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QuickRead
 The benefits that GAP offer to customers are 
tangible 

 Training is required to ensure products are 
correctly sold

 Used car values are strong but depreciation  
is a constant, which is good for GAP sales

 GAP presentations need to be structured, 
relevant and visual. Get to the nub

Liz Grindell, head of warranty and insurance 
products, Allianz Global Assistance also noted that 
GAP sales had risen in recent years

“Car values certainly plummeted in 2009. However, 
we have seen strong growth in our GAP product sales 
over the last three years. Whilst some of this can be 
attributed to historical market value fears, we believe 
that this is also due to dealers providing customers 
with clearer information on the product and its 
benefits,” she said. 

Another supplier MB&G said it had seen a year-
on-year hike in GAP sales of 30% in 2012 but 
the type of business is changing with the majority 
of customers now opting for a  more cautious 
combination of traditional GAP and Return to Invoice 
products, a GAP hybrid.

According to David McPhee, managing director 
of MB&G, opting for the combination of the two 
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 d
ealership sales employees are under 
pressure in the showroom to sell a 
variety of add-on products and each 
one has to compete on its own merits. 
The general view in talking to dealers is 

that Guaranteed Asset Protection (GAP) is a no brainer. 
It’s tangible and the benefits it offers to customers, 
particularly when money is tight, are obvious. 

That’s not to say it does not need training to sell 
effectively. There are quite a few providers selling a 
raft of products. Also, new GAP hybrids have come 
on the market and the consensus is that dealer staff 
should be briefed on what they offer to customers.

There are basically three product areas in the 
market. Firstly Finance GAP insurance applies when 
the payment is made direct to the finance company 
to meet any amount still outstanding on the vehicle 
loan after the motor insurer has paid out.

Return to Invoice insurance is when the payment is 
made to the consumer, based on the original invoice 
price, minus the amount the motor insurer has paid out. 
While Vehicle Replacement GAP insurance swings into 
action when the payment is made to the consumer, 
based on the price of a new vehicle at the time of the 
claim minus the amount the motor insurer has paid out.

“Even within these three key headings, the products 
available can vary considerably. It is vital sales staff 
know the precise details of the products they are 
offering to ensure they meet the customer’s needs,” 
said Mike Macaulay corporate business development 
manager at AutoProtect.

“When a customer does need to make a claim, 
the policy sold well will create a customer for life. 
However, if a policy is sold poorly the risk of creating 
a dissatisfied customer is all too real,” he said.

Rise and fall?
In 2009, at the height of the recession, sales of GAP 
rocketed as used car values plummeted. It was a 
growth market with customers buying GAP because 
they were afraid of facing big bills if the car should 
be written-off or stolen. 

For 2012, it is different. Values of used cars are 
strong due, in part, to the shortage of used stock 
in the market. So, is this having a damaging impact 
on GAP sales? You would expect so but in fact 
most suppliers say their business is growing because 
depreciation is a constant and the economy and 
public sentiment are still depressed. People want 
reassurance.

Car Care Plan chief executive officer Tim Heavisides 
said he had seen sales of GAP rise in recent years.

“Now that values have strengthened, GAP is 
proving invaluable in helping customers to protect 
their investment so sales are still strong. We’re seeing 
more dealers building GAP into sales presentations 
and we’re also seeing customers taking a more 
proactive role in wanting to protect their new 
purchase,” he said.

Nancy Rignall, head of Mapfre Abraxas, said that 
irrespective of used car values, the company saw 
year-on-year growth in policy volumes in 2012. It 
would appear, in tough times, there is a flight to 
comfort and guarantees. 

“Demand for GAP insurance continues to grow.  
Dealers continue to focus more on F&I products to 
enhance profitability and customer retention and GAP 
remains central to that.

“Possibly the biggest driver of sales is coming 
directly from customers as, in these more austere 
times, they are more open to conversations on how 
to protect themselves against financial loss,” she said.

In tough economic times, when customers want reassurance 
from dealership staff, the benefits of GAP are tangible

SPECIAL FOCUS GAP

Training is key to ensure 
products are described 
correctly and not mis-sold

SIGNING UP: GAP sales have 
enjoyed a resurgence since 

the beginning of the economic 
downturn as buyers move to 

protect their investments

reassurance
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Grindell of Allianz Global Assistance said 
transparency was key. “We ensure dealers can explain 
the product in a straightforward manner so customers 
feel in control of the purchase decision plus can see 
how GAP will benefit them,” she said.

So there you have it. Selling GAP is easier than 
selling some other add-on products. The benefits to 
customers, particularly in tough times, are tangible. 
And if a dealer does sell a GAP policy and there is a 
total write-off or the car is stolen, the dealer will have 
a grateful customer for providing a valuable and well 
matched service in the first place. 

 See GAP Market Place starting on P40

is slightly more expensive for consumers but if they 
have made a decision to protect their vehicle, they 
are then willing to pay the extra for the joint cover.

