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Source: Central Bureau of Statistics

1 "Inter-census Population Survey 2015”. Central Bureau of Statistics. https://www.bps.go.id

2 “Inter-census Population Survey 2015”. Central Bureau of Statistics. https://www.bps.go.id
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Medan
[ ]
e 1.1 million
Batam
1.6 million
O Palembang
10.8 million i .
1.7 million
Jaka_r:;_a ” ) o Semarang 1.7 million
° O Makassar

Greater Jakarta areas

Bekasi: 2.4 million

Depok: 1.8 million

South Tangerang: 1.3 million
Tangerang: 1.7 million

2.5 million 2.9 million
Bandung Surabava

Source: Ministry of Home Affairs
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Demographics of survey respondents

Geographical distribution Gender distribution

o O
m Makassar
M Jakarta
MW Bandung
M Surabaya
H Medan 50% 50%

Age distribution

Age group, years

0% 5% 10% 15% 20% 25% 30% 35%

Monthly household income distribution

Monthly household income level, IDR million

More than 10 5%
7.5-10 6%
5-75 8%
31%
2-3 25%
1-2 19%

Less than 1 6%

w
'
w

0% 5% 10% 15% 20% 25% 30% 35%
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2016 2017 2018 2019

B Positive B Negative

Source: Deloitte Consumer Insights Survey (2016, 2017, 2018, and 2019)
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8 “June 2019 Indonesia Economic Quarterly: Oceans of Opportunity”. The World Bank. 1 July 2019. https://www.worldbank.org/en/country/ indonesia/publication/june-
2019-indonesia-economic-quarterly

9 “Administrative Issues; Jakarta LRT Launch Delayed Again”. Tempo. 3 June 2019. https://en.tempo.co/read/1211948/administrative-issues-jakarta-Irt-launch-delayed-
again

10 “Three sections of JORR 2 toll roads will be completed in March 2020”. IDN Financials. 23 September 2019. https://www.idnfinancials.com/ news/28791/sections-jorr-
toll-roads-completed-march

11 “Indonesia Infrastructure Report, Q3 2019”". Fitch Solutions
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B 4: #EHoRiEEEECIEE (2017-2019)

2017

Bandung 2018
2019

2017
Jakarta 2018
2019

14%

2017
Makassar 2018
2019

2017
Medan 2018
2019
2017 51% 22%
Surabaya 2018 68% 20% 12%
2019

I Optimistic IModerate IPessimistic

Source: Deloitte Consumer Insights Survey (2017, 2018, and 2019)
HE8hRa

RERBEERFUSE, BRI HITRINREEER, RE 17%ARTTHENSE (LB 5) . XM
BRAEMERERKNKFHERIFE. XL, FEESERERNKFESHEENSRY (BRFREER
=) . BINSZHARIBAESET (B 6) .
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B 5: RFEZHSEFITE

2016 2017 2018 2019

m Decrease/Maintain M Increase

Source: Deloitte Consumer Insights Survey (2016, 2017, 2018, and 2019)

B 6: EAREWMNKFITE, HEEBERRFZLITE

Monthly household
income level,

IDR million Consumer sentiment Plan for future expenditure

Less than 1
1-2 10% 22%

2-3 12% 15%

5-7.5 12%  16%

7.5-10] 8% 20%

3%
[0 optimistic [ Moderate [l Pessimistic B Increase[l] Maintain B Decrease

Source: Deloitte Consumer Insights Survey (2019)

i, —MEBRIMRE, BEERENEEEE U BA BRI ERUENES, RE
15%EIATHEINSZ R E N B, 23%IASTEXFS (WE7) . BIRMS, BENZLE BEERErT M35
PRREES, MARBTMNZLEENUFRRT (B8) .
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Optimistic

Moderate

Pessimistic

B Increase I Maintain M Decrease

Source: Deloitte Consumer Insights Survey (2019)
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Household & Housing & Consumer
Basic Necessities Personal Care Transportation Welfare & Leisure Electronics Others
Bandung 64% 50% 50% 75% 28% 72% 31% 69% 40% 60%
|
Jakarta 56% 57% 43% 49% 51% | 38% 62% 39% 61% 55% 45%

