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1. Executive Summary
The Here Comes the Centennial: Southeast Asia’s New Generation of Shoppers
report, produced by Econsultancy in collaboration with Dentsu Aegis Network,
is based on a survey of over 3,000 young consumers within Southeast Asia about
their commerce habits.
Defined as individuals born between now and 1995, the research looks at their
buying behaviour, how they look for products, and the expectations that this
group has when it comes to the buying experience.
The key findings of the research are summarised below.

The Centennial Opportunity
in Southeast Asia
The Centennial population in Southeast Asia is estimated at over 277 million people, coupled with
their adoption of digital technology being digital natives makes them a particularly attractive
segment for online retailers. And these retailers have no choice but to serve Centennials online
given the results of the survey and their growing spending power.
This new generation of shoppers is no longer interested in following brands, making the brand
experience more important than ever. Just 11% cite having a prestigious or famous brand as
one of their top three attributes of an online store, while only 9% choose having a physical store.
Even a good reputation with friends and family does not feature highly – just 15% choose this as
an option. Brands need to work harder to get every part of their commerce and brand experience
perfect in order to hold the Centennial’s attention and convert interest to purchase.
Born in the digital age, these consumers prefer shopping online with 50% spending more than
USD30 a month on online shopping, while 9% spend over USD100 a month online.
Centennials understand the benefits technology brings to them as part of the online shopping
experience. 82% state they are “excited about futuristic shopping technology, such as virtual
reality” while 76% are “happy to share data with websites if it makes recommendations from
them more relevant”.

What Centennial Value Most
Centennials have grown up within the smartphone era. They demand fast and easy experiences
that allow them to research and buy products with minimal frustration.

•
•

•

88% of Centennials “expect to be able to find products online easily”. 86% state that
they “will not use an app or website that takes too long to load” while 82% agree that they
“will not use an app or website that is difficult to navigate”.
They are likely to have their first encounter with the products they will purchase online
– 86% agree that “I usually see products that I want to buy online first”. This confirms
the idea of the ‘Zero Moment of Truth’ among Centennials, showing that when looking for
information the internet is their first point of call for buying decisions.
82% state that they “prefer to buy products from ethical / sustainable brands” while
70% express a preference for local brands.

Attributes that may have been seen as critical in the past do not play such an important role for
Centennials when it comes to an online store. As mentioned before, brand plays less of a role
when other objective forms of information are widely available and tangible benefits easier to
find. The importance of brand experience is key to brands thriving with Centennials.
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The Centennial Buying Journey
Almost all Centennials in Southeast Asia use the internet as part of their buying journeys. But the route is so
much more converged than other generations. Centennials like to use both online and offline – 97% browse for
products online before purchasing online (‘webrooming’) and 90% look for products in store before buying online
(‘showrooming’).
Smartphone devices have created an environment in which Centennials look at products wherever they may be.
They look for products wherever they are, whatever they are doing, multi-tasking to the extreme.

•

52% look at products online while eating / watching TV / hanging out with friends or family, while 38% do
so on transport / while travelling and 34% browse while at school or college.

They also engage in detailed research as part of their buying decisions – whether online or offline, to make sure they
not only have the best price by doing research online, but that the product is the best quality by going in store to
experience the product.

•

70% browse online to find the best price, while 67% use the internet for checking out product details and
specifications and 65% are checking out reviews.

Improving the Centennial Buying Experience
The smartphone is the most critical avenue to connecting with the Centennial consumer. Brands should also
consider being ‘omnipresent’ on different ecommerce properties, while providing multiple payment options.

74% shop at a website with brand
names (e.g. Amazon, Lazada, Tmall)
but Centennials also want to buy
through social media / chat apps
(46%). Every type of store had at
least 26% of Centennials listing it
as a place they may prefer to shop,
illustrating the importance of being
available in many locations.

Likewise, a wide range of payment
options were cited. 56% said they
used cash on delivery, while 48%
paid via credit / debit card. Even
the least cited method of paying
at a convenience store had 17% of
Centennials using this option.

A lack of free delivery was the
most significant reason behind
abandoning a purchase, with 46%
reporting it as such.

1.1. Methodology
The research in this report is based on a survey of 3,055 consumers in Southeast Asia aged 16 to 23, within the
Centennial age bracket, carried out in August 2018. Respondents were sourced via a survey panel from Indonesia,
Malaysia, Philippines, Singapore, Thailand and Vietnam. Those that had not shopped online were disqualified. Figures
in some charts may not add up to 100% due to rounding.
Detailed figures are included in the appendix.
If you have any questions about the research, please email Econsultancy’s Head of Commercial Research Services,
Monica Savut (monica.savut@econsultancy.com).
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2. Foreword from
Dentsu Aegis Network
Brands can no longer ignore the importance of getting the ecommerce experience
right, 50% of Centennials are already spending over USD30 per month online.
There are an estimated 277 million of this new generation across Southeast Asia that
are all digital natives, predominantly rely on mobile experiences but at the same time
combine the on with offline experiences to create a complex route to purchase. They
are comfortable sharing data if it means the shopping experience is more personalised
and are excited about the prospect of futuristic technologies like virtual reality
shopping. As a marketing and communications network, we are always seeking to
understand people so we can help our clients grow. This paper underlines the rising
importance of getting the ecommerce experience right for the new generation of
shoppers – Centennials.

