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A Practical Guide to
Planning Your Next




Disclaimer: This information is for general knowledge purposes only, you should not construe any such
information or other material as legal, tax, financial, or other advice. All information contained herein is
of a general nature and does not address the circumstances of any particular individual or entity. No
information contained herein constitutes professional, legal and/or financial advice, nor does any
information constitute a comprehensive or complete statement of the matters discussed or the law
relating thereto.

Fair Use Disclaimer: This content may contain copyrighted material. Such material is made available
for educational and informational purposes only. We believe this constitutes a “fair use” of any such
copyrighted material as provided for in Section 107 of the U.S. Copyright Act.
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Introduction: Planning Makes the Difference

A motorcoach purchase affects more than fleet capacity.

It affects revenue, driver experience, passenger perception, maintenance planning, cash flow, and the reputation your company carries on every trip. The right
coach can support how your operation runs. The wrong fit can create pressure long after delivery through downtime, driver frustration, higher operating costs,
limited flexibility, or a passenger experience that does not match the service being sold.

That is why the buying process should not begin with price, availability, or a feature list.

It should begin with your operation.

Operators are planning in a market that requires more discipline. The American Bus Association Foundation’s 2025 Motorcoach Census shows that the industry

continues to serve a broad mix of charter, tour, sightseeing, commmuter, and scheduled service needs. For operators, that means a coach often needs to perform
across different routes, passenger groups, seasons, and business demands.

Driver availability is also a real planning concern. The ABA Foundation reported a 21.4% gap between demand for motorcoach drivers and the number of drivers

employed. A coach will not solve that challenge by itself, but the driver environment can influence comfort, consistency, and retention.

Insurance should be part of the business case, too. In 2025 written testimony before the U.S. Senate Committee on Commerce, Science, and Transportation,

ABA President and CEO Fred Ferguson noted that insurance is one of the top cost drivers for many motorcoach operators, second only to vehicle acquisition
and personnel.

The takeaway is simple: a coach purchase is not only about what you pay to acquire the vehicle. It is about how that vehicle performs, supports the business,
and holds up over time.

Use this guide to clarify what your operation needs, ask better questions, compare
options more objectively, and move from early research into active evaluation.



https://www.buses.org/foundation/reports/motorcoach-census-industry-size-and-scope-research-2025/
https://www.buses.org/news/new-aba-foundation-research-shows-21-4-of-demand-for-bus-drivers-is-unfulfilled/
https://www.buses.org/news/new-aba-foundation-research-shows-21-4-of-demand-for-bus-drivers-is-unfulfilled/
https://www.commerce.senate.gov/wp-content/uploads/media/doc/Ferguson%20Testimony%20Senate%20Commerce%200625%20Final.pdf

Start With Your Operation, Not the Coach

Most motorcoach purchases begin because something needs attention.

Maybe a coach is aging out. Maybe maintenance is taking more time than it should. Maybe a new contract requires more capacity. Maybe drivers are raising concerns about comfort, visibility, or controls. Maybe

passengers expect a more polished experience. Maybe the business is planning for 2027 and needs to make decisions earlier than expected.

That operational need should guide the purchase before the spec sheet does.

A coach built for long-distance tour service may not be the right fit for frequent charter turns. A coach used for executive transportation may need a different level of finish and ride experience than one used across

mixed group travel. A mixed-use fleet may need balance, durability, and support more than a highly specialized configuration.

Look at the Daily Reality

Operation Type

Charter

What Usually Matters Most

Flexibility, reliability, luggage
capacity, driver comfort

Questions to Ask

Will this coach serve different group
sizes, routes, and trip types?

Tour

Long-route comfort, storage, cabin
consistency, onboard amenities

Will passengers spend several
hours at a time onboard?

Executive
Transportation

Presentation, quiet cabin,
finish quality, technology

Does the coach match the level
of service being sold?

