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Q: How would you describe the current economic situation in your country?

Q: Looking ahead six months from now, do you expect the economy in your country to be … ?

2 ‒

A year of living with COVID-19, citizens in SEA continue to battle 
the concern on COUNTRY ECONOMY

Malaysia, Thailand and Vietnam shows weaker sentiment from Sept’20. Singapore has improved on economic 
sentiment. Indonesia is showing stability and resilience through this period.
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3 ‒

Most countries are optimistic about income recovery, except for 
Malaysia and Thailand where income stability sentiment has 
declined after the resurgence of COVID-19.
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Q: How do you see your household income changing in the next 6 months?
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4 ‒

CONCERN ON THE IMPACT ON INCOME if there is a resurgence of 
COVID-19 cases remains HEIGHTENED through SEA.
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Q: If there is a resurgence of Covid-19 cases in the future, how worried are you that the government will reimpose containment measures and affect your income?
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5 ‒

Spending intent remains muted on large purchases. Behavior is 
shifting from ‘pandemic routine’ to  ‘small indulgences’.
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Making a major purchase 
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Activities where they plan to spend more when restrictions end 

(% saying ‘spend more’)

Q: When the period of movement restrictions is over, do you plan to spend more, less or the same amount of money these items/activities, as compared to before the COVID-19 crisis? 
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6 ‒

Efficient roll out of vaccination can build economic optimism as in 
the case of Singapore. Philippines, Malaysia, and Thailand needs 
more confident building measures.

Within 2021 In 2022 or later Never

Q: When do you believe a majority (i.e. more than 50%) of your country will have been vaccinated against COVID-19?
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Citizens in South East Asia (SEA) continue to endure the economic impact of COVID-19 on both 

personal income and in their spending behaviors. Indonesia and Vietnam carry a general positive 

future outlook, while Singapore recovering strongly. Recent resurgences and lockdowns have 

pushed back Malaysian and Thailand sentiments ‘back to red’.

Consumers continue to hold back on big ticket spending due to uncertainty over income and job 

security. On the positive note, spending behavior centered around ‘pandemic routines’ , developed 

in the last 1 year, is breaking down. SEA consumers are opening their wallets for smaller 

indulgences such as clothing, local travel and cultural activities.

Decline in the Infection rate and effective vaccination plans from governments play a key role in 

building back economic confidence and consumer spending, as seen in Singapore. Businesses 

operating in Philippines, Indonesia and Vietnam need to capitalize on the positive country outlook. 

The recent surge in  Covid 19 infections in Malaysia and Thailand, while being controlled, entails 

the need for gradual easing of restrictions and elaborate campaigns to promote vaccinations. 

Suresh Ramalingam
CEO, Ipsos South East Asia

Viraj Juthanii
Director, Ipsos Thailand
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About Ipsos

Ipsos is the third largest market research company in the world, 

present in 90 markets and employing more than 18,000 people.

Our research professionals, analysts and scientists have built 

unique multi-specialist capabilities that provide powerful insights 

into the actions, opinions and motivations of citizens, consumers, 

patients, customers or employees. Our 75 business solutions are 

based on primary data coming from our surveys, social media 

monitoring, and qualitative or observational techniques.

“Game Changers” – our tagline – summarises our ambition to 

help our 5,000 clients to navigate more easily our deeply 

changing world.

Founded in France in 1975, Ipsos is listed on the Euronext Paris 

since July 1st, 1999. The company is part of the SBF 120 and 

the Mid-60 index and is eligible for the Deferred Settlement 

Service (SRD).

ISIN code FR0000073298, Reuters ISOS.PA, Bloomberg IPS:FP

www.ipsos.com

Game Changers

In our world of rapid change, the need for reliable information

to make confident decisions has never been greater. 

At Ipsos we believe our clients need more than a data supplier, 

they need a partner who can produce accurate and relevant 

information and turn it into actionable truth.  

This is why our passionately curious experts not only provide 

the most precise measurement, but shape it to provide True 

Understanding of Society, Markets and People. 

To do this we use the best of science, technology

and know-how and apply the principles of security, simplicity, 

speed and  substance to everything we do.  

So that our clients can act faster, smarter and bolder. 

Ultimately, success comes down to a simple truth:  

You act better when you are sure.


