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India and countries in southeast Asia have been playing catch-up in the digital economy 
through fast mobile adoption. The COVID-19 pandemic has triggered a paradigm shift in 
consumer behaviour in these markets, with lockdowns pushing shoppers towards 
e-commerce platforms to access a broad array of goods and services. With a combined 
total population of nearly 2 billion people in India and southeast Asia, the stage is set for 
sustained high growth.1 The digital financial services segment in particular is growing 
rapidly as traditional financial institutions, domestic fintech start-ups and international 
players compete to provide innovative products and solutions, including personal 
Property & Casualty (P&C) insurance. The digital penetration rate for P&C personal lines is 
still low, at around 1% to 2% of the regional total.2 From this low base, we believe growth 
will outpace that of traditional insurance channels. Assuming a steady increase in the 
digital penetration rate to 6%, we project cumulative premiums of digital P&C personal 
lines in India and ASEAN could reach USD 7.5 billion by 2025.

To better understand the market potential, Swiss Re surveyed consumers in six countries 
– India, Singapore, Malaysia, Indonesia, Thailand and Vietnam – to ascertain their 
attitudes to buying personal lines insurance online. The survey tested respondents’ 
perception for risk across a mix of five traditional and new product domains: home, 
employment, personal accident, online shopping and gadget insurance. Across all 
markets, resistance towards buying insurance online stems from a lack of an individual or 
agent to help explain what is perceived to be complicated policy wording and to offer 
guidance through the claims process. Nevertheless, our survey found that more than 
40% of consumers across all six markets would prefer to buy insurance online. India tops 
the list of markets ready to embrace e-commerce, with more than half of survey 
respondents saying they would prefer to purchase insurance online. Of the six markets, 
consumers in Singapore are least open to using online channels, with most still relying 
on local agents for advice. With respect to specific products, almost 35% of consumers 
across the six markets prefer digital channels for home and personal accident insurance 
products. In addition, close to 60% prefer to buy their travel insurance online. 

We tested how the pandemic has changed consumers’ insurance needs. The COVID-19 
crisis has heightened consumers’ perceptions of risk across a number of personal lines in 
all markets, apart from Life and Health (L&H) products. Confidence around financial well-
being has been hit, with more than 50% of all respondents expressing concern over the 
prospects for future salary cuts as one of the top three employment risks. With the threat 
of emerging variants still high, commuters continue to worry about catching the virus 
while commuting to and from work, with an average of 30% of respondents citing this as 
their greatest concern.

The survey also considered lifestyle choices. The findings provide insights into some new 
and emerging risk pools. The move towards digital commerce in all its guises, and the 
perceived risks associated with buying goods and services online represent a developing 
opportunity for P&C insurers. More than 20% of all respondents to our survey said that 
they were more likely to receive fake or poor-quality goods bought on digital 
marketplaces, and expressed interest in having insurance protection options for such 
eventualities. Gadget risk is also very common, with 77% of respondents having 
experienced damage to their device. The threat of cyber-attack and identity theft 
inherent in online shopping and mobile channels is a growing concern. At least 20% of  
respondents in each survey country view personal information and data loss as the most 
serious risk, and 10% see this as a likely occurrence. 

Understanding consumer preferences is key to help P&C insurers expand their online 
reach. Digital consumers have specific needs that cannot be met by traditional channel 
solutions. Our study identifies unmet needs among customers, and outlines ways in 
which insurers can develop creative digital solutions for specific needs. Insurers need to 
focus on developing simple, modular products, streamlining digital onboarding process 
and educating the consumers to enhance consumer trust and “stickiness”.

1 Source: United Nations population database.
2 India digital insurance: The time is right, HSBC, July 2021; e-Conomy SEA 2020, Google, Temasek and Bain, 

2021.

Sales of personal lines P&C insurance via 
digital channels are expected to grow 
rapidly across south and southeast Asia.

Consumers are showing a growing 
willingness to buy insurance online.

COVID-19 has amplified concerns about 
unemployment and health risks.

Online engagement presents a host of 
emerging risk protection opportunities. 

Gaining consumer trust in digital insurance 
is key for insurers to develop new and 
innovative risk pools and propositions.

Executive summary
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In south and southeast Asia, the proportion of consumers who prefer to buy insurance of all 
types through online and offline channels is roughly the same. In India, more than half of the 
respondents to our survey said they prefer online channels

Source: Swiss Re Institute
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The COVID-19 pandemic has accelerated the digitalisation of the world economy as 
rolling lockdowns has driven consumers to e-commerce platforms. There are indications 
that this shift in consumer behaviour may likely be permanent.3 We see a positive 
outlook for sectors that performed well during the pandemic, such as digital financial 
services, e- and distant learning, online deliveries and health-tech.