Before comparing coaches, ask:

Will this coach run mostly long-distance trips, shorter transfers, or both?

Will it operate year-round or mainly during peak seasons?

Will it support one service line or several?

Will routes be mostly highway, urban, regional, or mixed?

How much luggage capacity is needed?

Will service be handled in-house, through a service partner, or both?

What does a driver need from this coach to perform comfortably and consistently
across a long day?

What needs to be true for this coach to still feel like the right decision five years

from now?

Mixed-Use Fleet

Durability, serviceability,
parts access, flexibility

Can the coach handle varied work without
adding unnecessary complexity?
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- - longest feature list. The goal is to choose the
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’ The goal is not to find the coach with the

coach that fits how your operation actually runs.




The 5 Decision Factors That Actually Matter

Most operators start by comparing price, floor plan, and available options. Those details matter, but they rarely tell the full story.

The purchases operators feel good about years later are usually the ones that hold up in daily operation: for the driver, the passengers, the maintenance
team, and the business behind every trip.

1. Driver Experience
Driver comfort does not always show up on a spec sheet.

Your drivers manage the road, the passengers, the schedule, the equipment, the weather, and the unexpected. A driver who ends a long run worn down by
poor visibility, awkward controls, or limited comfort is carrying more strain than necessary.

That matters because drivers are not just operating the coach. They represent your business every time they pull up to a hotel, airport, campus, venue, or
corporate pickup.

Evaluate: Then ask:
e Seat comfort and adjustability  What would make a 10-hour day easier?
 Visibility from the driver position  What do drivers complain about in the current fleet?
e Mirror and camera support  What do drivers quietly work around because they are used to it?
e Control placement and reach  What would help a driver feel more comfortable, confident, and
e Driver-area climate comfort in control?

» Noise and vibration
e Storage and workspace for long trips

o Ease of learning the coach for new or rotating drivers ( \
\ ! +  The driver environment will not solve
) _ the labor market. But it can reduce daily
( \ ‘&" friction, and that is not a small thing.
S Before you buy, sit in the driver’s seat. Reach for \ )
~ - the controls. Check visibility. Review mirror or

N\,  camera views. Ask a lead driver to walk through
the driver area with you.
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The 5 Decision Factors That Actually Matter

2. Passenger Experience
Your passengers may not know what is under the hood. But they know how the trip felt.

They notice worn seats, uneven temperature, noise at highway speed, poor lighting, limited charging access, cramped storage, or
a cabin that does not match the price of the trip. A coach that feels clean, comfortable, and consistent supports your reputation. A
coach that feels tired can quietly weaken it.

Evaluate: Then ask:
e Seat comfort and spacing e How does boarding feel?
e Interior finish and durability e How does the seating hold up after several hours?
e Flooring and cleanability e How does the coach sound at highway speed?

e Cabin lighting

Does the cabin feel aligned with the service being sold?

e Climate consistency

Will the interior still represent the business well after years of use?

e Noise levels

e Power and connectivity needs
e Entertainment or display needs
e Luggage and storage access

e Restroom expectations, if applicable The Federal Motor
e Accessibility requirements, when relevant Carrier Safety Administration’s ADA guidance

& %)

= - Walk through the passenger experience
2« as if you were the customer.
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https://www.fmcsa.dot.gov/regulations/americans-disabilities-act-reporting-and-other-requirements-over-road-bus-companies
https://www.fmcsa.dot.gov/regulations/americans-disabilities-act-reporting-and-other-requirements-over-road-bus-companies

The 5 Decision Factors That Actually Matter

3. Reliability, Uptime, and the Support Behind It
A coach sitting in the shop is not just a maintenance issue.

It can affect schedules, passengers, drivers, customer relationships, and the rest of the fleet. If another coach has to be reassigned, the
problem spreads. If a charter run is at risk, the pressure gets personal.

