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MMA’s Purpose

WHO (The People We Serve):
Prime Audience: Pioneering Chief Marketers 

WHY (Our Reason for Being):
Purpose: To enable marketers to drive innovation and enduring business value in an 
increasingly dynamic and mobile-connected world.

WHAT (Our Strategic Priorities):
1. Measurement & Business Impact:  Drive marketing effectiveness and the future of 

measurement for sustainable business growth
2. Marketer Org Development: Redefine marketing organization dynamics and future 

capabilities needed in a data and device connected world
3. Inspiration: Lead marketing innovation and creative effectiveness/impact for mobile and 

emerging technologies
4. Advocacy: Establish standards and self-regulatory guidelines to improve consumer trust 

and confidence in marketing and connected devices
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Managing Your Questions

Share the Insights

#MMAWeb
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Presenter

Moderator
Rohit Dadwal
Managing Director
Mobile Marketing Association
Asia-Pacific, Ltd. 

Rajiv Lamba
Founder and CEO
Neurosensum & 
SurveySensum
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Our Agenda

1. Consumer Sentiment Tracking

2. Impact on Ramadan Rituals

3. Impact on Ramadan Shopping Basket

4. Impact on Media Habits during Ramadan

5. How Brands are responding

6. Opportunities Ahead
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SurveySensum COVID-19 Coverage

COVID-19 Consumer Sentiment Tracker
Wave 1 01

• 20th March 2020
• Sample : 500
• Indonesia Top 10 Cities

• Male, Female
• SES Upper & Middle
• 18 – 55 y.o.

02COVID-19 Consumer Sentiment Tracker
Wave 2

• 30th March 2020
• Sample Size: 500
• Indonesia Top 10 Cities

• Male, Female
• SES Upper & Middle 
• 18 – 55 y.o.

03COVID-19  Impact on Ramadan
Wave 3

• 18th – 20th April 2020
• Sample Size: 500
• Indonesia Top 10 Cities

• Male, Female
• SES Upper & Middle 
• 18 – 55 y.o.
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In addition to our research this document 
summarizes findings from various data sources 
and reports
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CONSUMER 
SENTIMENT

1
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Consumers are increasingly more worried

Not Worried 
At All

Not Worried But Cautious
I’m Somewhat 

Worried
I’m Very 
Worried

0%

42%

25%

33%

1%

23%

35%

42%

0%

28%

34%
39%

20th March

6th April

20th April

*Key Differences
• Upper SES (32%) vs Middle SES (43%)
• Jabodetabek (42%) vs Outer (37%)

*Key Differences As per 20th April Survey

Q: How concerned are you regrading  coronavirus having an impact? Source: SurveySensum Internal Study



20th March 6th April 20th April

Consumers are anticipating longer wait time 
vis-à-vis a month back

2

Average Expected Time for things to get normal

Months

3.2
Months

3
Months

Q: According to you when do you think the coronavirus situation will be over and the country will be normal again?

Source: SurveySensum Internal Study

10
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Consumer are increasingly worried about financial 
security and they are reducing their spending

45%
43%

38%

45%
48%

45%

40%

46%

51%
47%

44%
48%

Impact to Economy Impact on Job/ Daily Income Impact on Financial Security Reduction in Spending

Q: Can you please tell us about the impact Coronavirus has made on ________ (No Impact to Severe Impact)

20th March

6th April

20th April

Source: SurveySensum Internal Study
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Middle SES is more cautious than Upper SES

46%
42% 41% 42%

55%
52%

46%
50%

Impact to Economy Impact on Job/ Daily Income Impact on Financial Security Reduction in Spending

Q: Can you please tell us about the impact Coronavirus has made on ________ (No Impact to Severe Impact)

*Key Differences As per 20th April Survey Source: SurveySensum Internal Study

Upper SES

Middle SES
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Consumers are becoming more price conscious

78%

32%

Now I am paying more
attention to price than before

I will prefer unbranded products
over branded ones

Q: Can you please tell us how much do you agree with following with respect to change in behavior due to Coronavirus?

