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ramadan 2023



2023

RAMADAN

After a challenging few years, having missed

out on larger gatherings due to Covid norms,

2023 is bound to bring back spirited, passionate 

celebrations as restrictions continue to ease,

and life reverts back to pre-Covid normalcy

in Indonesia.

A RETURN TO
TOGETHERNESS
and SHARING 



Search trends indicate that searches for 

Ramadan-related keywords which historically have

noted an uptick 1-2 months before Ramadan begins,

have already begun to gain traction in January 2023

alone, showcasing that celebrations are on a head 

start this year. 

Ramadan 2023 searches in
Indonesia already outpacing
historical searches during the 
same time in 2022-21. 
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2023 is bound
to bring back
spirited, passionate
celebrations 



outdoor mobility in
indonesia is rising

Outdoor mobility in the region has 

been rising and recovering, which 

strongly suggests that consumers 

are easing back to usual outdoor 

activities and routines.

Retail & recreation

Grocery & Pharamacy

+10%
Parks

WORKPLACE

+29%

+29%

+20%



THE SOUGHT AFTER
SHOPPING WINDOW
WILL ONLY GROW
BIGGER THIS YEAR
Ramadan is one of the biggest shopping

windows of the year in Indonesia.

In 2021 and 2022, despite uncertainties linked to 

the pandemic, consumer spending was between

8-9% higher 
than other times of the year. 

In 2023, we expect this to only grow further 

due to a nationwide return to normalcy and 

boosted shopping fervour which was further 

reinforced by the December 22 Harbolnas

retail sales which broke records by clocking in 

22.7 IDR TN 
up 26% from December 21.*

*Source: Gizmologi.ID: Blog, 2023

https://gizmologi.id/news/transaksi-harbolnas-2022/


From a marketers POV, in this context, with brands fearing 

economic headwinds, but consumers being highly optimistic,

it is important for marketers to maintain their advertising spends. 

It is proven how brands decreasing or eliminating spend during a 

recession, risked losing 15% of their revenue as compared with 

competitors that doubled their spend over the same period. 

Brands that increased media investment enjoyed a 17% growth

in incremental sales.

Economic recovery & spending optimism among consumers 
(Aug 22). Mckinsey. 
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Despite a global recession
looming which could
potentially be a headwind
in 2023,Indonesians remain
resilient as ever, with 80%
of the population remaining
optimistic on spending and
expecting higher incomes
and savings. 



ANTICIPATING SHIFTS
FOR RAMADAN 2023



TRAVEL WILL MAKE
A FULL-flEDGED
TAKE OFF
One of the biggest gainers of this returning outdoor

normalcy will be the travel segment. Travel-related

search interests will reach or exceed pre-pandemic

levels, indicating impending demand.

As audiences will be back 
at doing Mudik, it’s critical 
for marketers to allocate their 
budgets accordingly. Most users 
won’t be in big metro cities 
such as Jakarta, hence it will 
be necessary to distribute media 
investment in non-metro cities
to reach audiences.
Aditya Putra,

Senior Media Planner & Buyer

In data: 

67% of Ramadan shoppers 
are expected to make their travel purchases online. 



BRIDGING
ONLINE-OFflINE
USEr EXPERIENCES
WILL BE KEY

Seamlessly integrating online and offline experiences 

with outdoor activity returning, and users likely to 

flock to retail stores. Establishing a solid omnichannel 

presence, and providing users personalised content 

in their purchase journey will be key for brands to 

maximise conversion opportunities this Ramadan.

*Source: ThinkwithGoogle: Omnichannel-marketing-ramadan-2022

In data: 
I

around 80% of indonesians
say they need a trusted source of information before 

clicking “buy” and 94% want to read as much  relevant 

information as possible before making a purchase.*

https://www.thinkwithgoogle.com/intl/en-apac/consumer-insights/consumer-journey/omnichannel-marketing-ramadan-2022/


DOOH WILL BE
EXTREMELY RELEVANT
AS OUTDOOR MOBILITY
GROWS 

The end of Covid and related regulations will get people 

to travel and commute more often. More travelling and 

commuting will generate a higher opportunity for DOOH 

placements, as well as for content consumed while on 

the move, such as audio, streaming and social media. 