Evaluate:
¢ Maintenance accessibility
e Service interval expectations
e Diagnostic support
e Parts availability
e \Warranty coverage and exclusions
e Service network access
e Technician familiarity and training
e Field or remote support options
e Common repair and parts lead times

Maintenance is also a regulatory responsibility. EMCSA Part 396 guidance for passenger carriers states that motor carriers must

systematically inspect, repair, and maintain all vehicles under their control, and that parts and accessories must be in proper
operating condition at all times.



https://www.fmcsa.dot.gov/safety/passenger-safety/inspection-repair-and-maintenance-motor-carriers-passengers-part-396

The 5

Warranty coverage

What is covered, what is excluded, and what are
examples of claims that were approved or denied?

Decision Factors That Actually Matter

Specific exclusions and how common repair
scenarios are handled

Parts access

Which common parts are stocked domestically,
and what parts typically take longer to source?

Lead times on high-wear items and whether
parts require proprietary sourcing

Service network

Where can this coach be serviced, and do those
locations map to the routes we run?

Coverage relative to your operating region, not
just national footprint

Technical support

Who does our maintenance team call when they
need help diagnosing an issue?

Whether a real person is accessible or support is
routed through a general queue

Claims process

How is a warranty claim submitted, and what does
resolution usually require from the operator?

Turnaround expectations and what
documentation is required

After-delivery contact

Who picks up the phone after delivery when
something needs attention?

Named contacts and escalation paths, not just
general contact information

The support model behind the coach can matter most on the mornings when something goes wrong before a charter run.




The 5 Decision Factors That Actually Matter

4. Total Cost of Ownership
Purchase price is the first number. It is not the full number.

The real cost of a motorcoach shows up over time through financing, fuel, maintenance, parts, labor, downtime, warranty experience, training, useful life, insurance, and resale value.

Evaluate:

Insurance should also be part of the business case. ABA's 2025 Senate
testimony identified insurance as one of the top cost drivers for many

e ore : : : motorcoach operators. Operators should review insurance implications
Acquisition Lease terms, financing structure, interest rate, and down payment affect cash flow. _ i . . e _
with their insurance partners and advisors during acquisition planning.
Fuel or energy Small per-mile differences can become meaningful across high annual utilization.
The better question is not, “Which coach costs less today?”
Maintenance Planned maintenance is easier to budget than reactive repair.
The better question is, “Which coach makes the strongest business
Downtime Out-of-service days can affect revenue, customers, drivers, and fleet scheduling. case over the years we will operate it?”
Parts Parts access can determine how long a coach stays down.
Labor Technician familiarity, diagnostics, and service access affect time spent on repair.
Warranty Coverage matters, but so does the process for getting support.
Insurance is a significant operating cost and should be reviewed as part of acquisition
Insurance )
planning.
Resale Condition, maintenance records, brand reputation, and demand can affect resale value.



https://www.commerce.senate.gov/wp-content/uploads/media/doc/Ferguson%20Testimony%20Senate%20Commerce%200625%20Final.pdf
https://www.commerce.senate.gov/wp-content/uploads/media/doc/Ferguson%20Testimony%20Senate%20Commerce%200625%20Final.pdf
https://www.commerce.senate.gov/wp-content/uploads/media/doc/Ferguson%20Testimony%20Senate%20Commerce%200625%20Final.pdf

The 5 Decision Factors That Actually Matter

5. Spec Strategy

Not every option on a coach spec sheet adds value to your operation.

Some options make a real difference for drivers, passengers, serviceability, or long-
term value. Others add cost and complexity without improving much about how the
coach performs in daily use.

For every option, ask:
e Does this support the way we operate?
e Does it help the driver?
e Does it improve the passenger experience?
e Does it support serviceability or uptime?
e Does it help protect long-term value?
Does it add complexity our team will need to manage?
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What Good Looks Like: Reference Points for Buyers

A strong motorcoach decision needs reference points. The most reliable benchmarks come from your own operation: your maintenance records, driver feedback,
downtime history, and revenue per coach. External data can supplement that picture, but your fleet data is the most honest starting point.

