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The social distancing and lockdown is by DESIGN 
the release control is in country’s hand 

Stay at home ! 
• Mall closed         : Except grocery  and drugstore 

• Café Restaurant Closed : Take away only 

• Office and school closed  
• Travel and Public Transportation closed 
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During Covid19 : No Winners 
Except health related sectors  

Boston Consulting Report 

March & April 2020 
Retail lifestyle down  - 40 to -95% 
Hotel down -25 to -95% 
FNB down  - 40 to -70%  

https://media-publications.bcg.com/BCG-COVID-19-BCG-Perspectives.pdf 
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When Covid19 end ?  
Predicted December 2020 for World, June2020 for Indonesia 

Source Wikipedia 

Indonesia 
End 97% around June 6 
In this instance, the estimated end date is the time for realizing 97% of the total 

expected epidemic cases. It is the start of the green region in the graph.  

World 
End 97% on May 29; End 100% on December 08 
In this instance, the estimated end date is the time for realizing 97% of the total 

expected epidemic cases. It is the start of the green region in the graph.  

https://ddi.sutd.edu.sg/ 

Data-Driven Estimation of End Dates (as of April 25, 2020) 
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Source Wikipedia 
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Source Wikipedia 

8 Juni 2020 15 Juni 2020 

With strict health protocols 

Yongky Susilo 
Retail and Consumer Strategist 



Source Wikipedia 
Yongky Susilo 
Retail and Consumer Strategist 



How is consumption and market 

 
 

after Covid19 
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WUHAN after 76 days lockdown  
return to NORMAL life  

Wuhan’s lockdown was first announced Jan 23, sealing off 
11 million people. Opening up April 8 2020. 
Wuhan Bureau of Statistics reveals industrial investments in 
Wuhan contracted 83.2% year on year, fixed asset 
investments dropped 72.9% and retail consumption shrank 
42.1%. 

Stimulus $2.8 billion in preferential loans, according to the 
city government—though all anticipate tough times ahead. 
“People are broke, don’t have disposable income, and aren’t 
spending on leisure and entertainment,” says Jacob Wilson, 
CEO of media and marketing firm Wuhan Social. “It’s going 
to be a huge struggle for local businesses.” 

https://www.aljazeera.com/news/2020/03/chinas-wuhan-sees-return-normal-life-200330144220895.html 
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China’s OOH activities increase  
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Australia during Covid19, no toilet tissue  
Now in the process to return to NORMAL 

During Covid19 Australia runs out of paper products in the store, the most essential 
household product they cant live without.  They have to get off the beach they love 
on the weekends, they have to give up beer s in the pub on Thursday and weekends. 
Their NORMAL life got disrupted.  Australia has become good example in executing 
social distancing policies, soon in May they will return to their NORMAL life. 

This week April 20 2020 
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“More and more consumers are shopping as they watch livestreaming. It’s the same 
experience as buying offline,” explained Shao. “I now refer my regular customers to 
our livestream sessions because that’s where they can get the best deals and each 
order counts towards our monthly sales target just the same.” 

INTIME, China’s leading department-store chain 

Taobao Live livestreaming not Ecommerce 
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• Shopping is the purpose of life 
• Shopping is not Buying, it’s a discovery of new things and 

five senses journey 
• Shopping is rather combine with Meeting, Entertaining, 

Relaxing 
• “Going shopping” is ranked as one of the top 4 activities 

that improves people sense of well being 
• Experience is key to impulse buying 
• The sweet spot for the sales is at E2 – intersection of 

consumer Experience and Emotion 
• Over-stressed, over worked and out of time, people seek 

refuge in daily small indulgences that pay big 
psychological dividends 

Behavior do not change in short times 

        Indonesia consumer shopping behavior 
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Friends 
Usually follow friends is often socially driven  
“Which place is good to eat at ?” lively and 
frequent topics 
Discussing what is good to eat for health, to loose 
weight, latest food scandal 
 

Trends 
Keeping update – the new place 
Specialty dish 
 

Others spouse, magazines 

       Indonesia consumer eating out behavior 

Indonesia consumers will go shopping and  
eat out again after Covid19. GO BACK TO NORMAL 
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1.Saving 
Ketika konsumen ada uang lebih akan ditabung. 
Sementara, dalam situasi Covid19 dan setelah 
nya, konsumen akan berbelanja hemat, cheaper 
brand. Situasi ini kira2 akan berlangsung selama  
setahun sampai ekonomi membaik 
Butuh: brankas, deposito 
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2.Travel 
Setelah Global Financial Crisis 2009, di tahun 
2010 konsumen Indonesia berencana 
menggunakan spare cash untuk vacations. 
Vacation akhir 2020 atau awal 2021 ?  Yesssss 
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Last weekend at Puncak Mountain West Java  

Yongky Susilo 
Retail and Consumer Strategist 



3.Shop 

April 25 2020, setelah gajian dan awal  bulan puasa 

Trade channel share 55 categories FMCG + cigarettes 

70% 29% <1% 
General Trade Modern Trade E Commerce 

Dominasi belanja kebutuhan pokok masih di toko 
tradisional dan pasar basah. Modern trade masih 
stabil.  Ecommerce masih insignifikan. Trade 
behavior ini tidak akan banyak berubah lima tahun 
ke depan 

Frequency belanja setiap bulan 
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Source: McKinsey Company 
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4.Online 
Konsumen hanya fokus pada kategori kosmetik dan 
produk baby; yang trendy dan SKU diskon besar. 
Kebutuhan lain lebih cepat dan mudah dibeli di toko 
offline. Kebutuhan sehari2 belum akan signifikan di 
online lima tahun ke depan 
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5.Style Untuk belanja produk trendy, online memberi lebih 
banyak pilihan, kemudahan dan return policy yang 
berani. 
Fokus konsumen tidak akan berubah untuk online. 

