
A data-driven look 
at changing 
consumer behaviour
for marketers

RAMADAN DURING COVID-19



One in four people in the world are Muslim, 
representing a population of 1.8 billion. As most of 
Southeast Asia goes into social isolation, people are 
starting to fear its effects on Ramadan and the 
festive period that follows.

Neuroscientists are predicting that this could lead to 
a “loneliness epidemic” which can be as detrimental 
to health as smoking 15 cigarettes a day. 

This will be heightened for Muslims during Ramadan. 
The season centres around group gatherings, 
tarawih prayers at mosques, and breaking fast 
together as a family.

While it might seem simple for some to say that 
these practices should be done away with in 
situations of emergency, it isn’t quite that easy to 
overlook practices that are considered compulsory 
and represent an integral part of the faith. 

In short, with scientists warning that 
we may have to undergo social 
distancing for at least 6 months or 
more, this year’s Ramadan will look 
very different. We have to be 
prepared for a stay at home 
Ramadan.

Our data experts dived into our XACT data of over 
375 million datasets to uncover that: 

1. Offline activities will continue to fall but this 
doesn’t mean your consumers have disappeared.

2. Many will seek out online substitutes instead, 
creating a new stay at home version of Ramadan.

3. Brands need to make 3 key data-driven changes 
to their marketing strategies in order to survive.

https://www.pewresearch.org/fact-tank/2017/08/09/muslims-and-islam-key-findings-in-the-u-s-and-around-the-world/
https://www.vox.com/2020/3/12/21173938/coronavirus-covid-19-social-distancing-elderly-epidemic-isolation-quarantine
https://english.alarabiya.net/en/variety/2020/03/24/Coronavirus-Muslims-hope-pandemic-will-end-before-the-start-of-Ramadan-
https://www.abc.net.au/religion/islam-drawing-near-to-god-amid-the-coronavirus-pandemic/12077014
https://www.vox.com/science-and-health/2020/3/17/21181694/coronavirus-covid-19-lockdowns-end-how-long-months-years


All offline activity will 
continue to fall1



What we have seen so far
Travel out of Singapore dipped 
once the DORSCON level was 
changed to Orange. 

In Malaysia, travel dipped as several 
companies started to implement 
work from home and travel bans 
especially after patient 26 (a 
public figure) tested positive.

Travel dipped in mid-February after 
heat scanners were installed in 
airports and again once the 
government banned foreigners from 
travelling into the country

What this means for Ramadan 
this year
This means that there will be many 
who will not be able to return to 
their hometowns. Those who decide 
to stay put during the Ramadan 
period would likely need services 
like money transfer and conference 
call systems.

New Year and Chinese New Year
SINGAPORE 

DORSCON 

Orange

INDONESIA
Foreigners 

banned

MALAYSIA
Work from home 

starts

Less travel out of country will create displaced 
individuals. 

*Data source: XACT



What we have seen so far
Travel interstate has also 
decreased, triggered by events 
such as lockdown measures or a 
rise in reported cases.

However there are also large 
groups in Malaysia and Indonesia
that have returned to their 
hometowns. 

For example in Indonesia, those 
with lower affluence (stall 
operators and farmers) are seen 
returning to Jawa Barat and 
Jawa Tengah as travel to the city 
center is steadily declining. 

What this means for Ramadan 
this year
This creates two potential target 
markets for essentials, like 
groceries for those who need to 
purchase for smaller households 
and bulk buy within their 
hometowns.

INDONESIA
First case 
reported

INDONESIA
First death 
reported

Many will have to stay put, either in the cities or in 
their hometowns.