*Key Differences As per 20th April Survey Source: SurveySensum Internal Study

*Key Differences
Upper SES 71% vs 
Middle SES 80%

*Key Differences
Upper SES 26% vs 
Middle SES 34%
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Consumers are aware of social distancing and agree that 
this is the most effective measure. 

53%
Heard of Social Distancing 

Regulation and know in 
detail

44%
Heard about social 

distancing but do not 
know in detail

47%

28%

7% 4% 4%

Limitation of
activities in

public places /
facilities

Social distancing
and remote

working

Restrictions of
religious

gatherings

Limit public
transportations

Restrictions on
social and

cultural
activities

Regulations which are effective in handling Coronavirus in 
Ramadhan

Awareness about Social Distancing Regulation

Proprietary & Confidential Source: SurveySensum Internal Study
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Quiz Time #1

In how many months you feel that COVID-19 impact will fade away and 
situation will normalize?

❑ 2 months

❑ 3 months

❑ 4 months

❑ 5 months and more 

Please use Poll Option on your screen to answer.

Proprietary & Confidential
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COVID Impact 
on Ramadan 
Rituals

2
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Prayer at Mosques and Breaking fast with friends 
are top 2 activities to be impacted during Ramadan

62%

43%

34%

29%

25%

19%
16%

15%
13%

6%

Taraweeh prayer at
Mosques

Breaking Fast with
Friends

Mudik/pilgrimage
travel before

Ramadhan

Late afternoon walk
before Ifthar

Social events and
gatherings in
Ramadhan

Sahur Bersama with
friends/extended

family

Observance of
fasting

Listening to
sermons in Fajr at

Mosques

Listening to
sermons before

Ifthar

Sending gifts for
friends, colleague

or relative

Activities that will be impacted during Ramadan due to COVID-19

Source: SurveySensum Internal Study



Consumers are gearing up for Digital Ramadan



Vitamins & Food 
Supplements

Healthy 
Beverages

Immunity 
Boosters

Confectionary 
with Vitamin C

Vegetables Calcium 
Supplements

Fruits Traditional 
Indonesian Foods

Consumer Staples 
for at home 

Consumption

Sugary Drinks Fried food

20

Consumption of healthier categories will go up 
vis-à-vis Last Ramadan

41% 39%

28% 26% 26%

14%
10% 8% 7%

-21%

-43%

Net Impact:
Percentage of Consumers Increasing - Decreasing

Proprietary & Confidential
Source: SurveySensum Internal Study

Food/Beverage consumption during Sahur/Buka Puasa vis-à-vis last Ramadan?
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Due to Social Distancing, usual Ramadan 
traditions and activities will be impacted

-44% -43% -43%
-25% -25%

Breaking Fast with Friends/ 
Family

Sahur on the road
Spending time with 

friends/family before 
Evening Iftar

Preparing Special Food for 
Ramadan

Home Repair & 
Painting

Net Impact:
Percentage of Consumers Increasing - Decreasing

Source: SurveySensum Internal Study

What traditions will be impacted compared to last Ramadan?
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40% Consumers believe fasting will boost 
immunity

41% 40%

19%

No impact of fasting  to COVID-19 risk Fasting will boost the immunity power to resist the
COVID-19

Should be careful as fasting reduces immunity

Speaking of fasting, what consumers believe the most?

Source: SurveySensum Internal Study
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Quiz Time #2

Do you believe Fasting enhances the immune system?

❑ Yes

❑ No

Please use Poll Option on your screen to answer.

