
Shop Name 

Conant Automotive, Inc.
Crabtree Automotive Inc.
Darrick’s Preferred Auto, Inc.
Daves Ultimate Auto—Central
D’Avico Auto Repair, Inc.
De Pere Auto Center, Inc.
East Ridge Fast Lube
East Ridge Transmission
Electric Laboratories, Inc.
European Auto Solutions
Express Auto Service—
Fredericksburg

Ferber’s Tire & Auto Service, Inc.
Fifth Gear Automotive
Finsanto, LLC
Fox Run Automotive
Frank’s Servicenter
G&C—Chantilly
G&C—Manassas
Geno’s Tire & Alignment
George’s Sierra Shell
German Auto Works
Gil’s Garage
Glenshaw Auto Svc
Good Works Auto Repair, LLC
Haglin Automotive, Inc.
Hanover Lube & Brake Center, Inc.
Heath Goodyear
High-Tech Auto & Truck Center
Hillmuth Certified Automotive
—Columbia

Hillmuth Certified Automotive 
of Clarksville

Hillside Auto Repair
Hiway Tire Company, Inc.
Hoffmann Automotive
Hogan & Sons, Inc—Fairfax

Continued on page 2
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Our coaches have been working diligently to identify their individual top 
clients, yielding a list of 150 highly qualified contenders.

Of these, our management team and review board will do close 
comparisons of how each shop stacks up in all aspects of the ATI program 
and overall business performance.

From these original picks, we will have three additional cuts (see schedule 
below) that will determine the Top 25 finalists.

Then, at SuperConference 2015, we will announce our Top 12 finalists 
representing the very best ATI shops in North America.

Quest for Excellence 2014

ATI “Best of the Best”

Shop Name

12th Street Auto Repair Center
A & H Automotive
A & L Tire Company
Accurate Automotive
Active Green & Ross—AJAX
Active Green & Ross—Barrie
Active Green + Ross—Pick
AG Diesel
All Around Auto Care
Anytime Road Service & Repair
Auburn Foreign Car Repair
Auto Check
Auto Europa
Auto Stop 1
Ayers Automotive
Babcock Auto Care, LLC
Bast Tire & Auto Service
Beck Automotve
Bennett’s Automotive
BG Automotive Inc.
Big A Auto Sales Parts & Service
Big O Tire #70—Petaluma
Big O Tires—Store #5177
Blue Valley Tire & Auto Service
BMW Excluservice
Bobs Main Street Auto & Towing
Bradham Auto Electric
Bransfield Motor Co.
Bridgetown Automotive
Brown Motor Works
Burke Center Automotive
C & M Auto Service
Campus Automotive 
Campus Exxon

Carbondale Car Care, Inc.
Cardinal Plaza Shell
Carmine’s Import Service
Centerville Service Center, Inc.
Community Car Care

Shop Owner

Chad Kaemingh
James Holland
Mike McGee
Lee & Kelli Weatherby
Sid Spencer
Doug Moody
Sid Spencer
Cameron Tormanen
Skeet & Jill Hartman
Brian Pender
Greg Hochhalter
Jim Manouchehri
Andrew Farrar
Tom Lapham
Robert & Nikki Ayers
Jeremy Jeana Babcock
Wayne Moser
Ben Briggeman
James & Leigh Bennett
Bryan & Cendi Gossel
Dan & Kerry Reavis
Randy Scott
Paul McKellar
Bill Oades
Stephane Giabina
Bill & Laurie Rate
John & Claudia Crowder
John Eichler Jr.
Chris Ryser
Keith Huggins
Chris Burr
Craig & Monica Courtney
Matt & Jessica McMurray

James Wheeler
Scott & MaryBeth Brown
Carmine Cupani
Ben Forshee
Scott & Debbie Fleckinger

Shop Location

Sioux Falls, SD
Del City, OK
Ridgecrest, CA
Mesa, AZ
Ajax, ON
Barrie, ON
Pickering, ON
Portland, OR
Westminster
Beaver, UT
Auburn, WA
Missouri City, TX
Naples, FL
Arlington, VA
Santa Barbara, CA
Rochester, MN
Waterloo, ON
Franklin, IN
Smyrna, TN
Fort Collins, CO
Dubuque, IA
Petaluma, CA
San Leandro, CA
Leawood, KS
Rockville, MD
West Bend, WI
Alexandria, VA
Reisterstown, MD
Portland, OR
Columbia, SC
Burke, VA
Morgan Hill, CA
Blacksburg, VA

