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Strategi Bisnis Bancassurance pada Asuransi Jiwa: Studi Kasus Salah
Satu Perusahaan Patungan di Indonesia

Abstrak

Tujuan penelitian ini adalah menyusun strategi bisnis bancassurance untuk salah satu perusahaan
asuransi jiwa. Bisnis Bancassurance di Indonesia terbuka lebar dan membutuhkan strategi yang
tepat untuk setiap perusahaan. Perusahaan asuransi jiwa dalam bisnis bancassurance memegang
pernana penting sebagai pihak yang menyediakan produk asuransi bagi nasabah bank. Pemetaan
dilakukan dengan mengidentifikasi kondisi bisnis saat ini yang dijalankan oleh perusahaan meng-
gunakan alat BMC dan akan diperdalam dengan analisis SWOT untuk setiap komponen dalam
BMC. Untuk menghadirkan pasar baru, perusahaan perlu menerapkan strategi baru yang belum
pernah dilakukan oleh pesaing, yaitu dengan perspektif BOS, skema menghapuskan-mengurangkan-
meningkatkan-menciptakan akan diterapkan untuk menghasilkan alternatif BMC. Hasil penelitian
menunjukkan tiga masalah strategis bagi perusahaan, yaitu pengembangan produk dengan meng-
gandeng asurasni umum, pengembangan segmentasi pelanggan High Net Worth disertai dengan pe-
nyediaan produk mata uang asing, dan penguatan kompetensi digital baik dari sisi penjualan mau-
pun proses internal. Ketiga strategi tersebut dapat dijadikan sebagai ekstra amunisi bagi perusahaan
asuransi jiwa dalam bersaing di bisnis bancassurance.
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INTRODUCTION

The insurance business in Indonesia, es-
pecially for life insurance, recorded an excel-
lent development, one of the factors was the
increased public awareness of the importance
of having a life insurance policy as protection
from the risks of financial losses that could have
occurred. Life insurance is a contract between
the policyholder and the insurer, where the in-
surer agrees to pay the designated beneficiary an
amount of money if certain events or risks occur.
The risks in question include the risk of death,
critical illness, or benefits due depending on the
agreed insurance contract (Birritu, 2011). Life
insurance is considered to be a long-term rela-
tionship between a consumer as a policyholder
and a company as an insurer, should there any
factors that important for a vibrant and growing
life insurance market (Kjosevski, 2012). The es-
sential function of life insurance is to provide
financial protection to individuals and families.

Based on the report of the Asosiasi Asur-
ansi Jiwa Indonesia (AAJI) which is Indonesian
Life Insurance Association, that the life insur-
ance business through Annualized Premium
Equivalent for new businesses (APE new busi-
ness) is the income received by the insurance
company from the annualized premium, in
2014 (Rp26.3 trillion) until 2017 (Rp34.9 tril-
lion) experienced a positive trend, but declined
in 2018 (Rp33.4 trillion) due to the sluggish in-
vestment market especially in Indonesia. There
are 61 life insurance companies in Indonesia,
both national private companies and joint ven-
tures that compete in this valuable business. Life
insurance provides individuals and the econo-
my as a whole with several important financial
services. It is an instrument to manage income
risk by providing coverage against income loss
from death, as well as an investment vehicle for
long-term savings (Savvides, 2006).

Distribution channels in the life insur-
ance industry included agencies, cooperation
with banks (bancassurance), Direct Market-
ing Tele Marketing (DMTM), employee ben-

efits, insurance brokers, microinsurance and
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e-commerce insurance. Agency, bancassurance
and DMTM distribution channels are the most
significant contributors to life insurance com-
panies for APE new business. The agency dis-
tribution channel is the distribution channel
that dominated the contribution of APE new
business from 2014 (48.2%) to 2016 (39.3%).
Then in 2017, the bancassurance distribution
channel began to shift the portfolio mix from
the agency, with a percentage of APE new busi-
ness contributions of 40.8% and 39.5% in 2018.
This shows that the bancassurance business is
promising and has business potential for life in-
surance companies, as well as being a challenge
for companies in competing in the life insurance
industry in Indonesia. That is why this research
explains more about the bancassurance business
that runs in Indonesia and the potential busi-
ness strategies that can be developed.

