
C
ommenting on the award, 
Jair Marrugo, managing 
director of MAPFRE 
ABRAXAS, said: “It’s a 
fantastic honour to be 

named Dealer Recommended by the 
dealers that read AM magazine. 

“It shows that a lot of hard work over 
the last 12 months of working with our 
dealer partners has paid off and been 
appreciated. There has been a lot 
of change this year but that’s where 
suppliers really needed to stand up 
and be counted and that’s exactly what 
we’ve done.” 

Marrugo added: “We have a very 
strong team here at MAPFRE with a 
breadth of skills and knowledge across 
insurance, the automotive market and 
wider disciplines.

“In my view, this award is recognition 
for everyone who has played their part 
in our success this year.” 

FCA market study on GAP
The landscape for GAP insurance 
during 2015 has been dominated by 
the FCA’s market study into add-on 
insurance products which culminated 
in the introduction of the new rules and 
deferred period on September 1.

David Parrondo, deputy managing 
director of MAPFRE ABRAXAS, said: 
“It’s fair to say that, like most in the 
industry, we were initially worried about 
what impact the FCA’s market study 
would have on GAP insurance sold 
through dealers. 

“However, from quite an early stage 
we started to look at this as a great 
opportunity rather than a threat. It 
became an opportunity to work even 
closer with our dealer partners on their 
insurance strategy when they needed 
us most.” 

Commenting on the detail of the 

MAPFRE ABRAXAS lead the way 
during a year of change for GAP
MAPFRE ABRAXAS are delighted to be 
voted the 2016 ‘Dealer Recommended for 
GAP’ – it’s clear evidence that we continue 
to hit the mark in a very challenging year

“We’re proud to have been 
able to offer our partners our 
new Point-of-Sale Plus system 
– a clear solution to work 
within the new GAP rules”
David Parrondo

To find out more about why MAPFRE ABRAXAS was voted ‘Dealer Recommended for GAP’, call us on 0845 6838 795 or email contactus@mapfre.co.uk
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FCA market study, Richard Thompson, 
MAPFRE’s head of legal and 
compliance, said: “Importantly, the FCA 
acknowledged from the beginning 
that they had no problem with GAP 
as a valuable consumer product and 
that the focus was purely on improving 
competition within the market. 

“The FCA’s market study had a number 
of phases where the industry had 
the opportunity to give feedback and 
influence their thinking. As a leading 
underwriter and administrator of GAP 
both in the UK and internationally, 
we felt we had to be at the forefront 
of the lobbying effort. Whilst other 
providers remained silent, we took every 
opportunity, both in writing and face-to-
face, to give our views and those of our 
partners to the FCA.”

Parrondo added: “Like others in the 
industry, we don’t agree with everything 
the FCA has put in place. However, 
their focus was on improving consumer 
outcomes and that’s something we do 
clearly support.” 

Developing solutions, not workarounds
MAPFRE ABRAXAS started working 
on potential solutions to the new GAP 
rules well in advance of the FCA’s final 
paper being issued. In fact, detailed 
discussions with a number of partners 

Multi-product and multi-channel
Despite the challenges that this year has 
thrown up, innovation has remained 
an integral part of MAPFRE’s strategy 
– not just in terms of the development of 
Point-of-Sale Plus but also in more wide 
reaching initiatives.

The spotlight on GAP has acted as the 
catalyst for innovative thinking around 
insurance distribution. MAPFRE has 
a wealth of experience in online sales 
in other sectors, most notably in travel 
insurance, where it owns and operates 
the ‘Insure & Go’ brand.

Nick Franklin, head of partnership and 
distribution for MAPFRE ABRAXAS, 
explains: “We know that there is a 
natural limit to the number of add-on 
products that a salesperson can present 
to a customer at the point-of-sale. 

“However, we also know that there is 
an opportunity to meet more customer 
insurance needs after the car has been 
handed over. 

“Once in possession of their new 
vehicle, it’s entirely possible that a 
customer’s needs may change and 
products like tyre and alloy insurance, 
MOT failure insurance, cosmetic repair 
insurance and even roadside assistance 
could become more appealing.”

Franklin added: “The challenge then 
becomes how to distribute additional 
insurance products post-sale. 

“That’s why we’ve utilised our in-house 
expertise to offer dealers a branded 
‘Click & Buy’ online sales platform. 
Dealers simply drive traffic to the site, 
typically through email marketing 
campaigns, so that their customers can 
find out about and purchase a wider 
range of insurance products in the 
comfort of their own home.”

were clear that we would invest time, 
effort and money into developing a full 
systems solution to allow our partners to 
continue to sell GAP compliantly. 

“It was a bit of a moving feast as we 
were working based on assumptions 
of the FCA’s new rules. However, 
we worked closely with a number of 
partners to get their input to ensure 
that our new Point-of-Sale Plus system 
was going to meet their needs and fit 
seamlessly into their sales process.”

David Parrondo added: “We’re proud 
to have been able to offer our partners 
our new Point-of-Sale Plus system – a 
clear solution to work within the new 
GAP rules. 

“We’re aware that some providers 
have developed systems but that others 
have done very little to support dealers 
in this respect. Our 

approach was always to do this in the 
right way, to find a robust and credible 
solution rather than a short-term 
workaround to try to side-step the rules.” 

In the three months from the new rules 
being implemented on September 1, 
MAPFRE’s own figures show that those 
dealers using the new Point-of-Sale Plus 
system are performing significantly 
better in terms of GAP sales than those 
that aren’t using it. 

Those that fall into this category have 
embraced the new rules and embedded 
new systems and processes into their 
business, which is now delivering the 
desired outcomes for the consumer and 
the right result for the dealer.

started midway through 2014. The 
approach taken was consultative and we 
actively sought input from our partners 
to help shape the systems design and 
development that would follow.

Matt Hooper, who heads up IT 
development at MAPFRE ABRAXAS, 
said: “From the very early stages we 