Carbondale, CO
Springfield, VA
Kernersville, NC
Centerville, OH
Alexandria, KY

Shop Owner

Joe Conant
Tim Connaghan
Darrick Schewe
Dave Erb
John & Ashley D’Avico
Steve Fisette
Jim Grant
Don Britton
Dennis Albrecht
Tim Allen
Daniel Ritchie

Robert Ferber
Bill Bernick & Rick Jordan
Steve Findley
Michael De Fino
Frank Dischinger III
Greg Caldwell
Greg Caldwell
Manny Geno III
Doug Whiteman
Steve Sanders
Mike Brewster
Sam Concelman Jr
Glen Hayward
Dana Haglin
Dean Wright
Larry Harer
Carl Kessler
William Hillmuth

Doug Hillmuth

David Carney
Steve Millar
Jeff Hoffmann
John, Philip & Susan Hogan

Shop Location

Stoughton, WI
Albany, OR
Blooming Prairie, MN
Austin, TX
Wayne, PA
De Pere, WI
Chattanooga, TN
Chattanooga, TN
Fresno, CA
Waltham, MA
Fredericksburg, VA

Ashland, VA
Lewisville, TX
San Antonio, TX
Bear, DE
Southampton, PA
Chantilly, VA
Manassas, VA
Booneville, MS
Fontana, CA
St Louis Park, MN
Burnt Hills, NY
Glenshaw, PA
Tempe, AZ
Boulder, CO
Hanover, PA
Heath, OH
Chantilly, VA
Columbia, MD

Clarksville, MD

Torrance, CA
Canby, OR
Davis, CA
Faifax, VA

Your competition doesn’t want you to read this post. 
Stay with me and you’ll understand why. I recently called 
three automotive repair shops at random expressing the 
following concern: 

“I’m new to the area and looking for a good shop. I want 
to do business with you, but my wife wants to use your 
competitor. So, what makes your shop better?”

I called the first shop located in the New York area and 
“Michelle” answered. Here was her response: “Uhmm, 
uhhh, can you please hold?” Before I could respond, I was 
patched through to a voice mail where I couldn’t leave a 
message because the mailbox was full! 

The second shop was in California. “Jack” answered 
the phone. Jack replied with a deep confident voice: 
“We’ve been in business for 20 years, have ASE certified 
technicians, and we have state of the art technology!”

This was brilliant compared to my last call, so I felt better 
as I called the third shop located in Ohio and Brian 
answered. 

Without any hesitation, Brian said:

 “We provide a vehicle pick-up and drop-off service that 
allows you to keep working while we work on your 
car. We perform a FREE 65-point courtesy check and will 
email you pictures of what we find that’s good and of 
what needs to be addressed. We also offer a three-year 
36,000-mile parts and labor warranty. This is the best 
warranty in the business, so you’ll be worry free with our 
guarantee!

Which shop would you have picked? If you chose 
Michelle’s shop, you probably won’t be crushing your 
competition any time soon! My guess is that you chose 
Brian’s shop ahead of Jack’s. What gave Brian the edge?

Unlike Michelle and Jack, Brian was listening to the same 
radio station that all of your customers listen to. Its WIIFM 
on your radio dial: What’s In It For Me? 

I have some bad news. Your customers don’t care about 
YOU, your 20 years in business, your state of the art 
technology, or your ASE certified technicians. They 
DO care about the specific BENEFITS that will solve their 
problem. 

The good news is that even if your competition has the 
same offerings, you can sell your benefits and get the 
business. So how can you use these specifics to crush 
your competition and grow your car count? Read on to 
get the answers.

                Define Your Brand
                  When I mention the name McDonald’s, what are  
              the first words that come to mind? Words like 
consistency, convenience, are the typical answers. So if 
you’re traveling late at night in an unfamiliar area and 
have to choose between McDonald’s and “Eric’s Burger 
Joint,” which would you choose? 