Makassar 64% 26% 74% 31% 69% 24% 76% 27% 73% 70% 30%

]
Medan (=14 50% 50% 37% 63% 62% 45% 45% 55%

] 1 | | ]
Surabaya 75% | 25% 60% 40% 67% 33% | 160% 40% 58% 42% [122%

Intended increase in spending
1 Llessthan10% | More than 10%

Source: Deloitte Consumer Insights Survey (2019)
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1% 1% 1% 1% 1% 1%

Others

Consumer
Electronics

Non- Welfare &

. Leisure
Necessities

72%

11%

Housing &
Transportation

Household &
Personal Care

Basic
Necessities

28%

Basic

Necessities

2019 Less than 1 1-2 2-3 3-5 5-7.5 7.5-10 More than 10
Monthly household expenditure, IDR million

Basic Necessities Household & Personal Care Housing & Transportation Welfare & Leisure Consumer Electronics Others
B Packaged Foods Il Household Cleaning W Transportation B Welfare & Savings Il Audio & Video Electronics [ Tobacco

I Beverages (Non-Alcoholic) Products [ Communications & Media Leisure & Holidays [ Household Appliances (Major) Pet Food
B Cosmetics & Beauty

Products
! Personal Hygiene . Mobile Phones, Digital Cameras
Products & Other Gadgets

[ Clothing & Footwear Housing & Utilities I Credit Card Instalments W Household Appliances (Small)

Source: Deloitte Consumer Insights Survey (2019)
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Basic Necessities
Percentage

of monthly
household
expenditure

Less 1-2 2-3 3-5 5-7.5 7.5-10  More
than 1 than 10

Monthly household income level, IDR million

Percentage Housing & Transportation

of total
monthly
household
expenditure

Less 1-2 2-3 3-5 5-7.5 7.5-10 More
than 1 than 10

Monthly household income level, IDR million

Consumer Electronics
Percentage

of total
monthly
household
expenditure

Less 1-2 2-3 3-5 5-7.5 7.5-10  More
than 1 than 10

Monthly household income level, IDR million

Source: Deloitte Consumer Insights Survey (2019)

13

Household & Personal Care
Percentage

of total
monthly
household
expenditure

Less 1-2 2-3 35 5-7.5 7.5-10 More
than1 than 10

Monthly household income level, IDR million

Welfare & Leisure
Percentage

of total
monthly
household
expenditure

Less 1-2 2-3 3-5 5-7.5 7.5-10 More
than1 than 10

Monthly household income level, IDR million

Others

Percentage
of total
monthly
household
expenditure

Less 1-2 2-3 3-5 5-7.5 7.5-10 More

than1 than 10

Monthly household income level, IDR million
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11: HERAREWNKEHIFIR R R

Mobile
Monthly Phones, Digital
household Beverages Personal Cosmetics  Household Audio & Household Household ~ Cameras
income level, Packaged (Non- Beverages  Clothing & Hygiene & Beauty Cleaning Video Appliances Appliances & Other
IDR million Foods Confectionery ~ Alcoholic) (Alcoholic) Footwear Products  Products Products Electronics (Major) (Small) Gadgets Tobacco  Pet Food
2% 1%
Lessthan 1 100% 100%  100% 100% 98% 100% 99% 100% 39%61% 48%52% 58% 43%26%74% 100% 100%
el 2% 1% A% W)
1-2 100%  100% 99% 100% 98% 99% 96% 99% 149%51% 50:8%49% 63% 37%:39% 6126 100% 100%
R S NN (N3 T2 -3 I N N N A
2-3 100% 100% 100% 64% 36% 98% 99% 98% 100% 44% 56%50%50% 61%39% 35% 65% 100% 99%
-——————
35 100% 100% 92% 8% 96% 97% 98% 99% 41% 59% 46%54% 60%40% 28% 72% 99%
________
5-7.5 100%  100% 100% 100% 93% 98% 98% 99% 43% 57% [44%56% 60%40%:28%72 % 99%

R N 73 NN 773 NN 7 AN 71 N I N R A

7.5-10 100%  100% 96% 100% 97% 98% 92% 100% 38 62% 36%|64% 56%449:23%171%

More than 10 100%  100% 98% 100% 93% 99% 98% 100% 43% 57% [47%53% 41%53% 24%76%

¥ Local M Foreign

Source: Deloitte Consumer Insights Survey (2019)
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Beverages Personal Cosmetics  Household Audio & Household  Household Cameras
Packaged (Non- Beverages  Clothing &  Hygiene & Beauty Cleaning Video Appliances  Appliances & Other
Foods Confectionery ~ Alcoholic)  (Alcoholic) ~ Footwear  Products Products Products Electronics (Major) (Small) Gadgets Tobacco Pet Food