The economies of India and the Association of Southeast Asian Nations (ASEAN) 
represent just under 2 billion people in total, and are well positioned to capitalise on this 
shift to digitalisation. Digital development in the region is still nascent, with an average 
internet penetration rate of 54% (compared to 89% in the US and 71% in China).4 
However, digital adoption is growing rapidly. For example, in Indonesia, e-commerce 
penetration has accelerated from 2% to 11% in just three years.5 By comparison, it took 
China five years and the US more than 10 years to register the same gains. Against this 
background, the total addressable market value for the region’s digital economy 
(excluding digital payments) is estimated to grow to USD 830 billion (12% of GDP) by 
2025, from USD 250 billion (3% of GDP) in 2020.6 We believe digital financial services 
in particular will grow strongly, enabled by more robust market infrastructure, better and 
more affordable internet/mobile connectivity and cheaper, high-spec smart phones. 

Digital finance 

For digital financial products and services specifically, we see three main growth drivers. 
First, consumers are becoming increasingly reliant on digital applications. With multiple 
touch-points in the digital world, financial service providers can better reach previously 
under-served groups that have been too costly or too difficult to target through 
traditional distribution channels. We see this as an important driver toward narrowing 
the digital gap between varying segments of the population: urban and rural, banked 
and unbanked, young and old.7 With increased usage, familiarity and positive user-
experience, trust in digital offerings will build and further underpin sector development. 

Second, digital financial players are active in product innovation. Many traditional 
financial institutions in India and ASEAN have been relatively late digital adopters but are 
now revamping “old-economy” business models to incorporate digital capabilities. For 
example, banks are developing proprietary mobile banking platforms or partnering with 
Fintech players to access new customers. At the same time, primary insurers are 
developing omni-channel models to integrate digital portals with large agency sales 
forces and bancassurance networks. However, the market faces growing competition 
from digital platform start-ups, which are evolving into comprehensive ecosystems by 
extending their reach across industry boundaries, including into financial services. 
Investors in these start-ups are optimistic about the outlook for the region, despite the 
challenges from a COVID-19-induced economic recession. In 2020 for instance, 
Insurtech providers raised a record USD 1.4 billion of equity funding in Asia.8 Singapore, 
a leading regional hub, attracted USD 128 million in Insurtech start-up financing last 
year, up from USD 35 million in 2019.9

Third, governments in the region are developing a more supportive environment for 
digital transformation of the financial services sector. In India, for example, the authorities 
are rolling out a unique multi-purpose identification system as part of “India Stack”, a 
comprehensive digital identification, payments and data management platform. 
Combined with other digital identity projects including “e-know your consumer” (e-KYC), 

3 For example, see The booming digital economy: the pandemic accelerates the megatrend, HSBC, September 
2020; COVID-19 and E-Commerce: A Global Review, UNCTAD, March 2021.

4 Source: World Bank. Internet penetration is defined as usage via a computer, mobile phone, personal digital 
assistant, games machine or digital TV etc, as a percentage of total population.

5 Source: Euromonitor
6 The next two billion in India and ASEAN are going digital: Who wins?, UBS, February 2021.
7 Bridging the digital divide – Improving digital inclusion in Southeast Asia, Roland Berger, 2021.
8 The Pandemic Pushed Insurtech Funding to an All-Time High, BCG, March 2021.
9 Singapore – leading the charge for insurance innovation in APAC, Asia Insurance Business, May 2021.

The COVID-19 pandemic has accelerated 
digital adoption globally.

India and ASEAN countries are poised to 
catch up after a slow start.

The digital gap is narrowing as consumers 
embrace financial services applications…

… while financial services providers are 
rolling out integrated digital platforms.

Governments are developing more 
favourable policy frameworks.

Digital financial services in Asia

https://www.bcg.com/industries/insurance/the-strategic-role-of-insurtechs-post-covid-19
https://www.insurancebusinessmag.com/asia/news/technology/singapore--leading-the-charge-for-insurance-innovation-in-apac-253120.aspx
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Unified Payment Interface (UPI), e-Sign, and Digital Locker, India Stack will enable 
contactless, paperless and cashless banking and insurance services.10 Meanwhile, the 
Monetary Authority of Singapore (MAS) has awarded banking licenses to four tech 
consortia, including digital full bank licences to Sea, the tech conglomerate that owns 
the Shopee e-commerce platform, and to a joint venture between Grab and Singtel.11  
And in Indonesia, the central bank has launched a unified system of standardized QR 
codes which allows for interoperability among all e-wallet or payment platforms.12

Digital P&C personal lines: poised to outperform
Personal lines insurance in India and the ASEAN countries has grown rapidly over the 
past decade (see Figure 1). The outlook remains positive, underpinned by ongoing 
urbanisation, rising risk awareness and a continuously expanding middle-income class. 
We project that the total (from traditional and digital channels) insurance premiums from 
P&C personal lines will grow by 9.7% annually from USD 17.6 billion in 2020 to USD 28 
billion by 2025.

