
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
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What Can You Do to Keep “A” 
Players From Leaving You?

Eric M. Twiggs, ATI Coach

UPCOMING CLASSES
August 
1, 2, 3 Shop Owners Course Part 1 - Aligning Your Shop   
For Profit
1, 2, 3 Collision Owners Course Part 1 - Keys to a 
 Successful Collision Repair Business
9, 10 Service Advisor Part 1 - The Role of the Service   
 Advisor
13, 14 Collision Repair Estimating and Sales Course Part 1
20, 21, 22 Shop Owners Course Part 5 - Succession Planning
20, 21, 22 Collision Owners Course Part 5 - Succession 
 Planning
23, 24 Service Advisor Course Part 2 - ATI’s 7 Step Process
30, 31 Service Advisor Advanced Sales 

September 
5, 6, 7 Shop Owners Course Part 1 - Aligning Your Shop   
 For Profit
5, 6, 7 Collision Owners Course Part 1 - Keys to a 
 Successful Collision Repair Business
12, 13, 14 Shop Owner Course Part 3 - A.B.M. Always Be   
 Marketing
12, 13, 14 Collision Owners Course Part 3 - A.B.M. Always Be   
 Marketing
17, 18 Shop Owner Course Part 4 - Staffing and Hiring
17, 18 Collision Owners Course Part  4 - Staffing and Hiring
17, 18 Collision Repair Estimating and Sales Course Part 2
19, 20, 21 Shop Owners Course Part 2 - Advanced 
 Management and Leadership
19, 20, 21 Collision Owners Course Part 2 - Advanced 
 Management and Leadership
24, 25 Service Advisor Part 1 - The Role of the Service   
 Advisor

October 
3, 4, 5 Shop Owners Course Part 1 - Aligning Your Shop   
 For Profit
3, 4, 5 Collision Owners Course Part 1 - Keys to a 
 Successful Collision Repair Business
4, 5 California Service Advisor Course Part 1 - The Role   
 of the Service Advisor
8, 9 Service Advisor Course Part 2 - ATI’s 7 Step Process
10, 11, 12 Shop Owner Course Part 3 - A.B.M. Always Be   
 Marketing
10, 11, 12 Collision Owners Course Part 3 - A.B.M. Always Be   
 Marketing
11, 12 Service Manager Course
15, 16 Service Advisor Advanced Sales 
17, 18, 19 Shop Owners Course Part 5 - Succession Planning
17, 18, 19 Collision Owners Course Part 5 - Succession 
 Planning
22, 23 Service Advisor Part 1 - The Role of the Service   
 Advisor

November 
5, 6 Service Advisor Course Part 2 - ATI’s 7 Step Process
7, 8, 9 Shop Owners Course Part 1 - Aligning Your Shop   
 For Profit
7, 8, 9 Collision Owners Course Part 1 - Keys to a 
 Successful Collision Repair Business
12, 13 Service Advisor Advanced Sales 
14, 15, 16 Shop Owner Course Part 3 - A.B.M. Always Be   
 Marketing
14, 15, 16 Collision Owners Course Part 3 - A.B.M. Always Be   
 Marketing
19, 20 Collision Repair Estimating and Sales Course Part 1
19, 20 Service Advisor Part 1 - The Role of the Service   
 Advisor
26, 27 Shop Owner Course Part 4 - Staffing and Hiring
26, 27 Collision Owners Course Part  4 - Staffing and Hiring

SUMMARY
So, there you have it. 
Recognizing the power 
of vision and reviewing 
their vision boards can 
keep your “A” players from leaving you. Hopefully, 
the upper management of my favorite football team 
has pictures of the end zone and of the Super Bowl on their 
vision boards!

What can you do to keep “A” players from leaving 
you? As I ponder this question, I’m reminded of an 
experience I had back in December here at ATI. Our 
office is in a suburb of Baltimore, MD. Thus, my fellow 
coaches and colleagues root for the Baltimore 
Ravens football team. 

Our office could be considered “Ravens Nation,” 
because of all the cups, computers, and cubicles that 
are loaded with the team’s paraphernalia. 