1% 2% 2% 2% 1% 11%

100% 100% 99% 100% 98% 98% 98% 99% 41% 59% [ 87% 53% 58% 43% |N37% 63% | 100% 89%

e e sl ) o) ] ] ]

100% 100% 99% 94% 95% 99% 98% 100% 38% 62% [139% 61% |N63%137% 124% 76% 100% 91%

L ] e e oe] ] ] ] 2]

100% 100% 100% 71% 94% 94% 92% 100% 60%40% [66%34% 161%39% 48%52% 1 98% 98%

A T €73 73 N N7 73 73 N [ N IR I )

100% 99% 99% 100% 97% 97% 92% 99% 38% 62% [1160%40% 160%40% 31% 69% [ 98% 95%

100% 100% 100% 100% 98% 99% 100% 100% 62% 38% [161%| 39% |60% 40% [£34% 66% [ 100% 100%

W Local | Foreign

Source: Deloitte Consumer Insights Survey (2019)
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& (WE 14) , BasuIRIHEFRTR, I RGN SBSLMERSRI™m.

13: FRMEERARLT

25% 56% 19%
I Llower price | Sameprice gm Higher price

Source: Deloitte Consumer Insights Survey (2019)

14: HRITERFRERIEZHKFE

20% 8% 72%

W Yes M Maybe B No

Source: Deloitte Consumer Insights Survey (2019)

X— B EREERREYNKFEFERTLANERE], B1E 5-750 FEIRENERICABE, HEYF—¥ULNASEET
RIBTRNEEERNANEE (WE 15) . WTEBEQERR, XE—NMNEERE, FTLEINESHNERER, LUE
BRI SR ESRERT M.
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B 15: HRITERKAFEMRIREZLKE, FHISEFRBERERNKEET T—RETHRRMESEEE

Plans to increase expenditure levels within the next two years Preference for different price options for next purchase
Less than 1 12% 7%
1-2 | e 8%
2-3
3-5

5-7.5

7.5-10

More than 10

Hyes MMaybe M No [0 Better price or quality
B Alternative with similar price or quality
B Similar price and quality
Source: Deloitte Consumer Insights Survey (2019)

HEmAIES

B—7H, Y N%RRERR, MIFKETHEINFASIKFE. Af, BE—FNARE, WIIEESEESTER
M. BN, 54% BREEZEMSL 7RI, 50% FZIDEWSE T RUNEEIN, tIIEERRWESEN~mIAE
TXWEZA (2WE 16) .

B 16: EMERMBTRRIOAERHEP, W TF—XBETHRRNEERR R

Lower price
Same price

Higher price

[¥ Better price or quality

M Alternative with similar price or quality
[ similar price and quality

Source: Deloitte Consumer Insights Survey (2019)

s, BAER, SRBRERNKFRESRSHEENSIAL, S8 BIKERNKFRNEEZ HENFERSER
KWSEMSREA R (WE 17) , XATRERBAIHESETKFRSENRE. REEMEmREPEREE,
EffEEARERNKFIEEZHE AERTE B NHER RIS (WE 18) .
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B 17: #8AREWNKEMEXCETRENZIFEN TR WTHN R RN EEEF R

Monthly

household

income level,

IDR million Lower price Same price Higher price

Less than 1

1-2

2-3

41% 14%
7.5-10 q 32% 4%

More than 10 31% 8%

Il Better price or quality Alternative with similar price or quality Similar price and quality

Source: Deloitte Consumer Insights Survey (2019)

B 18: - mAl L UESTRRAGRAEZ HEN T—RETH AR M EERA R

Basic Necessities Household & Personal Care Consumer Electronics Other

Lower price 54% 4%

Same price| 48% 6%

40% 89

Higher price] 43% 5%

l Better price or quality . Alternative with similar price or quality [ ] Similar price and quality

Source: Deloitte Consumer Insights Survey (2019)
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19: SWSTRRIRRNER