Digital penetration of P&C personal lines is still low.13 According to data from the 
Insurance Regulatory and Development Authority of India (IRDAI) and the General 
Insurance Council, the share of digital within India’s retail non-life segment (excluding 
health insurance) stood at 1.1% in fiscal 2020.14 And, within ASEAN the total amount of 
non-life insurance premiums purchased online in 2020 was about USD 0.9 billion.15 This 
translates into a digital penetration rate of about 2.1% for P&C personal lines.

We expect growth rates in digital insurance will outpace that of the broader industry. 
Both traditional insurers and Insurtechs are expanding their penetration through product 
innovation and collaboration with other participants in rapidly developing digital 
ecosystems. Insurers are actively engaging with consumers through varying digital 
touch-points to offer more value-added services and tailored solutions.16 Meanwhile, 
Insurtechs are launching innovative bite-sized products that can easily be offered on 
popular digital platforms, targeting younger or first-time insurance buyers. Assuming a 
steady rise in digital penetration to 6% by 2025, we project cumulative premiums from 
digital P&C personal lines in India and ASEAN could reach USD 7.5 billion by 2025. 17

10 For more information on the India Stack, visit its official website.
11 MAS Announces Successful Applicants of Licences to Operate New Digital Banks in Singapore, MAS,  

4 December 2020
12 “Bank Indonesia launches national standard QR code”, The Jakarta Post, May 2019.
13 This report is a follow-up study to investigate the digital development of P&C insurance in South and 

Southeast Asian markets. For more information on the L&H insurance, please refer to Going digital: insights to 
optimise online insurance in Asia by Swiss Re Institute.

14 India digital insurance: The time is right, HSBC, July 2021
15 e-Conomy SEA 2020, Google, Temasek and Bain, 2021
16 Digital ecosystems: extending the boundaries of value creation in insurance, Swiss Re Institute, 2019
17 6% is the approximate digital sales share in China’s non-life insurance market by end of 2020. See Analysis of 

Chinese internet non-life insurance market in 2020 (in Chinese only) by the Insurance Association of China.

The post-pandemic outlook for P&C 
insurance is positive...

Figure 1 
P&C personal lines insurance  
premiums, 2020 (USD billions, left axis)

 CAGR = compound annual growth rate. Source: Swiss Re Institute
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...despite the current low penetration 
of digital sales in non-life insurance 
distribution channels.

We forecast a USD-7.5-billion opportunity 
for digital P&C personal lines in India and 
ASEAN, by 2025.

https://www.indiastack.org/
https://www.mas.gov.sg/news/media-releases/2020/mas-announces-successful-applicants-of-licences-to-operate-new-digital-banks-in-singapore
https://www.thejakartapost.com/news/2019/05/27/bank-indonesia-launches-national-standard-qr-code.html
https://www.swissre.com/institute/research/topics-and-risk-dialogues/digital-business-model-and-cyber-risk/expertise-publication-going-digital-online-insurance-asia.html
https://www.swissre.com/institute/research/topics-and-risk-dialogues/digital-business-model-and-cyber-risk/expertise-publication-going-digital-online-insurance-asia.html
https://www.swissre.com/institute/research/topics-and-risk-dialogues/digital-business-model-and-cyber-risk/Digital-ecosystems.html
http://www.iachina.cn/art/2021/3/26/art_22_105016.html
http://www.iachina.cn/art/2021/3/26/art_22_105016.html
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Online insurance: consumer preferences and concerns

Swiss Re surveyed 5 600 consumers aged between 25–54 in six markets: India, 
Singapore, Malaysia, Indonesia, Thailand and Vietnam in April and July 2021. The study 
examined consumer behaviours and perceptions of risks in the context of home, 
transport, employment and lifestyle. It also investigated consumers’ attitudes to digital 
platforms, specifically with respect to buying insurance online. The findings suggest the 
ongoing digitalisation of insurance markets presents opportunities for both traditional 
insurers and new players seeking to enter the P&C market. For details of the survey 
methodology, see the Appendix.

The COVID-19 crisis has forced consumers to switch their spending online, accelerating 
the shift towards a more digital world. To better understand purchasing behaviours, we 
asked respondents to rank which services they would be happy to buy online and offline. 
The results highlight a strong bias for digital in certain sectors. Across the survey 
markets, 82% and 76% of all respondents said they prefer to book travel and purchase 
banking services online, respectively. Consumer preferences for digital insurance is less 
strong than for banking and travel services. Nevertheless, with 42% of respondents 
indicating preference for online route, given an existing penetration of 1-2% for digital 
P&C, there is significant scope for further expansion.  

Attitudes to purchasing insurance online appears relatively consistent across the six 
markets. According to the results of our survey, India has the highest percentage of 
consumers open to purchasing insurance digitally (53%), followed by Thailand (44%) 
and Indonesia (43%). Consumers in Malaysia, on the other hand, are more conservative 
with 49% of respondents preferring to buy their insurance offline, the highest among all 
the markets surveyed. Lower-income groups have a higher tendency to prefer offline 
channels, while younger consumers tend to prefer transacting online.

