bench Strength” with Dan Iosue &  
Dan Schneider

MY EDUCATION GOALS
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Session I will 
attend

1 2

What I hope to 
take from it

Wednesday, 2:00 P.M. CST

“How to Build Your 2021 Marketing Plan 
with or without a Boat Show” with  
Marcus Sheridan

“Grow Your Customer Base with  
Facebook Ads in 2021” with  
Danny Decker

“How to Thrive on the Other Side of 
2020” with John Spence

EACH SESSION AT DEALER WEEK WAS DESIGNED WITH SPECIFIC 
LEARNING OBJECTIVES. CIRCLE THE SESSIONS YOU PLAN TO ATTEND 
AND WRITE DOWN WHAT YOU HOPE TO LEARN. 

Wednesday, 9:30 A.M. CST

“How to Catch Up in Service” with  
Max Materne

“Using Digital to Personalize the Cus-
tomer Experience” with Rich DeLancey

“How to Recruit, Work With and Lead 
People Not Like You” with  
Kelly McDonald
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Session I will 
attend

1 2

What I hope to 
take from it

Thursday, 1:00 P.M. CST

“How to Become a Video-First  
Dealership” with Marcus Sheridan

“Fill the Gaps in Your Sales Process”
with Jim Million & Bob McCann

“Turn Your Shop Inside Out” with  
Valerie Ziebron

EACH SESSION AT DEALER WEEK WAS DESIGNED WITH SPECIFIC 
LEARNING OBJECTIVES. CIRCLE THE SESSIONS YOU PLAN TO ATTEND 
AND WRITE DOWN WHAT YOU HOPE TO LEARN. 

Thursday, 9:30 A.M. CST

“Get Ahead of the Pre-Owned  
Opportunity that is Coming” with  
Tony Gonzalez

“3 Ways to Earn Your Service  
Customer’s Trust” with Chris Collins

“Move Beyond Burnout: The Search for 
Sustained Motivation for Yourself and 
Your Team” with David Spader 
Kelly McDonald
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REWIRE YOUR DEALERSHIP:  
DELIVER THE 3 THINGS CUSTOMERS  
REALLY CARE ABOUT

By Jay Baer, Convince & Convert
ConvinceAndConvert.com 
JayBaer.com

Your dealership needs to provide a Coveted Customer Experience  
(an experience that exceeds expectations so much, price and 
perfection are no longer required).

The best way to exceed customer expectations is to focus on the three 
areas they truly care about: quick, clear and kind.

How can you be 15% faster in the next 90 days? Maybe by answering 
even if you don’t have the answer?

How can you be 15% more clear in the next 90 days? Maybe answering 
every question customers have (especially new boaters) and making a 
portable FAQ?

How can you be 15% more kind in the next 90 days? Maybe by 
inserting empathy into your interactions, (especially with new boaters 
who are nervous)?

Instructions: Now, design your 9. Determine for each category which 
three specific operations elements you will stop, start, or change to 
make your 15% improvements a reality.

Quick
1.  

2.  

3. 

Clear
1.  

2.  

3. 

Kind
1.  

2.  

3.  

KEYNOTE

JAY BAER, 
CONVINCE & CONVERT

82%
of customers say 
the experience is 

as important as the 
product/service

86% 
of customers will 
pay more for an  

excellent experience

Tuesday, December 8
9:00 a.m. CST
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PATHWAY
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Tuesday, December 8
2:00 p.m. CST

SHINE A BRIGHT LIGHT IN YOUR 
DEALERSHIP’S DARK SPACES
With Sam Dantzler

COVID Forcing Your Hand

 What you were good at, COVID multiplied

 What you were bad at, COVID multiplied

 Stop counting on it going back to “the old way.”

Aha Moments

 First, Celebrate

 Recognize Need for Human Connection

 The Buyer’s Journey starts online.  What’s does your “Digital Front Door” look like?

 The Customer Engagement is EVERYTHING (see what happens when it goes away?)

OODA Loop!

2020 Best Practices

   Embrace “Blended Retail”

   Fill your potholes NOW & document everything

   Dealer Videos in a Bank for instant consumer access

   FAQs

   Product Walkarounds

   Customer Checklist Items

   Top 20 customer questions

   Texting & Videos are the biggest 2 words for 2020.

   How is your VIRTUAL Sales Process?

