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Roy Morgan Single Source

 Syndicated survey conducted continuously since 2004

 Largest syndicated consumer survey in Indonesia – annual database of 16,000 randomly 

sampled respondents

 In 17 provinces: covering 23 major cities, 21 secondary cities, and rural

 Representing 87% of the Indonesian population aged 14 years and above – 160 million 

people

 Tracking the Indonesian consumer:

• Consumer Confidence & Good Governance

• 15 Industries including Media, Digital, Telco, Banking, Retail, FMCG, Automotive, etc.

• Attitudes & Lifestyle

 Updated quarterly 



THE EVOLVING LANDSCAPE

OF DIGITAL INDONESIA



MEDIA LANDSCAPE
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Media Penetration Trend

98% 99% 99% 100% 100% 100% 100% 100% 100% 100% 99%

27% 25%

26%
28%

38%
34%

31% 30% 27%
21% 17%

7% 5% 4%
4% 5% 4% 3% 4% 2% 1% 1%

11% 9% 8% 7% 8% 7% 5%

5%
4% 2% 2%

3%

5% 7% 7% 6% 7% 10% 12% 9%

26%
24%

28% 31%

30%
24% 20% 18% 16% 16% 16%

8%

15%
26%

34%

43% 44% 42%
48%

55%
61%

66%

2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019

Any Television in last 7 days Any Newspaper in last 7 days Any Magazine

Any Tabloid Pay TV subscribers Any Radio in last 7 days

Ever Accessed the Internet
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26% 30%
44%

Heavy Medium Light

TV WATCHING

1,844 minutes

1,763 minutes

1,507 minutes

FTA TV PENETRATION

10 yrs ago     98%

5 yrs ago     100%

Now Q3’19    99%

Watched TV in Last 7 Days TV whole week – average time 

spent watching in minutes.

Dwindling TV habits from our consumers?

HEAVY/MEDIUM/LIGHT
Heavy: 5.5 hours or more per day

Medium: 3.5-<5.5 hours per day

Light: <3.5 hours per day

15%
30%

55%

Heavy Medium Light
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Pay TV viewing

Source: Roy Morgan Single Source : Q2 2018 (Jul ‘17 – Jun ‘18)

Based on All  People aged 14+  Who Currently Subscribe to Pay TV Population  10,057,000

7% 6% 7%

10%
12%

9%

2014 2015 2016 2017 2018 2019

Pay TV subscribers

8 Million
Pay TV Subscribers

MNC Vision, 23%

UseeTV 
Cable/IndiHome, 

12%

DMJ, 12%

Rafi Vision, 10%

Tepian TV, 5%

Transvision, 4%

First Media, 3%

Orange TV, 3%

Nexmedia, 3%

Bu Kadri Vision, 2%

Denai TV, 2%

K-Vision, 2%

Other/Don't know, 
21%

Pay TV Service Provider
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Why Pay TV?

REASONS TO SUBSCRIBE OR CHANGE A PAY TV PROVIDER

5%

2%

8%

17%

18%

23%

41%

41%

No answer

Attactive features (eg. Karaoke on Demand,
TV on Demand, Games on Demand)

Well known and trustworthy provider

Comprehensive list of TV stations/channels

Good after sales service

Attractive promotions package

Quality of picture and transmission

Good value for money

61% FTA Channel Only

39% FTA & Pay Channel
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Another alternative… Streaming Service
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Readership may have shifted but still shows a decline

NPP whole week – average time spent 

reading NPP in minutes.

NPP  READING

101 minutes

32 minutes

NPP PENETRATION

5 yrs ago     34%

Now Q3’19    17%

Read NPP in the last 7 days

GROWTH

Read Newspaper

/ Accessed News Online

ACTIVITIES DONE ONLINE

Now Q3’195 years ago

-38%

5.3% 10.4%

MAG  READING

16 minutes

1 minutes

MAG PENETRATION

5 yrs ago     4%

Now Q3’19    1%

Read Mag in last 7 days Mag whole week – average time spent 

reading Mag in minutes.