“We think the growth in popularity of the product 
is a result of the increase in vehicles purchased using 
finance as well as a focus by dealers on additional 
revenue streams in a marketplace where margins are 
continually squeezed,” he said.

McPhee acknowledges that used car values are 
strong but argues that depreciation does not go away.

“Even with a rise in used car values, there will always 
be a shortfall between the cost at the time of purchase 
compared to the value some time late, which means 
there will always be a market for GAP,” he said.

Ian Simpson, sales and marketing director of The 
Warranty Group, argues that in tough, uncertain times, 
consumers want certainty and GAP provides this.

“Post-credit crunch, GAP sales have continued to 
gather momentum because car buyers are being 
understandably much more careful when it comes 
to money issues and, especially, have become 
increasingly sensitive to the need to protect a major 
purchase such as a car in case of total loss or theft.

“Also, as dealer income streams are coming under 
increased pressure, the need to sell added value 
products such as GAP more effectively has never been 
greater. It is a situation where the needs of customers 
and dealers have aligned to push GAP levels of 
penetration ever higher,” he said.

Steph Colinswood, marketing manager with WMS 
Group said that buoyant values are not impacting 
its business in GAP sales and he, too, plays the 
depreciation card.

“It is impossible to predict how the used market will 
fare in the future, but depreciation will occur and the 
customer will make a loss if their vehicle is written 
off, which can be as much as 40% during the second 
year of their ownership.

“Of all the add-on products available, GAP really is 
the most valuable as without it customers could be 
facing a loss of thousands of pounds,” he said.

Training issues
Training is important when it comes to selling any 
finance and insurance product to ensure dealer sales 
staff need to get it right. When it comes to GAP, the 
various suppliers have their own take on the issue.

Heavisides of Car Care Plan said training was key 
to its dealer strategy. “We work closely with dealers 
to help them integrate GAP Insurance into their 
sales process and ensure that products are presented 
appropriately and suitably to customers at the point 
of sale,” he said.

“As part of an effective sales presentation, it’s 
important that dealers are able to convey the 
rationale for GAP insurance quickly, concisely and in 
a considered fashion to give customers the broadest 
base on which to make an informed decision.

While Rignall of Mapfre Abraxas said the key to 
success was to ensure that the products provided met 
the needs of dealers in the first place.

“Initially, we ensure that the products we are going 
to provide meet the needs of dealers’ customers and 
stock profile. The GAP training we offer therefore 
depends on the needs of our partners. We work with 
them to focus on any product knowledge gaps and 
on the sharing of best practice with regards to sales 
processes and techniques,” she said.

For Macaulay of AutoProtect, as GAP products vary 
significantly the key is to ensure the product and 
offer are described properly.

“The sales staff need to be abreast of current 
legislation and guidelines on customer rights on 
cancellation and transfer of policies. Above all, it is 
about ensuring that sales personnel understand the 
different types of GAP insurance that exist and the 
specific terms and conditions offered,” he added.

According to McPhee of MB&G, while dealers and 
consumers are now familiar with GAP products and 
what they provide, training is still required.

“Whenever dealers request additional training 
or refreshers, a member of our team will visit the 
dealership and deliver a bespoke session dependent 
on the dealer’s requirements.

Simpson of The Warranty Group said suppliers 
needed to be flexible in the training package they 
offered as requirements varied from dealer to dealer.

“The needs of individual dealers and staff vary quite 
dramatically. Our view is that all GAP presentations 
aimed at customers should be highly visual in nature 
in order to win and retain their interest.” 

SPECIAL FOCUS GAP

COVERED: Written-off vehicles can be 
covered by GAP but it’s up to sales staff to 
get the message across to car buyers

In 2009, when used car values 
fell, sales of GAP rocketed

Scunthorpe based used car supermarket 
Eddie Wright said it has seen a “significant” 
increase in the sale of GAP products over 
the last 18 months.

“In a high turnover environment it 
can be all too easy to miss out on the 
opportunities afforded by products such as 
GAP insurance,” said  managing director 
Eddie Wright.

“We had always achieved a reasonable 
level of success in selling GAP but in reality 
we were letting both our business and 
our customers down by not being more 
proactive about consistently promoting the 
product range appropriately.

“The big turn around was the first time 
a customer returned to replace their car 
following a write-off. Their Return to 
Invoice policy created a very happy customer 
and a very profitable new sale. Nothing 
could have convinced us all of the value of 
GAP more effectively. Today, we offer the 
product with real conviction,” he said. 

“We know that, for many customers, 
their disposable income is under increasing 
pressure, so we see the GAP offer as integral 
to both help close sales and in supporting 
our customers for life principles

“We simply work to ensure that every 
customer knows their options and is able to 
make an informed decision,” said Wright.

GAP case study: Eddie Wright


