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As digital natives, this young generation is 
comfortable with technology and computers at 
an early age and consider technology to be an 
integral and indispensable part of their lives. 
This new generation is wired to communicate 
and learn via digital, social networking services, 
and texting.

Gen Zers are entering the workforce with an 
incredible knowledge of technology, for not only 
are they experts in social media, but they also 
are comfortable with high-level applications 
that are crucial at any workplace. Brands are 
starting to look at ways to engage with this tech 
savvy, riskaverse, competitive and impassioned 
generation. With brand loyalty not as strong as it 
used to be, brands need to build authentic and 
transparent connections, find ways to level up 
their digital presence and tailor content to be 
relevant to this young Indonesian audience.

Born in an era of the ubiquitous influence of the 
internet, one unique trait that sets Gen Z apart 
from previous generations is their digital fluency.

Through this whitepaper, H+K has outlined 
opportunities that will enable brands to connect 
with Indonesia’s youth through creating relevant 
content at the right time, and on the right 
channels.

In this rapidly changing environment brought 
about by the COVID-19 pandemic, here are some 
of our findings about this new generation. Their 
present feeling of vulnerability, their expertise 
as the first digitally native generation, their 
fascination with new technology, and their need 
to express their individualism through digital 
platforms and create – and share – content that 
reflects their purpose, values and passions. These 
findings present several opportunities for brands 
to connect with Gen Zers by creating compelling 
story telling content on platforms where this 
young generation spends most of their time 
beyond events and face-to-face interaction.

In early 2021, H+K connected with over 500 young 
Indonesian correspondents (16-24) across Indonesia 
to understand who they are, what they want, and 
how they want it. In this report, we look at the 
factors that have gone into shaping Indonesia’s 
young population, their behaviors and attitudes, and 
their preferred platforms for interacting with the 
world; and what this means for brands seeking to 
entice and engage with this new generation. Special 
thanks to Telkomsel, who provided H+K with access 
to their by.U consumer behaviour data, which helped 
in gathering more insights on young Indonesians’ 
online habits, expectations towards brands, and the 
different connections they are looking for.   

We hope this first edition will be a roadmap for 
brands keen on entering this new playground in 
Indonesia, with new rules of engagement and
where we see how storytelling can still be the 
main tool in reaching out to them.
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The Young
& Liberated

There are fundamental differences within 
the characteristics of  Indonesian Gen 
Z, but the common circumstances of 
their upbringing define the demographic 
as a whole. They are a generation 
characterized by technology, cultural 
aggregation, fluidity and contradiction. 
They are a divided generation, yet they 
are connected at the same time by these 
commonalities.

Subculture 
Redefined

No longer affected by the old paradigm, 
the impact of subcultures has 
created more definition for this young 
generation. The ability to sustain its 
growing community results from deep 
conversations and newfound common 
interests beyond mainstream social 
media and the production of creative 
content that helps form genuine 
connections.

Retrofitting the 
Virtue of Proximity

Conversations may seem to be 
broader and creates opportunities 
for a better connection. But unless 
it’s in their territory, the chances of 
establishing a bond are slim. Finding 
ways to show relevancy through 
trend-jacking can be a great way 
to reach Indonesia’s young target 
audience.

A New 
Ecosystem

We constantly challenge ourselves 
to embrace change. What is change, 
and what has changed? Various new 
avenues for establishing connections 
are here now, and unless brands 
venture into their new ecosystem,  
most conversations will stay superficial, 
and loyalty will not be gained.

COVID 
Aftermath

I got habituated to staying at home 
now, but I am bored at the same time. 
I have sought out new places to hang 
out, both online and offline. I have new 
hobbies, and no – it is not just cooking.
I am looking for like-minded individuals 
who share the same purpose and 
values to connect with.

Storytelling in the 
New Playground

What matters then also matters now.
We have witnessed change driven 
by the narration of great stories.

With a new playground in sight, how 
do we tell great stories to entice and 
engage with this young generation?
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The Young
& Liberated
Born into a world where the internet is commercialized, 
where content is unlimited, free, and easily accessible 
to all, Gen Z’s formative years have been shaped by a 
drastically different world, resulting in key differences in 
attitudes, tendencies, and outlook. This new generation 
are digital natives and rely on their tech-savvy and 
extensive social networks to make informed decisions.