Arvind Sethumadhavan

Chief Strategy & Innovation Officer
Asia Pacific, Dentsu Aegis Network

The key insight marketers need to take note of is that this generation is not swayed
by the prestige of a brand, making them more fickle than previous generations.
With technology at their fingertips from birth to date, including a great amount of
knowledge in the form of reviews, price comparisons etc., Centennials need more than
just an engaging brand campaign to entice them to spend money. Having an end-toend positive brand experience is now more important than ever. The whole purchase
journey should be seamless. From the moment they see a piece of your brand content,
attend a sponsored event, view your product online and finally when they hold
your product in their hands, everything needs to have been on message, on time
and honest.
Having a strong brand ecommerce strategy is key to making the most of this huge
opportunity with this exciting new generation of consumers. Within this paper, we
have laid out key findings to arm any brand with the tools to be able to understand
more about, and sell, to this exciting group of people in a highly connected region.
I would also thank our contributors from Grab, Paneco, Tencent and Zalora for
providing their expertise on the findings.

ABOUT DENTSU AEGIS NETWORK
Dentsu Aegis Network is made up of ten global network brands - Carat, Dentsu, dentsu X, iProspect, Isobar, mcgarrybowen, Merkle,
MKTG, Posterscope and Vizeum and supported by its specialist/multi-market brands. We are Innovating the Way Brands Are Built for
our clients through best-in-class expertise and capabilities in media, digital and creative communications. Offering a distinctive and
innovative range of products and services, we operate in 145 countries worldwide with more than 40,000 dedicated specialists.
www.dentsuaegisnetwork.com/asiapacific
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3. The Growth
of the Centennial
Opportunity in
Southeast Asia
Young people have been the target of significant interest from businesses for many decades. Back in 1944, TIME magazine ran a
special feature on the “teen-ager” that showed how this group of people that were not quite part of the adult workforce were already
a valuable segment, and one that could be targeted through the media of the day:
“Businessmen, many of whom have teen-age daughters, have only recently begun to realize that teen-agers make up a big and
special market… The movies and the theatre make money by turning a sometimes superficial and sometimes social-minded eye
on teen-agers.” 1
Although the world has radically shifted since the middle of the 20th century, the importance of younger consumers to marketers
has not changed. Turning these people into loyal customers can yield dividends stretching over many years that increase in line with
their purchasing power. However, what appealed to young consumers 20 years ago will be different to today. Generational theory
as originally developed by Neil Howe and William Strauss looks to describe and forecast these changes on the basis of the history in
which different groups grow up:
“As we grow older, we realize that the sum total of such events [in history] has in many ways made us who we are. Exactly
how they affected us is related to how old we were when they occurred. This is what constitutes a generation… [and] as each
generation ages into the next phase – from youth to young adulthood to midlife to elderhood – its attitudes and behaviour
mature, producing new currents in the public mood.” 2
Previous generations born from the latter half of the 20th century have included baby boomers, Generation X, and Millennials. The
current generation born from the mid-1990s are known as Centennials or sometimes as ‘Generation Z’. Respondents to this survey –
being born from 1995 – fall into this category.
Southeast Asia has a large population that has seen steady growth throughout the years. The current population is approximately
633 million, of which around 277 million are Centennials.3 The size of this segment alone makes it attractive for retailers, but the
behaviours of this group in the connected age make it particularly attractive in terms of its online potential.

1.

2.

3.

http://time.com/3639041/the-invention-of-teenagers-life-and-the-triumph-of-youth-culture/
Howe, N. and Strass, W. (2007) ‘The Next 20 Years: How Customer Workforce Attitudes Will Evolve.’ Harvard Business Review. 85(7-8):41-52

https://www.livepopulation.com/country/southeast-asia.html
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Within this growing segment there has been a continual
increase of internet usage and mobile phone usage. At the
end of 2017 Southeast Asia had 330 million monthly active
internet users – an increase of 70 million users from just two
years earlier. This makes the region the third largest in the
world in terms of internet users, with research by Google
and Temasek revealing that more than 90% of the region’s
internet users are on smartphones with an average usage of
mobile internet being 3.6 hours per day.4

This widespread adoption of high-speed internet and multi-screen
behaviours facilitates a growing consumer segment for online retail.
In fact, it has been projected that there will be an eightfold increase
in online sales volume in the Southeast Asian region by 2025.5 Our
study shows that currently 50% of Centennials (Figure 1) are already
spending over USD30 per month online.

Our survey confirms these observations and illustrates that
Centennials have behaviours that were simply not possible in
any generational segment a decade ago. Data from our survey
highlights that 88% of respondents have access to high-speed
internet at home while 62% use more than one device at the
same time while browsing or shopping.

Furthermore, as younger Centennials get older and join the
workforce, they will spend more. Analysis of the survey data indicates
that 58% of those spending over USD100 a month online are born in
1995 or 1996; as the younger Centennials reach the equivalent age in
the future, their spend is expected to at least catch up with those in
their early twenties today.
This combination of a large population, high connectivity and
increasing online spending power means the total Centennial
opportunity is large and growing.