   Lead Management

   New Lead Inquiries

   1st time Boat Buyers (Decreasing CSI scores)

   HOLD your margins!  Inventory is scarce…

   Don’t forget your team

Forecasting Into 2021

   COVID isn’t going to disappear

   Families and Communities

|    |    
|

 
 

 
|

 
 

 
|

   |   |   |   |
 

 
 

|
 

 
 

|
   |

 DEALERSHIP PATHWAY



11

HOW TO CATCH-UP IN THE 
SERVICE DEPARTMENT
With Max Materne

Where are we now? How did we get here? What do we do next?

We’re buried and we can’t catch up. 

The wait for an appointment is so long we’re losing customers, while work in progress stretches so much 
we’re upsetting the ones we still have. Worst of all we’re too busy to contact each inwork so the few interac-
tions we accomplish are angry ones. 

If this sounds like your shop, maybe a bandaid isn’t the fix. Many of the problems we’re experiencing in ser-
vice departments now are because of what we’ve neglected to keep up on. Catching up in service is more 
than solving our problems with the same thinking that got us here. It’s time to catch up with our customers, 
their expectations and what our businesses must evolve to.

SERVICE: WE MUST RETHINK TO CATCH UP

First step of new vision is a different lens.
For decades now the perspective on Service was to repair and return a boat as quickly as possible. This is 
certainly an objective, but it is not the sole purpose of the Service Department. Service must instill confi-
dence, develop trust and understand the needs of the customer. Ultimately, we must “fix” the customer’s 
experience before we fix the boat. In order to start this transition we look at Service’s day to day not as tasks 
but as projects. We must step back to plan the painting, not the perfect brush strokes.

Wednesday, December 9
9:30 a.m. CST

|    |    
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To enhance the experience, 
make the experience efficient. 

Efficiency and proficiency are the most common 
ways for measuring a service department. Efficiency 
indicates the time it takes a technician to complete 
a job in a predetermined timeframe, while profi-
ciency measures a technician’s total hours billed in 
relation to the time that technician is available to 
work. The predetermined length of an individual job 
does not determine if a tech will be efficicient or 
proficient, but it does determine how we schedule 
that technician. 

Think of the time it takes your Service Writer to 
greet one customer. Then check that one boat in… 
dispatch the work… build more quotes… sell more 
service… submit warranty claims… complete the 
RO… bill them out… schedule delivery… and keep the 
customer updated all along the way! Multiply that 
by all the customers a writer deals with each day 
and add in the never ending phone calls, emails, and 
Sales requests. 

We already know how to fix this problem, we do 
it with our technicians every day. We don’t need a 
proficient process (one that is focused on getting as 
much accomplished in a day), we need an efficienct 
one. We make it efficient by determining a standard 
timeframe, the time it should take to accomplish a 
great experience from outreach to follow-up with 
one customer. Once we know the time it takes to 
be a hero for just one customer, then we build our 
process and train our people from there.

HOW TO CATCH-UP IN THE SERVICE DEPARTMENT CONTINUED
 

 DEALERSHIP PATHWAY



13

HOW TO BUILD YOUR 2021 MARKETING PLAN  
(WITH OR WITHOUT A BOAT SHOW)
With Marcus Sheridan

Wednesday, December 9
2:00 p.m. CST

2 CRITICAL STATS 
TO REMEMBER

80% 
of the buying 

decision has already 
been made before 
they come into the 

showroom

33% 
of buyers would 
prefer to have a 

“seller free” sales 
experience

THE ESSENTIAL SEVEN: 7 THINGS BUYERS WANT TO  
EXPERIENCE IN TODAY’S DIGITAL AND VIRTUAL AGE
#1. Openly discuss cost and price, and embrace pricing 
calculators. If you don’t teach your customers what equates  
to value in this industry, then someone else will.

    Remember, although you may not always be able to give the exact 
price, you can always discuss the factors that drive cost up and down.

#2. Show buyers honest, frank comparisons

    Be unbiased. Discuss the pros and the cons of each.

#3. Show them detailed, unbiased reviews of your products 
(with text, video, etc.) 

    Yes, you should absolutely be creating a review for EVERY major 
product you sell, focusing on who it is and is NOT a good fit for.

#4. Give them the ability to self-identify and self-select

    Tools like www.outgrow.co allow you to mimic the sales process on your 
website by asking questions and making appropriate recommendations

#5. Give them the ability to self-schedule

    Tools like Acuity give your website visitors control over their 
scheduling without having to talk to anyone in the process.