Even though I make a great burger, have ASE certified 
cooks, and have been in business for 20 years, McDonald’s 

would be the safe choice because they have defined their 
brand. You know you will get a consistent convenient 
experience from McDonald’s. 

What words come to mind when I mention the name of 
your shop? Answering this question is important because 
customers are looking for the safe choice when searching 
for a shop. 

To help define your brand I recommend studying your 
five-star internet reviews and looking for the common 
words that are used. For example, you may notice 
that multiple customers describe you as honest, fair, 
convenient, and friendly. 

These are the first words that come to mind when they 
think of you. Your brand communicates the specific 
experience they will get and will make you the safe choice. 

                Dare To Be Different
                  I know what you’re thinking: “But Eric, we have a     
               clean shop, offer a courtesy shuttle, and have 
great reviews. Why should I dare to be different?” Well, 
your customers expect these things and aren’t wowed 
by what they expect. As mentioned in a previous post, 
the “wowed” customer is twice as likely to come back, 
and three times as likely to refer you as one who is merely 
satisfied, so daring to be different can improve your car 
count. 

Since the extra mile is a lonely road, you will stand 
out from your competition by creating the wow 
experience. For example, most shops offer a shuttle 
service. Brian’s shop that was mentioned earlier, provides 
pick-up and drop-off service at the customer’s workplace.

Most shops offer a one-year 12,000-mile warranty. Brian’s 
shop offers the three-year 36,000-mile warranty. If you had 
a relative traveling in the Ohio area in need of auto repair, 
would you refer them to “most shops” or Brian’s shop? 

I challenge you to schedule a meeting with your team. 
Ask them to name the specific aspects of your service 
that wows the customer, and makes you different in your 
market. If the response you hear is the sound of crickets, 
take it as an opportunity to brainstorm specific offerings 
that can separate you from the competition. 

After creating your list of wow experiences, be sure to 
revisit what you came up with at your future meetings. 
This regular review will keep these benefits top of mind 
and easier to communicate to your customer. 

 

Looking to create a wow experience, but don’t know 
where to start? Email etwiggs@autotraining.net and I will 

send you a list of Seven Ideas That Can Differentiate 
You From Your Competition.

“Having no competition is a bad thing. 
Competition makes you try to improve yourself 

all the time.”   -Shu Qi

September 2017

How to Crush Your Competition and 
Grow Your Car Count
By Eric M. Twiggs, ATI Coach

UPCOMING CLASSES
September 
1 Service Advisor - Advanced Sales
6, 7, 8 Shop Owners Course Part 1 - Aligning Your Shop For Profit
7, 8 20 Group - 20 On The Top - Portland, OR
7, 8 20 Group - Rollin In Dough - ATI Headquarters
7, 8  Money Masters - Clarksville, TN
11, 12 20 Group - West Coast Originals - Los Angeles, CA
11, 12 20 Group - Game Changers - ATI Headquarters
11, 12 20 Group - The Buck Starts Here - Greensville, SC
13, 14, 15 Shop Owner Course Part 3 - A.B.M. Always Be Marketing
13, 14, 15 Collision Owners Course Part 3 - A.B.M. Always Be Marketing
14, 15 MasterMind - ATI Headquarters
14, 15 20 Group - Las Vegas - Las Vegas, NV
18, 19 Collision Production Course
18, 19 20 Group - Profit Force - Grove, IL
18, 19 20 Group - 20/20 Vision - ATI Headquarters
20, 21, 22 Shop Owners Course Part 2 - Advanced Management   
 and Leadership
20, 21, 22 Collision Owners Course Part 2 - Advanced 
 Management and Leadership
25, 26 20 Group - The High Mark - Reburg, ID
25, 26 Service Advisor Course Part 2 - ATI’s 7 Step Process
28, 29 20 Group - 20 for the Money - ATI Headerquarters
28, 29 20 Group - Back In Black - ATI Headquarters