Figure 1: How much do you spend every month (on average) on online
shopping? (USD)
$1 - 10

15%

$11 - 20

19%
15%

$21 - 30
$31 - 40

10%

$41 - 50

10%
6%

$51 - 60

5%

$61 - 70

3%

$71 - 80
$81 - 90

2%
5%

$91 - 100

9%

More than $100
0%

5%

10%

15%

20%

25%

Ecommerce within the region has made an incredible expansion in a short period of time. In 2017, estimated ecommerce sales in
Southeast Asia totalled USD10.9 billion in gross merchandise value (GMV), which is almost double that of the USD5.5 billion GMV in
2015.6 This growth not only presents an opportunity for those that are selling online, but also a risk for traditional retailers that do not
move quickly enough.
As Centennials mature they will control a growing portion of overall consumer spending power. The opinions of today’s Centennials
show that buying online is their preferred way to get products. 72% agree (20% ‘strongly’, 52% ‘somewhat’) that they prefer shopping
online to shopping in-store while 83% agree (39% ‘strongly’ and 44% ‘somewhat’) that they will continue to shop online in the future.

4.

5.
6.

https://www.thinkwithgoogle.com/intl/en-apac/tools-research/research-studies/e-conomy-sea-spotlight-2017unprecedented-growth-southeast-asia-50-billion-internet-economy/
https://www.researchandmarkets.com/research/6lmmb7/southeast_asia?w=4
https://www.thinkwithgoogle.com/intl/en-apac/tools-research/research-studies/e-conomy-sea-spotlight-2017unprecedented-growth-southeast-asia-50-billion-internet-economy/
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Figure 2: To what extent do you agree with the following statements?

I prefer shopping
online to shopping
in-store

20%

I will continue
to shop online
in the future

21%

39%

0%

Strongly agree

52%

44%

20%

40%

Somewhat agree

7%

10%

60%

8%

80%

Somewhat disagree

100%

Strongly disagree

The research also shows that Centennials are buying an array of products online. These products range from electronics and beauty,
to travel and entertainment. However, fashion is by far the most popular product that Centennials are purchasing online, as illustrated
in Figure 3. Slightly less than one-quarter (23%) of Centennials said that they bought travel-related products online, which could be
attributed to Centennials influencing travel choices but relying on others to conduct the final purchases.

Figure 3: Which of the following types of items do you buy online?
Select all that apply.
Fashion
(e.g. clothes, shoes, accessories, etc.)

72%

Electronics

51%
46%

Beauty
Entertainment
(e.g. music, movies, games...)

41%

Home and living

34%

Books
(e-books or physical copies)

32%
29%

Food and groceries

25%

Fitness, sports and outdoors

23%

Travel

12%

Automotive and motorcycles

1%

Other
0%

10%

20%

30%

40%

50%

60%

70%
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Retailers of all types of products must therefore take action. Not only is the size of the market substantial, but the environment for
consumers is highly likely to shift to an ‘online first’ model where the majority of purchases begin and finish online in the decades to
come. For those that continue to sell only in-store, diminishing profits will be a near certainty.
One positive point is that Centennials are receptive to experiences that perhaps older generations are not, both in terms of their
willingness to share data and their enthusiasm for new technology (Figure 4).
More than three quarters (76%) agree that they are happy to share data with websites if it makes recommendations from them more
relevant. Moreover, this age group wants to engage with new and emerging technologies. An overwhelming majority (82%) agree that
they are excited about futuristic shopping technology such as virtual reality.
Nonetheless, retailers will need to put significant efforts into creating a high-quality experience, as discussed in the next section.

Figure 4: To what extent do you agree with the following statements?

I am excited about
futuristic shopping
technology, such
as virtual reality

37%

I am happy to
share data with
websites if it makes
recommendations
from them more
relevant to me

27%

0%

Strongly agree

45%

20%

Somewhat agree

12% 6%

49%

40%

18%

60%

80%

Somewhat disagree

7%

100%

Strongly disagree

View from the experts
“Retailers need to leverage two important
tenets which differentiate the Centennials
- their receptiveness to new experiences
like futuristic shopping using virtual reality,
chatbots and their willingness to share data
if website recommendations can be made
more relevant.
“Commerce to this audience has moved
beyond ‘buying something on a website’ to
a series of interactions which will eventually
lead to a personalised purchase experience
all the way to where and when the product
should be delivered.”
Arvind Sethumadhavan, Chief Strategy and
Innovation Officer, APAC, Dentsu Aegis Network
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4. What
Centennials
Value Most
The Centennial segment is the first to have had its childhood exclusively within
the internet era. As the oldest respondents to this survey will have been born
in 1995, they started their lives after Jeff Bezos had incorporated Amazon and
only three years before Larry Page and Sergey Brin had incorporated Google.
The oldest respondents to this survey will have only been 12 years old when the
iPhone was released, with the youngest being just four.
As such, these young consumers have hit their teens within an era when
smartphones and the app economy was launching. In contrast to previous
generations that may remember the frustration of downloading images over a
dial-up modem, Centennials in Southeast Asia will have grown up benefiting
from superior digital experiences, the ability to shop online in a somewhat
streamlined fashion and an internet economy that in many countries had gone
‘straight to mobile’. Tan Hooi Ling, the co-founder of street-hailing app Grab,
described the situation to the World Economic Forum:
“We have all leapfrogged. We have gone straight to mobile, as that’s the best
solution possible.” 7
This leapfrogging has therefore not only created a generation of consumers in
Southeast Asia that are demanding in the experience they want, but one in
which the gap in expectations is likely to be far more acute than in markets such
as North America and Australia.