Swiss Re surveyed consumers about risk 
perceptions and digital adoption.

Many consumers are still hesitant to buy 
insurance online.

Figure 2 
Preferred mode of online services

Question: For the following types of services, do you prefer offline or online/apps? 
Source: Swiss Re Institute
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Online channels for buying insurance are 
popular in India, Thailand and Indonesia.

Survey findings
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Our survey also asked respondents about their preferred means of purchasing specific 
P&C personal lines products. Around 35% of respondents said that they would prefer to 
buy insurance through an app or any online mode, specifically for home and personal 
accident insurance, while close to 60% of all respondents indicated that they would buy 
travel insurance through online channels. 

Within the context of shifting to digital distribution channels, it is useful to understand 
the influence that local insurance agents continue to exert on buying patterns. Across all 
markets, just over 40% of respondents suggested that the lack of any human contact to 
help explain products or highlight hidden terms would deter them from switching to 
online platforms. In Indonesia and Malaysia, 47% of those surveyed said that the lack of 
an agent to help with the claims process would dissuade them from switching to a digital 
channel, and more than 43% of respondents in Vietnam and Thailand expressed similar 
concerns. The inference is that with availability of guidance/support, more consumers 
could be encouraged to shift towards online portals for purchasing insurance. These 
findings suggest that to increase digital penetration, insurers need to better incorporate 
an advisory element – human or other – within their online service delivery offerings. 

Figure 3 
Preference for buying insurance  
online vs offline

 Source: Swiss Re Institute
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Almost two thirds of respondents prefer to 
buy travel insurance online.

Figure 4 
Preference of online channels  
across insurance domains

 Question: Which of the following insurance products do you prefer to buy online as opposed to through agents? 
 Source: Swiss Re Institute
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The main concern with buying insurance 
online is the lack of support from an agent.
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P&C lines of business

Home insurance
With respect to home insurance, respondents were asked about their living patterns and 
existing home insurance, if any. In Indonesia, 79% of consumers own their property 
mortgage-free, the highest of the six markets surveyed. The findings indicate that in 
Malaysia and Singapore, 41% and 45% of consumers, respectively, own a property but 
still have a mortgage. About 65% of consumers in India and Vietnam own property that 
they have paid for in full. As to be expected, a smaller proportion of low income groups 
across the six markets own their home relative to medium and higher income groups. 

Owning a property comes with its own risks, with potential for damage to property 
coming from different sources depending on location and environment. Some risks are 
likely to occur more frequently, but the degree of resulting loss can be less severe. 
Conversely, other risks – in particular natural catastrophe exposures – may not occur 
frequently but when they do, they can result in significant damage and loss. Risks which 
are both frequently occurring and high-loss making are those that consumers need most 
protection against. 

Within this context, we asked respondents in our survey what they consider most likely 
to occur at their home. On aggregate, across the six markets damage or loss of home 
appliances is perceived to be the most likely risk, and also one that could result in 
significant losses. In terms of loss severity, fire risk is seen as the biggest threat but at the 
same time, fire events are seen as not very likely to happen. Typhoon and earthquake 
risks/events are seen as both least likely to occur and also not main threats in terms of 
resulting damage potential.

Figure 5 
Concerns with buying insurance online

 Question: If you were to buy insurance, what would be your concerns in buying insurance online? 
 Source: Swiss Re Institute
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The majority of respondents (53%) across 
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likely home risk perceived by consumers.
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With respect to perceived high-frequency and high-loss risks specifically, the survey 
responses reveal similar patterns across markets. For example, in Indonesia respondents 
perceive floods to be the most severe risk to their home, with 23% of respondents 
choosing it as the most likely risk. In India, 16% of respondents say earthquake, fire and 
loss of home appliances are the most serious risks. However, in terms of event frequency, 
damage of home appliances tops the list of concerns, while earthquake and fire are not 
seen as likely to happen. More than 30% of respondents in Malaysia, Singapore and 
Thailand individually consider fire to be the most severe risk. 

Figure 6 
Consumer perceptions of likelihood 
and impact of home risks 

 Question 1: Which of the following do you think is most likely to happen to your home? 
 Question 2: Which of the following do you think are the most serious to you if they did happen to your home? 
 Source: Swiss Re Institute
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Consumers in Indonesia see natural 
catastrophes as the most severe risk.

Figure 7 
Consumer perceptions of most severe home risks by country

Question: Which of the following do you think is most serious to happen to your home? 
Source: Swiss Re Institute
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Property risks can be mitigated and protected by insurance. Of all the survey 
respondents, 53% owned home insurance, either contents or dwelling covers18, or both. 
In Singapore, 70% of consumers have home insurance, with 49% of those owning 
contents insurance, the highest among all markets. Thailand has the highest percentage 
of consumers with dwelling insurance (44%). Homeowners in Indonesia and Vietnam are 
least protected, with 55% of respondents having no insurance at all. 