INDONESIA
Emergency 

declared

INDONESIA
Government 

urges 
movement 

control

*Data source: XACT

INDONESIA INTERSTATE TRAVEL

https://www.nst.com.my/news/nation/2020/03/575684/malaysians-scramble-balik-kampung-ahead-rmo
https://www.aljazeera.com/news/2020/04/thousands-indonesians-journey-home-virus-warnings-200404085607164.html


Most Southeast Asians believe that they avoid crowded areas to protect themselves, however our data shows that mall footfall 
didn’t decrease. As the number of reported cases grew there was little to no impact to traffic to shopping malls in Malaysia,
Singapore, and Indonesia. In fact there were spikes of panic buying especially in hypermarkets shortly after statements were made 
from governments in each country. Traffic to shopping malls decreased only after social isolation measures were enforced by the 
government. 

Consumers are quick to grow complacent towards the pandemic and eager to get back shopping as usual. This could be a space 
that e-commerce and other digital shopping experiences could fulfil.

New Year and Chinese New Year
SINGAPORE 

DORSCON 

Orange

Shopping habits have changed but not in the way we think

INDONESIA
First case 

reported

SINGAPORE
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SINGAPORE
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*Data source: XACT

People think that they avoid going out to shop, but data shows physical traffic to shopping malls and hypermarkets continues to 
increase, despite the rise in cases

https://www.emarketer.com/chart/234551/internet-users-select-countries-who-have-avoided-crowded-public-places-protect-themselves-coronavirus-by-country-march-2020-of-respondents-each-group


As cases started to increase, more people started to avoid dining out in efforts to practice social distancing. However, in countries 
like Malaysia and Singapore, people are seen to grow complacent despite the number of rising cases in early March. 

Traffic only dipped once governments started implementing social isolation measures. We also see a corresponding increase of 
interest in cooking as dining out decreases. This is similar to the trends seen last year, however on an extremely accelerated basis. 

We expect to see people’s enthusiasm for cooking to plateau eventually as more will start seeking out more convenient alternatives. 
The situation will become increasingly difficult for Muslims during Ramadan as they will not be able to break fast with family and as 
governments move to ban Ramadan bazaars. This could create an increased demand for ready-to-cook meals and food delivery 
services.

Our relationship with food will change from dining out to cooking in

SINGAPORE 
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*Data source: XACT

Although people have stopped dining out, our enthusiasm for cooking is also decreasing as fatigue sets in, despite an initial peak. 

https://ada-asia.com/trends-report-ramadan-2020-data-trends-marketers/


In our previous report on 
Ramadan 2019, there was a 
significant increase in traffic to 
mosques and prayer rooms in 
Malaysia, Indonesia, and 
Bangladesh. However with social 
distancing measures in place, 
many countries have moved to 
ban religious and mass 
gatherings. 

The Indonesian Ulema Council has 
placed a fatwa in favour of social 
distancing. Singapore and 
Malaysian governments have 
ordered a suspension on all large 
gatherings, including religious 
gatherings. 

This means more will seek 
alternative resources such as 
religious apps.

MALAYSIA 
Cases rise after a 

religious gathering

The way we pray has changed drastically

SINGAPORE
Mosques close for 

disinfection

INDONESIA
Friday prayers 

put on hold

*Data source: XACT

https://ada-asia.com/trends-report-ramadan-2020-data-trends-marketers/
https://www.thejakartapost.com/news/2020/03/17/mui-issues-fatwa-implementing-social-distancing-for-islamic-worship.html
https://www.todayonline.com/singapore/govt-orders-immediate-suspension-all-mass-events-among-stricter-safe-distancing-measures
https://www.nst.com.my/news/nation/2020/03/574433/govt-decides-cancellation-postponement-all-mass-gatherings


People will seek out 
online substitutes 
instead
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As places of worship close to promote social isolation, there is also a correlating increase in the use of religious apps. The use of 
religious apps tend to spike a week prior to Ramadan. 

This year, there is an acceleration as people have started using these apps a whole month before Ramadan. As people tend to turn to 
religion during times of crisis, search trends for religious resources online also increased. This demonstrates the incredible resilience of 
Muslims, as they continue to learn, pray, and draw closer to Allah despite the circumstances. This could be a gap for brands to fill by 
offering learning resources, religious edutainment, and even web conferencing.