Everyone supports the local team. Everyone except 
for me. I happen to be a Washington Redskins fan. As 
you prepare your jokes, please know that my choice of 
football teams is a topic for another day! 

One morning, right before the Christmas holiday, I 
noticed that my co-workers each had a gift-wrapped 
package from upper management on their desk. Inside 
the containers were calendars for the 2018 year. 

Now these weren’t your ordinary calendars. They had 
calendars with the Baltimore Ravens helmets and 
logos on the front. There was a gift on my desk as well. 

As I opened it, I was shocked to see that mine was 
different from the others. I received a calendar as a 
Christmas gift. But mine was a Washington Redskins 
calendar. Later, I found out that one of my fellow 
coaches who is an avid hunter, received a calendar 
with a hunting rifle on it! So, what does this have to do 
with you keeping “A” players?

Here’s the big takeaway: Recognition that is 
personal, is also memorable. Someone took the time 
to consider my personal interests, and thus, I’m still 
talking about it eight months later! 

Have you taken the time to consider the personal 
interests of your people? Keep reading to learn two 
strategies to keep your “A” players from leaving you. 

            Recognize the Power of Vision

Back in June of last year, I was speaking with a shop 
owner named “Trish.” She mentioned that she had a 
goal for her shop to be recognized as the ATI Shop 
of the Year at the next SuperConference. When I told 
her that I planned to attend, she made the following 
statement: “I will see you on the victory stage.” She 
had a vision of where she wanted to be. 

Nine months later, Trish Cleveland, and her husband 
Eddie, owners of Rob’e Mans Auto, were recognized 
on the victory stage as the Shop of the Year at the 
SuperConference! This encounter confirmed the fact 

that you must recognize the power of vision. In other 
words, if you can view it, you can do it! 

What is the vision that your employees have for 
themselves? Getting them to do a vision board is a 
great way to find out. If your people have visibility to 
their personal goals, it increases the likelihood of 

achievement. I recommend having them use one of 
the free vision board apps that can be downloaded to 
a smart phone or tablet. 

They can download and label pictures that represent 
what they want out of life. Their vision boards will give 
you insight into their personal interests. You will then 
be positioned to tailor your recognition program 
according to what THEY want, instead of what you 
always do.

    Review Their Vision Boards

To show that you recognize the power of vision, you 
conducted a team meeting, telling everyone to do a 
vision board. The following week, you had a second 
meeting and confirmed that everyone did their vision 
board like you asked. Your job is done, and you can 
check that box, right? Not so fast!

Following up with your people on their progress is 
the step that’s often missed. According to a study that 
was reported in Forbes Magazine, people who merely 
thought about their goals and how to achieve them 
succeeded less than 50 percent of the time. Those 
who communicated regular progress updates to 
another person, reported succeeding 75 percent of 
the time. In other words, your people are more likely 
to achieve their rewards, if you review their vision 
boards.

The late Zig Ziglar said best when he said, “You can 
get everything in life you want if you will just help 
enough other people get what they want.” Want to 
keep your great general manager? Keep asking her 
how she’s doing with her goal to buy that home. Want 
your best technician to stay? Continue to ask him 
about the muscle car he has pictured on his poster. 

Imagine if you worked for someone who checked in 
with you every 30 days and asked you about your 
goals. Then, because of their follow-up, you achieved 
a major life accomplishment that was on your vision 
board. How likely would you be to leave them to work 
for their competitor? Your employees would feel the 
same way about you if you helped them. 

Looking to motivate your “A” 
players, but don’t know where 
to start? Email etwiggs@
autotraining.net to receive the 
26 Reasons That People Buy 
Anything. (Including your 
message.)



 

The ATI Way
Fundamental #3: Check the ego at the door
Our own egos and personal agendas must never get in the way 
of doing what’s best for ATI. Don’t take challenge personally or 
defensively. Being concerned with who gets credit, who looks 
good, or who looks bad is counterproductive. Make sure every 
decision is based solely on what will best advance ATI’s goals.
—From Mike Bennett, ATI Coach

As I considered this fundamental my initial take was “duh, this 
is a no-brainer.” The more I thought about it, though, I realized 
that on the surface the statement makes sense, but honestly, I 
think if correctly applied EGO is a very powerful tool and 
element of success.