Price 21%

Quality
Trust
Taste

Availability
Promotion
Health
Innovation
Safety

Smell
Packaging

Source: Deloitte Consumer Insights Survey (2019)

20: $EF MRS HERIMESTR IR E =R

Basic Necessities Household & Personal Care
Price 22% 20%
Quality | I 14%
Trust
Taste
Availability
Promotion Promotion|i 6%
Health 11%
Innovation
Safety
Smell | 6% 8%
Packaging | N 5% Packaging| N 6%
Consumer Electronics Others
Price 21% Price 22%
Quality | 24%  Quality
Trust [ 17% Trust
Taste |[B 1% Taste
Availability | I 8% Availability
Promotion |y 8% Promotion
Health 1% Health
Innovation | NN 10% Innovation
Safety [ 7% Safety
Smell |[I 1% Smell
Packaging | 3% Packaging

Source: Deloitte Consumer Insights Survey (2019)
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A
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86%H BEILK,

M, RIFAOSHARZREERN: MmEANEmEERREEE PMUTFRERSFNS 0, B 5 N HEmER s o
SMEl AR RIX—2ERIRTRT 10 NWSERAE. XJLRI—FhAJRERRERIRER, MtbmEEMEIIRE T EEEEMETHA R
Btt, mNEREEREMESESEFEEREE (SUE 21) .

& KB 70-80% I AEN SRS B EREF X FREN 010 2 05 7, X—HWHERFEREMEREAES (WE22) . B
AR, 25-34 ZHIRAEE AT AXAN RS EEZHNSHM, HEEMRTFBWLNMERSNER. RS H,
£ 1% IZIHE RS, MIIEERETWI AR ES,

21: PREEFIEESEAIMASTRERIREN B =

Overall Quality
Price

Trust
Innovation
Promotion
Safety
Availability

Packaging

Others

Local g Foreign

Source: Deloitte Consumer Insights Survey (2019)

22: EFREASRISRRERRERITR

2% 1% 5%
IDR million

20% 16%
[} 2-5

m1i2
W O.5-1
10/ 0,
39% 6% 37% 0.2-0.5
27%
W0.102

Less than 0.1

Monthly household
income level,

15-24 25-34 35-49 50-64
Age group, years

Source: Deloitte Consumer Insights Survey (2019)
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RAMS, NtbmhEEimiiEZar=m P 2RISR, X—BBERERERKRNKFHEMRBE, BIUF
FEZRE BN KB 1000 FHHIERIER1PIRIG 7 HRAIWS |0, EhXIAtmhEadfmiFtt 2018 FHEINTEI 15%,

SR WSTRTRR RAETS, B NENTERE, MEERMERMTIE LORESMMN. X—NRRRT EERR
MEBTMEERATARRE, FEAFSBIM N ANANERBRECEEMIIMREEE.

ERipETD, e RENGEEREREENERRER (BHE 23) . HIMS, WLLmIIEE~RaMMELIN
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B 23: (HImEEF~RAETRRENER (NTEREHR)

Price 19%
Quality 19%

Trust 15%

Health
Safety

Availability 7%

11%

10%

Promotion 7%

Packaging NI 5%

Innovation 4%

Smell 2%
Taste 1%
Source: Deloitte Consumer Insights Survey (2019)

24: BB URIIES~mIFIZH

1%
~ 2%

Monthly household

income level, IDR million
1-2 W 0.05-01

M 051 0.025-0.05
0.2-0.05  [jj 0.01-0.025

M 0.15-0.2 Less than 0.01
B o0.1-0.15

Source: Deloitte Consumer Insights Survey (2019)
HEERE T m

RIRFENS AtbmhERRF B8N, ENREBRIRI, FEANTEEENRTF—ERHERS (W& 25) .
FERTEHER T mRAT, RIEMRETHhERENER. REZ—IERTEmEED BRI EE
[EBYSIETERIEE], EARENSEMSLRRPREMITEERENNTS (SNE 26)
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25: HEBRFENORERT

2018 2019 2018 2019 2018 2019 2018 2019
Audio & Video Household Household Mobile Phones,
Electronics Appliances (Major) Appliances (Small) Digital Cameras
& Other Gadgets

W Chinese g Japanese g Korean [ Western pg Local

Source: Deloitte Consumer Insights Survey (2018, 2019)

Bl 26: HEFHMSTREBIRINESE .