View from the experts
“Centennials are socially and
environmentally conscious. Brands need
to show that they are good corporate
citizens and are contributing to the welfare
of society to get most of support. This also
means that communications and political
correctness counts as an image builder, so
have a point of view on issues.”
Alin Dobrea, Head of Brand Marketing, Zalora

7.
8.
9.

The data from the study confirms this level of expectation – when questioned,
82% of Centennials agreed with the statement “I will not use an app or website
that is difficult to navigate” with 86% stating “I will not use an app or website
that takes too long to load”. The expectation for Centennials is that their
experience online should be easy, and it should also act as the first place for
finding products. These opinions can be seen in Figure 5 as close to nine out of
10 (88%) agree that “I expect to be able to find products online easily” and while
a similar percentage (86%) agree that “I usually see products that I want to buy
online first”.
These statements show that Centennials value easy online research and product
discovery, and confirms that this is likely to be the first generation for which
the so-called ‘Zero Moment of Truth’8 (i.e. where small thoughts trigger product
research online in a way that would have been unthinkable more than a decade
ago) has been a part of their lives ever since they commanded spending power.
Our survey also confirms that Centennials are interested in products that are
ethical, sustainable and local. 82% agree that “I prefer to buy products from
ethical / sustainable brands” while 70% agree that “I prefer to buy products
from local brands”. This trend towards ethically-conscious values was recently
reported in the Financial Times, where one start-up CEO described these young
consumers as “the most environmentally and socially ‘aware’ consumer market
yet. Even more so than millennials.” 9

https://www.youtube.com/watch?v=7kzFwu4VDFk
https://www.thinkwithgoogle.com/marketing-resources/micro-moments/zero-moment-truth/
https://www.ft.com/content/8b08bf4c-e5a0-11e7-8b99-0191e45377ec
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Figure 5: To what extent do you agree with the following statements?
I expect to be able
to find products
online easily

49%

I usually see
products that
I want to buy
online first

39%

43%

I prefer to
buy products
from ethical /
sustainable brands

43%

36%

I prefer to buy
products from
local brands

20%

0%

46%

50%

20%
Strongly agree

40%
Somewhat agree

7%

6%

9%

6%

13%

5%

25%

60%

5%

80%

Somewhat disagree

100%
Strongly disagree

Despite points that show Centennials as a retail segment more restless and demanding than those of previous generations, in some
ways they are similar to other ecommerce customers.
Figure 6 illustrates what the most commonly cited qualities of an online store were. The most commonly cited option was free
delivery / fast delivery with 52% listing this as one of the most important qualities.
Free delivery has been a factor behind ecommerce success for many businesses for many years; back in 2003 when Amazon first
trialled this, the impact exceeded investor expectations. More recent studies that have analysed transactions from multiple retailers
have revealed free shipping can increase revenues by 10%11. In terms of speed, on-demand apps such as Deliveroo, Foodpanda or
Chopp are likely to be fuelling ever-increasing expectations of delivery speed amongst this segment. Low prices (50%) and good
customer service (42%) come next in terms of importance.

View from the experts
“As our online and offline worlds become one,
shopping for goods and services is no longer
limited to online retail sites, non-brand retail
marketplaces, social media platforms, etc. Just
as Grab has evolved from a pure play ride-hailing
app to an everyday super app, consumers’
shopping habits and preferences will continue
to evolve with time. We envision a future where
Centennials can commute, shop and pay for
goods and services via the Grab app on-the-go,
and even receive deals and content in real-time
as they approach their favourite stores.”
Nasheet Islam, Head of GrabAds
10.
11.

https://www.wsj.com/articles/SB105414730695360500
https://www.stitchlabs.com/press/offering-free-shipping-can-boost-revenue-by-10-percent-stitch-labs-data-indicates/
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What is particularly revealing however is that areas for which brands may have focused on in the past – in particular, building
up a prestigious image and commanding a physical location – are the least important attributes for Centennials when it comes
to the qualities of an online shop. Just 11% cited a prestigious or famous brand as one of their important qualities, with 9%
choosing that the brand has a physical store associated with it. With the availability of product reviews online, the opinions of
family and friends do not rank highly, with just 15% listing their good reputation as an option.

Figure 6: What are the most important qualities of an online store?
Select up to three options.
52%

Free delivery / fast delivery
Low prices / discounts or coupons

50%

Good customer service / Reliability

42%

Availability of products you want

37%

Favourable product reviews

30%

Favourable return policy

18%
15%

Good reputation with friends / family

12%

Local (based in my country or area)

11%

A prestigious or famous brand

9%

Has a physical store associated with it
0%

10%

For those Centennials who browse online before buying
in-store (a term sometimes called ‘ROPO’ which stands
for ‘research online, purchase offline’, also known as
webrooming, and shown in Figure 7), the most commonly
cited reason (70%) is that they are searching for the best
price. The next two options are checking out product
details and specifications (67%) and checking out reviews
of the products (65%).
Centennials place a high value on honest information that
they can easily access online and take a utilitarian approach
to their purchasing decisions. When comes to shopping
online, Centennials do not seem to care as much about the
prestige associated with a brand, which traditionally has
been of great importance for marketers.