Csaba (2015) conducted a study related
to the influential factors in the bancassurance
business by using Ordinary Least Squares and
Generalized Method of Moments to conclude
that in the bancassurance business it is impera-
tive to improve innovative products and meet
consumer needs. Yulianto (2010) in his re-
search explained that the selection of AXA Life
as a partner to develop bancassurance in Bank
Mandiri was appropriate, carried out by evalu-
ating the factors that influence the selection of
cooperation partners namely Compatibility,
Capability & Commitment. Pintér (2013) sug-
gested that the concept of strategy and market-
ing of the bancassurance business in Hungary is
to cross-sell and determine the level of integra-
tion from the institutional aspect. Chen (2015)
explained that the maximum involvement of the
Bank can improve the efliciency of the bancas-
surance business. The novelty of this study is to
provide a new strategy idea that has never been
applied before by the life insurance companies
in bancassurance business competition in Indo-
nesia.

Bancassurance
Based on the Financial Services Authority
Regulation in Indonesia called OJK with regu-
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lation No0.23/POJK.05/201S about “Insurance
Products and Insurance Product Marketing’,
bancassurance business is a collaborative activi-
ty between a company and a bank to market in-
surance products through banks. Bancassurance
activities in OJK Circular Letter Number 33 /
SEOJK.03/2016 about “Application of Risk
Management in Banks Conducting Marketing
Cooperation Activities with Insurance Compa-
nies called Bancassurance” is classified in three
business models, namely reference, distribution
and work cooperation same product integration.

The provision of bancassurance in life
insurance services by banks, is an established
and growing channel for insurance distribution,
though its penetration varies across different
markets (Gupta & Jain, 2011). Bancassuran-
ce is a sales channel through which insuran-
ce companies sell their portfolio of products
using the bank’s network. It is assumed that
the bancassurance channel is a win—-win situ-
ation for each and every stakeholder (Sengup-
ta et al.,, 2015). Bank earns a fee amount from
the insurance company apart from the interest
income or it could be a profit-sharing. On the
other hand, the insurance company increases its
market reach and customers. The bank acts as an
intermediary, helping the insurance firm reach
its target customer to increase its market share
(Marlien et al., 2017; Kumar, 2017).

The bancassurance business is along-stan-
ding dream of offering a seamless service of ban-
king, life & non-life products, considering it as
a channel for insurance company and also bank
partner gives the insurance an unlimited expos-
ure to the customers (Rajput, 2013). From the
Bank side, Bancassurance has positive impact
as bank strategy to venturing into other areas of
business and diversification (Kamunya & Oma-
gawa, 2017). Both of Bank and Insurance Com-
pany there is a great opportunity to learn and to
make improvements in bancassurance business

(Rinoj, 2016).

Business Model Canvas
The business model explains the backg-
round of how an organization creates, commu-
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nicates and obtains values from a business. The
concept of a business model must be under-
stood by all parties involved with a presentati-
on that is simple, relevant and intuitively easy
to understand with no intention of simplifying
the functions of a very complex company. Os-
terwalder and Pigneur (2015) divided several
stages in compiling a business model into nine
components consisting: Customer Segments
(CS), Value Proposition (VP), Channels
(CH), Customer Relationships (CR), Reve-
nue Streams (RS), Key Resources (KR), Key
Activations (KA), Key Partners (KP) and Cost
Structure (CS).

BMC can help companies innovate by
providing a clear view of what companies need
to achieve and focus on the most important stra-
tegic components and will have the greatest im-
pact on business (Amanulla et al., 2015). BMC
is a very good tool for the company to make
planning and building new solutions, as well
as improving the existing business. The model
also identifies areas of innovation for business.
Its application value means that it can be used
in the preparation of a business plan in terms of
the necessary information, content, contained
analyses related to a marketing, operational, fi-
nancial or organizational and management plan
(Tokarski et al., 2017). BMC consists of nine
basic components of a business model, instead
of simply having them in a row, they are put on
a canvas so the visualization of the different is-
sues’ relation is improved that helps the user to
map, discuss, design and invent new business
models (Ching & Fauvel, 2013).

