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Abstract. Motor vehicle insurance is the best known general insurance business line. Usually, 

insurance companies receive customers through insurance agents, but there are times when 

customers are less comfortable when dealing with insurance agents. Hence, insurance 

companies can take advantage of their official websites as platforms for selling insurance 

products. 

Of the 74 current general insurance companies registered in Indonesia, only 61 companies can 

be accessed from its website. Furthermore, of the 53 companies that sell motor vehicle 

insurance products, only nine general insurance companies provide online applications. This 

indicates sub-optimal utilization of the companies’ websites. It was also found that the nine 

websites that have online applications have a low customer uptake, with the number of unique 

visitors per day ranging from 5 to 1,250.  
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1 Introduction 

 In general, there are two types of the insurance: life insurance and general insurance. According to Law 

No. 40 of 2014 concerning Insurance Business, life insurance is a business that carries out risk mitigation 

services and provides payment to policyholders, insured, or other parties who are entitled in the event of the 

insured dies or survives, or other payments to the policyholder, the insured, or any other party entitled at a 

specified time stipulated in the agreement, of which the amount has been determined and/or based on the results 

of the fund management. The general insurance business is a risk-based service that provides reimbursement to 

the insured or policyholder for any loss, damage, expenses incurred, loss of profits, or legal liability to any third 

party.  
     Motor vehicle insurance is the best known general insurance product and policy numbers increase 

accordingly with vehicle ownership in Indonesia as shown in Figure 1. 

 

 
Source: https://www.bps.go.id/linkTableDinamis/view/id/1133 

Figure 1 Motor vehicle Ownership in Indonesia (2006–2016) 

 

Increases in the number of motor vehicles cause an increase in the level of risk through loss, damage, and 

others. Thus, the need for motor vehicle insurance to manage the risk also increases. 

 Usually, insurance companies receive their customers through an insurance agent. Insurance agents can be 

considered the “spearhead” of insurance marketing. Insurance agents represent the insurance company when 

deciding on the sale of insurance to prospective customers: they know, serve, and dominate the customer 
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portfolio. Similarly, insurance agents also market vehicle insurance products. They should be able to explain the 

definition of motor vehicle insurance, the type of motor vehicle insurance coverage, how the benefits will be 

received, and other information. However, there are times when customers are less comfortable when dealing 

with insurance agents. According to Stroe (2014) customers will buy insurance because they feel confident and 

secure about the products offered. For that reason, insurance companies have to think of other ways to increase 

the number of customers. One way use is to utilize information technology.  

 Rapid technological developments have caused many changes, especially in the field of information 

technology. The ability of information technology to solve various problems in all fields is also increasing. 

Various innovations in information technology can help solve various technical problems in human life. 

Information technology is also expected to be able to bring innovations in various sectors, including the 

insurance sector. Klapkiv and Klapkiv (2017) stated that the main factors that determine the emergence of new 

technology in the field of insurance is information asymmetry, increasing competition, changes in generational 

and social norms, growth in technical and computer skills, economic crises, and decreased insurance premiums. 

Companies in the insurance, banking, and tourism sectors are keen to market their products through their 

corporate websites (Deshpande, 2014). 

 Currently, many companies in Indonesia are already utilizing information technology. Pascareno and 

Hermana (2015) evaluated the website of insurance companies in Indonesia and found that the top ten world-

ranked websites of insurance companies in Indonesia are Allianz Indonesia, Prudential Life Assurance, China 

Taiping Insurance, ACE Assurance, Astra Insurance, Manulife Indonesia, Great Eastern Life, Commonwealth 

Life, Adira Dinamika, and Zurich Insurance Indonesia. Hermana and Loho (2013) stated that the use of official 

websites as a medium of information and publication of financial statements still needs to be increased in life 

insurance companies in Indonesia. 

 The impact of digital transformation is manifest in the use of information technology in the field of 

insurance. Eling and Lehmann (2017) analyzed the impact of digitization on the insurance industry and found 

that the impact of the digitization on the insurance industry will affect the areas of marketing, product 

development, sales, underwriting, contract administration and customer service, claims management, and asset 

and risk management. Kusdani (2014) also analyzed the influence of perceptual factors on consumer attitudes 

and interests, in this case insurance customers, to use internet services. Garven (2002) stated that the internet 

will enhance insurance affordability and availability.   