In data: 

The DOOH segment in Indonesia is 

projected to grow by

7.44% 

(2023-2027) resulting in a market

volume of US$128.40m in 2027.*

*Source: Google: Rise_of_Dooh_Indonesia

Digital/Out-of-Home placements 
are an effective channel to reach 
users during Ramadan as people 
are likely to be out and about 
more, especially this year, as 
restrictions have been lifted. 
Marketers should use these 
placements to reach their target 
audience in high-traffic areas.
Joddy Kusumo,

Senior Account Manager

https://www.statista.com/outlook/amo/advertising/out-of-home-advertising/digital-out-of-home-advertising/indonesia


MOBILE USAGE AND
SHORT-FORM VIDEO
CONSUMPTION WILL
EXPAND FURTHER

With normalcy returning, users will spend more time 

outdoors for prayers, at bazaars, shopping, travelling 

and commuting. This, coupled with long-distance travel 

plans to hometowns and provinces are likely to push 

mobile usage, especially mediums like OTT streaming 

and consumption of short videos for entertainment. 

 
In data: 

65% of Ramadan shoppers or 

observers spend more time watching 

videos during Ramadan and Eid. 2 in 3 

have watched online videos on Facebook, 

Instagram, WhatsApp, or Messenger. *

*Source:  Meta: Ramadan_Marketing_2023

https://www.facebook.com/business/ramadan


consumer
trends



MID-HIGH INCOME
GROUPS AND YOUNGER
CONSUMERS WILL BE
THE KEY AUDIENCE 

Key Audiences 

For brands, factoring such optimistic demographic segments who are likely 

to splurge more during the season offers an easy adopter route who would 

be fastest to convert.*

81% 
of high income 
millennials

51% 
of mid-income 
millennials 

74% 
of mid-income 
GenZ
 

In 2022, 

72% 
of new Indonesian internet users came from 

non-metro cities. It is therefore no surprise that this 

audience will become a big part of brand strategies.

*Source: McKinsey, Indonesian consumer sentiment during the coronavirus survey

NON-METRO CONSUMERS
ARE GOING TO BE BIG
oNLINE SHOPPERS

https://www.mckinsey.com/capabilities/growth-marketing-and-sales/our-insights/survey-indonesian-consumer-sentiment-during-the-coronavirus-crisis


creative
communication



Ramadan 2023 is already noting a headstart in consumer

search interest, and celebrations are bound to grow big

this year. Building on this excitement from a creative’s

POV will be equally vital.

PERSONALISED MESSAGING

LEVERAGING UGC 
AND COMMUNITY BASED IDEAS 

91% 
of users like to see content that promotes community 

and togetherness on Facebook and Instagram, 

especially during Ramadan.* 

71% 
of shoppers or observers agree it’s easier to 

complete their Ramadan shopping with personalised 

product recommendations and gifting suggestions.**

**Source: Meta-Ramadan_Marketing_2023

*Source: Meta-Ramadan_Marketing_2023

Indonesians love humour. For this 
reason, I would recommend blending 
your brand’s spiritual Ramadan message 
with humorous storytelling. This will 
make your brand more likeable and 
easy-to-remember for users.
Aditya Putra,

Senior Media Planner & Buyer

https://www.facebook.com/business/ramadan
https://www.facebook.com/business/ramadan


PARTNERING WITH
TRUSTWORTHY CREATORS
TO GENERATE AUTHENTIC
CONTENT 
Avoiding gimmicky content,  the kind that doesn't 
seem like a brand plug-in, will be key as users are 

seeking genuine originality from creators.*

*Source: Meta-Ramadan_Marketing_2023)

59% of shoppers or observers are 
more likely to trust a brand that 
partners with a trustworthy 
creator during Ramadan and Eid. 
storytelling and induce empathy 
in their communication.  

https://www.facebook.com/business/ramadan


PROMOTING
OPTIMISM, CHARITY
AND TOGETHERNESS

*Source: Meta - Foresight Interactive Report_Ramadan_2022

Ramadan is a great 
opportunity for brands
to practise meaningful 
storytelling and induce 
empathy in their 
communication.  

58% of observers said
they felt “more connected
to a brand” after seeing
Ramadan or Eid content
on FB and IG

From giving back to the community to building on 

optimism for better times, or to simply embrace 

mindfulness in one’s daily life, occasions are plenty 

for brands to connect and form an emotional bond 

with the consumer.*

https://www.facebook.com/business/insights/interactive-reports/ramadan


Up to 2-3 weeks 

before Ramadan

The 4-week 

Ramadan month
The week of Eid

SHOPPING

travel planning

gaming

prayer apps

gifting

Social media

entertainment & music

HOW TO SHAPE
YOUR STRATEGY
PRE, DURING &
POST RAMADAN



A TIME OF EXCITEMENT
and BUZZ

pre-ramadan
2-3 weeks prior to the holy month, anticipation 

and elation begins to build up. Households are 

moving to prepare for the month by shopping 

for items ranging from decorations, to clothing, 

and even beauty.