SWOT Analysis

Strengths, Weaknesses, Opportunities,
and Threats (SWOT) is used to assess the st-
rengths and weaknesses of the company’s
resources, and opportunities from the external
side and the challenges faced. All organizations
have strengths and weaknesses in the functional
area of business, and no company is as strong
or weak in all business areas (David, 2009; Os-
tewalder & Pigneur, 2015). The function of a
SWOT Analysis is to obtain information from
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situation analysis and separate it from internal
and external issues (Ferrel & Harline, 2005).
SWOT-analysis helps the company achieve its
goals or indicates that there are obstacles that
must be faced or minimized Rangkuti (2013).
The SWOT strategy formulation is carried out
through a SWOT matrix resulting in four alter-
native strategies including SO (utilizing all the
strengths possessed to seize opportunities), ST
(using the strengths owned to overcome thre-
ats), WO (utilizing existing opportunities by
minimizing the weaknesses owned) and WT
(minimize weaknesses by avoiding threats).

Blue Ocean Strategy (BOS)

BOS is one strategy that can create new
market space without having to become a fol-
lower of other companies (Kim & Mauborgne,
2005). BOS can be used as a strategy tool used
in the creation of new BMCs. The main princip-
le used in BOS is to stay away from the compe-
tition by reconstructing market boundaries so
that new market opportunities are created. By
changing company strategic planning and using

Table 1. Data Analysis Method Used

a systematic approach, the BOS showed how
companies could reach beyond existing demand
to find a new market space with the potential for
huge profits and growth (Pitta, 2009). The BSC
can align the company with internal resources
and processes to effectively determine the abili-
ty of the company to pursue a blue ocean, as well
as effectively be used to evaluate its implementa-
tion (Becker, 2010).

METHOD

This research is a concern to evaluate and
propose a new strategy for one of the life in-
surance company in Indonesia. This company
is a joint venture company and also one of the
top 1S bancassurance business players in In-
donesia. The portfolio mix of the business run
by this company for each distribution channel,
the bancassurance business is still number two
compared to the agency distribution channel.
Summary of data analysis methods used can be
seen in Table 1. Meanwhile, in the past five yea-
rs this company already has nine bank partners,

Research Purposes Zg::‘;ﬁ:t:;s Data Data Analysis  Output
Mapping company’s Primary data: Nine BMC Descriptive Mapping com-
bancassurance busi- Conducting in- components for ~componentof  pany’s bancas-
ness into the BMC . depth inter-views, the company’s BMC. surance business
FGD, and observa-  bancassurance on BMC canvas.
tions. business.
Analyzing the SWOT  Primary data: Internal and ex-  Combining Strategic fac-
of company’s bancas-  In-depth inter- ternal data from  BMC and tors that are
surance business for views, FGD, and the company. SWOT. strengths,
each component in observations weaknesses,
BMC. Secondary data: opportunities,
Literature Study. and threatsin 9
components of
BMC.
Formulate the Primary data: Datafrom2nd  Combining data New BMC as
alternative business processing from the  point results. & information  an alternative to
strategies for com- 2nd point. from SWOT the company’s
pany’s bancassurance and BOS. bancassurance
business. business strat-

egy.
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but only succeeded in taking a market share of
2.6%. This should be a concern for the com-
pany, and it turns out that having many bank
partners does not merely make the company a
big player in the bancassurance business. This
research aims to look at the company’s current
strategies and the end should ultimately pro-
vide alternative strategies that provide added
value to the company’s business, especially for
bancassurance business.

The types and sources of data used con-
sist of primary data, obtained directly through
in-depth interviews and focus group discus-
sions (FGD) with some expertise at the compa-
ny, namely the Chief Executive Officer (CEO)
and several group heads including Partnership
Distribution, Marketing & Communication,
Actuary & Product Development, and Invest-
ment. Secondary data, obtained in the form of
reports from Asosiasi Asuransi Jiwa Indonesia
(AAJI), Insurance Statistics Book, company an-
nual reports and internal data, also the Govern-
ment Regulations as well as some scientific pub-
lications such as articles, journals, and books as
supporting data.