4/27/2020 Proprietary & Confidential
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Impact of COVID -19 
on Ramadan Shopping

3
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Ramadan Spending is likely to drop due to COVID-19 especially 
among Middle SES

Impact of COVID-19 on Ramadan Budget  compared to last year

59%

73%

Upper SES Middle SES

Much Lower

Ramadan Shopping Budget Compared to Last Year 

Proprietary & Confidential
Source: SurveySensum Internal Study

67%

20%

13%
Will be much 

lesser

Will be much 
higher

Will be 
almost 
same
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14%

25%

34%

16%

11%

< 10% 10% to 30% 30% to 50% 50% to 70% More than 70%

Reduction in Spending will be 43%
- Among those who will reduce spending-

Average Budget Reduction : 43%

Proprietary & Confidential

Source: SurveySensum Internal Study
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Overall Net Impact on Ramadan Spending 
Ramadan Basket value expected to shrink by 32%

Proprietary & Confidential Source: SurveySensum Internal Study

Ramadan 2019 Ramadan 2020

Index: 68 (-32%)

Upper SES
77 (-23%)

Middle SES
65 (-35%)

Jabodetabek
70 (-36%)

Outer
73 (-27%)

Index: 100
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46%

43%

30%

19%

13%

9%
7%

5% 5% 4% 4%
3% 3% 2%

21%

38%

30%

34%

31%

19%

26%

17%

24%

9%
7%

5%

17%

10%

Islamic
goods

Clothing &
fashion

Shoes Home
Furniture

Smartphone Toys/ Games
for Kids

Durables
Purchase

Health Band/
Smartwatch

Jewelry &
Gold Bar

Fitness
Equipments

Electronic
Gadgets

Gaming
Consoles

Motorbike Car

Will surely  buy this year Was planning earlier - but will not buy now

Across Categories consumers have reduced their shopping 
plans for Ramadan

Proprietary & Confidential Source: SurveySensum Internal Study
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Recreation and Discretionary categories will be 
reduced sharply this Ramadan

-37%
-30% -30%

-26%
-21% -20%

Leisure Travelling
Fitness/ Workout 

Equipment
Gifting for Friends Gifting for Family 

Giving THR to 
Domestic Helpers/ 

Drivers

Shopping for self/ 
family

Upper SES -18% -15% -23% -13% + 4% + 3%

Middle SES -46% -44% -34% -32% -35% -30%

Net Impact:
Percentage of Consumers Increasing - DecreasingSource: SurveySensum Internal Study

What will decline compared to last Ramadan?
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Digital Categories will rise this Ramadan

8% 9%
11%

18%
23%

Online games
Movie Streaming App 

Subscriptions
E- learning Subscriptions Home internet subscription Mobile data

Upper SES +20% +18% +24% +36% + 31%
Middle SES -8% -5% -4% +2% +18%

Net Impact:
Percentage of Consumers Increasing - DecreasingSource: SurveySensum Internal Study

KEY CATGEORIES Increasing vs Last Ramadan?
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Online shopping will increase during Ramadan

I Will mostly Do my Ramadan Shopping Online Due to COVID-19

41%

53%

36%

47%

35%

T O T A L

U PPER  S ES

MI D D L E S ES

J A B O D ET A B EK

O U T ER

22
-J

an

29
-J

an

5
-F

e
b

12
-F

eb

19
-F

eb

26
-F

eb

4
-M

ar

11
-M

ar

18
-M

ar

25
-M

ar

1-
A

p
r

8-
A

p
r

1
5

-A
p

r

Government Announcement 
about PSBB (Social Distancing)

Google Trends – Home Delivery

Proprietary & Confidential Source: SurveySensum Internal Study & Google Trends
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Consumer Staples Purchase is increasing in 
Online Channel

What are you/will purchasing more via Online Channel due to Coronavirus?

33%

28%
27%

23% 23%

17% 17%
15% 15%

13%
11% 11%

9%
8%

5%

Vitamin Hygiene
products -
mask etc

Grocery
Items

Home
cleaning
products

Fashion
products

Medicines Cooked
Food

Beverage Vegetables Ready to eat
products

Herbal
Products

Milk/
Beverages

Make Up/
Cosmetics
Products

Baby
products

Electronic
items

Proprietary & Confidential Source: SurveySensum Internal Study



34

Quiz Time #3

Consumers claim they will reduce their Ramadan Basket by 32% vis-à-
vis last Ramadan. Do you agree?

❑ Yes

❑ No

Please use Poll Option on your screen to answer.

