Private & Confidential

Priced at 495 USD

Indonesia’s Affluent
eCommerce Shoppers
Report 2014
"Going to ichibankan" by Xuan Dung Bui is licensed under CC BY-NC-ND 2.0

For Purchaser’s Use only

Indonesia’s luxury boom is going online
•

Fuelled by increasing purchasing power among upper middle to high income groups, and
the middle class becoming increasingly brand conscious, sales of luxury items continues
to grow in Indonesia.

•

Indonesia is home to 55 million online population. e-Commerce transaction values are
growing fast in the country, thanks to the state’s ongoing investments in Internet
infrastructure, low-cost mobile broadband data plans, and more secure payment
networks.

Sources:
http://www.oxfordbusinessgroup.com/news/luxury-market-ups-and-downs-growing-demand-high-end-retail
http://www.accenture.com/SiteCollectionDocuments/PDF/Accenture-ASEAN-Ready-Indonesias-Digital-Future.pdf
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This Report also Contains …
 The Affluent Brand Purchase™ summarizes how a brand stands against its competition among
the Affluent against the actual purchase in the last 12months
 The Affluent Wishlist™ forecasts the Affluent demand for premium and luxury items.
 With Affluent Engage™, brand executives and marketing strategists can identify which
media-channels & entertainment platforms the Affluent find most inspiring and informative
when deciding which brand to buy.
 Affluent Advocacy™ identifies how online buzz affect their brand choices – and how they
contribute to the online buzz,
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Methodology
•

The Agility Affluent Insights was conducted online
among 1500 (equally distributed) affluent
respondents in 5 countries - China, Hong Kong,
Singapore, Indonesia and the US.

•

The respondents were representative of the online
population in terms of age and gender, aged 18-59
years old.

•

Our definition of the affluent consumer is as follows:
Country

Affluent Definition

China

CNY 180,000 and above

Hong Kong

HKD 720,000 and above

Singapore

SGD 100,000 and above

Indonesia

IDR 160,000,000 and above

United States

USD 90,000 and above
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