Read Magazine

Online

96%

1.3% 0.8%
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Or consumers have other sources of information? 

Instant 

Messaging
285%13% 50%

GROWTH

Social 

Media

Now Q3’195 years ago

47%32% 47%

76% Instant Messaging

72% Social  Media

73% Instant Messaging

73% Social Media

ACTIVITIES DONE ONLINE

SEEKING/GIVING ADVICE

WORD OF 

MOUTH

Q3’19 Data

Ever Access the Internet

Pop: 59,514,000

Trusted 

Adviser
69% 

Info Seeker
99%

Amongst Ever Accessed Internet
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Listenership indeed has also shifted

RADIO  LISTENING

187 minutes

137 minutes

85 minutes

RADIO PENETRATION

10 yrs ago     26%

5 yrs ago     24%

Now Q3’19    16%
Listen to radio in the last 7 days Radio whole week – average time 

spent listening Radio in minutes.

Streamed Radio -25%0.8% 0.6%

GROWTH

Streamed YouTube

ACTIVITIES DONE ONLINE Now Q3 ‘195 years ago

228%7% 23%

Streamed Music 120%5% 11%



SO DOES THIS MEAN

DIGITAL IS TAKING OVER? 
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Internet Access has exponentially grown over the years

50%

450%
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Internet Penetration vs Internet Ad Seen or Heard from the 
Internet

3%
5%

8%

13%

22%

28%
30%

34%

42%

46%
49%

8%

15%

26%

34%

43% 44%
42%

48%

55%

61%

66%

Oct '08 -
Sep '09

Oct '09 -
Sep '10

Oct '10 -
Sep '11

Oct '11 -
Sep '12

Oct '12 -
Sep '13

Oct '13 -
Sep '14

Oct '14 -
Sep '15

Oct '15 -
Sep '16

Oct '16 -
Sep '17

Oct '17 -
Sep '18

Oct '18 -
Sep '19

Ad
Seen/Heard
on the
Internet

Ever
Accessed
the Internet

75%

833%



23

44%
42%

48%

55%

61%
66%

38% 37%
43%

51%

57%
62%

2014 2015 2016 2017 2018 2019

Ever Accessed

the Internet

Access the Internet

at least monthly

Internet Access

44%
42%

48%

55%

61%
66%

38% 37%
43%

51%

57%
62%49%

61%

67%
71%

74%
76%

4% 5% 6% 9%
12%

16%

2014 2015 2016 2017 2018 2019

Ever Bought

on the Internet

Smartphone Users
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Consumers are increasingly becoming voracious internet users

ONLINE ON THE INTERNET

12 minutes

309 minutes

698 minutes

INTERNET PENETRATION

10 yrs ago    7%

5 yrs ago     44%

Now Q3’19    66%

Those who have ever access the 

internet.

Internet whole week – average time 

spent on the Internet in minutes.

27%

GROWTH

12%

58%

30%

8%

Now Q3’19

Banking & Finance

Research & Information

ACTIVITIES DONE ONLINE 5 years ago

Buying & Selling

Entertainment & Amusement

General online activities 85% 92%

50% 65%

41% 46%

12% 19%

2.6% 3.3%
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22%

20%

35%

31%

40%

44%

57%

39%

57%

70%

81%

64%

79%

13%

24%

45%

46%

52%

52%

53%

54%

62%

74%

77%

79%

83%

I would like to use the Internet but I am…

I feel comfortable giving my credit card details…

I feel comfortable giving my personal details…

I'd consider doing some of my grocery…

I only buy from online retailers I know

I research products and services online but…

I really enjoy going online to receive and send…

I only buy from Indonesian online stores

I often notice advertising while I surf the net

I am interested in being able to access the…

To me the Internet is far more an information…

I really enjoy going online to chat

It is important to me to control appropriate…

Now

Increase is also due to a more positive outlook of the Internet



26

Mobilephone has surpassed all devices as the main device 
for internet access

Devices used to access the Internet among those who have 

ever accessed the internet

59,514,000
Population of People who have ever 

accessed the internet

66% of total urban 

population
(61% of total Indonesian 

Population – 100M)