Chapter 1
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As conscientious stewards, Indonesian Gen Z kids are quick to call out 
brands and institutions that go against what should be right and just. 
These attitudes are also evident when it comes to branded content.

“I would like brands to stay true to what they stand for. Don’t make 
too much effort to stay relevant, instead stay up-to-date on what 
changes are occurring as well as issues that are being brought 
up and try to support causes as best as possible. Brands should 
be original by staying true to their purpose and give real raw 
content that their audience can relate to” says 16 years old, Nasywa 
Alejandra, during an interview with Hill+Knowlton Strategies. 

As digital natives, this new generation’s ability to navigate and adapt 
well to technology and social media allows them to do ‘more’ in all 
areas- more sharing of information, being present on more social 
platforms, being more connected in the professional arena, and the 
possibility of establishing more connections with others. They use 
social media to express and create “viral” content effortlessly, amplify 
their voices on causes that matter to them, and seek change with 
#makethemlistentogenz. And unlike the older generations, Gen Z can 
quickly sift through a wealth of news sources and are most likely the 
first to point out troves of misinformation on digital channels.

The Young & Liberated

Scan this qr code
to visit the page
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While millennials (and even their peers) play safe and are more 
private and realistic, Indonesian Gen Z consider social media to be 
their outlet to express their views with the rest of the world. They are 
primarily attracted to social media platforms that inspire creativity. 
Visual media platforms like Instagram, Facebook, and rising platforms 
like TikTok and Wattpad are more preferred, and these expressions 
are often supported or represented by quick videos, GIFs, or moving 
images or memes. 

They enjoy spending their time commenting on memes and news 
accounts and also spend a chunk of their time playing games and 
being active on social media. Some of them are also emboldened to 
share what they think and feel without much consideration and can 
sometimes appear to be callous, insensitive, and downright tone-
deaf to the times. However, we also see them leading the charge in 
correcting their peers and even brands online by sharing insightful 
counter statements, information, and resources that invite and 
encourage critical thinking.

The Young & Liberated

Freedom of 
Expression
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While there is no clear consensus about the average length 
of time that Gen Z consumes social media, it is estimated 
that they spend anywhere between 3-5 hours per day on 
the platform, and even source the latest news and current 
affairs on social media as they have the ability to process 
volumes of information. 

This young generation finds it easy (or they assume it to be) 
to find their “purpose” in life. They believe in authenticity and 
holding true to their values. They align with anything that 
makes them stand out and demand excellence and quality 
from brands and organizations that can deliver the right 
balance. “I prefer brands that stick to what they’re doing. 
By that I mean those that don’t try too hard to appeal 
to a certain demographic; it can be a little cringy in my 
personal opinion.” says 17 years old, Audrey Hendriawan.

The Young & Liberated
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Serving a 
purpose in life
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Generation Z consider themselves old enough to 
understand the unjust and misdoings in society. Easily 
influenced by others - especially the vocal ones - they are 
prone to stand up for what they think is right and voice their 
opinions especially when it comes to day-to-day issues. 
And when they do, they do it wholeheartedly. From Greta 
Thunberg with her “Friday For Future” global initiative and 
how it was greatly received by world leaders, to Indonesia’s 
Faye Simanjuntak in her fight against sexual crimes and 
children trafficking, or the Bali-based environmentalists, 
Wijsen Sisters (Melati and Isabel) fight on plastic and trash. 
These initiatives are the best examples of how this powerful 
generation create impact and effect change in the world

The Young & Liberated

Brave to stand up 
and take action
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Faye Simanjuntak (source: Forbes Indonesia)

Faye Simanjuntak (source: Indonesia Tatler)



Gen Z, people born from 1995 to 2010—are true digital natives: 
as youth, they have been exposed to the internet, social 
networks, and mobile systems. This hyperconnected 
generation is very comfortable with collecting and cross-
referencing many sources of information, integrating 
virtual and offline experiences, and standing up for just and 
righteous causes that matter to them.

