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Online shoppers are skew to millennials, married, and working. More than half are university graduate.
They are equally in gender and live mostly in Jakarta and to some extent Greater Jakarta and Java Island.
Online shoppers are mostly upper economic level with 81% and average personal income 3.3 mio per month



E-COMMERCE VISITED IN THE PAST 1 MONTH
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PAST 1 MONTH E-COMMERCE

Tokopedia and Shoppe
are the most e-commerce
visited and purchased in
the past 1 month.
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Almost 75% of online shoppers do transaction at e-commerce
at least once a month. Debit transfer/internet banking
is the most convenient payment method.
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PLACE AND TIME TO PURC*HASE,
‘

Online shoppers usually shop during afternoon time
And they do it at home.
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Let’'s focus on
Millennials!




Millennials Demography
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Millennials Online shoppers are skew to married and working. More than half are university graduate.
Most of them are upper economic level and 53% has personal income minimum 4mio per month.
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72% of online shoppers do transaction at e-commerce
at least once a month. Debit transfer/internet banking
is the most convenient payment method.
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PLACE AND TIME TO PURC‘HASE,
‘

Millennial shoppers shoppers usually shop during afternoon
time
And do it at home.
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How about the
non Millennials?




Non Millennials Demography
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Non Millennials are people who have more stable life with upper economic level, working with 6mio per
month income, and married.
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Product Category Purchased in The Past 1 Month
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74% of online shoppers do transaction at e-commerce
at least once a month. Debit transfer/internet banking
is the most convenient payment method.
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PLACE AND TIME TO PUR(aHASE,
*

Non millennial shoppers usually shop during afternoon to

evening.
And do it at home.
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