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SET PERFORMANCE EXPECTATIONS

Quantitative measures are crucial.
When you set realistic and quantifiable
goals regarding sales dollars, unit sales or
penetration percentages, employees will
have a target toward which to work.

They will then taste true success based
on your predetermined goals — a taste
they will crave again and again.

CREATE PERFORMANCE PARAMETERS

Rich Teerlink, former chief executive
officer of the Harley-Davidson Motor Co.
and author of More Than a Motorcycle:
The Leadership Journey at Harley-David-
son, created a concept called “Freedom
with Fences.” Don’t tell your employees
how to do something. Simply let them
know their boundaries.

Invite them to allow creativity help
them meet your expectations. But also let
them know how they could take that cre-
ativity too far.

PROVIDE PERFORMANCE FEEDBACK

Business owners sometimes get so busy
that they rarely take the time to inform em-
ployees about how they are performing.
This is a crucial component of motivation.
Feedback comes in many forms, and any
(or, better yet, all) of them are encouraged.

Daily check-in: Swing by an employ-
ee’s work area for a few minutes each day
to answer any questions, provide appro-
priate advice or simply ask how his or her
day is going. Don’t hesitate to bring up
sales activity in an informal and non-
threatening manner.

Weekly recap: Sit down with each em-
ployee for a few minutes every week for a
brief review of that week’s performance.

Monthly analysis: A longer review of
what went well and what can be improved
upon helps determine performance objec-
tives for the following month.

Year-end review: Discuss with each em-
ployee individually (and perhaps more for-
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GIVE RESOURCES FOR HELP

Learning is a powerful motivator. It
not only gives employees a sense of pur-
pose and job security, but the need to
grow is inherent in the human condi-
tion. Youre not always available to pro-
vide guidance, so make sure your em-
ployees know where they can go for
answers.

Create a resource center. Organize your
training program materials in one place,
and encourage your employees to use them
regularly.

Ask experienced employees to teach
others. Let veteran staff members realize
you count on them to lead new employees
by example. Plus, he or she who teaches
learns twice.

Use online resources. Find a few
quality online references and add them
to your company’s list of bookmarked
sites on all Internet-connected comput-
ers throughout the dealership.

mally) strengths, weaknesses, plans for im-
provement, compensation adjustments
and opportunities for advancement. This
session will be much easier if you follow
some sort of feedback routine during the
rest of the year.

Some dealership managers say they don’t
have time to stay in such close contact with
employees. Truth is, they can’t afford NOT
to stay in touch. The effects of feedback ses-
sions are proven to empower employees
more than most other motivating factors.

When you take the time to give your
people feedback regarding their perform-
ances, you will increase your business’s pro-
ductivity — guaranteed.

Give HoPe FOR THE FUTURE

It’s a cliché, but the adage holds true:
“When there is hope for the future, there is
power in the present.” People have an in-
trinsic desire for a better future. Dealership
employees often (and sometimes quite un-
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derstandably) don’t see opportunities for
advancement.

To alter that perspective, help them con-
sider advancement not only in terms of title
or position, but also in short-term assign-
ments. You may not be able to promote
someone to several different job levels over a
period of time, but you can give talented
employees significant and stimulating tasks.

For many, just the motivation required
to accomplish those tasks is proof enough
that you value their contributions.

IT's Up 1O You

Auto dealers are some of the savviest
businesspeople around. Yet almost every
business owner falls into the “money as
motivation” trap sooner or later.

Do your people want to earn more
money? Sure! Everyone wants to be rea-
sonably wealthy. (Some people even want
to be unreasonably wealthy.) That’s why
paying your people for their performance
should be an important part of your busi-
ness strategy.

But dollars don’t have to be the biggest
motivating factor. Providing clear direc-
tions, setting expectations, offering param-
eters, making resources available and tak-
ing the time to give feedback and create
excitement for the future are real ways to
create lasting team motivation.

“People who are emotionally commit-
ted behave in ways that defy logic and often
produce results that are well beyond expec-
tations,” writes author Jon Katzenbach in
Why Pride Matters More than Money: The
Power of the World’s Greatest Motivational
Force. “They pursue impossible dreams,
work ridiculous hours and resolve unsolv-
able problems.”

It’s important to know in these challeng-
ing economic times that the best tools to
help you attract, keep and advance a great
team aren’t expensive. In exchange for just
alittle more of your time, your employees
will probably give you even more of theirs.

When it comes to business manager
motivation, it’s YOUR performance that
matters. l
Editor’s note: Mark Rodgers is president
of Rodgers & Associates Performance
Consulting Inc., a Wisconsin-based firm
specializing in sales and F& training for
Harley-Davidson dealership professionals.