#6. Give them the ability to “meet” your people

    Tools like Vidyard enable to power of 1-1 emails with video, dramatically 
enhancing the “human-touch” of your business and brand

#7.   Give them the ability to overcome their fear  
of buyer’s remorse 

    Free returns, guarantees, company “promises,” social proof, etc. will 
dramatically increase the trust in your brand and buying process.

|    |    
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GET AHEAD OF THE PRE-OWNED  
OPPORTUNITY THAT IS COMING
With Tony Gonzalez

Thursday, December 10
9:30 a.m. CST
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Procurement 
Sources

   Trade-In
  Facebook Marketplace
  Boattrader
  Craigslist
  Parts/Pro/Service

Buyer

  Owner
  GM
  Sales Manager

Source SPIF

  Salesperson 
  Amount 

Preparation 
Safety Issues

 1. 
 2. 
 3. 
 4. 

Ancillary Issues

 1. 
 2. 
 3. 
 4. 

  Service Start  
  Complete 
  Turnaround 
  Service Cost 

Purchase 
  Curbside inspection (Sales & Service
  Service estimated repair cost
  Offer
   Rough
   5% below
   10% below
   15% below
  Pricing Source
   NADA
   Auction
   Ebay

Selling
Marketing

  Date placed on website 
  Facebook Marketplace
  Boattrader
  Video recorded
  20 Organic Pictures

Pricing

  Price 
  Recon 
  Cost 
  Down 
  Payment 
  Margin 
  $/Mar 

Pay

  Commission 
  SPIF

Current New to Used Ratio

 DEALERSHIP PATHWAY
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HOW TO BECOME A VIDEO-FIRST DEALERSHIP
With Marcus Sheridan

The Selling Seven: The 7 Types of Videos that Have the Greatest Impact on Sales

Video #1: The 80 Video

  List the major products/services you offer as a 
company.

  Brainstorm the top 7-10 questions regarding that 
product/service.

  Produce one video that addresses those 7-10 
questions.

   Use that video very intentionally in your sales 
process (and teach your sales team how to do 
this as well) so as to eliminate ineffective sales 
meetings and move prospects down the funnel 
further.

Video #2: Bio Video

  Create a 60-90 second video highlighting an em-
ployee, focusing on why they work in the marine 
industry (what they love about it) and what they 
do in their personal life when they’re not at work.

  Take this video and integrate it into the email sig-
nature of the person it highlights, with the tool of 
“Wisestamp” being one of the simplest and most 
effective tools for this application.

  Use these videos on your “about us” or “team” 
pages as well on your website.

Video #3: Service/Product Pages

   Create one unique video for every major service/
product page on your website.

  Discuss who that service/product is for.

  Discuss who the service/product is NOT a good 
fit for.

Video #4: Landing Page Videos

  When someone is filling out a form, their natural 
fears are:

  Are you going to spam me?
  Are you going to constantly call me?
  What’s going to happen with my information?
  What’s going to happen if I fill out this form?

  Create one video that addresses these fears, and 
place it next to any form on the website, with the 
title being, “See Exactly What Will Happen If You 
Fill Out This Form.”

Video #5: Pricing/Cost Videos

  For each major product/service you sell, show 
what drive cost up, what keeps it down, why 
some companies are expensive, and why others 
are cheap.

Video #6: The Customer’s Journey

  Create a longer video showing your customer’s 
journey in buying your product. What made them 
want to buy? What was the experience like work-
ing with your company? Where are they today 
because of that decision?

Video #7: The Claims We Make

   Brainstorm all the claims you make as an organi-
zation (We’re the best … We’re the most … etc.)

  Ask yourself how many of these claims have you 
proven with video, then produce a video that 
clearly “shows” why each is true.

Thursday, December 10
1:00 p.m. CST
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HOW TO NAVIGATE DIFFICULT CUSTOMER CONVERSATIONS
With John Spence

There are two skills that are vital for 
handling difficult conversations with 
unhappy customers:

1.  Self-awareness:
The ability to clearly identify  
the emotions you are feeling.

2.  Self-regulation:
The ability to effectively  
deal with those emotions.

Think back to a time when you had to interact 
with a frustrated or angry customer:

  How did they treat you? 

  What sort of things did they say to you? 

  What emotions were they showing? 

   And most importantly, what emotions were 

you feeling, and how did you react? 

If you did not handle the situation and you might 

have wanted to, here is a powerful tool that will 

help you in the future.

The Ideal Me

Between when you become upset and how you 

choose how to respond to that emotion is a short 

period of time called the gap. It is here that you 

can use self-awareness and self-regulation to 

select the way you want to respond proactively. 

