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CONSUMER VALUES AND BEHAVIOURS IN INDONESIA

Scope

HIGHLIGHTS

Consumer values and behaviour in Indonesia

PERSONAL TRAITS AND VALUES

Consumers have complex ideals, preferences and concern
Baby Boomers prioritise community involvement as a significant aspect of their values
Indonesians prefer to explore innovative products and services
Millennials want products and services that are uniquely tailored to them
Consumers say it is likely that they will experience greater happiness in the future
Older generations say their life will be better in the next five years

HOME LIFE

While at home, consumers in Indonesia connect with friends or family virtually

COOKING AND EATING HABITS

Consumers in Indonesia prefer to cook or bake a dish themselves
A third of Indonesians say that someone else in the household typically cooks for them
Younger generations claim to be too busy to go grocery shopping
69% of Indonesians look for healthy ingredients in food and beverages

WORKING LIFE

Younger generations expect to have a job within a short distance from their residence
Consumers in Indonesia primarily desire a high salary
Most consumers have a strict boundary between work and personal life

LEISURE

Almost half of consumers socialise with friends in person each week
Millennials enjoy shopping for leisure
Many consumers prioritise safe destination when travelling
Baby Boomers expect quality of food or dining at destination options when travelling

HEALTH AND WELLNESS

Indonesians participate in walking or hiking for exercise
Baby Boomers are more likely to participate in team sports
Consumers in Indonesia are interested in massages to reduce stress

SUSTAINABLE LIVING

Indonesians are worried about climate change
Consumers actively working towards greener and more sustainable practices
Indonesians are motivated to utilise packaging that is environmentally sustainable

SHOPPING

Almost half of consumers buy fewer items, of elevated quality
Gen X make an effort to buy products that come from the local area
Indonesians endeavor to embrace a minimalist lifestyle
Younger generations seek shopping experiences that are customised to their preferences

SPENDING

Consumers are set to increase spending on education
Millennials are set to increase spending on new technology the most
Over 40% of consumers have the ability to consistently set aside a portion of their earnings
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Older generations feel at ease with their present monetary state
Over half of younger consumers plan to save over the next 12 months

TECHNOLOGY

Consumers control the sharing of data and manage privacy settings
Generation Z and Millennials value cultivating a personal brand online
Indonesians utilise messaging apps or platforms
Younger generations are most likely to compare price points online
Almost half of Baby Boomers buy products online
Almost half of Indonesian consumers engage with businesses' social media content
Gen Z are most likely to ‘like’ or ‘follow’ businesses' social media content

About Euromonitor International

Euromonitor International is an independent market intelligence provider. Data, insight and analysis stem from in-the-field research
spanning 210 national markets.

Content ranges from the in-depth and country-specific, to key strategic themes with a global range and significance. Products cover
a comprehensive range of insights and market data, but can be broadly categorised as:

Strategy Briefings: Global or regional in scope, and focussing on the most important themes shaping consumer demand, the
key markets, competitive environment and future outlook across a range of industries.
Company Profiles: Analysis dedicated to the world’s most significant companies, with detailed insight into their activities, focus
of operations, their competitors, their geographic presence and performance.
Country Reports: For an in-depth understanding of specific countries, whether by industry, economic metrics or consumer
trends and lifestyles. These reports cover current trends, consumer demand, market potential and future prospects, with
country-specific local insight and comprehensive data, unavailable elsewhere.

For more information on this report, further enquiries can be directed via this link www.euromonitor.com/consumer-values-and-behaviour-in-
indonesia/report.


