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Methodology

This report is based on a sample of 16,000
Malaysian adults stratified to represent the
Malaysian adult population profile. The data
collection was gathered via Vodus Media
Network partners websites and portals consisting
of Media Prima, Astro, Star Media Group and Sin
Chew.

This is an online methodology which uses low

disruption survey method pioneered by Vodus..

The fieldwork is done from 31st March to 4th April

2020.
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How has Malaysian’s work pattern

?
Changed' Job loss due to COVID-19 still remains low at 7%

productivity is affected due to majority _ I am working from home because of Movement
f Mal . di L th Control Order (MCO), 28%
of Malaysians spending less than 4 _ I am a full-time student/housewife/retiree, 23%
hours working over the Internet
—g _ I am still working at my usual work place, 17%
OAN
16% i I sometimes work from home and sometimes at my place of work, 8%
c
More than & hours 8 _ I lost my job because of COVID-19, 7%
' ‘ °/ E E’a I temporarily stopped working during of MCO, 7%
19 (o} T B '
4 to 8 hours 2o I usually work from home and am continuing to do so, 6%
' ‘ o/ I have been unemployed before COVID-19 situation, 4%
4470 L
1to 4 hours )
Unemployment due to COVID-19 - Top 5 states (National average: 7%)
OAN o
217% )
v Less than 1 hour

Unemployment due to COVID-19 (National average: 7%)

: Pahang, 8%
@ @ @ @ Mo

N. Sembilan Sarawak,
(o) (o) o o o !
9% bB&% 11% &% 7% 1% 7%
18-20 21-30 31-40 41-50 Above 50
years old years old years old years old years old Johor, 14%
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How are Malaysians feeling
How do Malaysians feel about the Government's

towards the COVID-1
. 9 response towards the COVID-19 pandemic?
pandemic?
o - Optimistic, 50% @ @ ‘! @ @
2 Very happy Happy Unsure Unhappy Very unhappy
2 41% 45% 9% 3% 3%
= On the fence, 44%
5 | |
% Malaysians are happy
ith the G H : .
é Pessimistic, 7% 86% :gsponze iﬂvﬁar;‘gﬁqg 3 Large proportion of Malfay5|ans
[ this pandemic : - have had to change their plans
. _ _ _ _ E 21% Other travel plans
Malaysians are having a mixed feelings towards the pandemic: . _ _
stressed, anxious, fearful and calm. They are definitely not bored 197% Going on holiday
or frustrated. 12% Social plans
® ® ©
5% Buyingacar
Stressed Anxious Frustrated Bored Fearful Calm | 3% Buyingahouse

11% 18% 2% 9% 25% 36%
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How has Malaysian's
lifestyle changed?

Many Malaysians are using
their extra time at home to
conduct spring cleaning and
spending time on the Internet
and watching TV.

Activities that Malaysians are doing
MORE FREQUENTLY during MCO

Spring cleaning, 37%

Using the internet, 31%

Reading books, 18%

Gardening, 12%

Home improvements, 7%

Subscribe to online
streaming services, 6%

35%

Eating heathy Exercising

Media that Malaysians are
consuming MORE during MCO

48% Consume online news and
F lifestyle content

38% Watch TV
13% Read newspaper

Online movie/drama series
streaming

6% Radio

3% Online music streaming

10%

3% Magazine
3% Podcast

17 7%
Consuming

and vitamins

To stay healthy, they are also doing more on:

o
10%
Meditation
supplements and
stretching
Most USEFUL product at

~ home during MCO

Smartphone, 33%

Computing products, 12%

Gardening products, 10%

DIY products, 11%

Mobile phone plan, 8%

Equipment for my hobby,
8%
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Since MCO started, how has Malaysian's media consumption habit changed?

Majority of TV and Radio audience have watched more TV during MCO than before.

Similar trend is also observed among the audience of new media (online movie/drama series and music streaming
platforms) where 40% have watched more TV during MCO.

Traditional |

 Digital

Among Online movie/ drama
series streaming audience:

64% streamed more
movies/drama series

39% watched more TV

37% read more online news
and lifestyle content

Among Online music streaming
audience:

50% streamed more
movies/drama series

48% read more online
news and lifestyle content

40% watched more TV

Among TV audience:

65% watched more TV

38% read more online
news and lifestyle content

25% read more
newspapers

Among Radio audience:

* 57% watched more TV

* 41% listened to more radio

* 33% streamed more

movies/drama series
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Since MCO started, how has Malaysian's media consumption habit changed?

A large majority of online news/lifestyle portal and podcast audience are spending more time on online
news/ lifestyle portals during MCO to keep up with the latest news. Conversely, newspaper and magazine readers are
choosing to spend more time at home reading newspapers instead.

Among Online news/ lifestyle
portal consumers:

* 75% read more online news * 58% read more online
and lifestyle content news and lifestyle content

Among Podcast audience:

« 32% watched more TV * 43% watched more TV

« 12% streamed more abm  * 43% listened to more radio
movies/drama series

 Digital

T'és Among Newspaper readers: Among Magazine readers:
;_% « 52% read more  38% read more
© newspapers newspapers

== * 46% read more online
== news and lifestyle content

* 27% read more online
news and lifestyle content

v
il
il
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* 39% watched more TV « 27% watched more TV
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How has MCO impacted shopping behaviour?

Majority of Malaysians are still using traditional channels for their shopping.

NON-FOOD ITEMS

Offline and

Offline only
online

Online Only

GROCERIES

Offline and

Offline only online

Online Only

Online non-food

shoppers
|
! \
65% started 35% started
online non-food online non-
shopping food shopping
BEFORE MCO AFTER MCO

Online grocery

shoppers
|
| \

41% started 59% started
online grocery online grocery
shopping shopping
BEFORE MCO AFTER MCO

MEALS

Online food
delivery

Home cook Takeaway

Users of online

food delivery
|
| \
62% started 38% started
using online using online
food delivery food delivery
BEFORE MCO AFTER MCO

However, strong growth trends on online channels. Noticeably for online grocery shopping due to higher incidence of

home cooking.

\
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Want to learn more about us ?

Vodus pioneers the "answer one-
question at a time" survey methodology
that enables 17 million Malaysians to be
surveyed across the online media
network of the largest media
conglomerates in Malaysia (Astro, Media
Prima, Sin Chew, The Star, Kwong Wah)
to obtain market insights that are faster,
more representative, accurate and cost

effective.

For more information please visit:

https://vodus.com

OUR SOLUTIONS

By having vast amount of market data on
Malaysian consumers, we are in prime
position to help businesses grow and

gain market share through our solutions:

Insights Solutions:

1. Instant Insights (Consumer U&A,
market validation)

2. Brand Health Tracker

Insights Driven Advertising Solutions:

1. Construct audience persona of your
target market

2. Ad Creative Impact Test

3. Brand lift survey

PHONE NUMBER
+604 281 4187

EMAIL

contact@vodus.com

OUR OFFICES
Kuala Lumpur

A-10-01, Tower A, Pinnacle PJ, Lorong
Utara C, PJS 52, 46200 Petaling Jaya
Selangor, Malaysia

Penang

Plot 96, IV, Solok Bayan Lepas, 11900
Bayan Lepas
Penang, Malaysia

312-E, Jalan Perak, 11600 George Town,
Penang, Malaysia

INSIGHTS


https://vodus.com/
https://vodus.com/home/research#solutions

