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ÁAsia Pacific Marketersô Views of 2014 

ÁIndonesian Consumer Confidence Study 

ÁBeauty in Indonesia 



Survey in Conjunction with 
Campaign Asia Magazine 

http://www.campaignasia.com 
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Economic Outlook 
2014 



Country Coverage for the Research 
Å S1. Where are you currently based? 
Å Base: All marketers (N=492) 
Å Weighting is applied in reporting, above numbers are unweighted number of 

respondents n=127 

n=29 

n=58 

n=2 

n=75 

n=37 

n=11 

n=19 n=35 

n=9 

n=5 

n=26 
n=58 

Japan/ Korea 

N=60 

Greater China 

N=240 

Indian Sub-
continent 

N=58 South-East Asia 

N=105 

Australia 

N=29 

n=1 



More cautious this year, but not overly pessimistic 
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Á B1. How do you feel about the outlook for your brand/ industry sector in next year? 
Á Base: All marketers (Outlook of 2013: N=372; Outlook of 2014: N=492) 

61% 

89% 

70% 

28% 

5% 

23% 

11% 
5% 7% 

2014 Indonesia 2014 2013

Better About the same Worse

42% 

79% 

54% 

38% 

16% 

31% 

20% 

5% 

15% 

2014 Indonesia 2014 2013

Better About the same Worse

*  *  

* = caution small base for Indonesia (n=19) 



Key challenges for marketers in 2014 
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56 

55 

55 

49 

39 

33 

29 

22 

20 

17 

To improve overall marketing ROI measurements 

To further develop the potential of digital media platforms 

To build a more integrated marketing strategy 

To build greater brand loyalty 

Greater creativity 

To develop more creative marketing solutions in-house 

To keep costs lower than last year 

To attract and retain talent 

To initiate more product development 

To receive more distinctive, standout advertising creative 



Channels to utilize in 2014 

9 

Mobile marketing 
Online targeted advertising 

Online advertising 
Social media/ viral 

Search Engine Marketing (e.g. Google paid-for ads) 
Search Engine Optimization 

Location based marketing 
Triggered e-mail marketing 

Big data analytics 
Market research 

In-store 
Events 

Sponsorship 

TV 
Print 

Radio 
Outdoor 

CRM (e.g. newsletters) 
PR 

Corporate reputation management 
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5 

5 

5 

6 

5 

5 

12 

5 

10 

8 

12 

18 

22 

25 

17 

22 

5 

12 

6 

22 

30 

33 

25 

32 

36 

33 

27 

27 

53 

35 

48 

44 

34 

51 

35 

37 

39 

48 

46 

46 

41 

39 

50 

26 

24 

18 

16 

37 

32 

34 

30 

16 

18 

14 
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15 

28 

24 

21 
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17 
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16 

11 

31 
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36 
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19 
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19 

24 
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37 

22 

21 

12 

24 
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5 
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5 

5 

12 
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8 
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22 

25 

17 
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12 

6 
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33 
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33 
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27 

53 

35 

48 

44 

34 

51 

35 

37 

39 

48 

46 

46 

41 

39 

50 

26 

24 

18 

16 

37 

32 

34 

30 

16 

18 

14 

8 

15 

28 

24 

21 
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6 

9 

5 

7 

8 

8 

14 

4 

4 

4 

4 

2 

3 

3 

4 

7 

5 

4 

17 

18 

16 

11 

31 

28 

36 

38 

17 

2 

19 

6 

19 

24 

8 

37 

22 

21 
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24 

Lower than in 2013 Same Higher than in 2013 Starting to use Not considered

Digital 

Research 

Events 

Traditional 
Channel 

Loyalty 

Á B4. The following are various types of media strategies. How would you describe their role in your marketing communications plan for 2014?  
Á Base: All marketers (N=492) 
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B6. The following are various ways of digital media marketing. How would you describe their role in your marketing mix for next year? 
Base: All marketers (2012: N = 372; 2013: N=492) 