Audio & Video Household Household Digital Cameras &

Electronics Appliances (Major) Appliances (Small) Other Gadgets

26%

31%
%

o

3%

mQuality WPrice W Trust W Innovation @ Promotion WSafety I Availability ~ m Packaging gy Others

Source: Deloitte Consumer Insights Survey (2019)
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{B L SE G RRAY ISR

REISKIR, BAIMRE—FESRESIRNEAES. RENES, EREMIESEIhERRANSRERETES Tk
SKHEID, FRIERINAIANETREERIERR, MIREZEERRIER. b, EERRERNKFRS
RAR, RESIREKFRRE (WE 27) . EREEEELE, AENSRME TSR RBFIL: SHERM
I, (RAEEES. (RASARFORNE (ZWE 28) .

B 27: EhERRERANKESE, MREMIRESEIPERRIEENRT

Bandumng Y 23
Jakarta oY) 24% it 3%
Makassar 3% 3T% 23% iy ]
Medan 39% 4% 1% 6%
Surabaya 6% 30% A%
P
Monthly household
income leval, IDR million
Less than 1 6% 7% 1% 55
-2 53% 31% 12% | 4%
2-3 56% 32% 10% 2%
35 55% 31% 9% 3%
5-7.5 58% 32% 5% 3%
7.5-10 o it
More than 10 L7
1%

B Always choose healthier option B Cften choose healthier option
B Rarely choose healthisr option W Mever choose healthier option

Source: Deloitte Consumer Insights Survey (2019)

22



Deloitte Consumer Insights

28: #EHETHHIBARERANKES EHEIRIFRRIEEFR

2%
Bandung

Jakarta
Makassar
Medan % % 9
Surabaya 39% 29% 11% 12% 8%2% 2%

Monthly household income level,

IDR million
2%

Less than 1 31% 26% 19% 17% 1788
12 36% 259% 11% 15% e
2-. 8% 28% 13% 18% 4% 4%
34
5-7.5 44% % % 11% 5% 4%
7.5-1d 25% 40% 10% 12% 5% 4.9%
More than 10 42% 24% 19% 6% 2% 0 4%

2% 2%
m High Vitamins & Minerals 0 Low Sugar |l High Protein 0 High Calcium

M Low Cholesterol M Low Fat M High Fibre M Boost Stamina

Source: Deloitte Consumer Insights Survey (2019)

4, WLEE

MEEEREFASERNNSMEEL NS, EVEREZRERSREME, HEE
BRI TIEHRINE, EIEFRRYATIEL.
SHMTREAS

EXRVARZREEENCNTERTISLIRET 3K, BEKRAZERE, WXk, EHmiE/Ik, #EEFECHMY
% (WE29) . HBIRE, B 2016 FRLTFEBELIE, Warungs —EIRIFEME, HAWMAEENEEWIEE (WE
30) .

R, HEHRBEENRATSHEERE: EXMNEZREU— SRS mR5 M), EERRZREY
DASEIFIH RN PEHAZ BINAMCER, B0, Warungs IREVNEUESIEIE R, EEEXSERRE, EHEES]
HLIERAEEE. Warungs BZm TRIEMSHIER, ANEBERMETWIERR IR/ mATIEIE,
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B 29: MARBTUEREZZREN IS RIF

57%

68% 62% 63%
43%

32% 38% 37%

2016 2017 2018 2019

[l ModernTrade [  Traditional Trade

Source: Deloitte Consumer Insights Survey (2016, 2017, 2018, and 2019)

& 30: MLRERRLT

Warungs
Minimarkets

Brand Stores
Supermarkets

Electronics Chain Stores
Individual Electronics Stores

Street Hawkers

Source: Deloitte Consumer Insights Survey (2019)

m., MIMCRZIERRBRENRFEREZBRNKFIIHHMS. SFMsS, IR EZRERNR
FESEAZKEWNKTE (WE 31) ZEERXKR, MRAGENGAEBINIMEZRENRTER (LE 32) .

%%lﬁ EFEAFNKENRUESIERRARE  m13. sRsiA e S e mnmg

Monthly household income level, IDR million

57

7.5-10

More than 10
N Modern Trade M Traditional Trade B Modem Trade M Traditional Trade

Source: Deloitte Consumer Insights Survey (2019) Source: Deloitte Conzumer Insights Survey (2019)
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Er- Bl mE, %MmﬂﬁLT,ﬂﬁﬁ%W%% %ELmEéLﬁéﬁM§E$ﬁ%ﬁ,5ﬁﬁﬂw
B=RMEERAZREENENE. MABRZREBEEWL T ARERMRES S miVEIE, JI1F
FTeMMTHERF~m (WE 33) .