Use the reference points below to frame the right questions during your evaluation, and to calibrate what you hear from manufacturers and partners.

Coach Service Life

Expected service life varies significantly based on how a coach is used, how it is maintained, and what replacement threshold the operation applies. Operators
managing high-utilization fleets often track cost-per-mile or repair frequency as the signal for replacement, rather than age alone. Before evaluating a new coach,
review your current fleet's maintenance curve: if repair frequency or downtime has increased meaningfully in the past 12 to 18 months, that trend is as important
as the age of the unit.

Ask your prospective partner:
« What does the service life curve typically look like for this model under comparable utilization?
« What do operators who have run this platform longest say about years seven through ten?

Uptime and Availability
Define the availability level your operation needs before you evaluate a coach’s maintenance profile. A charter operation with tight scheduling windows has
different uptime tolerance than a mixed fleet with more scheduling flexibility. Know your number before the conversation starts.

When evaluating a coach, ask what the expected maintenance cadence looks like and what scheduled downtime typically requires. Ask where unscheduled
repairs most commonly occur on this model, and what parts lead times look like for those items. The answers will help you build a realistic uptime picture not a
best-case one.

Lead Time and Planning Windows
If a coach is tied to a 2027 season, a replacement cycle, or a contract commitment, the planning window is shorter than it may appear. Configured orders require
time for specification, financing approval, production scheduling, delivery, inspection, branding, and driver familiarization. Operators who begin the process early
have more options. Operators who wait often face a narrower choice set or a compressed timeline that introduces risk.




What Good Looks Like: Reference Points for Buyers

Maintenance Cost Trends

Your own maintenance history is the most reliable benchmark available. Review cost-per-mile, repair frequency, and parts lead times
across your current fleet. Identify at what point in the lifecycle repair costs began to climb and downtime began to increase. Use that
pattern to anchor your evaluation of a new platform’s total cost of ownership, and to build the business case for replacement timing.

Resale Value

Resale value is harder to predict than purchase price, but it is a real part of the ownership equation. Factors that tend to support resale

value include consistent maintenance records, condition at time of sale, brand reputation in the resale market, configuration relevance,
and overall market demand for the model. Ask prospective partners how this platform has performed in the used market and whether

they can connect you with operators who have resold units from this model line.

Driver Environment and Retention

Driver turnover is a measurable cost: recruiting, onboarding, and the operational inconsistency that comes with new drivers represent real
expenses that rarely appear in a fleet acquisition spreadsheet. If your current fleet has generated driver feedback about comfort, controls,
or cabin environment, that feedback belongs in the evaluation. A coach that reduces daily friction for experienced drivers and shortens the
learning curve for new ones supports the business in ways that are difficult to quantify but easy to feel.

12



Worth Avoiding

These mistakes show up in purchase decisions across fleet sizes. Most are avoidable with better planning.

Focusing too heavily on purchase price.
A lower upfront price can lose its advantage if the coach creates higher
maintenance costs, more downtime, slower parts access, or weaker resale value.

Not taking driver experience seriously enough.
A coach that wears drivers down through long days can affect morale,
consistency, and retention.

Treating passenger experience as a nice-to-have.
Passengers may not explain every detail they disliked, but they
remember how the trip felt.

Underestimating maintenance complexity.
Some coaches look strong on paper but require parts, tools, technician
familiarity, or support resources the operator has not planned for.




Worth Avoiding

Leaving warranty and support review too late.
By the time the coach is selected, many buyers have
already lost leverage.

Buying for today only.
The route mix, passenger profile, contract base, and fleet
plan may look different in three years.

Choosing a vendor when the operation needs a partner.
A vendor sells the coach. A partner supports the business when the
coach needs attention.




47 /1 How to Evaluate Your Next Motorcoach

| Structure the evaluation before the sales conversations begin.