Content begins to pace too with households 

searching for traditional recipes to prepare, 

while the younger generations are exploring 

festive ideas and inspiration for the month 

ahead on social media.

Spirituality at this
point is beginning
to deepen.



A TIME OF CELEBRATION,
SPIRITUALITY & SHARING

ramadan

Spirituality peaks as the holy month begins. Excitement and buzz is 

at its highest. Hence content consumption and trends begin to shift 

based on the daily schedule of Indonesians, as they adapt to the 

timings of Sehri and Iftar.

In the early hours of morning, families have Sehri 

together and spend time on music, books, and news 

as they prepare for the prayer call. Through noon 

and later afternoon, consumption of several modes 

of entertainment such as gaming, streaming, music, 

shopping, social media rises as users prepare for 

the evening prayer, followed by Iftar. 

social media usage
goes even higher as
users create and share
Iftar-worthy content
and messages with their
friends & families.



A TIME OF JOY
AND FERVOUR

eid

The final phase culminates with a spiritual renewal, 

along with a sense of togetherness and bonding with 

family and loved ones. At the centre of Eid-al-Fitr is 

sharing, gifting, and some much sought after travel 

as “Mudik” takes shape with Indonesians visiting 

their hometowns, while others plan for an extended 

vacation at different destinations to bond with 

families, and bid farewell to the holy month together. 

In order to have a stronger recall
on online media channels during 
Ramadan, it is key for brands to build
a solid presence before the start of 
Ramadan. To do that, I would combine
the power of impactful show-stopping 
ad productions with UGC and KOL content 
to boost organic traffic. At the same 
time, I would recommend leveraging on 
programmatic to reach audiences on 
gaming and entertainment channels.
Abhyani Prastika,

Media Planner



TOP CHANNELS
TO USE THIS RAMADAN

gaming

Social media

entertainment 

lifestyle 

Shopping 

music 

Travel 
& Navigation 

News 
& magazines  

books 
& references 
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top 10 app categoties by % change
in active users during ramadan 2022-2021

2022 % change in Ramadan 2023 % change in Ramadan

17%
7%

13%
5%

11%

10%
13%

7%
2%

3%
5%

7%

2%

2%
2%

0%

2%

 

The top app categories with highest average growth in 

active users in 2021 and 2022 included: gaming (12%), 

books & reference apps (9%), social & entertainment 

(8%), lifestyle/news (5%), shopping (4%) and music (3%).

This is largely a pool of high-indulgent categories that 

consumers engage with to relax and compliment their 

daily dose of fun, laughter and surprise. Let’s deep dive 

into some of the top categories and decode the dynamics 

of utilising these for Ramadan 2023 campaigns:



gaming
Gaming is the biggest media category used during Ramadan
in Indonesia. As more people seek online entertainment during
fasting hours, 46% of internet users spend more time playing
games compared to other periods of the year. The most popular
gaming apps used during Ramadan 2022 and 2021 were Mobile Legends,
Roblox, Pubg, Ludo King and Subway Surfers.

Key Ramadan Phase: 

Usage begins to grow during the holy month itself, 

peaking in usage around the mid-point of week 2 & 3.

Key Daily Time: 

Mid-day, post-Sehri and pre-Iftar as users look to navigate 

their noon time as they await the prayers at dusk.

Pre-Ramadan Ramadan Eid

5am - 9am 10am - 6pm Post 6pm

Mobile legends

Ludo king

ROBLOX

Subway Surfers

TOP GROWING GAMING APPS 
DURING RAMADAN 2022 & 2021

Active users +10%
Time spent +8%

Active users +2%
Time spent +18%

Active users +8%
Time spent +15%

Active users +10%
Time spent +8%



books & reference apps
Reading apps and literature platforms have historically seen an upward
trend as voracious readers destress and pass their time using these.
The most popular apps used during Ramadan 2022 and 2021 were
Webtoon and Wattpad, both of which noted a sharp surge in active users
and number of hours spent.

Key Ramadan Phase: 

Usage begins to use during the Ramadan itself 

as users turn to variety across formats

Key Daily Time: 

Mid-day, post-Sehri and pre-Iftar to navigate 

their noon time. 