Top five ranked category Ecommerce 2019 
 
Fashion apparel 
Consumer electronics and accessories 
Health & beauty 
Mom & baby products, toys, sport goods 
Home & living 
 
Report CLSA 
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Kelas menengah dan atas mengalokasikan 21% 
spending ke leisure termasuk makan luar dan terus 
bertumbuh kuat.  Dine out adalah bagian dari 
behavior yang kuat tidak akan berubah, mencari 
experience (suasana), makanan cita rasa lebih 
fresh dan gaya hidup modern 
Kebiasaan ini tidak akan berubah; sektor FnB akan 
terus berkembang setelah Covid19 
  

6.Eat Out 
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7.Indulgence 
Megatrend kelas menengah Indonesia 
masih akan berlanjut yaitu pertumbuhan 
tinggi untuk produk2 yang memberikan 
convenience, healthy, looking good dan 
feeling good. 
 
Kelas menengah mencari ‘Pelarian diri 
sementara’, melalui produk indulgence. 

Coffee                 Ice Cream            Chocolate 

Dalgona Cheese Blueberry 

Yongky Susilo 
Retail and Consumer Strategist 



Go Back to Normal 

Nielsen Key Account Modern Trade 

Yongky Susilo 
Retail and Consumer Strategist 

-100

0

100

200

300

400

500

600

700

30/12/19 13/01/20 27/01/20 10/02/20 24/02/20 09/03/20 23/03/20 06/04/20 20/04/20 04/05/20

Liquid Hand Soap | Weekly Value Sales Growth Trend vs. Year-ago | Total Modern Trade Key Accounts 

11 Mar 2020 
First COVID-19 

death in 

Indonesia 
23 Mar 2020 
Several mall closures 

10 Apr 
2020 
PSBB 

Enforced 

24 Apr 
2020 
Start of 

Fasting 



Go Back to Normal 

Nielsen Key Account Modern Trade 

Yongky Susilo 
Retail and Consumer Strategist 

0

50

100

150

200

250

300

350

400

30/12/19 13/01/20 27/01/20 10/02/20 24/02/20 09/03/20 23/03/20 06/04/20 20/04/20 04/05/20

Liquid Antiseptic | Weekly Value Sales Growth Trend vs. Year-ago | Total Modern Trade Key Accounts 

11 Mar 2020 
First COVID-19 

death in Indonesia 

23 Mar 
2020 
Several mall 

closures 

10 Apr 
2020 
PSBB 

Enforced 

24 Apr 2020 
Start of Fasting 



Go Back to Normal 

Nielsen Key Account Modern Trade 

Yongky Susilo 
Retail and Consumer Strategist 

0

50

100

150

200

250

300

350

400

30/12/19 13/01/20 27/01/20 10/02/20 24/02/20 09/03/20 23/03/20 06/04/20 20/04/20 04/05/20

Canned Fish & Meat | Weekly Value Sales Growth Trend vs. Year-ago | Total Modern Trade Key Accounts 

11 Mar 2020 
First COVID-19 

death in 

Indonesia 

23 Mar 
2020 
Several mall 

closures 

10 Apr 2020 
PSBB Enforced 

24 Apr 2020 
Start of Fasting 



Go Back to Normal 

Nielsen Key Account Modern Trade 
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Frozen Food | Weekly Value Sales Growth Trend vs. Year-ago | Total Modern Trade Key Accounts 
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Go Back to Normal 

Panic buying is over, market is stabilizing 

Nielsen Key Account Modern Trade 
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Mall Re-opening 
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   Maximum capacity 
Pasar Rakyat  30% 
Grocery  40% 
FNB   40% 
Drugstores  40% 
Mall   35% 
Resto rest area 40% 
Zoo, galeri  50% 
 



Mall Re-opening 
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Business Recovery: 
 
Grocery 
FNB 
Services (salon) 
Retail 
 
Entertainment (closed) 

Middle Upper : 
 
+ Desperate desire to go to mall 
+ Have the money 
+ Unspent budget in last 4 months 
+ Rebuild social life 
 
- Less income due to economy 
- Worry on health risk 
- Restriction to enter mall (QRcoding) 
- Will spend when income improve 

 
 
 

 



Mall Re-opening   :   FnB 
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BE NORMAL PERSON 

Yongky Susilo 
Retail and Consumer Strategist 



Yongky Susilo 
Retail and Consumer Strategist 



What is the REAL NEXT NORMAL 

 
 

after Covid19 
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Consumption projection  
2020 & 2021 

FMCG JUMP growth in H1 2020  : supported by Panic Buying (March), Fasting start (April) , Festive (May), THR (May), Cash Funds 
BUILD status:  supported by PSBB Relaxing, Re Opening Stores, Partially Opening Business 
JUMP  H1 2021 : Supported by Partial and  full NORMAL business and social activities 

 
  H1 20  H2 20   H1 21 

FMCG        Jump   Stable  Jump 

FnB Resto Burn  Build  Jump 

Lifestyle Retail Burn  Build  Jump 
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