October 
2, 3 20 Group - Notin But Net - Sylvania, GA
2, 3 20 Group - Leading Ladies  - ATI Headquarters
2, 3 20 Group - Phoenix Rising - Poway, CA
4, 5, 6 Shop Owners Course Part 1 - Aligning Your Shop For Profit
5, 6 20 Group - Score for More - ATI Headquarters
5, 6 20 Group - Best of the West -Sacramento, CA
5, 6 20 Group - Nor’Easter - Boston, MA
9, 10 Service Advisor Part 1 - The Role of the Service Advisor
9, 10 Collision Repair Estimating and Sales Course Part 1
11, 12, 13 Shop Owner Course Part 3 - A.B.M. Always Be Marketing
11, 12, 13 Collision Owners Course Part 3 - A.B.M. Always Be Marketing
12, 13 California Service Advisor Course Part 1 - The Role of the   
 Service Advisor
12, 13 20 Group - Dallas Top Twenty - Centenial, CO
12, 13 20 Group - CrashMasters - ATI Headquarters
16, 17 20 Group - Rising Tide - ATI Headquarters
16, 17, 18 Shop Owners Course Part 5 - Succession Planning
16, 17, 18 Collision Owners Course Part 5 - Succession Planning
18, 19, 20 Shop Owners Course Part 2 - Advanced Management   
 and Leadership
18, 19, 20 Collision Owners Course Part 2 - Advanced 
 Management and Leadership
19, 20 20 Group - Dollars And Sense - Ft. Collins, CO
19, 20 20 Group - European Imports - ATI Headquarters
23, 24 Service Advisor Course Part 2 - ATI’s 7 Step Process
23, 24 20 Group - New Baltimore - ATI Headquarters
23, 24 20 Group - Atlanta - Atlanta, GA
23, 24 Peak Performers - tba

November 
1, 2, 3 Shop Owner Course Part 3 - A.B.M. Always Be Marketing
1, 2, 3 Collision Owners Course Part 3 - A.B.M. Always Be Marketing
2, 3 California Service Advisor Course Part 2 - ATI’s 7 Step Process
6, 7 Shop Owner Course Part 4 - Staffing and Hiring
6, 7 Collision Owners Course Part  4 - Staffing and Hiring
6, 7 Collision Production Course
8, 9, 10 Shop Owners Course Part 1 - Aligning Your Shop For Profit
8, 9, 10 Collision Owners Course Part 1 - Keys to a Successful   
 Collision Repair Business
13, 14 Service Advisor Part 1 - The Role of the Service Advisor
16, 17 Service Advisor - Service Manager
27, 28 Service Advisor Course Part 2 - ATI’s 7 Step Process
29, 30 Shop Owners Course Part 2 - Advanced Management   
 and Leadership
29, 30 Collision Owners Course Part 2 - Advanced 
 Management and Leadership
 

Conclusion
So, there you have it. Defining your brand and daring to 
be different can help you crush your competition and 
grow your car count. When I call your shop and ask what 
makes you different, will I hear      
from you or the crickets?
Sincerely,

Eric M. Twiggs
The Accountability Coach
www.autotraining.net
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The Coach’s Corner Kim Hickey , ATI Coach

    What Would Stella Say?
 Sometimes things are so simple, they just hit you like a ton  
 of bricks. I received an email from Al Sutherland of Al’s   
 Certified Auto Repair, asking me if his granddaughter was  
 working for ATI or me. The email went on to say:

 “I am at lunch with my five-year-old granddaughter Stella  
 and my wife Sue. We are explaining to Stella that we need to 
eat quickly so that we can get back to shop so our service advisor John 
can go to lunch. She says ‘Well why doesn’t Daddy run the counter so 
John can go to lunch?’ We explain that Daddy doesn’t know how. She 
comes back and says ‘You should write down everything you do so 
Daddy will know how!”

First thing I did was offer Stella a job, and then I started laughing. 
After Stella’s question sank in, I stopped laughing. It was then that I 
started wondering how did we stray so far from the basics. At what 
point did plain old common sense become such a thing of the past? 
“You should write down everything you do so Daddy will know how!” I 
want you to read that again “You should write down everything you do 
so Daddy will know how!” 

How is it a five-year-old has more business sense than most shop 
owners? One of the biggest challenges I face as a coach is getting 
my team members to get everything out of their heads and on to 
paper. 

There are many reasons for SOPs. 
Let’s start with the obvious ones:

1. If something unexpectedly incapacitated 
you — whether on a temporary or a permanent basis — for your 
business to survive, it would have to keep running. 