 The rapid development of information technology in the insurance sector is the background of this 

research. The object of study is the official website managed by each general insurance company that markets 

motor vehicle insurance. The research asks whether the website allows the direct purchase of motor vehicle 

insurance products. Secondary questions are: Is the website of the insurance company that sells motor vehicle 

insurance in Indonesia rich with information and documents? What is the level of popularity of websites that 

already offer online motor vehicle insurance sales? 

 

2. Literature Review 

  
 Based on Law No.40 of 2014 on Insurance, insurance is an agreement between two parties, namely, 

insurance companies and policyholders, and is the basis for premium revenue by insurance companies in return 

for: 

a. providing reimbursement to the insured or the policyholder for any loss, damage, expense arising, loss of 

profits, or liability to any third party that the insured may suffer or the policyholder due to the occurrence of an 

uncertain event; or 

b. providing payments based on the death of the insured or payments based on the life of the insured with the 

benefits of which the amount has been determined and based on the results of the fund manager. 

The above definition implies two types of insurance: general insurance and life insurance. Ayat (2012) 

stated that in general insurance there are 13 types of insurance products commonly on the market with one being 

motor vehicle insurance. With motor vehicle insurance, the owner of the vehicle agrees to the insurer to make 

the annual premium payment. The company is also obliged to provide assurance to the insured vehicle in case of 

damage repair light to heavy and partial or complete replacement of motor vehicles insured if subjected to 

various damages caused by various matters in accordance with the agreement in the insurance. 

         There are generally two types of motor vehicle insurance coverage: 

1. Total Loss Only (TLO)  

TLO insurance only covers the risk of loss or damage to a vehicle that has been damaged beyond 75% and 

cannot be used again. The insurance company will pay a certain amount of money if such claim is accepted; 

however, it will not bear the cost of any damage (e.g., side windows or abrasions to the vehicle’s surface) that 

does not exceed 75% (i.e., total loss). Because the protection provided is limited to only the total loss of the 

vehicle, this insurance product has a low premium.  

2. All Risk 
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All Risk insurance is a type of motor vehicle insurance that covers the risk of loss and damage to a motor 

vehicle regardless the magnitude or percentage of loss or damage. The insurance company will protect the 

partial or total loss of the car due to falling objects, fire, misconduct, theft, looting, collision, collision, or 

other traffic accidents. This type of insurance is also accompanied by extension guarantees, such as 

destruction caused by flood or damage caused by trapped in riot cases, as well as loss of vehicles and 

insurance protection for passenger vehicles. In addition to assuming all the risks on the vehicle, this type of 

insurance also protects if the motor vehicle were to crash into another vehicle, which is commonly referred to 

as “third-party liability.” This type of insurance carries a higher premium than the TLO policy. 

Table 1 lists the differences between TLO and All Risk motor vehicle insurance. 

 
Table 1 Comparison of TLO and All-Risk Motor Vehicle Insurance 

 

No. Comparison  Total Loss Only All Risk 

1 Premium Low High 

2 Coverage Loss or damage to at least 75% 

of the vehicle. 

Loss or damage regardless the 

magnitude or extent. 

 

2.2 The role of the internet in the insurance industry 

 

 Currently, the world is entering the era of digitalization, including in Indonesia. Utomo, Reimondos, 

Utomo, McDonald, and Hull (2013) found that 85% of people that live around Jakarta are smartphone users. As a 

result, internet access has become a daily requirement for most people. The internet has revolutionized the way 

business is conducted in all business fields, including the insurance industry. Tudor and Badea (2017) explained 

that information technology will play an important role in the insurance industry. However, Grossman, 

McCarthy, and Aronson (2004) found that while other financial institutions have been fast in implementing the 

internet to achieve sustainable competitive advantage, insurance companies have been slow to adopt e-

commerce. However, some insurance companies have begun to use the internet as an alternative distribution 

channel, which is now a consumer expectation. 

 The potential benefits that the internet offers as a marketing platform are believed to greater than 

traditional marketing methods. Importantly, the costs of using electronic communication, e.g., the internet, are 

substantially lower compared with traditional face-to-face and printed communication. Consumers can find the 

products and prices of insurance products via the internet in their own time. Moreover, consumers can also 

obtain product information from other similar insurance companies in order to compare policies and prices, 

which encourages competition in the market. 

 According Sekulovska (2012), insurance companies can offer their products online through their corporate 

website. Web page: Almost all insurance companies have a web page to explain information related to the 

company and the products offered. This page supports the corporate marketing section similar to online 

brochures. There is no interaction between the client and the company and the company still uses the traditional 

sales channel. 