Personal accident insurance
Restrictive measures implemented in the wake of COVID-19 and the switch to home 
working have triggered significant changes to both national and global travel patterns. 
Consumers continue to seek cover for losses arising from mobility risks, with personal 
accident (PA) insurance the most sought after. Of all respondents across the survey 
markets, 55–75% buy PA cover. Market penetration is greatest in Malaysia, where 74% 
of all respondents own PA cover, followed by Vietnam (73%). Additionally, our survey 
showed that a larger portion of respondents in the high-income group own PA insurance 
(75%) compared to lower income groups (64%). The protection gap is the biggest 
among low-income groups, especially in India and Indonesia, where 39% and 49% of 
respondents do not own PA insurance at all. The survey offers clear evidence that there 
is scope to expand personal accident insurance among low income groups.

Respondents to our survey were asked to rank their preferred modes of transport and the 
risks that come with them. Among all respondents, 72% said they are most concerned 
about traffic accidents with such concerns ranking highest in Indonesia (87%), Vietnam 
(82%) and Thailand (78%). In total, more than 55% of all respondents consider 
themselves at risk of accident while traveling domestically or internationally. Another 
reason to buy PA cover is risk of injury while playing sports or pursuing other leisure 
activities, with more than half of all survey respondents citing this as a concern. Fear of 
sports or leisure-related injuries is highest in Indonesia (77%) and Vietnam (68%), and 
overall is a greater concern for younger than older age groups.

18 Contents insurance includes loss and damage to appliances due to theft or fire. Dwelling insurance includes 
damage to the actual building from fire and natural catastrophic perils.

Home insurance ownership is highest in 
Singapore.

Figure 8 
Ownership of home insurance  
across markets, by type

 Question: Does your household own any home insurance? 
 Source: Swiss Re Institute
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To better understand consumers’ attitudes to commuting specifically, we asked 
respondents to assess the various risks that they consider pertinent while traveling. As 
expected, respondents suggested that an accident was most likely and would have the 
greatest impact. Travelers also reported a strong correlation between the length of 
commute and the likelihood of an accident occurring. Fear of travel delay is most 
prevalent among respondents in Singapore, where 20% of those questioned rank it as 
the most serious risk and 68% see it as the most likely risk to disrupt daily travel plans. 
This is less of a concern elsewhere: fewer than 12% of respondents in other markets 
highlight delay as a significant risk to daily mobility. 

In a world facing the ongoing threat of emerging COVID variants, respondents remain 
alert to the risks of catching the virus while traveling, more so in areas where the 
pandemic has hit the hardest. Among the six markets surveyed, an average of 30% of all 
respondent worry about contracting the virus. Travelers in India are particularly 
concerned, with 38% of respondents expressing fear that exposure to COVID-19 is the 
most likely risk they face while commuting to and from work. For 42%, COVID-19 
infection represents the most serious risk. In Singapore, by comparison, just 18% of 
respondents see COVID-19 as the most likely and most serious risk to travel plans. 

Figure 9 
Concerns regarding personal  
accident for six markets

 Question: Do you have the following concerns? 
 Source: Swiss Re Institute

0%

20%

40%

60%

80%

Injury
from fitness

class

Accident
during
leisure
activity

Accident
while at

attractions/
theme parks

Injury
from sports

Children’s
accident

Accident
while

travelling
abroad

Accident
while

travelling
domestically

Traffic
accident

Consumers are concerned about catching 
COVID-19 when travelling… 

…particularly respondents in India.

Figure 10 
Consumer perceptions of likelihood  
and impact of mobility risks

 Question 1: Which of the following do you think is most likely to happen in your daily transit?  
 Question 2: Which of the following do you think are the most serious to you if they did happen  
 in your daily transit? 
 Source: Swiss Re Institute 
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Employment insurance
Against the background of pandemic-induced uncertainty about job security, the need 
for employment insurance is best understood by examining consumers’ sources of 
income and the debt burdens that they shoulder. Across India and the ASEAN region, 
most respondents rely on a salary income to finance their lives, particularly in Singapore 
(88%) and Malaysia (84%). In terms of debt commitments, our survey found that 
respondents spend around 50% of their income on non-discretionary expenses such as 
housing and food. Much of this is mortgage commitments and personal bank loans. In 
Malaysia and Singapore for example, around 36% of respondents are locked into 
mortgage products, while the number of respondents taking out personal bank loans is 
highest in Thailand (49%), India (47%) and Malaysia (46%). Across all six markets 
surveyed, 40% of respondents have taken out personal loans from their banks and 
between 30–40% are signed up to credit card payment plans. This is in contrast to 
Singapore and Indonesia where 42% of respondents do not own any type of mortgage 
debt or personal loan, regardless of income group. 