The Oxford Dictionary defines EGO as a person’s sense of self-es-
teem or self-importance. It is true that EGO can be very destruc-
tive or disruptive if it manifests as a blind drive toward self-
promotion. Putting your own goals foremost and striving to 
prove your worth without consideration of impact or value to 
others seems to me to be counter to everything ATI promises. 
Check the ego at the door. The more I considered the statement I 
began to understand it really is a fine balance: EGO can be con-
sidered akin to a gun or a super-power. It can be used for good 
or for evil. On its own EGO is rather benign. Just like a gun, it 
is how it is used and how it manifests that really determines 
impact, good OR bad. Like a gun, EGO is often pigeonholed as 
destructive and therefore gets a bad rap. I believe EGO is often 
what drives me. EGO and passion are the perfect motivators for 
serving our members and the greater good of our associates. I 
personally feel that EGO is much of what drives ATI’s success as 
a company (as well as the successes of our members).

I found a great article on fastcompany.com relating to Why 
Leaders Have a Strong Ego (and that’s a good thing!) [para-
phrased]. Yes, you must serve and support and help and encour-
age. To do that, you must be compassionate and humble. Howev-
er, before you can do any of those things, you need to develop con-
fidence in yourself—not arrogance, but well-justified faith in your 
own abilities (EGO). That takes discovering how you—uniquely—
can support both yourself and other people to go through the 
same process, while also demonstrating to others how to make 
their own way. Isn’t that what leadership is all about? Experts 
who’ve studied how the most effective work cultures develop claim 
that a truly purpose-driven company is made up of people who 
see what the company does as supporting things they already per-
sonally believe in. Without that alignment, it all falls apart.

If self-promotion and arrogance is what drives you, then yes, 
by all means Check the EGO at the door. If, however, your EGO 
is a vessel for strength, power, commitment and confidence to 
serve and promote the greater good, then you just might be 
cut out to survive and thrive in this family we call ATI.

 
   Fear is an all-encompassing thing. It   
   grips us in ways that we do not even 
   know we show. Animals sense it easily  
   as do the vast majority of people. It is 
   in the way we speak, our voice   
   inflection, our wording, it is in our eyes  
   and in our body language. We do 
   not mean to show it or speak it but we do.

The fear of raising prices is a very real and valid concern in our industry. 
I have heard owners and advisors rail against doing it, and I have heard 
them blame raised prices for lost customers. (I would bet that the lack of 
confidence in new pricing during presentations is more to blame than 
the prices themselves.) When I say it is valid, I mean to say it requires 
serious thought. What I don’t mean is that you should fear price increases 
if your prices are not reflective of the service, customer experience and 
level of experience and expertise of your employees. 

What too many of us don’t consider is the cost of acquiring and keeping 
exceptional employees and maintaining that level of expertise with 
training and updates to equipment. We undervalue the level of service 
and customer experience we provide. I could go into countless examples 
outside our industry; but an easy enough one is a steak dinner. It’s 
cheaper to buy and make (parts house and dealer prices), a little more to 
get it at the Outback (the big chains and also-rans), but man do you pay 
for it at Ruth’s Chris Steak House. It is the level of service, the experience 
of the staff and the finished product that you can be sure is one of the 
best steak dinners you can buy. 

If you are not offering a “Ruth’s Chris” experience to your customers, why 
not? What would it take to be that automotive service provider in your 
area? Maybe it’s offering Uber rides to your customer if you do not have a 
shuttle. Maybe it’s replacing worn furniture in your waiting room. Adding 
a Keurig. Maybe it’s the customer service approach and commitment. 
There are many inexpensive things owners can do to increase the 
value of the service and improve the customer experience. Consider 
improvements when in doubt of price increases.

The truth of the matter is that the fear of raising prices really comes 
down to the bogeyman in our heads. If we are confident in the service 
and customer experience we 
provide and the quality of our technicians, 
then we should be confident in raising our 
prices to match. We are not selling coffee, 
which is bought every day, or even haircuts 
which are done monthly or bimonthly. We
 are selling maintenance and repairs that 
are purchased with much less frequency 
and some only once in the time they may 
own a given vehicle. What are we afraid 
of being compared to? 