With all these advantages at their disposal, it’s crucial 
for brands (which are predominantly ruled by the 
older generation) to understand this new generation’s 
characteristics. From International brands such as H&M with 
its conscious line sustainability collection to the leading local 
brand Aqua, with its first-ever 100% recycled bottle innovation 
in Indonesia, or Netflix Indonesia with its quirky content style. 
Brands are indeed trying to be relevant and authentic to 
capture the attention and interest of this arising generation. 

The Young & Liberated

Brands are trying to 
capture their attention https://aqua.co.id/en/brand/aqua-100-recycled-1 https://id.hm.com/id_en/ladies/shop-by-product/conscious-sustainable-style.html

https://twitter.com/NetflixID/ 
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Subculture 
Redefined
No longer a definition from decades of analogue, the 
digital (and social media) subculture has created a 
stronger role that invites individuals to make choices, 
share voices, deliver more meaning and definition, 
and significantly influence the younger generation. 
As a result, we have witnessed growing subcultures 
in Indonesia spreading through a variety of interests 
and shared grounds with a high exposure level. 

Chapter 2
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Digital platforms and social media are ‘vessels’ of 
subcultures: from personal passions like music, art, 
sport, food, and traveling, to meaningful interests such 
as life’s purpose, goals, inclusivity, and peace.

The nurturing of subcultures has been so successful that 
they quickly attract more and more individuals, forming larger 
and loyal communities based on them. These subcultures 
allow anyone to produce variations of content and opens a 
broader conversation to create bonds, agree on purpose & 
cause and create an eco-system that feels like ’family’ to 
nurture those agendas.

The bigger ‘the family’, the greater the power to change 
behaviour, push for high-scale agendas, create relevance, 
and offer loyalty to anyone that can be part of this ‘family’, 
brands and influencers included.

The growth of digital interaction influences Indonesian 
tradition and vice-versa, as longstanding culture has affected 
Indonesia’s digital culture and formed certain online ethics. 

Subculture Redefined

The ethics and norms established in the offline world shape our habits and 
online behaviour. The younger generation filters these behaviours and uses 
the ones that resonate with their attitude and purpose. Social media helps 
in connecting with those who have a common interest. Digital and Social 
Media also provide space to allow a more ‘honest’ expression and less filtered 
conversation for the young and brave, creating a strong influence and 
subculture levelling.

The boom of subcultures’ presence on social media platforms in Indonesia has 
generated countless communities. These communities dominate the space 
with local content, discussion, engagement, and most importantly, influence to 
attract more individuals, reshape opinions and create market value.

The three forceful subcultures 
of note are Music, Gaming, and Art.

However, this can be a double-edged sword. Merely knowing the type of 
subculture or superficially tapping into it is not enough. 

If brands want to utilize these subcultures to engage the market, they need to 
understand the subculture and invest time (not necessarily money) to be part of 
the ‘movement’.
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Music has the largest community and fanbase, making 
it one of the most engaging areas of content for young 
people. By optimising Social Media, music’s role elevates 
from emotional connection and expression to a much 
deeper connection within the music ecosystem. Social 
Media not only enriches the music ecosystem but enables 
it to have a greater purpose and impact the community. 

With COVID-19, the need for stronger connections, tapping 
into good causes & purpose, and sense of belonging 
became even bigger. For example, The Indonesia Ska 
Connection (ISC music community) wanted to help 
supporting artists create an online Music Festival to raise 
funds, starting with live-streaming acts, talk shows and 
sharing sessions. The movement involved more than 
50 Indonesian bands and 100 activists from the SKA 
community (or Jamaican music) throughout Indonesia.

From Expression to 
Social Movement: 

Subculture Redefined

MUSIC

This type of  movement and sense of 
belonging is not limited to local bands. 
This young generation are global 
citizens who find that music and idols 
carry a much bigger purpose 
and play an important role in society. 
One strong example is BTS.
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Subculture Redefined

Another subculture phenomenon in music is KPOP. 

K-POP music has taken off in Indonesia and is here to stay. 
Indonesia is currently the number one viewer of KPOP on 
YouTube, the second highest streamer of KPOP on Spotify, 
and is the third-highest Tweeter of KPOP content globally.