Given these financial commitment and the heavy reliance on salary income, our survey 
investigated attitudes around job security. Across all markets, a cut in pay is considered 
to be the most likely risk workers face in the current pandemic environment, and loss of 
job the most serious. More than 50% of all respondents expressed concerns over 
prospects of salary cuts as one of the top 3 employment risks. In Indonesia and Vietnam, 
20% of respondents see a salary cut as highly likely and 16% consider this to be a 
greater risk than redundancy. In Malaysia, Singapore and Vietnam, 14% of respondents 
rank job loss as the most likely risk.

More than 60% of all respondents have 
personal loan or mortgage debts.

Figure 11 
Ownership of loans or  
mortgages across markets

 Question: Do you currently hold the following mortgage/loan services? 
 Source: Swiss Re Institute 
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Survey findings Digital adoption in personal P&C insurance in south and southeast Asia Swiss Re 13

Consumers protect themselves from unemployment risks by purchasing insurance cover 
which provides them with benefits if they lose their job. While the COVID-19 pandemic 
continues to highlight the fragility of labour markets across the region, insurance 
providers will need to address specific concerns in individual markets if they are to fully 
leverage the opportunities on offer. In Malaysia, for example, 28% of respondents say 
that price is the main factor when considering unemployment insurance while in 
Vietnam, the level of payout is deemed to be the most pressing element by 27% of 
consumers. Further, 24% of respondents in Indonesia cite ease of making a claim to be 
the major driver when choosing unemployment cover. 

Given the divergence in attitudes to employment insurance across markets, in our survey 
we proposed a hypothetical and homogeneous product to examine respondents’ 
attitudes in greater depth. The product would provide a one-time payment in the event 
that the insured’s employer ceased trading or that the insured was laid off. As a high-
level overall takeaway, the survey responses indicate underlying interest in the idea of 
unemployment insurance, even in markets where cover is not seen as meeting the needs 
of customers. In some markets, the product holds a great appeal, most notably in 
Vietnam, with 93% of respondents expressing an interest in finding out more, and 75% 
of respondents indicating that the cover would meet their needs. In India, 79% of those 
questioned responded favourably, indicating that they found the product to be new and 
different. In Thailand, however, respondents were not receptive to the product but said 
they would be open to learning more. 

Emerging risk pools

Online shopping and cyber risks
The continuing digitalisation of consumer markets will foster the emergence of new risk 
pools and new insurance opportunities. The pandemic has fuelled an upsurge in the 
e-commerce sector, pushing more customers online. To gain better understanding of this 
paradigm shift, we asked respondents about their online shopping behaviour. At least 
40% of those questioned across all markets in the region shop online for 1–3 days per 
month, with respondents in the 25–44 age group accessing digital retailers most 
frequently. Vietnam leads, with more than 50% of respondents shopping online weekly, 
while in Singapore, 15% of respondents only shop online once per month. 

Figure 12 
Consumer perceptions of likelihood 
and impact of employment risks

 Question 1: Which of the following do you think is most likely to happen to your work? 
 Question 2: Which of the following do you think are the most serious to you if they did happen to your work? 
 Source: Swiss Re Institute
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Online shopping brings convenience and variety to consumers but at the same time, 
presents unique risks. In the survey, we asked respondents about their unpleasant 
experiences and how they perceive potential risks related to online shopping. Almost 
half of all respondents said that they had experience of late deliveries and 40% of 
consumers received either a damaged product or a product of poor quality. Overall, 
respondents from Singapore, Malaysia and Vietnam suffered worse shopping 
experiences than consumers in other markets in the region. According to our 
respondents, the biggest risk in online shopping is receiving fake or damaged goods: 
20% of those questioned expressed concerns that they would not receive the goods that 
they thought they had bought, and a further 20% said that receiving fake or damaged 
goods represented the most likely risk to online shopping. However, perceptions of risk 
vary greatly across markets: for example, 40% of consumers in Singapore see credit card 
fraud as the greatest risk in online shopping. This drops to just 8% for respondents in 
Indonesia. Late delivery is seen as the most likely but least serious of digital shopping 
risks across all markets. In Indonesia and Vietnam, the risk of receiving fake/counterfeit 
goods is seen as likely and serious by 20–30% of respondents. 

Figure 13 
Online shopping frequency across markets

 Question: How often do you do online shopping? 
 Source: Swiss Re Institute
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Consumers perceive the most common 
online shopping risks to be late delivery of 
products and poor quality.

Figure 14 
Consumer perceptions of likelihood 
and impact of online shopping risks

 Question 1: Which of the following do you think is most likely to happen when you do online shopping? 
 Question 2: Which of the following do you think are the most serious to you if they did happen  
 while you are online shopping? 
 Source: Swiss Re Institute
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Late or wrong delivery is one of the concerns for around 25% of respondents in each 
market and as Figure 15 shows, this is an area where consumers would be interested in 
having associated insurance cover. To better understand the risks associated with 
consumers’ growing reliance on e-commerce channels, we offered respondents a 
hypothetical lifestyle insurance cover that would pay out in the event of a delay in 
delivery. Our results suggest that there is a niche demand for late delivery cover among 
consumers buying both food and general merchandise online. Across all markets, about 
32% of respondents are willing to pay extra for access to compensation in the event that 
either a food delivery or an online purchase arrives after the scheduled time slot with 
consumers particularly interested in such an offering in India (43% for both services 
individually). However, more than 40% of respondents in Singapore said that they would 
be unwilling to pay a premium for such a service. 