The tool to effectively handle difficult situations is 

called the “Ideal Me” model.

Imagine that you are in an incredibly stressful 

conversation (at the dealership or in any other part 

of your life). You are starting to get angry, and it 

feels as though you might lose control. 

Now ask yourself:

   If I could handle this situation perfectly, what 

would I say? 

   How would I behave? 

   What would the “Ideal Me” do? 

   Then write out precisely how you would want 

to react. 

   Some of the things people often list include 

calm, understanding, curious, empathetic, 

kind, loving, fair, and respectful. I suggest you 

get it down to just a few keywords that are 

easy to remember.

Then, the next time you are dealing with a  
difficult customer, and you feel yourself  
starting to get upset. Stop and ask yourself: 

   What would the Ideal Me do here?

   Then, work as hard as you can to act like that. 

   At first, this will be challenging, and you might 

only be able to do it one out of 10 times. 

   Then it will be three out of every ten times, 

then five, then seven.

   Eventually, you will find you are handling 

even the most challenging interactions with 

confidence and grace.

Tuesday, December 8
2:00 p.m. CST
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USE DIGITAL TO PERSONALIZE THE  
CUSTOMER EXPERIENCE  
With Rich DeLancey

What types of things do you do online to personalize the experience?

Using Amazon and Netflix as examples, what ways could you provide a more custom experience?

What uses of data may make your customers uncomfortable?

Our Dealership:  

Executive Sponsor:  

Marketing Lead:  

Content Marketer(s):  

Marketing Technologist:

Define the different segments of customers you have:

Build a profile for your typical customer:

Wednesday, December 9
9:30 a.m. CST
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GROW YOUR CUSTOMER BASE WITH  
FACEBOOK ADS IN 2021
With Danny Decker

Describe Your Ideal Customer: 

Brainstorm Content Ideas for Your Brand-Awareness Campaign: 

Brainstorm “Irresistible Offer” for Your Lead-Gen Campaign: 

DIY Next Steps

   Visit Business.Facebook.com to setup your Business Manager

   Install Facebook Pixel on Your website

   Install Google Analytics on Your website

   Organize your email database & upload to Facebook! 

Wednesday, December 9
2:00 p.m. CST
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3 WAYS TO EARN YOUR SERVICE CUSTOMER’S TRUST
With Chris Collins

1. Pet the Dog Recipe

   Instantly connect

   Investigate 3-5 Qs, look for clues

   Genuine interest & empathy 

   Make the lens their lens. Their perception is reality.

Petting the dog is understanding what we are selling. 
It’s never the commodity … 

2. Leverage home field advantage 

  One customer, one business 

  Know them as individuals 

  Use frames

  The intention of our process & actions 

  Rule … don’t hire people you wouldn’t like …

  You don’t attract who you want, you attract who you are. 

3.Collect people & train

  Training isn’t something we did, it’s what we do. 

  Don’t practice on live customers. That’s game time.

  Make role-playing a part of your culture. 

  Make “change” a part of your culture. 

Thursday, December 10
9:30 a.m. CST
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“The illiterate of 

the 21st century 

will not be those 

who cannot  

read and write, 

but those who 

cannot learn,  

unlearn and 

relearn.”

- Alvin Toffler

 CUSTOMER PATHWAY
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FILL IN THE GAPS IN YOUR SALES PROCESS WORKSHOP
With Jim Million & Bob McCann

The Fill the Gaps in Your Sales Process workshop 

teaches a simple six-step sales process that you 

can adopt, customize of take ideas from for your 

dealership’s sales process.  It explains the elements 

of a good process such as P.A.C.E., Action Guides 

and SOPs (Standard Operating Procedures) that 

should be a part of your process map.

Make sure you download the workbook prior 
to attending. And if you can, have your current 
process, process map and feedback from your 
team and customers printed and available to  
use during the workshop.

Topics we will cover:

B.R.I.D.G.E. Sales Process
 

The benefits of a standard  
sales process are twofold: 

First: It gives your people an easy memorable 
structure to sell and service customers regardless 
which department you work in.

Second: It gives the customer a consistent 
exceptional experience every time they interact 
with your dealership.

P.A.C.E. for each step:

Purpose: Objective of the step

Attitude: Particular attitude to keep during the step

Communication: Reminder of the actual 

communication for the step

Expectation: What to look for and be ready for  

the step

Action Guides:
Actual things you can do to create success for each 

of the steps 

SOPs (Standard Operating Procedures):
Additional details needed to be included in each of 

the steps for success. They should also be added 

to your process map for clarity of expectations of 

your team’s behavior.