Under Your Bed? In Your Closet? Or in Your Head?
The Bogeyman of Price Increases    Paul Marsh, ATI Coach Sam’s Corner  



Improving Production Efficiencies and Profitability   Keith Manich, Director, Collision Division

We tend to spend a lot of time contemplating what to do next to improve 
our businesses without looking at what is 
happening now. What can we do to make 
things move more efficiently or how can we 
improve productivity capitalizing on every 
potential business possibility we encounter 
daily? Have we identified every opportunity on 
every job that we have within the store? Have 
our people completed everything that they 
have the potential of completing, has every task 
been completed properly? As we look at our 
daily activities around the store we leave about 

30 percent of our time, effort and potential on the table. If you think about that 
further, using a 10 car per week store, that could be an additional three closed 
ROs per week. You can do the math beyond that, but three cars would be a nice 
addition to the billed labor hours and overall profitability for most stores. 

Drilling down a bit further into this efficiency thought process, what if you 
were able to improve your estimating skills by 30 percent? For an average RO 
of 19 hours, that would be an improvement of 5.7 hours. There are so many 
opportunities in electronics, vehicle construction, fasteners, even pricing your 
materials properly. Are we really looking at all aspects of the repair process to 
make sure that each opportunity is identified and then documented so that we 
can get paid for it? 

Let’s look at another area where improvement can be incrementally achieved 
with additional focus. Tech production. How efficiently are your technicians 
operating? Do you measure? Do you know the formula? What are the areas in 
which you might be able to examine, measure and change processes that would 
help them to be more productive? What should the target for productivity be? 
How do you identify what each technician should be producing and do you 
share your business expectations, production expectations with them? Do you 
tell them what their productivity means to the business?
Organizing the entire repair facility is extremely important in making sure that 
everything that can be done to improve customer service, efficiency, pricing and 
productivity has been done. This starts with properly identifying all the tasks that 
need to be completed and who is accountable for their completion. The shop 
should be broken into segments to make the analysis and the task identification 
easier to compile into lists. As this series of articles progresses, each of these will 
be explained in detail. A sample of a particular area will be provided to illustrate 
how the activities should be followed and how the resulting documents should 
flow.

The pre-production area is the first area that will be reviewed for this process. 
This is an area that has conflict “built in,” for which resolution has to be quick 
and well documented so that clear decisions are clearly justifiable. To better 
define what this means, the estimating or blueprinting processes are typically 
where “friction” points will exist because of third party payers. It can be caused 
by pricing, skill and knowledge gaps, for a variety of reasons resolution has to 
occur. Let’s assume for the purposes of this article that all of the typical claim 
information, documentation and contact steps have been made and the vehicle 
is at the store with a pay assignment or a clear contract of repair with the 
customer. 

What steps are required to take place to get the vehicle into production? 

1. The vehicle has to be scheduled in for the estimate or if not mobile, 
brought into the bay for disassembly

2. Repair authorizations, data acquisition authorizations need to be 
signed by the vehicle owner and in the hard file

3. All of the options must be properly identified to establish the “estimat-
ing” requirements by vehicle construction and design including the 
testing protocols necessary to establish pre- and post-accident safety 
system readiness

4. A data search must be conducted to identify any particular repair 
scenarios that must be followed specific to the platform requirements, 
e.g., steels, plastics, other build data

5. The condition of the vehicle has to be established to ensure that 
proper measures are taken to restore it to or make it better than its 
prior condition in accordance with the payer’s obligation to the ve-
hicle owner

6. All electronic pre-sets must be saved either electronically or manually 
to ensure that the owner retains their pre-sets

7. Parts requirements agreed to by the vehicle owner must be initialed 
and in the hard file relative to aftermarket or other non-OEM parts

8. The estimator/blueprinter has to cycle the ignition whenever possible 
to conduct the “seven-second burn” to check for dashboard-indicated 
fault codes for vehicle safety systems. This is in addition to the diag-
nostic link tests which check for system continuity