B 33: EFREAMEHRRAESNEREZRENRT

Mobile
Phones, Digital
Beverages Personal Cosmetics  Household Audio & Household Household Cameras
Packaged (Non- Beverages Clothing & Hygiene & Beauty Cleaning Video Appliances Appliances & Other
Foods Confectionery  Alcoholic)  (Alcoholic) Footwear Products Products Products Electronics (Major) (Small) Gadgets Tobacco Pet Food

29% 24% 24%

Bandung ¥4/ LV 50% 50% (53%47% [ 71% 76% 64%36% [ 76% 56% 44% 96% 92% 95% a43%57% B6% 64%

43%

Jakarta [rLa ) 0/ 470 90420, [E302g0. L g0 o2 100, =200 o o o

Makassar |74/ B3 41% 59% 80% 60% =26% 74% E65% 47% 53% 68% 50%50% 98% 99% 90% 99%  34% 66% _ 10%160%

Modern Trade Traditional Trade

Source: Deloitte Consumer Insights Survey (2019)

25



Deloitte Consumer Insights

5. AIERE

BAEFRINREBNAZEEIR, BER(IEIE T AL ERINBEREWSLRRTS
HRIEEM, TEHEEEZDZFa L.

(RS RIS E S

REHFHELFARIRBFEUEK, BERERYRESIEESMA, BN, EREHELUR BAFES AR EIERT
WERE (2B 34) . REZ—TJRRHNEHESTERMENPEFIINS, MXEEREERNAZIUERENRE
fERIF=EE SN0,

3: EEGEEEE

v 25%
In-Store Promotions e 18%
Friends & Colleagues e 17%
Relatives I 13%
Brochures/Flyers I 3%

Outdoor Billboards e 5%
Social Media 5%
Events 3%
Experts 1%
Magazines 1%
Newspapers 1%
Radio 0.5%
Mobile Applications 0.5%
News Portals 0.4%
Company Websites 03%
Blogs 0.2%

Source: Deloitte Consumer Insights Survey (2019)

EXERITA

RYRTS, 45%RIREZINEEMEWTREIHKELITIE, MRFERIZHENRNHRSHKEYT (ZUE
35) . EERELITICH, RNBEBEEEESNERHIHTE, W Llazada, Shopee H] Tokopedia, RERIBER AIHELEHY
BArmMXES (ZUE 36) .

B—HE, HRERTFERIERIRUTFRE: HMNPURAEERER, RE 5% AR HEERERLIRERRER
FrmiEE. HP— 1M RETERANXERERRBASHRECERIIBEERFIARN. AN, BEEEEE RS
RO EZEEIMEERA, Sz, FITHSRERREEAARSREnEEEENAE.

26



Deloitte Consumer Insights

35: IRFRERITERHEIZED

Age group, years

Have not read online reviews Have read online reviews
Source: Deloitte Consumer Insights Survey (2019)

36: IRFREANTEREHRRE

Age group, years

15-24
25-34
35-49
50-64
[ Marketplace platforms M Blogs
M Social media platforms M Independent reviews

M Video-sharing platforms

Source: Deloitte Consumer Insights Survey (2019)

FREE—MELEEEKFRENET, E£HE, ShEEMEWSTRERN, (EEMEHINZILE EREELITE
(WE37) .

FELIFCHAER LG PR T EEENAG, XEXFIEEEREREMNESH, BERRMESS. (LRRiEs
FoER, ARFL. SSENMEMNTRSES (2HE38) . BR, EIRMIIEESEERN R RIELR @5
B, ELITCHNEREARRM, HPRA—FOZNEEREEELTIC (WE 39) .