The little details are what make the biggest 

difference between success and failure when it 

comes to creating exceptional experiences for  

your customers. 

 This Workshop has an additional workbook 

available to you. Download it through the Dealer 

Week platform when you participate to get the 

most out of this Workshop!

Thursday, December 10
1:00 p.m. CST
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DEVELOPING YOUR DEALERSHIP’S BENCH STRENGTH
With Dan Iosue & Dan Schneider

Key managers are the bedrock of any size business. They shape the culture and provide the leadership to 

drive results in line with the vision, mission and strategic goals of the dealership. Due to the operational and 

leadership weight they carry, if a key manager leaves the business without a plan for a speedy replacement, 

the dealership can be left incapacitated. As a result, the development of leadership and management bench 

strength is critical to the continuation of success.

As you consider your team, use the following questions to evaluate each member of your team’s growth 

potential to be a part of your dealership’s talent bench strength.

10 Key Questions to Determine Management Potential

1. Do they have a bias towards action: making sure things get done?

2. Are communications open, clear, and timely?

3. Do they adjust easily and quickly to changing circumstances?

4. Do they prioritize properly and organize resources on the basis of most important first?

5. Can they make decisions that do not have a great deal of support from others?

6. Are they more concerned with being popular than with taking required actions?

7. Can they handle surrounding themselves with highly talented subordinates?

8. If financial circumstances were different, could they be in business for themselves?

9. Are they confident enough to make mistakes? 

10. Having made a mistake, are they humble enough to change direction?

 This session has an additional workbook available to you. Download it through the Dealer Week 
platform when you participate to get the most out of this session!

Tuesday, December 8
2:00 p.m. CST
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HOW TO RECRUIT, WORK WITH AND
LEAD PEOPLE NOT LIKE YOU
With Kelly McDonald

RECRUITING ACTION PLAN:

 Why do you feel it’s important to recruit and work with people “not like you”?

 Review your recruitment marketing materials / pieces.  Which one(s) have worked best and which have 

not? Is there a common theme or message in the marketing materials that were effective? Why do you 

think they “worked”?

 What “gaps” do you see in your staff/employees to better reflect the community you serve?  Do you 

need more women, people of color, millennials, bilingual employees?

 Use diverse imagery in your marketing materials, including your website:

  People of color, different ages, different styles of dress and hair, etc.

 Specific words and phrases have been proven to be effective in recruiting ads.  Use the following words 

and phrases in your recruiting marketing messages:

   Steady, solid, middle class income or more, can begin working immediately, technology and innovation 

are key, continuous learning, entrepreneurial opportunities, local

  If you will train new employees, also include “no experience required”

 How will you “put the welcome mat out” at your dealership or organization to let people know you’re 

looking for new talent to join your team?  Are there specific groups you will reach out to in the community 

to help get the word out?

 

Wednesday, December 9
9:30 a.m. CST
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HOW TO RECRUIT, WORK WITH AND 
LEAD PEOPLE NOT LIKE YOU CONTINUED

 EMPLOYEE PATHWAY

WORKING WITH PEOPLE “NOT LIKE YOU” ACTION PLAN:

 Identify the most common friction points within your team.  Where do problems, misunderstandings 

and conflict typically arise?  

 Do you have naysayers or “derailers” on your team who may be resistant to working with different 

kinds of people?   List two reasons you’d give them for why adding diverse talent will be good for your 

dealership / organization:

 

LEADING PEOPLE WHO ARE “NOT LIKE YOU” ACTION PLAN:

 To be an effective leader, you must first establish trust.  How do you foster trust within your organization 

and your team?  What has worked for you?

 We covered the importance of “giving people what they want”.   What are some ways that you can give 
your team what they want?

 Finally, as a leader, here are three important things to teach your team:

  Talk straight and use simple language whenever possible

  Use “I see it differently” when you find yourself disagreeing with someone

   You won’t always like everyone you work with – and that’s OK.  You must be respectful and professional 

at all times, but you don’t have to like everyone
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HOW TO THRIVE ON THE OTHER SIDE OF 2020 
With John Spence

First, make a list of all the things in your life that you can truly control. This will be a 
relatively shortlist, and some of the things on it would include:
 What you think about   Your reactions   Your attitude  What you say

Then make another list of all the things in your life that are out of your control. This will 
be a much longer list, and some of the things on it would include:
 Politics   The economy   The pandemic   Other people

Once you have completed the lists, take massive control of everything on the first list:

1.  Create a plan, set goals, stay focused, be disciplined, and be proactive in taking control of those items.

2. Next, try as hard as you can to let go of the things on the second list completely. Every minute you 
spend worrying about these items is a minute of your life that has been wasted. There is nothing you can 
do about these things, so work very hard to put them out of your mind and focus back on the things you 
can control.