KPOP is influencing young Indonesians’ thinking, fashion, 
art, beauty and behaviour, specifically the KPOP groups 
that carry a big purpose who young people can relate to 
and be proud of. Instead of superficial parties, fans idolise 
their favourite bands by doing good deeds on behalf of 
the band; something that has never happened before.

KPOP fans in Indonesia are actively raising awareness 
about issues such as climate change, democracy, and 
many more. In particular, BTS’ official fanbase who call 
themselves ARMY (In Indonesia, ‘ARMY’ is called by the 
nickname INDO-MY, a double slang for the country’s iconic 
local instant noodle) donated over IDR 600 million (USD 
42.000) to the Kalimantan and Sulawesi flood disaster.

Despite never having met, being fellow members of 
the ‘ARMY’ who believe in BTS’ message and purpose, 
connected online, raised funds, and took action. 
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In March this year, the ARMY celebrated 
BTS member Suga’s birthday by conserving 
the environment. In the project titled 
“100+ Coral Reefs For Suga’s Birthday,” 
the fans worked with a conservation team 
to transplant coral reefs into the ocean with
Suga’s name tags attached. This project
aimed at conserving marine ecosystem
through coral transplantation in Morella Village, Leihitu
District, Central Maluku Regency, in Maluku Province.

Additionally, BTS is the official 
Samsung Brand Ambassador. 
In 2020, Samsung released a 
BTS special edition phone and 
earbuds, which sold out within 

15 minutes upon the 
launch on their official 
website thanks to the 
power of Indonesia’s 
BTS army.



Another strong subculture vessel is gaming.

Beginning with Pong by Atari in 1972 through World of Warcraft’s 
explosion, until the recently re-released Animal Crossing, the gaming 
industry has evolved alongside the generation it belongs to. Previous 
generations have revolutionised gaming in line with their generational 
demands, such as bringing video games to the internet. With the latest 
generation, the gaming industry faces another shift: the establishment 
of a global community space. 

The popularity of gaming has reached an impressive 34 million gamers 
across Indonesia and an estimated spending of $1.1 billion on games. 
Gaming has undeniably gained new ground with online gaming, 
attracting more and more players through mobile platforms. PUBG, 
Mobile Legends, and Hago are some of the most popular games for 
Indonesia’s young generation. This phenomenon is possible thanks to 
the internet becoming a shared space where they utilise these games 
to play, compete, connect, create bonds, share content, and join 
communities.

From Expression to 
Social Movement: 

Subculture Redefined

GAMES
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Hobbies and interests, such as Games, Music & Art  
take up more than 80% of Indonesia’s social media 
content, especially following COVID-19. For Indonesia’s 
youth, social media has become the leading space 
for engagement, followed by memes and celebrity 
content. 

According to www.virtualseasia.com, Indonesia 
has created volumes of high-quality entertainment 
programs in the past year. 

A Space For The Unbound,
a slice-of-life adventure game 
developed in Indonesia was nominated 
for and won several awards, including 
“Best Storytelling Award” at the SEA 
Games Award 2020, “Local Cultural 
Representation Award” at INDIE Live 
Expo and “Best Art and Grand Prix”
at the Tokyo Game Show 2020.

Subculture Redefined
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Young people appreciate Art. It is one of the most 
dominant pieces of content on social media. 

Art is one of the strongest subcultures amongst the Indonesian youth. This 

growth was acknowledged by the number of visitors to Indonesia Comic 

Con 2019, which successfully received over 30,000 visitors, competing with 

average exhibition visitor numbers in other industries.

As for Cosplay, the ICGP (Indonesia Cosplay Grand Prix) has been a nation-

wide cosplay performance competition since 2012, held in several cities across 

Indonesia. The winners from each city advance to the final round in Ennichisai, 

Jakarta, and the champions of the final competition advance to the world 

competition, WCS (World Cosplay Summit), which is held in Nagoya, Japan.