Bandung % 69%
Jakarta 50% 50%
Makassar 67% 33%
Medan 74% 26%
Surabaya 86% 14%
| Have not read online reviews [l Have read online reviews

Source: Deloitte Consumer Insights Survey (2019)
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B 38: & mRAlH{TIELEZIEE

Clothing & Footwear

Cosmetics & Beauty Products

Mobile Phones, Digital Cameras & Other Gadgets
Personal Hygiene Products

Confectionery

Packaged Foods

Household Appliances (Major)

Audio & Video Electronics

Household Appliances (Small)

Tobacco
Beverages (Non-Alcoholic) 2%
Pet Food 1%

Household Cleaning Products 1%

Beverages (Alcoholic) | 0.1%

Source: Deloitte Consumer Insights Survey (2019)

B 39: P mERISRMIELHIZEMIRE

Packaged Foods
Confectionery
Beverages (Non-Alcoholic)
Beverages (Alcoholic)
Tobacco
Clothing & Footwear | /7
Personal Hygiene Products | “/F2J
Cosmetics & Beauty Products | -]
Household Cleaning Products 473
Audio & Video Electronics | 373
Household Appliances (Major) 11%

Household Appliances (Small) | 34 17%
Mobile Phones, Digital

Cameras & Other Gadgets 8% 5%

Pet Food

¥ Every day B Once to several times a week M Once in 2-3 weeks

H Once a month M Less than once a month

Source: Deloitte Consumer Insights Survey (2019)
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6. BFE5

MEEFRVERUARIVAIS N, ENEAIERERI BN A T IEEMIRA L HiHZ:
FHITALI. BERE, HFIa<itangeEeRps— 1 TNE. FTRAY

Z3
2255,

HFEFTRIIEE

ENERRTANEEMIIZHNERERS, SHHBEFESHIMEEK, XERRRIIKNEE T EERAILEEERIY
STATAHFHAE. SRIERRINAMLENEERLE, SHMNHIEEZIRERL, tMIRAEFBSIRETEERS]
R (LE 40) .

EremEnlam, REMER. WRSMESTRURF. SEENIEM N ERShEEEWINRELSR
(2E 4

m Bandung
M Jakarta
B Makassar
B Medan

M Surabaya

Source: Deloitte Consumer Insights Survey (2019)
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41: P53 2R _EaYniEL)

Clothing & Footwear 51%
Cosmetics & Beauty Products I 2%
Mobile Phones, Digital Cameras & Other Gadgets 10%
Audio & Video Electronics 4%
Household Appliances (Small) 4%
Personal Hygiene Products 4%
Confectionery 2%
Tickets 2%
Books 2%
Household Cleaning Products 2%
Household Appliances (Major) 1%
Pet Food "
Packaged Foods "
Tobacco 03%
Beverages (Non-Alcoholic) 01%
Beverages (Alcoholic) 01%

Source: Deloitte Consumer Insights Survey (2019)

BENSREIE

RIEREER, NLEIWYNEERNARZNEER, MESSER"m (WE42) . B3—HH, —LRIERFHRMLE
=, BRTEER. NN EWYRIIERE TR ERER (LB 43) .

42: [_EMa¥pRaRE]) B

Price 24%
Practicality _
Ease of product search 16%
Promotions - 12%
Ease of product comparisons . 10%
Availability of product range 8%
Reliable reviews 7%

Source: Deloitte Consumer Insights Survey (2019)
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43: [ EWYRIELER
Security issues 24%
Lack of knowledge
Long delivery times
Price
Difficult to return or exchange products
Limited availability of product range
No credit card
Incorrect item delivered
Not interested

Unable to view product directly

Source: Deloitte Consumer Insights Survey (2019)

RYRS, B UFEIN EWREIEAE. fln, PR RSEEEHITEEMERIER FHTELMT, B

(ERX T IRRFERUNEBR F - mS mRal, SlIUREHREESHIRE (SWE4) .

44: W LM77
Packaged Foods
Confectionery
Beverages (Non-Alcoholic)
Beverages (Alcoholic) 00%
Tobacco 0U0%
Clothing & Footwear 3% 0%
Personal Hygiene Products 207 B0
Books 5% 31%
Tickets 070 047%
Audio & Video Electronics 43% 70
Household Appliances (Major) 070 SA%

Household Appliances (Small) 0 3570
Mobile Phones, Digital Cameras

0 0
& Other Gadgets 235 LS

Pet Food 100%

Cosmetics & Beauty Products 31% 69%

Household Cleaning Products 292/
'] Purchase after checking product offline  Jl] Purchase without checking product offline

Source: Deloitte Consumer Insights Survey (2019)