As places of worship close, people seek resources 
online instead

SINGAPORE
Mosques close 

for disinfection

INDONESIA
First case 

reported

MALAYSIA 
Cases rise after a 

religious gathering

WHO declares 

COVID-19 a 
pandemic

*Data source: XACT

https://www.nytimes.com/2020/03/22/world/middleeast/coronavirus-religion.html


People are now more interested in health and fitness as concerns 
over the virus creates a sense of heightened anxiety. As more 
start to work from home, interest in productivity apps has 
increased as time spent on most leisure apps has dropped.

Within leisure apps, the time spent on news apps is significantly 
higher than that of gaming and entertainment. Now reality beats 
entertainment. 

In short, this festive season, celebrating will be the last thing on 
their minds.

Consumers’ digital behaviour has shifted, setting 
a less celebratory mood for the festive period

Work from home starts

Political 

Turmoil

Cases RiseNew Year and Chinese New Year

Work From Home

DORSCON 

Orange

Lockdown for 

Selected Groups 

TIME SPENT ON APPS

*Data source: XACT



As production houses shut down
across the region, entertainment 
for the season will change from 
robust to nearly non-existent. 

This means no more Ramadan 
specific programming and special 
Eid dramas or episodes. 

As we’ve seen with the app usage, 
reality now becomes the new form 
of entertainment and likewise the 
influencers for the season have also 
changed accordingly. 

Last Ramadan there was naturally 
more interest in celebrities. This 
year, the biggest influencers, on the 
subject of Ramadan, are ministers 
and government officials. 

As entertainment changes, 
the people who influence 
the consumers’ minds 
changes as well

INDONESIA – RAMADAN 2019 VS 2020

MALAYSIA – RAMADAN 2019 VS 2020

SINGAPORE – RAMADAN 2019 VS 2020

*Data source: ADA Social Media Analytics; keywords “Ramadan” or “Ramdahan” and does not reflect on influencers on the country overall or on the subject of COVID-19 or Coronavirus.

https://www.msn.com/en-xl/middleeast/top-stories/cut-coronavirus-pegs-back-ramadan-soaps/ar-BB126tOS%3Fli=BB10Jn1k


Data-driven 
marketing strategies 
to capture the “stay-
at-home” consumer
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1. Change your perspective with a new 
consumer lens
Consumers haven’t disappeared, they have just 
changed the way they work, socialise, shop, eat, and 
practice religion. We took a deep dive into our data to 
convert specific personas that emerged during this 
time of crisis. These personas had several distinct 
behaviours and needs that brands could fulfil.

• The Bored Homebody started killing time with 
entertainment and gaming while staying at home.

• The Adaptive Shopper has switched to new ways to 
procure what they need. 

• The Sad and Confused shows an overall decrease in 
activity particularly in entertainment apps. 

• The Social Citizen seeks information from social and 
news sources and then reshare what they hear 
within their social circles.

• The Brave One represent front liners and essential 
industry workers that need to carry on as usual for 
society to function.

These crisis personas were identified to help brands 
draw creative insights into the changing consumer 
behaviour that can help shape your marketing strategy 
in this very different world.

THE RESILENT ONE

https://ada-asia.com/covid-19-crisis-personas/


Start with your own data to identify gaps that you can fill and consumer 
groups that you may not have been able to reach before. This Ramadan, it 
could be gaps in experiences as people search to recreate social gatherings, 
the yearning for certain cuisine, the desire to give back, or even the want to 
purchase gifts for loved ones. Different personas are looking to fill different 
gaps.

The Bored Homebody, for example, would benefit from recreating recipes 
from KFC’s Kepci Kitchen or purchase online classes from Tokopedia while 
Grab and Geylang’s digital bazaar Ramadan can help her get out of the 
house, virtually. 