RESULT AND DISCUSSION

Mapping Company’s Bancassurance Busi-
ness on BMC Canvas

Currently, the company has coopera-
tion with several banks, both state-owned
banks, national private banks and joint ventu-
re banks, and has market segmentation from
mass to affluent. Looking at the age distri-
bution, it is dominated by customers aged
46 to 55 years who are of productive age and
need life protection. In 2014, the company
has cooperated with several banks and offe-
red insurance products, namely unit-linked
premiums and credit life insurance. Unit link
with premium is also an insurance product
that is included with investment, while credit
life insurance is a product with life insurance
if there is a risk to customers who have loans
at the bank. Mid-2015, they selling unit-lin-
ked products with periodic premiums that
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have more complete insurance benefits and
more complex features. Then, in 2019 the
company starting to provide a new product,
namely group protection that covers protec-
tion for several insured in one organization.

Channels owned by the company in
the bancassurance business consist of offline
channels in the form of marketers called Ban-
cassurance Specialists and online including
websites, e-mail, social media, and telepho-
nes. This company has a strategy to build
relationships with its customers through pro-
grams such as DNA Journal health facilities,
iClick digital applications, and iServices. The
revenue streams obtained by the company
consist of new business premiums and advan-
ced premiums and investment returns made
by the company. Active resources are a team
in the Partnership Distribution division that
is headed by a Chief of Partnership Distri-
bution.

Furthermore, there are several teams,
including Strategic & Business Develop-
ment, Bancassurance Sales, Training & Mo-
dule Development, and Support. The main
activity of bancassurance is marketing in-
surance products to bank customers. Accor-
ding to the Circular of OJK Number 32/SE-
JOK.05/2016 about “Marketing Channels
of Insurance Products Through Cooperation
with Banks (Bancassurance)”, there are three
business models, namely reference, distributi-
on cooperation, and product integration. The
main partnership of this company for the last
five years consists of several banks that have
contributed to APE’s new business which
is greater than other banks, including Bank
BTN, Bank DBS, Bank ANZ, Bank OCBC
NISP, and Bank BTPN. Besides, for other
banks complement the company’s business
strategy and become a low priority.

Meanwhile, for the structure of costs in-
curred by the company, consisting of costs for
external activities (commissions for banks and
marketing costs) as well as costs for company
operational activities such as employee sala-
ry, facilities and infrastructure and improving
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the quality of resources owned. After the nine
components of the bancassurance business
from the company already explained, the next
step is to map them to a picture of what is com-
monly referred to as “canvas” Mapping the ele-
ments in each component will make it easier to
summarize the overall picture of business acti-
vities that are currently running. Please refer to
Figure 1.

is an exclusivity of bancassurance cooperation
conducted by several insurance companies with
high potential banks. The 2ns factor is marke-
ting insurance products with guaranteed returns
in a short time, so the company is unable to pay
benefits on time. For needs and demands, the
trend of people’s purchasing power for life in-
surance products, especially in the bancassuran-
ce distribution channel, has increased in the
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Investment Results

Figure 1. BMC Mapping for Company’s Bancassurance Business

Business Environment Analysis

It takes consideration of customer needs,
advances in renewable technology, and obstac-
les that arise in the modeling of bancassurance
business. Analysis of the business environment
is carried out by mapping key areas, such as
market analysis, industry strength, and critical
trends, aimed at developing new business mo-

dels.

Market Analysis

Market Analysis conducted to under-
stand the opportunities and threats faced by the
company. Several factors that can affect the ban-
cassurance business component include market
issues and needs and demands. The 1st factor
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last five years. Also, the benefits of the ban-
cassurance distribution channel are not only felt
by insurance companies and banks but also the
customers themselves, because customers are
given the convenience of starting to make pro-
duct purchase transactions, process premium
payments to the process of filing insurance be-
nefit claims.

Industry Strength

Industry strength can be seen from com-
petitors, new players, and other businesses. The-
re are five leading competitors in the spotlight
of this company, including AXA Mandiri, AIA,
and Allianz, which are joint ventures and local
companies, namely Simas Jiwa and Jiwasraya,
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please refer to Figure 2 to see the comparison
based on APE new business.