15%

Laptop
Population:

9,010,000

8%

Desktop
Population:

4,647,000

2%

Tablet
Population:

1,202,000

92%

Mobilephone
Population:

54,813,000



54189 56083 57218 58211 59514

87% 87% 87% 88% 88%
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60000

70000

80000

90000

Sep'18 Dec'18 Mar'19 Jun'19 Sep'19

Ever Accessed Internet Used Apps in Last 4 Weeks

Ease of use through available apps



Most popular apps used

Sep'18 Dec'18 Mar'19 Jun'19 Sep'19

Instant Messaging 99% 99% 98% 98% 99%

Social Networking 59% 60% 59% 57% 57%

Games 30% 32% 32% 31% 31%

Entertainment 10% 11% 11% 12% 14%

News 15% 16% 16% 15% 14%

Transport 11% 11%

TV, Videos and Movies 10% 10% 11% 11% 11%

Music and Radio 11% 10% 10% 10% 10%

Sports 7% 8% 9% 8% 7%

Navigation 6% 6%

Shopping and Retail 4% 5% 5% 5% 6%

Education 6% 6% 7% 6% 5%

Travel 4% 5% 5% 5% 5%

Lifestyle 5% 6% 6% 6% 5%

Health and Fitness 4% 4% 4% 4% 4%

Photography 4% 5% 5% 4% 4%

Food and Beverage 3% 4% 4% 4% 4%

Weather 3% 3% 3% 3% 2%

Banking and Finance 2% 2% 2% 2% 2%

Books and Reference 1% 2% 2% 2% 1%

Business and Productivity Tools 1% 1% 1% 1% 1%



Instant Messaging Apps

95% 96% 97% 97% 97%

20% 17% 15% 13% 12%

47% 46% 45% 44% 44%

Sep'18 Dec'18 Mar'19 Jun'19 Sep'19

WhatsApp Facebook Messenger LINE



Products Purchased via Internet
Amongst those who ever access the Internet & Ever bought via Internet

Source: Roy Morgan Single Source Indonesia September 2019 (National)

Base: Indonesian Population 14+, Ever Accessed Internet and Ever Bought on the Internet, n= 2,470

Rp.  8.7 Trillion
Total Value bought in the last 3 months

Ever Bought on the Internet in Last 3 Months 19 Million 
People

37%
Women’s 
Clothing

24%
Men’s 

Clothing

22%
All Types
of Bags

14%
Shoes &

Footwear

11%
Cosmetics

8%
Children’s
Clothing

8%
Sports

Equipment

8%
Communications

Equipment
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WATCHING 

TV

20%* do less 

watching of TV

11% increase from last year

(18% Oct17 – Sep’18 reading)

READING

Newspaper               Magazine 

51% do 

less reading 

of Mags

47% do 

less reading 

of NPP

LISTENING TO THE 

Radio

48% do less 

listening to the radio

Changes in media habits after using the internet
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Changes in activities after using the internet

PLAYING

SPORT

GOING OUT

WITH FRIENDS

SHOPPING

IN STORES

34% do less 

playing sport

26% do less 

going out with friends

32% do less 

shopping in stores
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Summaries & Conclusions

• There is clearly a change in consumer behaviour

• More on-line and less physical interaction

• More information available  through E-WOM 

• Use of traditional media is still prevalent, however is lesser volume 

• Traditional media is moving to digital, a change of form – not essence

• Digital becomes a form of communication rather than media per se

• Digital pervasiveness enables E-commerce

• Polarization of goods bought: either very daily or very niche

• Building an ecosystem: e-marketplace, e-monies and delivery services enable 
easier access to goods 



Thank you!
Adwin Wibisono
Client Service Director
adwin.wibisono@roymorgan.com

mailto:ira.soekirman@roymorgan.com