The Adaptive Shopper can benefit from Lazada delivering Cameron 
Highland’s fresh produce to her and help small local sellers with Tokopedia’s
Orbolan Seller, digital event. 

The Sad & Confused may potentially be stranded and living alone. Here’s 
where brands like Anomali’s Masakan Rumah and Irvin’s salted egg rice bowls 
can help. Meanwhile, TimeOut (which rebranded to TimeIn) can provide 
suggestions on how this persona can keep entertained with lighthearted 
suggestions on what to do during this time of social isolation.

Brand pivots like these not only help fill a gap but also help brands stay 
relevant in a stay at home economy. KFC is now able to speak to home 
cooks, Irvin’s is able to move beyond the snack category while Lazada and 
Tokopedia are able to expand into selling completely new product 
categories like fresh produce and e-learning.

2. Use insights to identify gaps

https://www.facebook.com/KFCMalaysia/photos/pcb.10157325191584247/10157325178159247/%3Ftype=3&__tn__=HH-R&eid=ARBrELU1_WqWrQ5FJyJ_vmqgzepFg9C_70ejZYuOA04ZXVUTtmKabBBX_021OhJQx-6Weg5Bdrsp4vj7&__xts__%255B0%255D=68.ARAhus1SURdL4Mp-SB5rc1xkHqPgLbi7MXUaQcz4vi3iZtYH5r2EAMcnAox35cp_gt1RewZnYwBGoxKZRV1Xk99rIh-mq7FihOlbJd3KK9G6JjoLYW64q2vMckM2gIypLzO5T5yWjBtkCGowIqEWn3N5m_pCelxeqhcMv4D1NfuVFsO59Pc0DErqAdruc49FDEGSZS5RUo7-1tiS2XoOBFs4R-A7cCTCrPpyk1kEY63GQApP5tdh9n5DVptxT-XKjZHew2w7dFwKXyWSkC2KB-6rg-CRP4Q8QiDmIqdczHXQOFjMTzDis79jbjGkZH8sONvysFQvK6uLqtgenw
https://l.facebook.com/l.php%3Fu=https%253A%252F%252Ftokopedia.link%252Fptetapsemangat%253Ffbclid%253DIwAR0wsFfO3I-7T9R4JW8au4B0EsKi3DVpJ7j_itoTkqDfJ6hWLuadH-x8bXE&h=AT3oNh2FmpCSC0n5mX61DEHZV7_GNyIXLbMrGjZwDaO9hMTegZrKh6_FTM2vfPD5jifzI7E6mY8EUeY99thYlVPzbvqj5142Q8Ur2LIpznzMaAxtdaAx5Ao11QV1vwdz8sMmJoxCfOkRCjhrgSz21Cpr5eTSZjWxudfNci93m75ZTqxz2GIB3MOO0wYMND94V8LrNhCM9Oo5M72-ltERhRsNjhjvbCegbmK22H2jqaa5MiejZnFvXLzzmsaNIaLbrpnItl9o0U7HW3HgntNSLlgdNboLNeNELdukWtJxDiUeIqt4dUnSWW-vklHtHXdUhsOhucF6IlMq_Me6XGrz_pdV6qM63AfHCh7b3C0lp1WccbRk_ZNjGQ16wMBV2BISPDdBSXYdcsP7wlmfLoUjvO-a98Wdrf8r9-voXcsNz03mzo11Tb83ev90ZYgh_80ZfXoaJGDDZ_FBO0WHJz-po_3tcUZ1BDlnvnrU3e5FiyXYwPWM3wKBv88D9f65mrpquXXx8LtzlOvCSKlfC25hPuWZBsA-uzk7bAt5AQfNmVM1EaHkqyKKXm33zZ9toLWzER0od-KgW2TlOjraOBtQmJbZszk-mw02hIHNeS9VKKj_Q4C1CQDdug