That keeps the decision grounded in your operation’s real needs, not the most persuasive pitch.

Questions to Ask Every Manufacturer or Partner
e What is included in the standard specification?

e Which options add cost?

e What changed in the most recent model year, and why?

What does the warranty cover, and what does it exclude?

What is the realistic lead time for my desired configuration?

Which parts are commonly needed, and where are they stocked?

How accessible are common service points?

Where are authorized service locations, and do they map to my routes?
What driver familiarization or technician training is available?

What diagnostic support is available after delivery?

Who is my contact when something needs attention?

Can you connect me with operators currently running this model?

What Should Be Part of the Evaluation

Your lead drivers. They catch ergonomic and operational issues that a management walkthrough may miss.

Your service manager. They need to understand what maintaining this platform will require before you commit, not after.

Your finance lead. Total cost of ownership comparisons and financing options need their input.

0000

Your operations manager. They should weigh in on how this coach fits scheduling demands, utilization, and route profile.



How to Evaluate

Evaluation Scorecard
Score each coach you are seriously considering from 1to 5 in each category. Use the notes column to capture the reason behind the score.

Driver Experience Seat comfort, visibility, control layout, driver-zone climate
Passenger Experience Seating quality, noise levels, interior finish, climate, connectivity
Reliability and Uptime Maintenance access, diagnostics, serviceability, operating record

Warranty Coverage What is covered, what is not, and how claims are handled in practice
Parts Availability Domestic stock, sourcing speed, pricing, availability for common items
Service Network Locations relative to your routes, response time, technician familiarity

Total Cost of Ownership Fuel, maintenance, downtime, financing, insurance, resale
Spec Value What options add to your operation vs. what they add to the cost
Partner Support After-delivery contact, technical help, training, lifecycle support
Future Fit Ability to support the next three to five years of fleet needs

|// l USING THIS SCORECARD WITH THE CX45

If the CX45 is part of your evaluation, the ABC team can walk through each scorecard category with you based on your specific operation type, route profile, and service needs.

e The goal is an honest comparison, not a sales conversation. Start in the Design Lab to explore configuration options before that conversation begins.




Planning Your Purchase and
Building the Business Case

Knowing what you need is only part of the decision. How and when you buy matters, too.

Operators planning for the future should think through timing, acquisition structure, internal approval, lead time
risk, and the business case behind the coach. Model-year changes may also affect planning. The EPA’s heavy-duty
engine and vehicle standards include stronger standards beginning in model year 2027, which is one reason

operators should discuss timing, maintenance readiness, warranty considerations, and lifecycle planning early.

Lead Time Risk
Lead time is not just a scheduling issue.

It can affect revenue, replacement planning, customer commitments, staffing, financing, and fleet flexibility. If a coach
is needed for a season, contract, or replacement window, the planning process needs to start early enough to account
for configuration, financing, production timing, inspection, branding, driver familiarization, and internal readiness.



https://www.epa.gov/regulations-emissions-vehicles-and-engines/final-rule-and-related-materials-control-air-pollution
https://www.epa.gov/regulations-emissions-vehicles-and-engines/final-rule-and-related-materials-control-air-pollution

Planning Your Purchase and
Building the Business Case

In-Stock vs. Pre-Order

In-stock availability

Urgent replacement or immediate capacity needs

Faster access, but less control over configuration

Pre-order /
configured order

Operators planning ahead with specific requirements

More control over spec, but requires earlier
commitment

Planned replacement

Operators managing lifecycle proactively

Better alignment with budget, service planning,
and timing

Expansion purchase

Operators adding capacity for growth

Requires a business case tied to
revenue, utilization, and staffing

Neither path is automatically better. The right choice
depends on timeline, configuration needs, and business risk.
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Planning Your Purchase and
Building the Business Case

Lease vs. Buy
There is no universal right answer.