From Expression to 
Social Movement: 

Subculture Redefined

ARTS

Anime, Manga, FanFiction, and Chibi Art take centre stage in Indonesia’s 

comic industry. Local content creators now use this opportunity to gain 

popularity by producing content tailored towards the young generation’s 

preferences. Indonesian youth consume Art daily by using social media to 

share content and to connect with others. WATTPAD, the global platform 

for readers and content creators of fanart, fanfiction, and Chibi stated 

that it has 9 million monthly Indonesian users, and 86% of the readers and 

content creators are Gen Z Female.
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Retrofitting 
the Virtue of 
Proximity

Chapter 3
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Retrofitting the Virtue of Proximity

For a long time, we have known that people are naturally more 
inclined to acquire things that are easily accessible to them. Gen Z 
is no exception. Born as true digital natives, they passionately seek 
out only the things they love on the internet, social media and other 
information sources. 

On the other hand, due to their bold nature, they are unafraid to 
share information about things or ideas that hold true for them. 
Proximity has now become a significant factor in connecting with 
this young generation. Building relevance to this new generation in 
order to make communication resonate is no longer a big task, but 
it does require a new understanding of story craftsmanship. 

Gen Z are very keen on supporting brands that have a strong sense 
of purpose, and what’s key is that a brand’s values need to resonate 
with theirs. 

How can a brand create a narrative that makes its brand values 
relatable with Gen Z’s core values? 

One way would be for the brand to package its narrative in ways 
that would strike an emotional chord with our audience either by 
associating it with a well-known brand or by linking it to a relatable 
situation.

https://www.gojek.com/blog/gojek/anak-bangsa-bisa/
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The GOJEK #Anakbangsabisa campaign is an excellent example 
of building proximity through narrative. Before GOJEK earned its 
decacorn status, the brand worked hard to become well known. 
Although it was hard for GOJEK to make its products resonate with its 
audience emotionally, the brand found a way out  by correlating itself 
with reputed local brands that are internationally recognised (KOPIKO, 
TOLAK ANGIN, INDOFOOD, etc). GOJEK positioned itself as a brand that 
was created by Indonesians for Indonesians, this narrative created a 
sense of belonging and pride across young people in Indonesia.



Retrofitting the Virtue of Proximity

Our research found that our audience prefers 
light-hearted or funny stories that are easier to 
digest over the more serious ones. While funny 
stories might not directly get your brand’s 
message across, it does make it memorable.

Creative snackable content 
formats have been most 
effective in grabbing this new 
generation’s attention such as  
hilarious aka ‘receh’,  memes, 
parody, slapstick videos, 
cynical copywriting etc.
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Hilarious snackable content is 
the preferred blending route



The word ‘shoulders’ is an English word that Indonesians often 
mispronounce as ‘soldiers’ or ‘solders’. Aside from the real advertisement, 
P&G also released a blooper video that shows Joe Taslim mispronounce 
the word ‘shoulders’ repeatedly during the shooting process. Joe still 
could not pronounce Head and Shoulders correctly until the very end.

This is an advertisement for an online shopping application for watches. 
What makes the video interesting is that, in the beginning, it shows that a 
lot of things can and do go wrong during the shooting process. The scene 
starts with a small explosion effect, and the explosion becomes so loud 
that it causes Joe, the actor, to run away, followed by a scene where a 
goat randomly passes by. 

Setting Up the Context
‘receh’ content

This advertisement is especially funny because 
Joe Taslim is known as a serious actor who 
starred in action movies. Furthermore, Joe is 
fluent in English and even played one of the 
villains in the Fast & Furious 6 movie. Joe 
being unable to pronounce ‘shoulders’ added a 
comedic element to the advertisement.
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When the shoot is over, we see that the actor’s 
efforts were for nothing as only the watches are 
shown during the real commercial. In the end 
we see Joe Taslim object as to why his face did 
not appear in the AD, but eventually he gives in 
as the commercial looked flawless.

Scan this QR code
to check the video



Proximity through 
Trend-jacking

Retrofitting the Virtue of Proximity

If your brand or its messages are not within reach of your 
audience, trend-jacking could be one effective way to connect 
with this new generation. 

Trend-jacking is an attempt to build proximity with your audience 
when you want to boost your brand or product awareness.

This works well on this young generation who are well-
versed with the latest trends they read on social media. Our 
recommendation is to connect your brand with these trends. 
Keep in mind however, that trend-jacking is a double-edged 
sword. At worst, the trend-jacking could backfire on your brand 
or product. But when it works, it works wonders.