2014 2015 2016 2017 2018

—O0— AXA Mandiri —0— AlIA Financial —0— Simas Jiwa

—0— Allianz Life  —0— Jiwasraya

Figure 2. The Growth of APE New Business
from Bancassurance Business versus Leading

Competitors
Source: AAJI2014-2018

Meanwhile, for new players in competitive
bancassurance businesses, including Astra Aviva
Life, Capital Life, and BRI Life have defeated the
company’s achievements and captured market
share in 2018, please refer to Figure 3 to see the
comparison based on APE new business.

2014 2015 2016 2017 2018

Astra Aviva Lite —o— Capital Life —o— BRI Life

Figure 3. The Growth of APE New Business
from Bancassurance Business versus New Com-

petitors
Source: AAJ12014-2018

Not only life insurance companies that
provide insurance products in Indonesia, but
they’re also are competitors who are not in-
surance companies such as digital companies
and financial technologies. These other busines-
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ses can be categorized as insurance businesses
through digital platforms, including GoBear
Indonesia, PasarPolis.com and JAGADIRL
With the development of the insurance busi-
ness through digital platforms in the insurance
industry, it will be a threat to insurance com-
panies, especially life insurance companies that
are still operating traditionally, because people
can quickly and easily access insurance products
without having to meet with marketers or sales
directly.

Critical Trends

Critical Trends are necessary to analy-
ze to support changes in the company’s ban-
cassurance business model for the better. This
critical trend analysis can review and look for-
ward to how technology trends, trends from
regulation, and community trends. In building
a business model, it is necessary to discuss the
changes in the environment and analyze the di-
rection in which the changes occurred. It is in-
tended that the new business model produced
can be used as a means or consideration adapt
to changes.

SWOT Analysis in BMC Components and
Strategy Formulation at BMC

SWOT identification is an amalgamation
of information that has been obtained from an
internal analysis of nine BMC components and
environmental model business analysis. SWOT
identification will explain the weaknesses, st-
rengths, opportunities, and threats faced by the
company in each component of BMC. After
identifying the SWOT, the next step is to con-
duct a SWOT analysis to obtain alternative stra-
tegies by first selecting the strategic issues that
exist in the results of the SWOT identification.
The explanation of strategic issues is presented
in the SWOT analysis matrix in Table 2.

The Explanations for Each Strategic Issues:
Development of a business model with a

general insurance company (Strategy SO 1)
With the availability of the Strategic &

Business Development team and diverse busi-
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Table 2. SWOT Analysis Matrix for Company’s Bancassurance Business

Strengths (S) Weaknesses (W)

Auto Risk Management Sys- Not yet focused on HNW
tem (ARMS) feature in unit- (CR).

link products (VP). Current products are not

The Strategic & Business De-
velopment team exists (KR)
Reference business models,
product distribution and inte-
gration cooperation (KA).

unique and follow competitors
Limited salesperson and not
yet competent (KR).

Back office capacity limitation
(KR).

Agreement with banks does
not long last (KP).

Opportunities (O)

SO Strategy

WO Strategy

Potential HNW market (CS).
Products in foreign currencies (VP).
Collaboration with general insurance
(KA).

Potential non-bank business entities
or financial institutions (KP).

Invest in foreign currency US Dollar

(RS).

Development of a business
model with a general insurance
company (S2, S3, 03, 04).

Development of investment

strategies (S1, 02, OS).

Development for HNW mar-
ket segmentation (W1, W2,
01, 02).

Product development with for-
eign currencies (W2, 02, OS).

Threats (T)

ST Strategy

WT Strategy

Digitalization by competitors (KA).
Employee turns over (KR).
Termination of agreement with
banks (KP).

Un-efficient operation cost (C$).
Lose in the digital application (CH).

Business planning with digital-
based competencies (S2, T1,
T4, TS).

Continuing agreement with
existing bank partners and the
binding new agreement with
potential bank partners (WS,
T3).