Proprietary & Confidential



35

MEDIA BEHAVIOR
DURING 
RAMADAN

4
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TV and Digital media activities have increased

67%

56% 55% 54% 53%

43%

35% 34%

28%
26% 26%

20%

Watching TV Youtube Social Media
Activities

Doing Home
Activities

(Gardening,
cleaning etc)

Cooking Sleeping more Spending time
with Elders

Playing video
games

Reading books Online learning
courses

Workout at
home/ Yoga
using Mobile

Apps

Watching OTT

Activities being done more due to COVID-19

Source: SurveySensum Internal Study
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Sharing Family moments and Food pics are 
top activities planned this Ramadan

66%

45%

28%

19%

17%

14%

12%

12%

10%

Sharing pictures of Family/ Kids

Sharing pictures of my own cooked foods

Sharing pictures of foods I bought

Starting an online meeting

Join social media challenges

Creating TikTok video

Writing blog/e-stories

 Instagram Live  Broadcasting

Creating YouTube video

Top Social Media Activities Planned During Ramadan

Source: SurveySensum Internal Study
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36%

22% 22%
21%

16%

10% 9%

7%

E- Learning App Online Cooking App Work from home
software

Online Grocery Movie Streaming
Services

Online Doctor
Consultation Services

E-Books Online Fitness/
Workout App

More consumers are getting into new digital 
categories with E-learning and Cooking Apps

Proprietary & Confidential

Source: SurveySensum Internal Study

% Consumers Trying Category for 1st time in Past one month
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Quiz Time #4

What according to you is the most effective channel for 
marketing/advertising during Ramadan?

❑ TV

❑ Print

❑ Radio

❑ Outdoor

❑ Digital

Please use Poll Option on your screen to answer.

Proprietary & Confidential
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HOW BRANDS ARE 
RESPONDING 
DURING RAMADAN

5
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What consumers want from brands?

61%
56%

Products and Services that promise
health and wellbeing

Products and Services that are safe to
use

83%
79%

72%
68%

Show how they
can be helpful

Inform about
their efforts

Should offer a
positive

perspective

Not Exploit Covid
to promote the

brand

Brands Should

Proprietary & Confidential

Source: SurveySensum Internal Study

Consumers Want
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Consumers are deeply missing 
social events this Ramadan. 

Indosat’s Ramadan campaign 
was produced via Work From 

Home and it inspires consumers 
to come together on digital 

platforms. It became viral with 
14 mn+ views

A Glimpse of Brand Bringing People Together

Source: SurveySensum Internal Study



4/27/2020Proprietary & Confidential43

A glimpse of Brand Bringing Experiences Online

Wardah’s Online Tool 
to try products 

virtually

Source: SurveySensum Internal Study



44

OPPORTUNITIES 
AHEAD

6



45

COVID impact on Ramadan in Indonesia 

Areas 
Ramadan 
Traditions

Consumption 
Habits

Change in 
Behaviour

• Social events, breaking 
fast, praying in mosque 
won’t be as usual 
Ramadan

• Lot of Rituals will be 
followed Digitally with 
consumers connecting 
virtually

• Sahur/ Buka Puasa Consumption 
will shift towards healthy products

• Consumer intend to avoid Non 
Healthy Items such as Sugary 
Drinks and Fried Food

• Immunity will be a strong theme 
going forward
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COVID impact on Ramadan in Indonesia 

Areas 
Digital

Behavior

Change in 
Behaviour

• Consumers adjusting to new normality 
and using digital tools for smooth 
experiences

• Majority of Ramadan rituals will be 
reinvented in digital mode

• Sharing Recipes on social media, digital 
iftars and Buka Puasa will be top trends 
this Ramadan

Ramadan 
Shopping

• Ramadan Wallet Size will decrease by 32%

• Discretionary/non essential Items will see 
the biggest cut

• Middle SES shows bigger cut in spending

• Spending on Digital categories is on rise

• Spending via Online Channel will 
continuously increase for Grocery & Non 
Grocery Purchase
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Opportunity 1: Rise of Social Commerce & 
Conversational Commerce