You can do a similar exercise by making a list of things that make you happy and another list of things that 
give you stress. Once you have created both lists, figure out ways to do more of the things that provide you 
with happiness and then determine which items on the stress list you can control, or you cannot control and 
apply the ideas from above.

These exercises might sound simple, but if you take the time to do them, you will find that they are incredi-
bly powerful in helping you live a more happy, balanced, and successful life.

Wednesday, December 9
2:00 p.m. CST
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MOVING BEYOND BURNOUT: THE SEARCH FOR 
SUSTAINED MOTIVATION FOR YOURSELF AND YOUR TEAM 
With David Spader

Watch for These Signs of Burnout 
1. A lack of energy

2. Becoming overly cynical or critical 

3. Dragging yourself to work 

4. Becoming more irritable than usual 

5. Lacking satisfaction from achievements 

6. Changing sleep habits 

7.  Using food, drink or drugs to feel better… or to 

avoid feeling anything? 

8.  Physical changes such as headaches, back pain 

or other physical complaints 

Identify these Root Causes of Burnout
 1.  Job Fit – Is this person both capable and 

motivated to do the job? 

2.  Lack of Control – Are there areas I can provide 

autonomy? 

3.  Unclear Job Expectations – Is it clear to both 

the employee’s manager and the employee what 

their priorities are? Would they have the same 

top 5 priorities, in the same order, if you asked 

them to write them down? 

4.  Poor Company Culture or Workplace Dynamics 

– Are you quickly addressing and resolving 

negative attitudes in ALL employees, especially 

higher performers and family? 

5.  Extremes of Activity – Do you move from chaos to 

calm and vice versa suddenly and unexpectedly? 

6.  Lack of Social Support – Do you and your 

employees have “safe” relationships in which 

issues and conflict are openly and collaboratively 

addressed and resolved? 

7.  Work-Life Balance – Do you and your employees 

have enough time to have a life outside of work? 

What could you do to change this? Have you 

calculated the cost of losing a good employee 

versus giving them additional time off? (Or, 

allowing time off during the busy season?) 

3 SOLUTIONS TO BURNOUT 

1. Model Healthy Behavior – 

   Manage your energy tank 

   Track what energizes/refills your tank 

   Schedule time “refill” on your calendar 

2. Clarify Roles 

  Ensure it is clear who owns each result

   Monitor whether an employee is being 

overmanaged/micromanaged or 

undermanaged

 

3. Make a Plan 

   Create monitoring spreadsheet to track the 

energy and burnout for: 

   Yourself 

   Your Key Leaders/Employees 

   By Department  

   Set “check in” points throughout the year – 

especially during and after extremely busy 

and chaotic times 

   Preplan “recovery” time for all  

employees both as a company/department 

and individually 

Thursday, December 10
9:30 a.m. CST
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TURN YOUR SHOP INSIDE OUT                                                                          
A path to better customer experience and profitability  

With Valerie Ziebron         

                       

We’re experiencing record numbers of first-time boat owners, younger boat owners and 
greater boat usage.  Statistics show that over 40% of these new boaters will get out of 
boating within the first five years.

What ‘Pain Points’ could your customers be experiencing at your dealership?

 Put a star next to the ones within your control. 

How could we improve our education and transparency, so customers better understand boat ownership?

What improvements could we make transferring customers from sales to service?

How can we encourage more information and lead sharing from the service desk to sales?

How can we improve our customers ownership experience and make boating more convenient for our customers?

 This Workshop has an additional workbook available to you. Download it through the Dealer Week 

platform when you participate to get the most out of this Workshop!

Thursday, December 10
1:00 p.m. CST

|    |    
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INSPIRE. 
EXCITE. 

CONNECT. 

Discover Boating Dealer Resources 
 

Take advantage of FREE resources developed to help you promote 
your business and connect with buyers:  

• Web content and interactive tools for boat buyers
• Inspiring images and videos
• Social media graphics, videos and digital ads
• Customizable marketing collateral  

https://b2b.discoverboating.com/toolkit/default.aspx

TOOLKIT