Development of employee
competencies (W3, W4, T2,
T4).

ness models, the company can expand its ban-

Development of Investments

Strategies

cassurance business by working with general
insurance companies. The business model is
done by bundling life insurance and general
insurance products. This business model can
be implemented not only by cooperating with
banks, but also with other potential markets,
namely non-bank business entities or other
financial institutions. The non-bank business
entity in question is the Rural Credit Bank,
while the other financial institutions in ques-
tion are cooperatives and business capital len-
ding institutions.
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(Strategy SO 2)

The company with the ARMS mainstay
feature, is a competency that is not yet pos-
sessed by other life insurance companies in
Indonesia. With this feature, a company can
develop a company’s investment performan-
ce to match its desires and minimize fluctua-
ting investment risks. This feature is equipped
with investment parameters according to the
customer’s risk profile. The development of
an investment strategy is essential because it
can be a level of customer satisfaction for in-
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surance products that have investment bene-
fits. Besides, the development of this strategy
can increase the company’s revenue in mana-
ging investment funds. The development of
an investment strategy can be in the form of
placement of investment funds in investment
instruments that have never been placed befo-
re, or even investment instruments that have
the potential to develop.

Development for HNW Market Segmentati-
on (Strategy WO 1)

The unavailability of products and ser-
vices dedicated to the HNW is a challenge for
the company as well as the potential market.
The products offered will undoubtedly be dif-
ferent from the products marketed for mass
segmentation to the middle class, so that it be-
comes more valuable for HNW customers in
having insurance products. Also, products with
foreign currencies, especially US$, are superior
products that can be used as the main products
for HNW segmentation, given that many have
overseas assets and transactions conducted in
USS$ currency.

Product Development with Foreign Curren-
cies (Strategy WO 2)

The insurance products currently owned
by this company in the bancassurance business
are only available in Rupiah. There is a need to
develop more competitive products in foreign
currencies, especially US$. Insurance products
with US$ currency can be more competitive
products and complement the insurance pro-
duct portfolio for customers.

Business Planning with Digital-based Com-
petencies (Strategy ST)

Company competence in presenting di-
gital-based insurance products is a new strate-
gy and is an innovation from the company that
must be done. Considering competitors who
have begun to enter are digitizing life insurance
products. This strategy can be used as a starting
point for companies to move from conventional
businesses to digital-based businesses, starting
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from the product sales process, operations to
after-sales activities that can be carried out in-
dependently by customers. This strategy will
undoubtedly have an impact on corporate in-
vestment in the development of digital compe-
tencies, and empowered resources should have
sufficient capacity to build a digital environ-
ment.

Continuing Agreement with Existing Bank
Partners and a Binding New Agreement with
Potential Bank Partners (Strategy WT 1)

This strategy has two objectives, name-
ly how companies maintain business ties with
existing partner banks and how companies
look for new businesses from banks that have
not been partners. Given the open competiti-
on in life insurance in Indonesia, it is crucial
for this company must convince banks to have
bancassurance cooperation with companies.
The company realizes that large banks that al-
ready have cooperation with other insurance
companies have little opportunity to do coope-
rate, where the company also has obstacles in
terms of capital or initial capital to establish
cooperation with banks that have tremendous
market potential.

Development of Employee Competencies
(Strategy WT 2)

This strategy is more about how compa-
nies manage employees, both back-office emp-
loyees and marketers who market products
directly - coupled with the limited number of
marketers and high turnover of potential emp-
loyees. Competence development is felt to be
very necessary, both through training supplies
that can train employees’ soft skills as well as
clear career opportunities and compensation
following with employee performance.

Application of the SWOT Strategy into the
BMC Component

The seven strategies outlined above will
be a reference in the next step, namely combi-
ning these strategies with the Blue Ocean Stra-
tegy. However, before this, the mapping of BMC
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components affected by the seven strategies was
needed, both direct with black column and in-
direct with the grey column that can be seen in
Table 3.

Table 3. SWOT Strategy in Mapping the New BMC

has changed with the development of strategies
for the HNW segment. Starting from providing
products specifically for the HNW segment as
well as services related to customer relations

BMC Components

SWOT Strategies

CS v CH CR RS

KR KA KP C$

SO1 = Development of a business model
with a general insurance company.

SO2 = Development of investments strat-
egies.

WOI1 = Development for HNW market
segmentation.

WO2 = Product development with for-
eign currencies.

ST = Business planning with digital-based
competencies.

WT1 = Continuing agreement with exist-
ing bank partners & a binding new agree-
ment with potential bank partners.

WT?2 = Development of employee com-
petencies.

