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Scope

HIGHLIGHTS

Consumer values and behaviour in Malaysia

PERSONAL TRAITS AND VALUES

Consumers in Malaysia are troubled by the escalating cost of everyday goods
Gen X regard their spiritual faith as a fundamental cornerstone of their overall lifestyle
Consumers in Malaysia research the products and services they consume
Gen Z purchase items from companies and brands that they have absolute trust in
Consumers say it is likely that they will experience greater happiness in the future
Baby Boomers look forward to having an increased amount of spare time

HOME LIFE

At home, consumers connect with friends or family virtually

COOKING AND EATING HABITS

Over half of consumers prefer to prepare a meal themselves
Over 35% of consumers claim to be too busy to prepare meals
Younger generations state they do not have time to shop for groceries
59% of consumers in Malaysia look for healthy ingredients in food and beverages

WORKING LIFE

Many Baby Boomers prefer to set their own working hours
Younger generations prioritise earning a high salary
Consumers in Malaysia say they uphold a division between their job and private life

LEISURE

Malaysians enjoy socialising with friends online
Millennials are most likely to go shopping for leisure
Consumers' top travel motivation is getting value for money
Baby Boomers are most likely to look for all-inclusive hotels and resorts

HEALTH AND WELLNESS

Malaysians participate in walking or hiking for exercise
Gen Z use a bicycle as a means of exercise
Malaysians are interested in massages to reduce stress

SUSTAINABLE LIVING

Consumers in Malaysia are worried about climate change
Consumers actively pursue environmentally-conscious lifestyles
Consumers are motivated to use sustainable packaging
Baby Boomers are most likely to share their options social and political issues

SHOPPING

Consumers in Malaysia explore shops even if they have no intension of purchasing anything
Older generations are more likely to purchase with loyalty programmes
Almost half of consumers in Malaysia attempt to adopt a minimalist way of living
Baby Boomers are most likely to adopt a minimalist way of living
Malaysians subscribe to streaming platforms on the internet

SPENDING

Consumers set to increase spending on education
Younger generations foresee increasing spending on health and wellness the most
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Many Malaysians are concerned about their current financial situation
Baby Boomers state that they possess adequate cash readily available to manage an emergency
Younger consumers plan to save over the next 12 months

TECHNOLOGY

Consumers actively manage data sharing and privacy settings
Younger generations say it is crucial to develop a positive online image
Consumers in Malaysia utilise platforms for communicating digitally
Younger generations regularly view video content through a streaming service
Younger generations are most likely to buy items or services online
Consumers in Malaysia follow or like companies' social media feed or posts
Younger generations share items they buy on their social media profiles

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-
malaysia/report.