9. Begin disassembly processes
10. Identify parts that are to be saved and those that will be replaced 
11. Establish repair times for the damaged repairable nonstructural areas 

of the vehicle
12. Establish repair times for repairable structural areas of the vehicle
13. Determine removal and replacement requirements for glass, including 

adequate dry/cure times for adhesives used in replacement required 
by FMVSS

14. Identify refinish requirements for undamaged adjacent panels where 
applicable

15. Identify undamaged part removal and replacement requirements to 
accommodate blending procedures as necessary

16. Determine the length of time necessary to obtain parts
17. Determine the length of time necessary for repairs (this is start of 

repair to conclusion of repair)
18. Contact vendor(s) to place parts order(s)
19. Receive parts, validate part order list against parts received to verify 

part numbers and part types
20. Mirror match parts against parts that have been identified for replace-

ment
21. Create second parts order for corrections when necessary, including 

accounting requirements
22. Identify billable hours for vehicle and day/date for production pro-

cessing
23. Place vehicle into production rotation
24. During production create and supplement billing when needed, also 

accompanying parts orders or labor add orders
25. Contact customer and insurer, as needed, to validate supplemental 

billing for review, verification or approval
26. Update file documentation 

All of the individual tasks associated with getting the car into production may or 
may not have been listed above. There may be subset tasks that will be identified 
as well. This will depend on the level of detail that each individual store owner 
might place on particular tasks associated with a process. But as can be seen 
in this example, the level of detail is important in that the store owner will be 
requiring someone to complete these tasks and holding them accountable for 
doing so. Going back to the earlier point about potential “friction” caused within 
a particular job assignment, estimating and blueprinting have the most areas 
where the decisions can be subjective in some cases. However, subjectivity can 
be reduced significantly with documentation. Some in the industry say that the 
strategy should be that we need to negotiate in every case. That is not a strategy; 
that would be a task. The strategy would be to build consensus through properly 
preparing, presenting and discussing the necessary documentation each time 
an estimate or blueprint is created. The more thorough and complete the 
documentation, the narrower the focus of the discussion becomes. This process 
significantly reduces that element of friction through information. 

  As we develop the processes and procedures for the   
  store, the long-term strategy should always be the focus of  
  the tasks associated with the planning and execution for 
  all activities necessary for repairing the vehicle. This allows  
  the store owner to build a more predictive production 
  model which helps them be able to forecast what their  
  daily, weekly and monthly performance metrics should  
  be. This is where we begin to take the requirements and  
  form them into our standard operating procedures (SOPs)  
  that support the performance metrics. 

The task lists are the starting point. Job descriptions are then created that tell 
the employees exactly what their roles are in the execution of the tasks and they 
begin to get an indication of time frames and performance requirements, which 
are more clearly defined in the SOP and accountability measurements. The SOP 
then provides the detailed, step-by-step instructions in the execution of the 
tasks. 

Continued on page 4



Automotive Training 
Institute

705 Digital Drive, Suite V
Linthicum, MD 21090 

PRST STD
AUTO

U.S. POSTAGE PAID
ROSEVILLE, MI
PERMIT NO. 35

Some key takeaways would be:

1. Have all of the required steps, tasks been identified for the process that is being built?
2. Does the job description being created for this process provide the detail necessary for the employee to be able to complete the process as expected? 
3. If not, what training will be required to expand the employee’s skill set so that their competency is improved to the necessary level of performance? 
4. Should that additional training be internal or external and what is the cost and potential return on investment (ROI) for the training activity?
5. Do the standard operating procedures clearly define all steps, performance requirements and time frames necessary to meet production requirements? 
6. If followed, will the task lists, job descriptions and SOPs provide a more efficient production flow resulting in improved production efficiency and profitability?
7. If not, what additional steps need to be considered to make the SOP adequate for the production needs?
8. Are the steps, if followed, adequate for the staff to perform to their individual performance expectations?
9. What review process has been established so that the process can be audited for compliance and corrective action as needed?

The nine takeaways will be looked at individually. Pro and Con lists can be developed which will help in identifying if the takeaway requirements have been met, and if 
not what the next steps should be. There will also be additional opportunities to look at other processes within the store to help identify the steps necessary for building a 
production compliance model for them individually using the same steps illustrated in this first installment. 