Fhik stz

FERTEF@EREIH, Lazada fll Shopee RN ELQEMARRBENEIEEFEHSFEE (SUE 45) .
R FBSMHRIFTHAE, (BECEEREaENARNEI BN | D EHEEEREHIHM .
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45: ARSI RMEEBFEHSRE

Basic Necessities 43% 1% 8% 11%
191%1 515
Household & Personal Care 46% 1%5% 8% ||
o %1% 1%
Welfare & Leisure 16% 2% 13% 29% % 2% 5% J
% 1%
Consumer Electronics 41% 5% 14% % 19% m
[
Others 50% 8% 42%

[l Lazada py Bukalapak | Shopee [ Elevania [y Traveloka [ Blanja.com [ Akulaku [ Instagram
§ OX | Tokopedia g Blibli.com g Zalora g JD.ID [l JBA.CO.ID | Facebook

Source: Deloitte Consumer Insights Survey (2019)

iz EEENE NS IR EIE— SRS 5%E, W Go-lek #l Grab, BfIEME—RBWEEET A TERFHSTIH.
Bt I A BB FHAERETIHS INFIE R, 40 Happy Fresh F SayurBox;BR4TFRIT, 40 PegiPegi. tiket.com F[
Traveloka; ARSI HIEFERIIRSS, AR FEAN 0 3 1EIK.

MRAR B, XEBIFHI IR IEEN NIRRT L. ERHHRBRENRBRENERT, Go-lekF
BN FREF NHRE R TER, EMOMRBESMARESTHEaRE, SEEE. RE—REXR. SRS,

BEEEEE.
BN E

EXMARAE, BASHERERT, WNEEREREEIIFUTTARRTEREI TN WY, FLE, FREELR
WM, WERBUSFNERRFEEZIEIN, M 2018 FEHY 3%3) 2019 A 40% (WE 46) , RMT AMIIFEERIZ £ABXIAIRR
AmXit. A, MEEZNEEMEFTRIEN, XS ERRBILNFEARARBRIG REZK.

46: W LEMRISIES(TRE

Cash on delivery I 40%
Bank transfers at ATvs NN - /o
Bank transfers at Minimarkets _ 18%

Bank transfers on mobile banking applications - 4%
Virtual accounts - 3%
Bank transfers on Internet banking applications . 1%

Creditcards  0.7%

Source: Deloitte Consumer Insights Survey (2019)
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BFZTET

SR, BAIIETEBFHREAERSEIET, 2018 FlBid T ATM FIEICRAIGER. FEE Go-Pay #1 OVO FEiE = (1
RN, ENRHNERIRSIEBIERNRETATINENTL <. ARFP, AR oVvo RRIFMER, HRE
Go-Pay. Dana #LinkAja (BIE 47) .

B 47: BFZITIRSSIRARBRIFHEER

Preference for digital payment
service providers

Usage of digital payment service providers

m Ovo
m Ovo

B Gopay
B Gopay W Dana
W Dana

M LinkAja
| Linkaja B Others
B Others
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EB/NREEEBERRT, RN TREERAET (BE. HIBE. SRFE/R. BEMBRET) #HTHEEE
EERTAI—ERFANHEE TR,

BN ES, 8%, BROWETISENES), RABBRESKESREN™R, HEEANSZTER. XML
B R RNEREEMEREBRNKFELE—HN, BEGSFRNNMETLIBE, XiFRBtEEIREEEE
K¥E,

HR, SFINENERATEEE B REERMEERNTER, XEREREELTAEREANKENMENRE
HEHEHE 2 m. AP EEERENT R, SRIRERmIIIRAEET, LISERHES BRERIERRTIR
FEERER.

BfE, BFEFHGEMRA LN TENRHBESRIEIEMNRT. S AIeIEWAIHNR R EARHENE T
Bhin, MUEHBRENN EWREIEEE, MEEMKEESITE, THEELHHTE, ER TN RER
2k, BEERFHREFHFUIERENSRI L, R FASENEAARISRIGHREINE,

RE, BEHRHFIHANR, EUVFECTITRUHERUNBRLR, IREES miEEHRIHEERER, AR
B SENEIRERE TN, EEMRIRFIERRIE ESMIHTEE, . HRMESE

Pua Wee Meng
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+65 6232 7244
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