Another growth opportunity for insurers relating to online shopping is providing cover for 
potential cyber risks. Although online shopping provides convenience for consumers, it 
has also become an expedient tool for cyber criminals. Fraudsters exploit digital 
platforms to harvest sensitive information or to extort money from operators and their 
customers. Meanwhile, regulators are putting more emphasis on digital players to ensure 
data security. In light of this, respondents were asked about their preferences when 
purchasing cyber coverage. In line with our expectations, 30% of respondents would like 
protection from phishing or hacking attacks, and from the illegal use of e-wallet 
transactions arising from loss or theft of a device. A further 21% of respondents said that 
they would like insurance to cover losses arising from identity theft involving the illegal 
use of personal information. 

Consumers are concerned about late 
delivery and in some cases, are keen for 
protection against this.

Digitalisation increases the possibility of 
cyber-attacks.

Figure 15 
Preferences for online coverage

 Question: Below are some types of insurance cover of online shopping. Please select and rank  
 three types of cover that you would be most interested in. 
 Note: The figure shows three preferences most ranked as top 1 by respondents in each market 
 Source: Swiss Re Institute
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Gadgets
Internet-enabled mobile devices have come to play a significant role in many people’s 
lives and are core to the digital economy. Perceptions of the risks associated with these 
gadgets vary from country to country, but concerns relating to accidental damage rank 
consistently high, with 77% of users across all markets experiencing issues in the past 
three years. Cracked screens continue to be the most common problem, with more than 
50% of respondents in Thailand, Indonesia and Vietnam reporting that they have 
suffered screen damage on more than one occasion. The second most common issue is 
software malfunction, experienced by 48% of Vietnamese respondents, while water 
damage is the cause of accidents for 30% of respondents in India and Thailand and 23% 
of respondents in Vietnam.

Overall, respondents view accidental damage to be the most likely risk associated with 
gadget ownership, but it is not considered a serious risk. Our findings indicate that 
consumers are most concerned about privacy breaches arising from cyber attacks on 
their mobile devices. At least 20% of respondents from each country view personal 
information and data loss as the most serious risk, and 10% of all respondents see this as 
a likely occurrence. And, although unauthorised transactions are seen as the least likely 
risk to occur, 10–20% of respondents in India, Malaysia, Singapore and Thailand 
consider this to be the most serious risk attached to owning a device. Meanwhile, 
around 20% of total respondents say that virus or software bugs represent the most 
likely gadget risk and 10% see this as the most severe source of potential loss. 

Gadgets are mostly exposed to physical 
damage such as cracked screens.

Figure 16 
Accidents to gadgets in the past three years

Question: Which of the following accidents happened to any of your gadgets in past 3 years? 
Source: Swiss Re Institute
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As gadgets become increasingly part of everyday life, we believe demand for associated 
insurance covers will rise. When asked what protection they would most like, 70% of 
respondents to our survey ranked loss or theft of a device among their top three 
priorities. In addition, more than 40% of respondents in each market would like to see 
cover embrace unauthorised e-wallet transactions. Cover against physical damage is a 
number-1 priority for only 15% of all respondents.

Alongside insurance cover that they would like to see, we asked respondents what 
gadget protection they have. The results show this largely depends on the nature of the 
gadget in question: 46% of all respondents owning a laptop have opted for an extended 
warranty, the largest protection rate of any device featured, while around 35% of 
respondents who own action cameras or drones have purchased gadget insurance. This 
is best explained by the fact that such equipment is typically used by professional 
travelers who commonly purchase high-end equipment. 

Figure 17 
Consumer perceptions of likelihood 
and impact of gadget risks

 Question 1: Which of the following do you think is most likely to happen to your gadgets? 
 Question 2: Which of the following do you think are the most serious to you if they did happen to your gadgets? 
 Source: Swiss Re Institute
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Figure 18 
Consumer perceptions of impact of gadget risks, by country

Question: Which of the following do you think are the most serious to you if they did happen to your gadgets? 
Source: Swiss Re Institute, Ipsos 
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Loss or theft of devices is ranked among 
top three mobile coverage preferences by 
most of the respondents.

Gadgets insurance is typically purchased 
for expensive devices such as high action 
cameras and drones…
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Finally, we wanted to know where consumers go to buy gadget insurance. Across all 
markets, 44% of respondents said that they bought their cover from the same shop as 
their gadget. In Singapore, the percentage is 62%. In India and Vietnam, 50% of 
respondents prefer to buy their risk protection from insurance websites or apps. Less 
than 1% of respondents opted for e-commerce websites. Our findings suggest that most 
respondents only seek cover for more expensive or niche gadgets such as high-action 
cameras or drones, and that they purchase insurance offline, frequently alongside the 
gadget itself. 