Buying may make sense for operators who want long-
term ownership, greater flexibility, or a structure that
supports their tax and depreciation strategy. Leasing
may Mmake sense for operators who want to preserve
working capital, manage fleet age more predictably,
or align payments with usage and cash flow.

This guide is not financial or tax advice. Operators
should review lease, purchase, and financing options
with their finance lead, lender, CPA, or tax advisor.

Ask:

e How long do we plan to keep this coach?

e How much annual mileage do we expect?

e |s cash flow preservation a priority?

e Does ownership flexibility matter?

e How does this fit our tax planning?

e What financing terms are available?

e \What structure best supports the business case?

Build the Business Case

A strong business case connects the coach to business outcomes.

Include:
e Current utilization and revenue per coach

e Expected revenue from added capacity or improved service quality

e Cost of downtime in the current fleet
e Maintenance and repair trends from existing coaches
e Driver feedback that affects retention or consistency

e Passenger expectations tied to repeat business or premium work

e | ease vs. buy comparison

e Expected timing and lead time risk
e Support needs after delivery

e Cost of delaying the decision

o help a purchase get approved. It helps the

- @' . A well-prepared business case does not just
team understand why the purchase matters.

~
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About ABC Companies

Choosing a coach is also choosing the right partner behind it.

ABC Companies has supported motorcoach operators across the United States
since 1972. Family-owned and operator-focused, ABC supports operators across the
ownership experience, from helping plan and configure the next coach to keeping
it on the road through the FleetAssist support team, service centers, and parts
access through ABC PartsSource.

That support matters most in real operating moments:
e When a coach needs attention before an early charter run.
o When a maintenance team needs an answer.
e When a part needs to be sourced quicKly.
e When a customer needs help thinking through timing, configuration,
financing, or availability.

support model behind the coach, not just the

AP Purchasing through ABC means choosing the
‘ @ vehicle. That distinction matters more over time.




You have done the thinking. Now move into evaluation.

Design Your CX45

See what your next coach could look like before you commit. The ABC
Design Lab lets you explore exterior colors and spec combinations in
detail so you can move into the conversation with a clear picture of
what you want and a stronger starting point for your evaluation.

Let’s Talk

Not every question gets answered in a guide. If you're ready to talk through
your timeling, fleet situation, configuration needs, or financing options, the
ABC team is a good next call. No pressure, just a straightforward
conversation with people who work with operators like you every day.

Paint Colors

&
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https://sy1t1.share.hsforms.com/25t7AyCtZQMqk6ZgxzNBIZA
https://info-abc-companies-com.sandbox.hs-sites.com/bus-visualization-tool

	Common Mistakes Worth Avoiding
	These mistakes show up in purchase decisions across fleet sizes. Most are avoidable with better planning.
	Better approach: compare the full ownership picture before comparing invoices.
	Better approach: involve lead drivers early enough for their feedback to matter.
	Better approach: evaluate the interior as part of the service experience, not just the design package.
	Better approach: ask maintenance and serviceability questions before the purchase decision is made.

	Common Mistakes Worth Avoiding
	Better approach: evaluate warranty, claims process, parts access, technical support, and after-delivery contact in the first round.
	Better approach: choose a coach that supports where the operation is going, not only where it stands now.
	Better approach: ask who will be there after delivery, especially when timing matters.

	About ABC Companies
	Choosing a coach is also choosing the right partner behind it.
	ABC Companies has supported motorcoach operators across the United States since 1972. Family-owned and operator-focused, ABC supports operators across the ownership experience, from helping plan and configure the next coach to keeping it on the road through the FleetAssist support team, service centers, and parts access through ABC PartsSource.
	That support matters most in real operating moments:
	When a coach needs attention before an early charter run.
	When a maintenance team needs an answer.
	When a part needs to be sourced quickly.
	When a customer needs help thinking through timing, configuration, financing, or availability.


	Your Next Step
	Start in the Design Lab
	Speak with a Fleet Specialist