 CIf there are things that only you do or you 
know, what type of burden are you leaving to the people 
left behind? Besides your family and employees having to 
deal with the emotions revolving around you being
incapacitated or gone, they would simultaneously have 
to deal with the burden of keeping your business    
running.  I have heard some of you comment that your
spouse or children or X would just have to sell it. Well, 
someone has to keep the business viable until a buyer 
could be found. I can’t think of anything more selfish 
to do to someone.

2. If you wanted to go on vacation, or 
SuperConference, or training. 

 C The most common reason I hear why you don’t go 
on vacation or leave is that the business falls apart 
while you are gone. Until you get everything in writing 
and standards for everyone to follow, it will continue to 
fall apart. Some of you even boast to me that you can’t 
even go to lunch without things falling apart. That, my 
friend, is NOTHING to brag about. No one is that 
important. It is not falling apart because you are that 
good, it’s falling apart because you failed at setting 
the standards and putting them in writing and failed 
to train your internal customers properly.

3. If you were selling.

 C If you ever decide to sell your business, you have to 
prove to the potential buyer that the business they are buying is 
viable without you. Not only do you have to prove that 
to the potential buyer, but you (or they) also have to 
prove that to whoever is financing them. Banks and 
other financiers for some crazy reason tend to frown 
upon lending money for a business that can’t run 
without the previous owner. 

4. Branding and a consistent customer 
experience.

 CIf you don’t have standards in writing, your external 
customers are not all receiving the same experience. I was 
speaking with a Team Kim member the other day and they shared 
with me that they are now sending some of their customers’ cars 
to the car wash. “Great!” I said, and then asked what the criteria/
policy was for a customer to receive a car wash. My member 
didn’t know. He said that he didn’t have a policy and was just 
“leaving it up to his guys.” I then asked what if one “guy” thinks 
that the customer should receive a car wash if they spend $400 
and another “guy” thinks it should be on tickets over $1,000? 
What does that do for your branding and customer experience 
if they don’t know what to expect, or if they get something 
different every time? What if another “guy” thinks the customer 
should get a car wash with every oil service? How much money 
is allocated for car washes in your budget? Do you have enough 
staff to get all those vehicles to the car wash? You can see where 
I am going with this! Even something as simple as getting a 
customer’s car washed can have endless scenarios and 
should be in writing. 

Do yourself a favor next time you are wondering if 
you have the time or energy to put your SOPs in 
writing: ask yourself “What would Stella say?”

Do yourself a favor next time you are wondering if you 
have the time or energy to put your SOPs in writing: 
ask yourself “What would Stella say?”

“Like all magnificent things, it’s very 
simple.”
—Natalie Babbitt, “Tuck Everlasting”

“Simplicity is the ultimate sophistication.”
—Clare Boothe Luce



Shocktober is Here! by Kim Hickey, ATI Coach 

Monroe’s “Shocktober 2” event starts on September 1. What does 
this mean for you? It means that you have a great opportunity to 
create awareness and educate your customers about the safety 
factors surrounding suspension. Not only is this the perfect time to 
educate your external customers about suspension, but it is also 
a great time to educate your internal customers. Also, for those of 
you with advisors that have NOT been to all three service advisor 
classes and feel they can’t sell shocks/struts because they are too 
expensive, the Monroe rebate promotion is a way to squash that.

I’m showing my age a little here, but years ago we were told that 
“As long as you didn’t mind a bouncy ride, you didn’t have to do 
anything with your suspension.” We were told that suspension was 
strictly a comfort feature. In fact, we celebrated having a bouncy 
ride by putting dog and hula girl figurines on our dashes and 
watched how the head or skirt moved. Today we know better. 

While I know better now and you know better now, do your internal 
and external customers know better? I wonder how many of your 
advisors do a good job explaining to your customers that shocks 
and struts performing at 50 percent efficiency can add 12 feet of 
stopping distance for a car traveling 60 mph? How many parents of 
teenage drivers know that number? Bob Crowe Auto Service created 
a letter explaining about suspension and included safety stats and 
attaches it to every invoice during Shocktober. 