The strategies resulting from the SWOT
analysis can influence each other in several com-
ponents in the new BMC that will be created.
Changes that occur can be directly or indirectly.
Direct changes are changes that occur in the
BMC component due to the implementation of
the SWOT results strategy, while indirect chan-
ges are changes that occur in other components
due to major changes in the BMC component
due to the implementation of the SWOT stra-

tegy.

New BMC as an Alternative for Bancassurance
Business Strategy

BMC improvement is the application
of seven strategies resulting from the SWOT
analysis. Where, the key strategies for BMC
improvement include product development,
customer segmentation development, and st-
rengthening digital competencies. Improve-
ment with the BOS perspective will result in
which components are reduced, eliminated,
enhanced, and created. The customer segment
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components. Whereas the mass to affluent seg-
ments will continue to be carried out, and the
target age for customers will be widened from
millennials to 20 years to 30 years. The develop-
ment of investment strategies that will be car-
ried out overseas exposure, so that it is expected
to be an added value for the products offered to
customers and is expected to become coffers for
the company’s income.

The overseas investment instrument of
concern is Exchange-Traded Funds (ETF),
which will be one of the innovations of the in-
vestment strategy for life insurance products. The
marketing strategy that has not been carried out
by life insurance companies in Indonesia is direct
marketing by registering via a mobile applica-
tion at a partner bank. This mobile application
will be used via bank customers’ smartphones,
by first downloading the application. This stra-
tegy is classified in the creation of BOS which
will reduce operational costs and efficiency in
the number of marketers. The results of BMC
improvement with the BOS perspective can be
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Figure 4. New BMC as An Alternative to Bancassurance Business Strategy

seen from Figure 4. The business model created
is a combination of products or bundling of life
insurance products with general insurance. For
example, general insurance with motor vehicle
insurance products, customers buy vehicles with
installments accompanied by protection from
losses incurred from risks such as loss and natural
disasters. This strategy indirectly influences ot-
her components, namely main resources and key
partners. The end of the cooperative relationship
with several banks will have an impact on the al-
ternative BMC produced, then the company will
focus on partner banks that still have cooperation
and develop the potential of Rural Credit Banks.

From the results of BMC improvements
for the company’s bancassurance business based
on SWOT analysis and the implementation of
four steps of the BOS perspective, three alter-
native strategies as the main idea that can be
adopted for the company to compete in the
bancassurance business in Indonesia. The inten-
ded alternative strategies include product deve-
lopment, customer segmentation development,
and digital competency strengthening.

CONCLUSION AND RECOMMENDATION

The results of the mapping on the BMC
bancassurance business of the company’s cur-
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rent conditions that indicate there should be
change or improvement with the new strategy.
There are strategic issues in SWOT identifica-
tion that have been carried out on nine BMC
components of the bancassurance business that
can be developed as a strategy informing alter-
native BMC strategies. New alternative BMC
strategies that are refined with the direction of
the BOS framework for business improvement
in the future, including product development,
customer segmentation development, and st-
rengthening digital competencies. The first stra-
tegy is product development by collaborating
on life insurance and general insurance products
for bank customers. The second strategy is to fo-
cus on the HNW market segment by offering
US $ currency products as well as overseas in-
vestment strategies. Furthermore, the latter is a
strategy to develop and strengthen digital com-
petence by exploring the potential of product
marketing business channels through mobile
apps at banks and the sales process to after sales
with competent digital services.

The advice given for this company is to
improve the current business model immediately
and correct the weaknesses and take advantage
of the opportunities and strengths that exist. The
new BMC results of this study can be used as a
strategy for the company to apply in the future.



Jurnal Dinamika Manajemen, 11 (1) 2020, 103-115

Recommendations given for further re-
search, are: (1) Expanding the scope of research
which in this study is limited to one life insurance
company. Researchers can then develop research
using objects, namely life insurance companies
that have large bancassurance businesses. (2) This
research was conducted with the concept of BMC
and SWOT analysis approach and complemented
by the application of qualitative BOS. Future stu-
dies can complement the quantitative approach
using data, be it data from company reports or data
from questionnaire results submitted to customers
or banks as the most important external parties in
the bancassurance business.
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