20%

30%

40%

50%

60%

View from the experts
“The challenge brand marketers will face is
delivering high value honest information which
does not come across as ‘planted’.
“Brand marketers need to recognise that
the Centennial audience does not like being
marketed to and favourable reviews by complete
strangers will be an important measure for this
audience.”
Arvind Sethumadhavan, Chief Strategy and
Innovation Officer, APAC, Dentsu Aegis Network

Here Comes the Centennial: Southeast Asia’s New Generation of Shoppers In collaboration with Dentsu Aegis Network

Page 13

All rights reserved. No part of this publication may be reproduced or transmitted in any form or by any means, electronic or mechanical, including photocopy,
recording or any information storage and retrieval system, without prior permission in writing from the publisher. Copyright © Econsultancy.com Ltd 2018

Figure 7: Why do you browse online before buying in-store?
Select all that apply.
70%

Searching for the best price
Checking out product
details and specifications

67%

Checking out reviews of the products

65%

Checking whether the
product is in stock

36%

Using online price to negotiate
a better price in-store

36%

Checking product or brand’s ethical /
environmental credentials

26%

Other
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10%

20%

30%

40%

50%

60%
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80%

When it comes to Centennials, brands may instead need to focus
on creating exceptional brand experiences rather than relying
solely on brand prestige. Jeff Bezos, CEO, Amazon, highlights this:

“We [Amazon] firmly believe that for us, the right way to build a brand is by delivering a great service.
Customers learn about who we are as a result of interacting with us. A brand for a company is like a
reputation for a person. You earn reputation by trying to do hard things well.” 12

The ideal brand experience needs to be seamless, effortless and
consistent. Loyalty is difficult to establish via online channels, so
if there is any negative experience at any touchpoint along the
journey, it is likely that the Centennial is lost.

View from the experts

Facilitating an information-seeking buyer should therefore also
factor in to those who go to stores for research purposes, the
reasons of which are in Figure 8.

that an online experience cannot deliver:

When it comes to showrooming (i.e. browsing in-store before
buying online), after price comparison (67%) the most important
reason was that Centennials want a better idea of the physical
qualities of the product (63%).

“The physical store provides two critical things
experience and discovery. The physical store is
not a mere vending machine staffed by people.
It is a place where consumers can experience
the brand. It is where consumers can engage the
brand on a sensory level – including smell and
touch – that online cannot provide.”
Jeff Kwek, General Manager,
Channel Business, AMS, Tencent

12.

https://www.bloomberg.com/news/articles/2004-08-01/online-extra-jeff-bezos-on-word-of-mouth-power
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Figure 8: Why do you browse in-store before buying online?
Select all that apply.
67%

Price comparison
I want a better idea of the physical
qualities of the product (e.g. colour, size, ...)

63%

More options (colour, sizes etc.)
available online

46%

I want to try the product
before I buy

41%
37%

Checking availability
I prefer to have it delivered
to me

27%

I want to ask the sales
assistants questions

25%
0%

Other
0%

10%
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Retailers should therefore not only provide well-designed stores or focus exclusively on brand building campaigns to drive sales.
Instead they need to focus on the opportunity that multi-screen shoppers present, enhancing brand experience and utility of their
online offering – and where physical stores are present, to make the purchasing journey easy to complete direct from a smartphone.
The need to make the buying experience easy is critical as is illustrated in the next section, given now technology makes buying
journeys for Centennials more complex than previous consumer groups.

View from the experts
“Centennials – and some Millennials – have
cut their cables and consume all of their media
online. The critical aspect about Centennials is
that they expect authenticity from their brands.
Choosing and buying from a brand is essentially
about maintaining and supporting their
worldview.
“Centennials want more from their brands than
any previous generation of shopper.”
Stephen Jacob, Chief Marketing Officer,
Paneco Singapore
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5. The Centennial
Buying Journey
Before the digital age and the significant growth of urban areas
in Southeast Asia, buying journeys would have been limited to
the fact that often the only source of information about a product
would have been the store. As such, many buying decisions were
believed to have taken a linear, simplistic format.
Today given that search engines, social media, review and video
sites are all available to someone with a smartphone, the buying
journey is now accepted as no longer being linear.
In a blog post on Econsultancy.com, Executive Director of the
Streaming Video Alliance Jason Thibeault highlighted the reality
that has occurred since the growth of the internet:
“Consumers are bouncing around the different aspects of the
buyer’s journey—discovery, consideration, and decision—as new
information is discovered.” 13
Thibeault illustrated this graphically in the image below:

COMMUNITY

ACTUAL NEED
PERCEIVED

DECISION
CROWD-SOURCED

COMMUNITY

Source: Econsultancy

As such, consumers today are likely to interact with many sources of information online, from their initial ‘Zero Moment of Truth’ that
initiates a search for information, right through to an online purchase.
This influence of digital technologies on buying behaviour means that the majority of consumers in developed markets use the
internet within their buying journeys. For example, a study of 2,000 UK and US adult consumers by BookingBug found that 72%
research online before purchasing in-store, while 50% visit a store to research products before finally buying online14.
But within Southeast Asia, this type of behaviour amongst Centennials is even more strongly pronounced, with only a tiny minority
not engaging in such behaviours. It indicates that using the internet for research and information is near ubiquitous.
Of the over 3,000 Centennial consumers surveyed, 97% said they browsed for products online before purchasing in-store (Figure 9),
while 90% browsed in-store before purchasing online (Figure 10).