During the Shocktober event in the fall (and also during Monroe’s 
spring promotion), I encourage you to have your advisors fill out a 
suspension log. The suspension log is used to record your vehicles 
that come in, their mileage, if the suspension is OE, and some other 
items. We all have selective attention, so the log helps to keep 
suspension in everyone’s sights. It takes 30 days to form a habit, 
so after 60 days of filling out a suspension log, paying attention to 
suspension should become such a habit that your advisor and techs 
don’t ever not pay attention again. 

 What should you be doing 
 during Shocktober?

If you don’t sell Monroe products, ask your supplier what kind of 
promotion they can offer you. Even without any type of promotion, 
this is still a great time to bring suspension safety awareness to both 
your internal and external customers. 

You can put something about back to school on your suspension 
promotion. School is back in session and there are a lot of teens 
driving themselves there. Safety is a powerful message for parents 
of teen drivers. Your headline could read something like “If your 
suspension is not up to factory specs, do you know that your teen 
driver will need an extra 15 feet of stopping distance?” I don’t know 
about all of you, but the thought of my boys needing an extra 15 
feet to stop scares me to death. What about the parents that drive 
their children to school, don’t you think they want to be safe while 
driving their children and friends to school and events?

You can email me for a copy of the suspension log, Bob Crowe’s 
letter, and / or suspension stats and visuals at 

khickey@autotraining.net

CFill out suspension log
CSchedule your under car or 
         Monroe rep to come in and have a class for 
         your techs and advisors
CSchedule a ride and drive for your staff if there is 
         one in your area
CSend an email blast to your customers
CPost videos and stats about suspension on all your        
         social media
CContact your vendor if you have not received your POS      
         supply kit yet

CLook through your outstanding recommendations and        
         find any regarding suspension — be sure to contact      
         those customers and let them know about the 
         promotion

SuperConference in March 2018  
March, the beginning of Spring. What are you doing in March? The average 
temperature for March in the United States is only 46.2 degrees. The average 
temperature in Florida in March is 79 degrees. Hmm, what to do, what to 
do? Ever get into a rut with your shop? Ever need a little boost of inspiration, 
education, with a touch of vacation?

How about getting all that, and that great Florida weather? Well then, the 
answer is simple. Come to ATI’s SuperConference in March 2018! What could you 
learn from hanging out with the sharpest shop owners in North America? How 
about almost everything!! 

We have great speakers brought from around the country to inspire you, 
challenge you and help you make a real difference in your life and your staff. 
Learning is a journey that never ends. You want your staff to keep getting better, 
faster and smarter. If that’s true then you must do the same. You’ll learn as much 
from the other shop owners as you will from the speakers. 

But, on top of that, we have the specially created training modules that are 
taught by our coaching staff, the Roundtables. Come and experience the sharing 
of knowledge that can only happen in this type of environment. There is a ton of 
information packed in this four-day event. 

We also have the vendors that you need to speak with to help your business 
grow to the next level. They are available throughout the Conference but we 
have a special night just for you to be able to meet, greet and ask the questions 
to help your business.

Do we have some fun? Of course! We have the Welcome Reception and Dinner, 
the Awards Dinner and we can’t forget the always popular SuperConference 
Olympics! The optional tours planned for Saturday are awesome and you don’t 
want to miss them.

Seats are going fast! Last year we had a waiting list by September, 
this year it looks like the waiting list may happen even earlier. 
Don’t miss out. Don’t wait! Get signed up now with easy 
monthly payments and get out of the cold. Get into the 
warmth of great weather and your peers to help take your 
shop to the next level.
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Hear shop owners talk about their AH-HA moments and tell their 
stories of change. Introducing the latest ATI innovation “Driving 
Change.” This is a podcast we created to improve our members’ 
experience and further assist with their growth. Each week I will be 
interviewing a client about something they are passionate about. 
We have a great start with several clients that have already stepped 
up and shared their stories. Will you be next? What wisdom and 
experience do you have to share? If you have a burning desire, and a 
great story to tell (and I know you do), we want you on the program. 
Please email me at podcast@autotraining.net to set up your personal 
interview.

Please go to http://drivingchangeatati.podbean.com/ to listen to the 
podcasts already there. Be sure to download the app and subscribe 
so you will be notified when new podcasts are added. Don’t forget to 
leave a comment if you liked it. Share it with a fellow shop owner or 
just a friend. 