https://www.facebook.com/GrabFoodMY/photos/a.965696950275731/1496422537203167/%3Ftype=3&eid=ARCxJYoo9TnjTVOCQlpdt-g0wKMnEllGI6ybclphetdFGdeDfkh6tTvlCbei9EWDDC89M47sncDT1Rlp&__xts__%255B0%255D=68.ARCJVoQtASNG9EeQoxpKW4vfdleYmZr7QcRrAzk57v0j-c0yBSNvblTIHiu6eeMhLBzJAF9H1aAFoGCeKsKAKke1AofiThJ_UN5eo54GC0JGJzZMEmrxC9HQdyuJEEtqzK8T20PnKgLUB7J2JEfI_zwQfDcwGOSBsRkLRZobLWnXJIS-cWJOGWuE6tKU4Yrrubed_ovjfKFExuUsR7M4XNXq-Qb4ZIu2JK_DOep0rThj0EFH-PpPa-IS3_lAGp1iMg8x_SYWTKC_LbcDC5RAjiGlSYVSDc5n3i8JvrRIwc5BJ8wUfYP_x_9Jh5RSR0xiUAFZ97eeSUyf-LtfwFsn-79FiQ&__tn__=EEHH-R
https://www.facebook.com/LazadaMalaysia/photos/a.301583096576216/3028426853891813/%3Ftype=3&eid=ARC284D2xN87vR_8U7s1WbqLtaNpjDIFVDy_U0NikRJLegGwRNSQtfgQEbSXxoT-vPjy1heXiYrs3ywb&__xts__%255B0%255D=68.ARCiEq8h93oi0dXN_wSn2eVZ24vgbPBMx_-VnO65CGnnGa74jvlER8lI3IXLIFnEe56FZLP2-eIrhcXq4p9NtVrPuRksbYMlE-rc7dE7ShZGRXtz_nWVNp5dTyFxUjs8-QA2NVoRZQqMvRpBGBf7CIRLNPY-hkT60h8EBxz5raeJeZpaLgDgWtlFv-AN9KZju_QO41JejHx1EMiw92MkmQPKELqOZPzo500MAiV76GrH9M69RUjmKP9FsmVAeUFE_rRM4VvHVhVQxzVs2IkEnc1hBwAsmPf0MWoiIcN11uftlLbrpbNQr_91OuMTMMIx2sSFE1zO-5YnVaXGR1NjuXgSpg&__tn__=EEHH-R
https://www.facebook.com/events/155342449126919/%3Facontext=%257B%2522ref%2522%253A%25223%2522%252C%2522ref_newsfeed_story_type%2522%253A%2522regular%2522%252C%2522action_history%2522%253A%2522null%2522%257D&__xts__%255B0%255D=68.ARDo5Pg7nDVzro4celIZPvpcHbw0kGGywW54W3zjCm0ydq7LH8lbju4_OAY4jkUH0k0e97u7MvRQ9eVgxcbq0AniFuyGSQj5v8njHVxUcdyZEM0Z0OyjVAFtgAjokv7n0A4NTVf5Umt4FjjwJUxyYRDjr_o-jDc_0RIg9VijnKKXW3np2LrQmcLqYXSDq2BO-O4ennaha58ruyfDJN4Q0PftsPliI6il-OH5oCuocp6TT_MQEoNreBsE_vu7KLE2NCfezkfiPwGPJXzWpQ&__tn__=HH-R
https://www.facebook.com/anomalicoffee/photos/pcb.2261578593945889/2261578450612570/%3Ftype=3&__tn__=HH-R&eid=ARA_-CJQna4qzo0HW78n6AjEFjuIG3zS1LhEvebuHMwwuDEyinCl3lFwF0UcJqzfR0jYJgUu84x9CIdB&__xts__%255B0%255D=68.ARB7eeoGYpZ1BMMJrxykd8F4DYbC1qsMWV8xmKKt8BHmqwsEpE-NEbtW1ZevvNCpHHskWcuFnnxvo-9-uj97cEUr9xeKwwyQKFSG1GAHa5aZidzRugFN3eN-C4paBn1NBzeVrrF7CUBItHihp8QPiqNmT6guxIMABBWyJ2kcLa-TXmpzKiAVu9F0BDqr4R0ASAxwozrn9BW_vVdftTh8NvNwBOApM5A1sf62mNWGw4YB6t7BjdRXcd1-XsDKq7ymukVGIQidM4mV4U2k_TVhqDUL-6e9aIvafD8xgF5YQtiHWyVK2AqIq33Yh8iL-b90h-eznL3zjj_7hUKkJDhhRzxrKw
https://deliveroo.com.sg/menu/singapore/orchard/cocoba
https://www.timeout.com/singapore/news/geylang-serai-ramadan-bazaar-goes-digital-this-year-040220