Company website 

Social networking sites 

Dedicated brand web pages 

Online targeted advertising 

Display advertising 

Online video content 

Mobile apps 

Search Engine Marketing 

Search Engine Optimization 

Blogging 

Mobile advertising 

Online video advertising 

Tablets 

Viral videos 

Triggered Email marketing 

Location-based marketing 

Interactive/ digital TV 

Mobile gaming content 

80 

70 

66 

60 

57 

56 

56 

56 

56 

55 

54 

51 

46 

45 

45 

44 

41 

31 

     Importance of Digital Media Channels 
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A Global @dvisory  ςSeptember 2013 ς G@49 
The Economic Pulse 
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Indonesia ς global comparison  

Looking ahead 6 months from now, do you expect the economy in your local area to be much stronger, 
somewhat stronger, about the same, somewhat weaker, or much weaker than it is now? 

24% 

63% 

51% 

41% 

39% 

35% 

35% 

35% 

29% 

26% 

23% 

21% 

19% 

18% 

17% 

15% 

15% 

14% 

14% 

13% 

12% 

11% 

11% 

11% 

5% 

% Much Stronger / Somewhat Stronger 

Č Dec 2013: 36% 

/ƛǘƛȊŜƴ /ƻƴǎǳƳŜǊǎ ²Ƙƻ {ŀȅ ¢ƘŜ 9ŎƻƴƻƳȅ ƛƴ ǘƘŜ [ƻŎŀƭ !ǊŜŀ ǘƻ ōŜ {ǘǊƻƴƎŜǊ ƛƴ ¢ƘŜ bŜȄǘ {ƛȄ aƻƴǘƘǎΧ 

Total 
Brazil 

Saudi Arabia 
India 

Argentina 
China 

Indonesia 
Mexico 

Australia 
Turkey 

United States 
Spain 

Germany 
Japan 

Canada 
Great Britain 
South Korea 

Italy 
Russia 

Sweden 
Belgium 
Hungary 

Poland 
South Africa 

France 

Sep 2013 



14 
Base: All Respondents 
EQ1. If you think about your  economic/ financial condition now compared to 6 months ago, how would you describe it? (SA) 
EQ3. Seeing the next 6 months, do you think your economic / financial condition will be much better, somewhat better, about the same, somewhat worse, or much worse? (SA) 
EQ5. Now, seeing the next 6 months, do you think economic / financial condition of this nation will be much better, somewhat better, about the same, somewhat worse, or much worse? (SA) 

Consumers remain optimistic with their own personal finance, 
but not necessarily with the country economy 

32% 

53% 

15% 

Personal 
Economic 

Condition in the 
Past 6 Months 

Better

About the same

Worse

Personal 
Economic 

Situation in the 
Next 6 Months 

Indonesia 
Economic 

Situation in the 
Next 6 Months 

Base : UnWTD n = 1049; WTD n= 20,066,644 

45% 

49% 

6% 

Better

About the same

Worse

38% 

49% 

13% 

Better

About the same

Worse
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ÅConsumers still feel comfortable to spend on major purchases this year compared 
to 12 months ago 

Ipsos Global @dvisory  

60% 62% 
67% 

70% 

Dec' 13 (n=510) Dec'12 (n=500)

More
comfortable
making a major
purchase, like a
home or car?

More
comfortable
making other
household
purchases?