13.
14.

https://econsultancy.com/five-new-realities-of-the-buyer-s-journey/
http://go.bookingbug.com/rs/436-MBD-676/images/The%20Modern%20Consumer.pdf
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Figure 9: Do you browse for products online before purchasing in-store?

3%
No

31%

Yes, occassionally

66%

Yes, frequently

Figure 10: Do you browse products in-store before purchasing online?

10%
No

43%

Yes, occassionally

47%

Yes, frequently
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Of particular note is that of the countries surveyed, Singapore exhibited the lowest percentages of those exhibiting these behaviours.
Here, 93% of Centennials browsed for products online before purchasing in-store (also known as ‘webrooming’ or ‘ROPO’), while 82%
engaged in showrooming. Given its high population density, well-developed network of modern retail environments and ease of
accessing physical retail locations, it may mean some consumers here may be more inclined to conduct more of their research at instore locations. That being said, it is still an overwhelming majority of Centennials that are using the internet in all sorts of purchases.

View from the experts

The survey also indicates that Centennials are exhibiting these
buying behaviours across all sorts of product types (Figure 11).
Showrooming behaviour is particularly popular with product
types that require sensory examinations such as fashion (64%),
electronics (53%) and beauty (40%).

“Given that Centennials overwhelmingly research
online before making a purchase it becomes
most important for brands to control their story

Characteristics such as size (fit), colour, feel and, in the case of
some electronics, sound and picture quality are still not something
consumers can judge accurately online so the high percentage of
Centennials browsing for these items in-store is not surprising.

and perception online, and to provide further
incentives to make a purchase a must-have.
“Centennials are impatient and expect that all

Given the high incidence of showrooming across product
categories, retailers that do not have an online store will be only
helping their competitors that sell via the internet – and with the
smartphone, Centennials may even buy products direct from those
competitors while still in-store.

information should be available as quickly as
possible.”
Patrick Deloy, Managing Director, Isobar Commerce

Figure 11: Which of the following types of products do you browse for
in-store? Select all that apply.
Fashion
(e.g. clothes, shoes, accessories,etc.)

64%
53%

Electronics

40%

Beauty
Home and living

33%

Food and groceries

33%

Entertainment
(e.g. music, movies, games etc.)

29%
28%

Books (e-books or physical copies)

24%

Fitness, sports and outdoors

16%

Automotive and motorcycles
Travel

15%

Other

0%
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Regarding the types of information sought by Centennials, the most popular sources are those that did not even exist less than two
decades ago. Whereas retailers that targeted Generation X and baby boomers would have done so by looking to increase product
recall (which would improve word-of-mouth recommendations), retailers now need to ensure they provide key information on their
websites, rank well in search engines, have good reviews (including video) and respond to questions on social media.
Figure 12 shows where younger consumers are turning for information. As brand websites come out on top (61%), providing
ecommerce functionality on site in addition to useful information will reach – and hopefully convert – consumers searching for
information. But as other online channels also all rank highly, the best performers will be those that make sure their products and
associated information are as ubiquitous as possible, thus influencing the largest possible share of the buying journey.

Here Comes the Centennial: Southeast Asia’s New Generation of Shoppers In collaboration with Dentsu Aegis Network

Page 18

All rights reserved. No part of this publication may be reproduced or transmitted in any form or by any means, electronic or mechanical, including photocopy,
recording or any information storage and retrieval system, without prior permission in writing from the publisher. Copyright © Econsultancy.com Ltd 2018

Figure 12: Where do you look for information on products?
Select all that apply.
61%

Brand websites

60%

Search engine

58%

Written reviews
Asking on social media (e.g.
Facebook, Instagram, Line)

49%

Video reviews

46%

Asking friends

45%
28%

Influencers

27%

Asking parents or family
Other
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Figure 13: Where do you look at products online?
Select all that apply.
At home

86%

While eating / watching TV / hanging
out with friends or family

49%

52%

38%

On transport / while travelling

34%

At school or college

29%

At work

1%

Other
0%

20%

40%

60%

80%

100%

The need to be in many locations also reflects the fact that Centennials carry out buying research wherever they happen to be, as
demonstrated in Figure 13.
While it is not surprising that the majority (86%) of Centennials look at products at home, they are also researching while at school
or college (34%), at work (29%) and while doing social activities like eating, watching television and hanging out with friends or
family (52%). Over a third (38%) also browse while travelling.
Public Wi-Fi and widespread data coverage are enabling Centennials to use their smartphones wherever and whenever they feel
inspired to shop. With the future rollout of 5G that will improve experiences even further, the percentages of Centennials that use the
internet everywhere to shop will only increase in line with their consumer power.
In a retail environment where competitors are only the touch of a smartphone away, providing the best experience therefore
becomes a critical differentiator. The next section explores the buying journey in more detail with a view to improving it – therefore

View from the experts
“Centennials are demanding a more seamless

“As a fashion e-retailer we need to be present

shopping experience across channels and devices;

in all the different touch points and continue to

they are always on their mobile and are making

capture them while they’re on the go. Consumers

purchasing decisions in between places. Every

of the future want to have options anywhere and

store in the world is literally in the consumers’

everywhere.”

pockets; they can hang out with their friends, sip
lattes and shop online – all at the same time.