Pre-Ramadan Ramadan Eid

5am - 9am 10am - 6pm Post 6pm

Wattpad

webtoon

TOP GROWING books & 
reference apps during 
RAMADAN 2022 & 2021

Time spent +20% 

Time spent +12% 



social & entertainment
Staying connected with friends and family during Ramadan takes an added
upturn as users imbibe a communal feeling. At the same time, streaming
platforms help users navigate through their routine with a dose of laughter
and joy from their favourite content, as they await Iftar at dusk.

The most popular social apps used during Ramadan 2021-22 were largely
the dominant set i.e., FBIG and TikTok. However, Snack and Helo have noted
historical upticks during this time. On streaming, besides the top channels i.e,
YouTube, Netflix and Amazon Prime, Vidio, is another regional platform noting
high usage. 

With top channels like Netflix, Disney Hostar and 
Amazon Prime not offering ad-products as of now, CTV 
advertising thus becomes a unique pathway to reach 
the engaged OTT user during Ramdan.

Indonesians lead OTT consumption in Southeast Asia, 
with a 40% YoY growth (2022 vs 2021). 1 in 3 
Indonesians are streaming OTT content consuming 3.5 
bn hours every month and almost half of them (42%) 
are willing to watch four or more ads for each hour of 
free content.

In the region, ad-supported viewership is rising with 
50mn+ viewers relying on ad-supported OTT content. 
Most notably, brand recall of OTT ads is visibly 
improving too with 35% (2022) of OTT viewers recalling 
the brand that was advertised, compared to 23% in 
2021.*

*Source: Trade Desk

https://www.thetradedesk.com/us/news/press-room/indonesia-ott-consumption-highest-in-southeast-asia-as-growth-hits-40-percent


top growing social
& entertainment apps
during ramadan 2022
and 2021

TIKTOK

FACEBOOK

INSTAGRAM

SNACK

HELO

YOUTUBE

VIDIO

NETflIX

HOTSTAR

AMZ PRIME

Active user Time spent 

+16% +31%

+3% +10%

+2% +8%

+18% +36%

+79% +90%

+2% +14%

+24% +25%

+2% +12%

+17% +14%

+7% +47%



Social Entertainment
The Key Ramadan Phase: 

Pre-ramadan specifically 2 weeks 

prior the holy month as users are 

connecting and generating buzz

The Key Daily Time: 

Used round the clock.

Pre-Ramadan Ramadan Eid

The Key Ramadan Phase: 

Peak in usage primarily during the 

Ramadan month

The Key Daily Time: 

primarily used during mid-day to pass 

the time with video content.

Pre-Ramadan Ramadan Eid

5am - 9am 10am - 6pm Post 6pm5am - 9am 10am - 6pm Post 6pm

During Ramadan, we normally
see an upsurge in consumption of 
video. As users spend more time 
consuming video content, we 
recommend brands to leverage
on platforms such as YouTube, 
TikTok and Snack Video. Moreover, 
with the Indonesian government 
switching off the Analog TV Signal 
and moving it digitally, brands 
shouldn’t miss out on leveraging 
OTT and Connected TV placements.
Felicia Mofa,

Media Planner



The Key Ramadan Phase: 

Rise in usage through the Ramadan month.

The Key Daily Time: 

Peak time hits around mid-day and in the evening post 

iftar too as users meet & greet and celebrate the 

evening iftar together.

Pre-Ramadan Ramadan Eid

5am - 9am 10am - 6pm Post 6pm

audio streaming
Music and audio is an equally engaging entertainment stop among
users as they seek to destress and pass their day listening to their
favourite tunes. Spotify and regional platforms such as JOOX, 
oice and Resso are widely utilised.

There are countless avenues to 
advertise a brand during Ramadan. 
n 2023, I foresee there might be a lot 
of potential for audio streaming 
platforms in particular, to capture 
users while they are commuting for 
instance. Between the several audio ad 
placements to consider, Noice recently 
launched their monetization feature, 
particularly effective as it reaches 
users with local Indonesian content.
Joddy Kusumo,

Associate Director of Growth



TOP GROWING DIGITAL
AUDIO APPS DURING
RAMADAN 2022 & 2021

spOtify

JOOX

RESSO

NOICE

Time spent 

+2%

+43%

+17%

+36%



Get in touch if you’d
like us to help you
plan your media strategy.

This Ramadan will bring lots of marketing 

opportunities for Indonesian brands. 

With plenty of channels and placements to 

leverage on, an optimist Indonesian market, 

and a return to normalcy after a few disruptive 

years, marketers should not miss out on the 

opportunity to reach their audience online.

iS YOUR
MEDIA STRATEGY
READY FOR THIS
RAMADAN?


