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Abstract : This study assesses how effective Ford’s Variable Marketing (VM) incentive program is in boosting the
profitability of automotive service centers during the first quarter of 2025. The Collision Large Repair Support Program
generated total parts sales of 891.9 million KRW by drawing in high-value accident repair demand. The OneCX-based
general repair incentive program operated in parallel and combined Customer Experience Index (CEI) indicators (Brand NPS
and FRFT) with revenue growth metrics, resulting in a 102.5 % year-over-year increase in overall sales. Enhanced Service
Advisor (SA) capabilities in customer interaction and parts recommendation were crucial in sustaining performance in a
declining vehicle market, where 5-year and 10-year UIO fell by 6.9 % and 2.7 %, respectively. The findings indicate that
integrating performance-linked incentive design with service quality indicators can effectively raise both financial outcomes
and customer satisfaction. This study provides practical insights that support the development of sustainable, performance-
driven operational models in automotive service centers.
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Table | Definition of key accounting indicators

Indicator Formula

Labor sales ratio (Labor revenue / Total revenue) x 100

Parts sales ratio (Parts revenue / Total revenue) x 100

(Gross profit / Total revenue) x 100

Gross profit margin
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Table 2 Definition of key performance indicators

Indicator Definition
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Table 4 Service Advisor Incentive Plan

. Parts Incentive Incentive
CElndex revenue (USD/KRW) rate
$800 (~1.04 Mil.
0,
105 % above KRW)
Brand NP, $700 (~0.91 Mil. | Ford: Dealer
FRFT 101-105% g e
(60.4/93.0) :
$500 (~0.65 Mil.
0,
100 % s
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20 94 27, 47) 99 gt FuEgd
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Table 5 Results of Service Advisor Program (performance

overview)
o | oaewy | 00 (Mil. KRW)
S 4,833 4,740 102.0 8.0
P 2,272 2,173 104.6 5.1
TP 194 225 86.1 KPI missed
L 183 160 114.1 KPI missed
TTL 7482 7,299 102.5 13.1

Table 6 Results of Service Advisor Program (revenue and

performance)
1Q 2025 | 1Q2025 | 1Q 2025 1_89535: Growth
Dealer | No.of | No.of | No.of ‘RO rate
center | SAs ROs gcekm (%)

16 35 35353 136,707 102.0
12 19 18,096 125,553 104.6

TP 1 3 2,783 69,709 86.1
L 1 2 2,180 83,945 114.1
TTL 30 59 58412 128,090 102.5
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Table 7 Results of 1Q NPS and FRFT

1Q Brand NPS 1Q FRFT
Dealer
Target Result Target Result
S 60.4 Achieved 93.0 Achieved
P 60.4 Achieved 93.0 Not met
TP 60.4 Not met 93.0 Not met
L 60.4 Not met 930 MNot met
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