Alin Dobrea, Head of Brand Marketing, Zalora
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6. Improving the Centennial
Buying Experience
Consumers are becoming more demanding than ever before. They expect their online shopping experience to meet all their needs by
way of accessibility, a variety of website properties and versatile payment options. Most importantly the consumer must come first. As
Google has suggested:
“Considering how quickly Southeast Asia is changing, businesses need to make sure their approaches and e-Tail experiences are
built to accommodate this shift.” 15
A significant finding that has an impact on the buying experience for Centennials is the importance of mobile and ecommerce sites
being compatible with mobile, which is critical to Centennials.
Responses around device usage (Figure 14) show that the vast majority of Centennials surveyed (94%) own their own smartphone.
This is significantly more than those who own a laptop computer (61%), desktop computer (26%) or a tablet such as an iPad or
Samsung Galaxy (23%).

Figure 14: Select all that apply to you.
100%
93%
80%

I use this device to
browse products online

94%

I use this device to buy
products online

86%

60%

61%
51%

40%

28%

20%
0%

15.

I own this device
personally

61%

22%

Smartphone

Laptop computer

26%

Desktop computer

21%

23%
14%

Tablet (e.g. iPad,
Samsung Galaxy
Tab)

https://www.thinkwithgoogle.com/intl/en-apac/trends-and-insights/how-southeast-asia-ecommerce-businesses-can-takebrands-to-next-level/
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More pointedly, Centennials are using their smartphone to
do their shopping online. Not only do 93% use this device
to browse for products online, but 86% also use it to make
purchases online. Whereas received wisdom in the past for older
generations has been that consumers research via mobile but
buy on desktop16, these numbers point out how critical it is for
ecommerce websites be optimised for mobile in order to convert
Centennials.

direct from brand websites such as Nike.com or Adidas.com.
However, the most popular place Centennials shop online are
marketplaces such as Amazon and Lazada with nearly three
quarters (74%) of respondents using these sites.
Maybe more surprising is the use of social media for ecommerce.
Social media / chat apps are the second most popular place
to shop for Southeast Asian Centennials with 47% showing a
preference for this channel. In 2016 social commerce accounted
for 30% of all online sales in Southeast Asia17. Our more recent
survey shows that almost half of Centennials use social media for
online shopping.

It’s not only on what device Centennials are doing their
shopping that should be considered but also where they are
doing their online shopping. They are using a large range of
website properties (Figure 15). Over a third (34%) prefer to shop

Figure 15: When shopping online, where do you prefer to shop?
Select all that apply.
Website with brand names (e.g.
Amazon, Lazada, Tmall)

74%

Social media / chat apps (e.g.
Facebook, Instagram, Line)

47%

Website with other non-brand retailers
(e.g. Carousell, Taobao, Qoo10, Tokopedia)

40%
37%

Online-only stores (e.g. Zalora, Pomelo)
Direct from the brand’s website
(e.g. Nike.com, Adidas.com)

34%

Online stores that also have physical stores
(e.g. Naiise, Berrybenka, Love Bonito)

27%
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Discount-based websites (e.g. Fave)
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Taking into account various types of payment methods is something online retailers should consider as a way to improve customer
experience. Online payments in Southeast Asia vary. Unlike some regions where the majority of online payments are done almost
exclusively through credit card, consumers in Southeast Asia need a variety of methods tailored to their market. Worldpay has
predicted that while 66% of the market share in Singapore will use credit cards by 2021 alternative payment methods such as bank
transfers and e-wallets will almost double in market share compared to their current status.18
The Centennials who took part in the survey also prefer several different payment methods (Figure 16). The most popular methods for
them were cash on delivery (56%) and credit/debit cards (48%). However, methods such as e-wallet, paying at an ATM or paying at a
convenience store are also important.
Providing choices to Centennials in how they can pay will increase conversion rates by improving convenience.

16.
17.
18.

https://www.digitalcommerce360.com/2016/06/29/shoppers-are-more-likely-browse-mobile-buy-desktop/
https://www.brinknews.com/asia/how-to-maximize-e-commerce-in-southeast-asia/
https://www.worldpay.com/global/about/media-centre/2017-10/asia-pacific-leads-the-charge-with-alternativepayments-at-the

Here Comes the Centennial: Southeast Asia’s New Generation of Shoppers In collaboration with Dentsu Aegis Network

Page 21

All rights reserved. No part of this publication may be reproduced or transmitted in any form or by any means, electronic or mechanical, including photocopy,
recording or any information storage and retrieval system, without prior permission in writing from the publisher. Copyright © Econsultancy.com Ltd 2018

Figure 16: What payment method do you use when shopping online?
Select all that apply.
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Cash on delivery
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46%

Online bank transfer

25%

E-wallet

24%

Pay at an ATM
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View from the experts
“Payments remains a very fragmented landscape indeed.
Ecommerce retailers should think consumer-first and look
dispassionately towards those payment services that can
complement their business, whether they come with a large
customer base, very competitive rates or additional offerings on top.
“With more than 400 million out of Southeast Asia’s 650 million
inhabitants being unbanked, cash remains the dominant way to pay
across the region. The biggest challenge for users and merchants
to adopt cashless is the fact that cash remains ubiquitous, and has
been the habitual way of transacting over the last 200 years. In order
to change the habit of using cash, cashless needs to be cheaper and
create more value for consumers and merchants.”
Gary Wong, Head of GrabPay Singapore