Percentage of Consumers Messaging Businesses

North 
America

35%

Latin 
America

58%

Europe & 
Middle East

42%

APAC
63%

• Brands can start focusing on Social Commerce and Conversational 
Commerce for future

• COVID-19 impacts on Consumption and Purchase behavior will be long 
lasting and brands need to brace for new DIGITAL normal in post COVID 
World

Source: Facebook
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Opportunity 2: Use Crisis as an Opportunity 
to innovate

Laggards

Innovators

Type of Company Behavior During 2008 Recession

Cut Cost and Stop 
Innovation

R&D Expense: +3.9%

Gartner Study on Companies Behavior Since 2008

Performance Post Recession

EBIT CAGR: 0%-1%

EBIT CAGR: 14%

• Brand needs to focus on innovation keeping in mind behavioral changes due to COVID-19
• Reinvent Supply Chains to serve consumer Digitally and delivering on their doorstep
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Opportunity 3: Promos for Short Term

Pre COVID

130,881

During 
COVID

50,448
SKUs SKUs61%

Compared to Pre COVID-19Number of SKUs’ Doing 
Promo during COVID-19 

down by

• With Financial Worries at high level and a big dent on consumer wallets, 
brands should start focusing on Promos to win in Short Term

• Promos needed to be done in a way that it does not dilute brand equity 
and positioned as a responsible and helpful brand

Source: Aisensum
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QUESTIONS?
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Upcoming MMA Webinars

https://www.mmaglobal.com/webinars

• April 29 – #ProudlyMadeinVietnam – A National Movement by United Local Brands, Shines 
through in Pandemic (Vietnamese)

• April 29 - Navigating the Shift in Consumer Behavior in Asia during COVID-19

• May 5 – Supporting Businesses Navigate Through the Current Challenges of Covid-19

• May 11 – COVID Impact On APAC Industry Sentiment

• May 21 - China Martech

• China Advertising story: During and After Covid-19 

https://www.mmaglobal.com/webinars


52

Take a Seat at the Table

MMA programs and working groups consist of executives who discuss key issues for a specific industry segment, technology 
or business issue. The programs and working groups meet on an ongoing basis to develop and execute industry initiatives 
that reflect the needs of their initiative area and membership.

To join a program, contact committees@mmaglobal.com.

Attribution Analysis Currency
Measurement

Internet of Things Location Mobile 
Messaging

Mobile Native 
Advertising

Mobile
Programmatic

Mobile Shopper 
Marketing

Mobile Video Privacy

http://www.mmaglobal.com/programs
mailto:committees@mmaglobal.com
http://www.mmaglobal.com/programs/mobile-video
http://www.mmaglobal.com/programs/programmatic
http://www.mmaglobal.com/programs/currency-advertising
http://www.mmaglobal.com/programs/native-advertising
http://mmaglobal.com/programs/internet-things
http://www.mmaglobal.com/programs/location
http://www.mmaglobal.com/programs/privacy
http://www.mmaglobal.com/programs/messaging
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Participate in the Conversation

MMA Smartbrief Mobile Smart 
Fundamentals

MMA LinkedIn Group Get Social with MMA

Case Study Hub The Mobile Marketing 
Playbook

Guidance Reports and 
Benchmarks

Webinar Library

Getting Great at Mobile

http://www.mmaglobal.com/msf
http://www.mmaglobal.com/case-study-hub/
http://www.mmaglobal.com/subscribe
https://www.linkedin.com/groups/Mobile-Marketing-Association-3314/about
http://www.mmaglobal.com/events/other/webinars-archive
https://www.youtube.com/user/MobileMarketingAssn
http://vimeo.com/mmaglobal
https://twitter.com/mmaglobal
https://www.linkedin.com/groups?gid=3314
https://plus.google.com/110274107735215443262/posts
https://www.facebook.com/mmaglobal
http://www.mmaglobal.com/mobile-marketing-playbook/
http://www.mmaglobal.com/documents


Thank You!