Citizen Consumers Who Say The Economy in 
/ƻƳǇŀǊŜŘ ǘƻ с ƳƻƴǘƘǎ ŀƎƻΣ ŀǊŜ ȅƻǳ bh²Χ 

No strong sign of slowing down at the moment 



Happiness Index 
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8 10 

49 52 

42 38 

Dec 2012 Dec 2013

Very happy

Rather happy

Not very happy

Not happy at all

Base 500 510 
Top 2 boxes 92% 92% 

20 
55 

41 
38 

33 
26 
26 

24 
22 
22 
22 

20 
19 

17 
16 

12 
12 
12 
11 
11 
11 
10 
9 
8 

6 

%Very Happy 

Total 

Indonesia 

India 

Mexico 

Brazil 

South Africa 

United States 

Canada 

Argentina 

Sweden 

Turkey 

Saudi Arabia 

Australia 

Belgium 

Great Britain 

Japan 

Poland 

Spain 

France 

Germany 

Russia 

China 

Italy 

Hungary 

South Korea 

     Asiabus Study in Indonesia 

Ipsos Global @dvisory  
Dec 2013 



.ŜƘŀǾƛƻǊ ƛƴ ΨŘƛŦŦƛŎǳƭǘΩ ŜŎƻƴƻƳƛŎ ǘƛƳŜǎ 
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ÅDuring difficult economic times, consumers cut their spending in order of 
importance of spending posts 

 

 

 

 

 

 

 

 

 

ÅCut spending through consumption reduction, tertiary posts cut, changed 
brands, changed pack size 

 

Tertiary posts 

(recreation, shoes) 

Secondary posts 

(e.g. milk, snack) 

Primary posts 

(for survival) 



5ǳǊƛƴƎ ƎƻƻŘ ǘƛƳŜǎΧ 
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Å¢ŜǊǘƛŀǊȅ ǎǇŜƴŘƛƴƎ ƛƴŎǊŜŀǎŜǎ ŦƛǊǎǘΧ ƭƻƻƪ-good and feel-good factors 

Expressive gratification first, for recognition 

Then internal gratification 

Starting to use or consume products which have never been 
used before  

34% 

Added the amount or frequency of usage for several products 21% 

Changed to better bands 16% 

More expenditure posts 16% 

Purchased bigger sizes of products 11% 



Woman and Beauty in  

Indonesia 



Three Topics 

ÅWhat is Beauty for Indonesians 

ÅOnline shopping trend in beauty  

ÅA glimpse on male grooming  

 

2
0 



What is Beauty ? 



RELIGION 
ǅ inner beauty ς 
pious  and 
spiritual woman 
is seen more 
beautiful 

 

Beauty for Indonesian Women 

2
2 

 
 

PHYSICAL 
CHARACTERISTICS 
ǅ Slim, but still curvy, 
not too skinny 
ǅ Long, straight, glossy 
and sleek black hair 
ǅ Flawless and glowing 
skin ς fair / white skin 
tone 
 
 

 

LIFESTYLE 
ǅ Active, smart, 
dynamic ς successful 
working woman or  
active housewife  
ǅ Harmonious 
relationship with 
family and others 
 

 
 

ATTITUDE & 
BEHAVIOR 
ǅ Courteous, 

poise, graceful, 
confident, 

feminine, soft-
spoken 

 
 

 



What is the Ideal Skin in Indonesia? 
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Indonesian Thai Radiant 

White 

No dullness 

Natural 

Fresh 

 
No skin problem 

Moist 

Smooth 

Soft 

No oiliness 

 

Firm 

Supple/elastic skin 

No wrinkles 

 

Soft 

Aura 

Pinkish White 

Pinkish/ Blushing 

Clear 

 

 

 

Smooth 

Even Tone 

Moisturized 

Strong 

Clean 

 



Sources of information for skin care and cosmetics 
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Stronger  
influence 

Weaker 
influence 

Peers 

Family Member 
 

Social Media 

TVC/magazine 

SPG/ BA 
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ÅWestern and Japanese brands Χcredible and higher in quality 

ÅWŀǇŀƴŜǎŜΧ ǎŜŜƴ ƳƻǊŜ ǊŜƭŜǾŀƴǘ ǘƻ LƴŘƻƴŜǎƛŀƴ ǎƪƛƴ ǘƘŀƴ ǿŜǎǘŜǊƴ  

ÅKorean.. Growing popularity, more affordable 

 

 

Western vs. Japanese vs. Korean 

  

Media helps delivering images from different countries 
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Preference on skin care and cosmeticthe third layout of 
the image slide which can be used in the presentation.   
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vs                  A products offering  

                                               Many benefits 

 

Range of products  
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Preference on skin care and cosmetic 
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óNaturalô look when applying make-

up is the idealéless is more 

Anti-ageing é  

shift to younger age groups 