Retailers also need to account for the typical barriers to purchasing. There are several reasons why consumers abandon items in their
online shopping basket.
The most commonly cited reason amongst Centennials in Southeast Asia (Figure 17) was that delivery was not free (46%). They also
rate that they have wanted to check another store first (45%) before purchasing as another a top reason for cart abandonment.
Practices that speed up purchase times, such as “pay now” options rather than directing the shopper to a basket, will therefore
reduce the likelihood that a Centennial will be inclined to shop around right at the point when the product is in the basket.
Providing support to the earlier recommendations in Figure 16, 43% have abandoned purchases because their preferred payment
option was not available.
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Figure 17: What has caused you to give up purchasing an item after
adding it in your basket? Select all that apply.
46%

Delivery was not free

45%

I wanted to check another store first
My preferred payment option was not
available

43%
39%

Delivery to my country was not available
I was just browsing and had no intention
to purchase the item

34%
22%

I got distracted

2%

Other

3%

Not applicable
0%

10%

View from the experts
“Given that Centennials with less spending
power tend to make smaller, but potentially
more frequent purchases, a delivery fee
(that may only be waived above a certain cart
total amount) is especially discouraging to
encourage Centennial’s purchases.
“These are the most important customers
of tomorrow (and potentially even today), so
every online retailer should take a long hard
look at how these delivery fees can be spread
over sensible promotions or absorbed into
the P&L.”
Patrick Deloy, Managing Director, Isobar Commerce
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Retaining customers is a major challenge in an environment where
choice is ample. Retailers are constantly looking for ways to get
customers to their site and purchase again. Given the inevitable high
costs of customer acquisition, repeat customers are important to online
retailers with challenging margins. If a retailer can get a customer to
make a second purchase, they are 53% more likely to make a third. 19
There are four takeaways from our survey for their reasons for
becoming a return customer (Figure 18) – price, quality, delivery and
customer service. Not surprising, having the best prices is the main
reason Centennials return to an online store to make further purchases;
82% of respondents say they agree that they choose an online store
because of price (Figure 19).
The second most common reason for return patronage is the quality
of products. This is followed by good customer service. Delivery is also
a major factor for Centennials. Just like the lack of free delivery being
a reason why they abandon their online shopping carts over 60% of
respondents say that free delivery is a reason why they become a
repeat customer.
Putting all these parts together is not a simple undertaking for retailers
who wish to either move online or improve their current offering.
However, a gradual approach that remains agile can assist them in
adapting to the new and ever-changing behaviours of Centennials.

https://blog.rjmetrics.com/2016/02/26/5-questions-to-get-you-on-the-path-to-10mil-in-annual-revenue/
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Figure 18: What makes you want to return to an online store to purchase products again?
Select all that apply.
73%

Best prices
Quality of products

67%

Free delivery

62%
54%

Good customer service
Reliable delivery

51%

Coupons / discount codes
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Easy returns

27%

Loyalty program

21%

Personalised recommendations

1%

Other

0%

None of the above

0%

10%

20%

30%

40%

50%

60%

70%

80%

Figure 19: To what extent do you agree with the following statements?

I choose my
online store
because of price

37%

There is better
choice online

31%
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7. Appendices

7.1. Respondent profiles
Figure 20: In which year were you born?
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Figure 21: What is your gender?
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Figure 22: In which country do you live?
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8. About Econsultancy
Econsultancy’s mission is to help its customers achieve excellence in digital business, marketing and ecommerce through research,
training and events.
Founded in 1999, Econsultancy has offices in New York, London and Singapore.
Econsultancy is used by over 600,000 professionals every month. Subscribers get access to research, market data, best practice guides,
case studies and elearning – all focused on helping individuals and enterprises get better at digital.
The subscription is supported by digital transformation services including digital capability programs, training courses, skills
assessments and audits. We train and develop thousands of professionals each year as well as running events and networking that
bring the Econsultancy community together around the world.
Subscribe to Econsultancy today to accelerate your journey to digital excellence.
Contact us to find out more:

•
•
•

New York: +1 212 971 0630
London: +44 207 269 1450
Singapore: +65 6653 1911 (apac@econsultancy.com)
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9. About
Dentsu Aegis Network
Dentsu Aegis Network is a global leader in media and digital marketing communications. It is made up of 10 network brands – Carat,
Dentsu, dentsu X, iProspect, Isobar, mcgarrybowen, Merkle, MKTG, Posterscope and Vizeum, and supported by specialist/multi-market
brands. It has operations in 145 countries worldwide with over 40,000 dedicated specialists offering a distinctive and innovative range
of products and services.
Innovating the Way Brands Are Built, Dentsu Aegis Network provides best-in-class expertise and capabilities in media, digital and
creative communications services for its clients. With the digital economy disrupting all businesses, creating opportunities and
demanding innovation, Dentsu Aegis Network competes by investing in both people and products, and builds on its principle of
collaboration by integrating multiple specialisms to create fully integrated solutions that are scaled for global consistency and local
excellence.
Imagine the best of advertising and media: from creative and account management, to digital performance and engagement
consultation to 360 integrated campaigns. That’s what it means to be powered by Dentsu Aegis Network – Asia Pacific’s most
awarded agency network.
www.dentsuaegisnetwork.com/asiapacific

@dentsuaegisapac		
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