Web portal: a portal is a collection of links to different webpages containing different information, but there is 

no consumer interaction. Some companies provide email media to communicate with clients but do not provide 

online applications to purchase insurance products. 

Point-of-sale portal: a portal that sells certain goods and then offers insurance products for additional protection. 

For example, car dealers offer car insurance. 

Intermediate brokers: brokers that represent and sell insurance products. 

Reverse auction: In this model, clients are usually organizations that require group insurance. Clients announce 

their needs and then choose from the offers of several insurance companies. 

Aggregators: Aggregators are sites that contain general information about insurance services. Aggregator 

approaches the concept of e-insurance and is accepted by almost all insurance companies. 

 

3. Methodology 

 
 The object of this study is a collection of 74 official websites of conventional general insurance companies 

in Indonesia registered in the Financial Services Authority (OJK) as of March 2018. An “official website” is one 

that uses its domain and is managed by the general insurance company. Observational data were collected 

between May 7
th

 and May 14
th

, 2018. Observations were made on the website content, scope of information, 

popularity of the website, and daily unique visitors. This research is descriptive in nature in order to determine 
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the initial level of website utilization for general insurance companies in Indonesia that market motor vehicle 

insurance. 

 The steps taken in the research process are as follows: 

1. Check the official websites of 74 general insurance companies in Indonesia. 

2. Check for accessibility of any motor vehicle insurance products on each website. 

3. Check for an online application to buy motor vehicle insurance products. 

4. Check website ranking of those websites that provide online applications to purchase motor vehicle insurance 

products using www.siteprice.com. 

5. Check the number of unique visitors that visit websites that provide online applications to purchase motor 

vehicle insurance products using www.siteprice.com. 

Siteprice.org is an appraiser of websites and lists website features such as the age of the website, number of 

unique visitors per day, Alexa rank, pages visited, number of backlinks, Google index, and others. In this study, 

the measurements taken are the number of unique visitors per day and Alexa rank. In this study, motor vehicle 

insurance products are not differentiated by type of insurance; i.e., “motor vehicle insurance products” includes 

both TLO and All Risk policies. 

 

4. Discussion and Results 

 
 In Indonesia, there are currently 151 insurance companies, including conventional and sharia companies. 

Table 2 reports the number of insurance firms in Indonesia based on data from the Financial Services Authority 

as of March 2018. In Table 2, insurance companies are divided into five categories: life, general, social, 

reinsurance, and mandatory. The object of this research is conventional general insurance; thus, the focus of this 

study is the group of 74 conventional general companies based on OJK data as of March 2018. 

Table 2 Insurance Companies in Indonesia 

Component  

March 2018 

Total Conventional 

   
Sharia* 

Insurance                     138                13                    151  

Life insurance                       53                  7                      60  

General insurance                       74                  5                      79  

Reinsurance                         6                  1                        7  

Mandatory insurance                         3                   -                        3  

Social insurance (BPJS)                         2                   -                        2  

  

Of the 74 conventional general insurance companies listed with the OJK, 61 companies could be located 

and accessed through their official corporate website. Corporate websites for 13 companies could not be located 

and, thus, were removed from the study. Because each company is different, not all of the 61 companies have 

motor vehicle insurance products. Among the 61 companies, 53 general insurance companies offer motor 

vehicle insurance products. Those companies’ websites provide enough information in explaining their 

products. In general, motor vehicle insurance products include both types of coverage (TLO and All Risk). Each 

company’s website also explains the company’s claims and network procedures in Indonesia. Of course, this 

information is expected to make it easier for customers when filing claims. Some companies provide 

downloadable forms, but these are generally only a claim submission form. 

 The information on these companies’ websites is mostly about making a claim. Not many companies offer 

direct sales of insurance products through their website. Of the 53 insurance companies, only nine are general 

insurance companies with motor vehicle products offering online sales applications. In other words, only about 

12% of total general insurance companies listed on the OJK offer online vehicle insurance applications. Table 4 

is a list of insurance companies offering online sales for market motor vehicle insurance products. The online 

sales application of motor vehicle insurance products is similar to selling directly through an agent or coming to 

an office. In the online sales process, prospective customers are required to complete and then submit a form 

containing personal data and information on the vehicle to be insured. The company will then consider 

accepting or rejecting the submission based on the underwriter’s appraisal. Usually, the company’s website 

provides a simulation page before entering the online sales page.  This allows prospective customers to simulate 

the cost of the vehicle they wish to insure. 
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Table 3 Companies in Indonesia that Offer Online Motor Vehicle Insurance Sales 

 

