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here’s something very reassuring about 
EMaC, the Crewe-based business that 
effectively created its own market 
sector in 2004 by launching service 
plans.

We may live in an era of multi-skilling and frantic 
multi-tasking, but EMaC has deliberately retained 
its single strategic focus since it was established.   

“All our efforts and our resources are focused 
on creating service plans, which deliver tangible 
benefits to our dealership clients and our  
car-buying customers,” says new managing 
director, Neil Hodson. 

“Our expertise is all about service plans and all 
our products and services relate to service plans, 
as they are all we do.”

Hodson arrived at the company in April, 
succeeding the long-serving Angela Barrow, 
having held senior management positions with 
Experian Automotive, Manheim and Cap HPI, 
most recently as HPI’s managing director.

He is comfortable with the core elements of 
EMaC’s established strategy, but already busily 
making plans to both evolve its present structure, 
and to devise and deliver new products and 
services. 

“Under Angela’s leadership, the number of 
customers under management grew from zero to 
1.9 million in 10 years, we now process more than 
700,000 direct debits a month, and more than 
£800m of servicing is currently scheduled via our 
plans, so the demand from dealers and motorists 
is clearly there,” said Hodson.

“However, the traditional automotive retail 
model is being disrupted in significant ways. 
Service intervals are lengthening, average driving 
distances are falling, and vehicles are ever-more 
reliable. The pressure is on all dealers to adapt 
their business models, and service plans can play 
a central role in their new strategies.

“We know from years of experience that our 
plans increase customer retention levels, deliver 
significant servicing revenues, and create  
opportunities for dealers to capture additional 
revenue through work outside the scope of the 
plans – including sales of tyres, accessories and 
repair work.”
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According to Hodson, service plan sales now 
cover 68% of the luxury car market, and 46% of 
the wider new car market. However, he believes 
there is still huge potential for service plans to be 
adopted in the used car market.

“Typically, dealers sell three used vehicles for 
each new,  and some dealers are achieving 40% 
penetration with service plans, which demon-
strates what is possible. However, I was at a 
National Automobile Dealership Association event 
this year, and their members saw close to 50% 
penetration as a benchmark.

“The UK market lags a long way behind the US 
in this regard, and our benchmark is more like the 
mid-20s. Unfortunately – as with new cars –  used 
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car customers are often not being offered service 
plans at the point of purchase, so many sales 
opportunities are lost purely by default.

“Our research clearly demonstrates that a 
significant number of buyers, of new and used 
vehicles, would be interested in hearing about 
service plans at the point of sale, and receptive to 
hearing how they would benefit them financially, 
but they never have the chance to hear the case.

“I understand why dealers and sales staff have 
traditionally had a short-term focus – on  
immediate returns and rewards, and monthly 
sales targets – but as the industry changes, we 
need to see longer-term strategies which can link 
sales, aftersales and re-purchase as different 
elements of a single, service-based process.”

One of the changes identified by Hodson is the 
switch from ownership to ‘usership’ and an 
increased customer focus on affordability, which 
is increasing the number of new and used cars 
bought through dealer finance. He said service 
plans can dovetail perfectly into such finance 
agreements.

them, just as they are eager to add value to their 
customer relationships, so it’s critically important 
that we listen to them. Everyone who comes to 
Crewe sees the passion and energy we have here, 
and I think they’re all going away feeling impressed 
and excited.

“We’ll probably hold a demonstration day here 
in November, to explain Auto Quote’s benefits, give 
everyone a taster of future products and services, 
and outline our vision as to where we see the 
dealership model going, and most importantly of 
all, to hear what the dealers think.

“We know service plans help dealers deliver a 
better experience for their customers, and can be 
a significant element in developing long-term 
relationships with those customers. However, 
dealer leadership will be critical in ensuring that 
sales staff really understand our plans and the 
revenue opportunities they can deliver.

“Businesses in all sectors are eager to invest in 
tools that enhance customer retention, but service 
plans are one of those rare products that actually 
pay for themselves.”

“As dealers realise how the retail landscape is 
shifting, I am sure we’ll see the more innovative 
ones consolidating vehicle sales, financing and 
service plans into a coherent and convenient 
proposition for their customers, based on the 
realisation that today’s used car customer is 
tomorrow’s new car customer.”   

However, while Hodson muses about how  
dealership models may evolve, he is focused on 
the here and now.

“As a business, our core focus is always  
about customer retention solutions in all their 
forms,” he said. 

“We’ve already strengthened our call centre 
operation, and are investing heavily in recruiting 
new people, upgrading our software, and thinking 
about new products and services.

“We are the market leader for service plans, and 
pride ourselves on our quality of thought  
leadership and our strategic vision, but at the 
same time, we don’t want to get too far ahead of 
the market, or too far ahead of what our  
dealerships expect us to deliver.”

Communication is key, he believes: “We must 
always talk to dealers in their language, and explain 
the many benefits of service plans to those who still 
don’t fully appreciate the commercial opportunities, 
and the increased cash-flow, they create.

“We focus hugely on innovation, on trying to 
solve problems that people haven’t yet thought 
about, but we also recognise that we need to 
involve dealers at the early stages of our innova-
tion process, so they can use their experience and 
knowledge to help fine-tune each product.”  

One of the innovations Hodson mentioned was 
Auto Quote, which creates a personalised service 
plan quote for a customer, before they even reach 
the showroom.   

“We met three of the top 10 dealers to explain 
our rationale, and they were absolutely delighted 
to hear about it. In September, we’re meeting 
another 15 or so core customers, so they’re aware 
Auto Quote is ready to launch, and we’re telling 
both groups about lots of our other ideas for new 
products and services.

“We want to maximise the benefits we deliver to 
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