…and bought through a gadget retailer.

Figure 19 
Purchase channels for gadget insurance

 Question: From where did you purchase the gadget insurance? 
 Source: Swiss Re Institute
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Conclusion, and recommendations for insurers

As consumers move online, it is imperative that insurers revamp their value chain to keep 
abreast of the post-pandemic digital transformation. The digital economy goes beyond 
new distribution channels: it also means adapting product designs, underwriting models, 
claims and other after-sales management systems to digital ecosystems and shifting 
consumer behaviours. We believe digitalisation will not only boost insurers’ premiums 
revenue in the short term, but also improve their profitability in the medium term by 
leveraging technological advances in AI, data analytics and cloud computing etc.

The first step for insurers looking to extend their digital reach is to foster greater trust and 
familiarity with digital insurance offerings among customers. Insurance is about trust, 
and digital insurance is no different. Despite the rapid digitalisation of some lifestyle 
activities like banking and shopping, our survey suggests that consumers are still 
hesitant to switch to digital channels when purchasing P&C cover. This is because 
insurance is still generally regarded as complicated and heavy-to-read, and consumers 
worry that they might miss critical information or misunderstand their cover. Insurers 
need to focus on developing simple, modular products, streamlining digital onboarding 
processes and strengthening consumers’ trust and confidence in the process, for 
example through education to increase positive user experiences and enhance 
consumer “stickiness”.19

Investing in new and innovative risk pools can help to address customers’ unmet needs 
digitally. Our survey findings show that consumer preferences differ greatly according to 
geographical location, life-stage planning, age and wealth. With the surge in digital 
platform start-ups comes a plethora of bite-sized insurance products that are gaining 
popularity among app users. Given the relative short-term nature of P&C personal 
insurance, this could be an interesting testing platform for traditional insurers looking to 
engage with consumers and experiment with tailored and personalised offerings. Once 
consumers become more comfortable with buying bite-sized insurance products online, 
it will become easier to offer policies of higher value and longer coverage periods.

Lastly, insurers need to watch out for regulatory developments in the rapidly changing 
digital landscape. Currently, the digital finance ecosystem is still in nascent stage of 
development in India and southeast Asia. Governments are currently focused on building 
digital infrastructure and establishing industry standards to cultivate a conducive 
environment for high growth. However, there are also signs that regulators are becoming 
increasingly alert to the systematic financial risks that digital financial service providers 
might pose, as well as concerned about the ethical use of private data in terms of fair 
dealing. Recent regulatory scrutiny on tech companies in China may shed some light on 
how financial institutions, including insurers, may be expected to comply with 
regulations to maintain healthy market competition and ensure data security.

Digitalisation has the potential to greatly extend financial inclusion in India and southeast 
Asia. This is more so with COVID-19 acting as the accelerator of consumer digital 
transformation. Our survey findings point to ample opportunities for P&C personal line 
insurers to develop digital products to fulfill the unmet needs of consumers. There are 
risk pools across all areas of everyday life, from home, transport and employment 
security, to online shopping and the increasing prevalence in digital gadgets. To close 
both the protection gap and digital gap, insurers need to take a closer look at the 
changing needs of customers and upgrade their digital operation models through either 
organic growth or industry partnership. 

19 For example, the e-commerce sector has started to gain trust because they use customer ratings which allow 
others to comment on their products and services. Such digital trust theme should be built within digital 
insurance offerings, too.

Insurance companies can benefit from 
digital transformation across their entire 
value chain.

Increasing consumers’ trust in digital 
insurance is key.

Investing in new and innovative risk 
pools is important for insurers to address 
customers’ unmet needs and close the 
digital gap.

Insurers need to manage regulatory risk to 
uphold market integrity.

We remain positive on the growth potential 
of digital P&C personal insurance in India 
and southeast Asian markets.
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Survey outline

The Swiss Re Institute and Ipsos survey was conducted to study consumer behaviour 
and attitude on risk of digital preference in different life domains. The purpose of this 
survey was: 

 ̤ To understand consumers’ behaviour and perception on risks in different domains in 6 
markets: India, Malaysia, Indonesia, Thailand, Singapore and Vietnam

 ̤ To evaluate the acceptance of purchasing insurance products through digital channels

Consumer responses were collected through an online survey in two phases: covering 
India, Thailand and Singapore in Phase 1 and Malaysia, Indonesia and Vietnam in Phase 
2. The total interview length was approximately 15 minutes and the sample size were 
1 000 for each market (600 for Singapore). Each respondent evaluated two of the five 
domains (two-fifths of respondents randomised per domain): home, online shopping, 
employment, lifestyle and gadgets, with similar profiles (quota applied on age, gender, 
monthly household income and region).

 ̤ Individuals aged 25–54

 ̤ Middle-high monthly household income

 ̤ Household financial decision maker

Survey objectives

Study design

Target respondents
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