No. Company 

1 PT Asuransi Sinar Mas 

2 PT Mandiri AXA General Insurance 

3 PT Asuransi Central Asia 

4 PT Asuransi Adira Dinamika 

5 PT Asuransi Umum Bumiputera Muda 

1967 

6 PT Fairfax Insurance Indonesia 

7 PT Bosowa Asuransi 

8 PT Asuransi Cakrawala Proteksi 

Indonesia 

9 PT Asuransi Buana Independent 

 

 The performance of the nine websites with online sales was ranked according to siteprice.com. The 

ranking considers features such as the age of the website, number of unique visitors every day, rank in Alexa, 

pages visited, number of backlinks, Google index and others. However, this research focuses only on two 

indicators: the Alexa rank and unique daily visitors.   

Alexa is a site that provides information about the ranking of a website. The smaller the Alexa rank the better its 

ranking position. The advantage is that better Alexa rankings will also attract advertisers to use the company’s 

website. Table 5 describes the websites’ performance based on siteprice.com. Alexa rank rankings for nine 

conventional general insurance companies marketing automobile insurance products online. PT Mandiri AXA 

General Insurance has the smallest Alexa rank (285,016) and PT Asuransi Buana Independent has the highest 

(12,374,711). In addition to PT Mandiri AXA General Insurance, two other companies have low Alexa 

rankings: PT Asuransi Sinar Mas (600,022) and PT Asuransi Central Asia (1,571,063). High Alexa ratings are 

found for PT Mandiri. AXA General Insurance shows a higher level of website popularity compared with the 

other eight insurance companies that have online applications. 

 
Table 4 Website Performance 

 

No Company Alexa rank Daily 

Unique 

Visitors 

1 PT Mandiri AXA General Insurance 285,016 930 

2 PT Asuransi Sinar Mas 600,022 1,250 

3 PT Asuransi Central Asia 1,571,063 100 

4 PT Asuransi Adira Dinamika 2,524,129 55 

5 PT Asuransi Umum Bumiputera Muda 

1967 

3,469,618 35 

6 PT Fairfax Insurance Indonesia 3,704,689 25 

7 PT Bosowa Asuransi 6,051,818 10 

8 PT Asuransi Cakrawala Proteksi 

Indonesia 

7,773,011 10 

9 PT Asuransi Buana Independent 12,374,711 5 

 

 The number of unique visitors in one day is an important measure because it illustrates how often the 

company’s website is accessed by different people. The number of unique visitors entering the company’s 

website the more likely the visitor will open the company’s online product sales application and the greater the 

possibility of these visitors buying online. Table 5 ranks the number of unique visitors in a day for the nine 

websites under study. PT Asuransi Sinar Mas has the most unique visitors per day (1,250) and PT Asuransi 

Buana Independent has the least (5). On average, the nine websites of general insurance companies that have 

online applications for motor vehicle insurance products only get 269 unique visitors per day. 

 Table 5 shows that the number of unique visitors per day visiting conventional general insurance company 

websites that market motor vehicle insurance products online is still small. These conditions indicate that the 
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public cannot rely on the company’s website to obtain information or services for insurance products. 

Nevertheless, there is still a chance the company gets new customers. Currently, the number of new customers 

who buy online is still small compared with those who buy through an agent or office; however, with the growth 

of information technology and ease of transactions, it is likely that the number of new online customers will 

increase. 

5. Conclusion 

 The general insurance business is a risk-based entity that provides reimbursement to the insured or the 

policyholder due to loss, damage, expense incurred, loss of profit, or legal liability to a possible third party. 

Motor vehicle insurance is the best known general insurance product and policy numbers for vehicles rise along 

with the number of motor vehicles. 

 Information technology has expanded into all areas of business, including in the insurance industry, 

which has enabled companies to market and sell their products. The potential benefits of marketing motor 

vehicle insurance products online are believed to be greater than with traditional marketing methods. 

 In Indonesia, there are currently 74 conventional general insurance companies listed on the OJK. Of 

these, 61 can be located and accessed through their website. Of those, only 53 general insurance companies have 

motor vehicle insurance products and only nine have online applications for purchasing motor vehicle insurance 

products. This indicates that the utilization of the official websites of most general insurance companies is sub-

optimal. Apart from a few insurance companies that have an online application of product purchases, a high 

Alex rank and low number of unique visitors per day indicate low website popularity. The next performance is 

still the least number of unique visitors a day visiting the company's website. However, with the growth of 

information technology and ease of transactions, it is likely that the number of new online customers will 

increase. 
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