3. Overcommunicate – don’t leave your 
consumers in the dark

People are not only seeking worldwide information about COVID-
19 but there is also a need for updates specific to their own 
context. 

The Social Citizen would be on the lookout for content like the 
online sessions from Singapore mosques with specific 
commentaries on COVID-19; Quran recital sessions on Facebook 
with Zayan radio station; and specific stay at home animation with 
Indonesia’s Nussa.

57% of Southeast Asians are now experiencing high to extremely 
high levels of fear. This is forcing brands to pivot from the usual 
celebratory messaging of the festive season. As social distancing 
becomes the new norm, brands need to change the way they 
celebrate the togetherness aspect of Ramadan. Instead, brands 
should lean into their brand ideals and win the hearts of 
consumers.

The Brave Ones would benefit from fashion designers creating 
garments for healthcare workers in Indonesia or the Biji-Biji 
Initiative creating PVC face shields in Malaysia or Singapore’s 
72andSunny discount badges for healthcare workers. However, 
efforts like these also have a spillover effect with The Social 
Citizen as well. 

https://www.facebook.com/zayan.my/photos/a.484299981932583/1103672796661962/%3Ftype=3
https://www.youtube.com/watch%3Fv=T4Um265jv64
https://www.britcham.or.id/assets/files/NIELSEN%2520-%2520RACE%2520AGAINST%2520THE%2520VIRUS%2520-%2520Mar%252030%2520release.pdf
https://www.cnnindonesia.com/gaya-hidup/20200401193500-277-489336/desainer-hian-tjen-buat-apd-untuk-tenaga-medis-covid-19
https://my.asiatatler.com/society/biji-biji-initiative-mereka-produced-protective-face-shields-for-covid-19-frontliners
https://www.thedrum.com/news/2020/02/20/inspirational-badges-created-frontline-health-workers-fighting-covid-19


ADA’s powerful Data 
Management Platform 
(DMP), XACT, steps in 
with anonymous 
mobile-first data that 
is captured from 375 
million unique 
devices and 400,000 
unique apps. 

Learn more about 
the ADA Data 
Story and how our 
data scientists and 
engineers can help 
accelerate your 
business growth.

Ramadan 2020, represents a time of unprecedented challenge for consumers 
and businesses alike. But it also has shown us that consumers are adaptive and 
with the right data-driven strategies, brands can still be part of this new world’s 
narrative.

https://ada-asia.com/data-science/


The COVID-19 pandemic has forced lifestyle changes on all of us. 
Although Southeast Asians are confining themselves at home, our data 
shows that this hasn’t restrained most from their daily activities. 
Physical habits are now simply becoming digital habits.

Hypertargeting with our Ground Breaking Crisis Personas

Formulated by data experts 
using XACT, our proprietary data 
management platform with over 
375 million datasets, these personas 
represent insights drawn from 
actual digital footprint and not just 
creative hunches.

Southeast Asians have adapted their digital footprint to 
cope with their present and foreseeable future challenges. 
Simply put, your consumers haven’t disappeared, they’ve 
merely adopted a different persona, each with different 
needs.

Request A Demo

https://ada-asia.com/demo-call-crisis-personas/
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