Influencers can also enhance the trend-jacking process, thanks 
to their Gen Z social media followers who look to them for 
suggestions while making purchasing decisions.
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Retrofitting the Virtue of Proximity

A good example of trend-jacking is by the brand, Holy Wings bar. 
With the ongoing COVID-19 Pandemic, Indonesians were hesitant 
to go outdoors let alone local bars. Holy Wings found a smart 
solution that got their audiences’ attention: hijack one of the well-
known recent K-Drama titled ‘Startups’.

This Korean drama gained a lot of attention from young 
Indonesians as it had an interesting storyline about the struggles 
of a startup company. The drama itself emphasizes the love story 
of its three main cast: Seo Dalmi who teamed-up with Nam Do San 
to create an AI Startup along with Han Ji Pyong, the investor. The 
dynamics between the three made the fans choose between the 
two ships: Nam Do San or Han Ji Pyong and the trending question 
on social media was ‘which team are you in?’ 

By hijacking this trend, the bar’s outlets even changed its label to 
congrats Nam Do San when (spoiler alert) he wins the Ship-war.

Holy Wings used this opportunity to target its audiences by 
labeling the outlets either team Han Ji Pyong or team Nam Do San.

So, which one are you choosing?
team Han Ji Pyong, or team Nam Do San?
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Retrofitting the Virtue of Proximity

An example of both good and bad trend-jacking
can be seen with the EIGER case in Indonesia. 

For context, EIGER received backlash after sending a 
legal letter to an influencer for posting content under 
poor lighting conditions despite getting positive reviews. 
There was no ongoing paid/product seeding partnership 
between EIGER and the influencer. To set the context, 
usually it is okay for brands to complain about the end 
result if it is a paid campaign. So it was quite unethical for 
EIGER to send the legal letter. After the backlash, other 
brands capitalized on this news by writing similar letters. 
Brands such as Arei, EIGER’s competitor, sent out letters 
to encourage all influencers to organically review the 
brand and gained some traction, while unfortunately First 
Media, a local internet service provider known for unstable 
internet connectivity during the ongoing pandemic and 
bad customer service, dug its own grave and received a 
surge of negative comments on their social media.

A GOOD Example of TrendJacking
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A BAD Example of TrendJacking



A New 
Ecosystem

Chapter 4
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New platforms for interacting and sharing

As the previous generations prefer interacting 
through WhatsApp and Facebook, many of our 
target audience are not very active on Facebook 
and prefer new social spaces such as Tiktok 
and frequently interact with each other either 
using LINE or Telegram. They are not very active 
through emails and SMS for them will always be 
dormant. Hence, we do not recommend brands 
to use these platforms to engage them.

The good news is that they are still very active 
on Instagram, Twitter and  of course, YOUTUBE. 
They are regular users of INSTA LIVE and 
INSTA STORY. Some brands in Indonesia have 
started to use these IG features to engage with 
their target audience but failed to maintain 
momentum in order to create a long-lasting 
bond. We see this as a lost opportunity

So, where do these 
young Indonesians 
‘hang out’ digitally?
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New platforms for interacting and sharing

Influencers’ level of credibility have also changed in 
the eyes of young Indonesians. While high-profile 
influencers charge a heavy fee, young Indonesians 
tend to believe micro-influencers more, as they used 
to follow these micro-influencers and content creators 
before they became famous and looked to them 
as role models, tracking their career path since the 
very beginning. As a result of which they feel more 
connected to these influencers as loyalty and credibility 
has been built overtime and feels less commercial and 
instead young Indonesians look to them as people they 
can relate to and seek when making decisions.

While previous generations seamlessly use WhatsApp 
as their preferred platform for interaction, these young 
indonesians chat with LINE, Telegram and DISCORD, 
a chat platform that offers not only chatting, but also 
audio functions like CLUBHOUSE and video functions 
similar to WhatsApp video. What is appealing to this 
generation is that the app allows them to see which 
games and gamers are online for them to join the fun. 
We also see a growing trend among the affluent young 
Indonesians to adopt iMessage.
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Another ecosystem that is worth exploring is Gaming and Fan-Fiction 
story telling. With young Indonesians spending several hours gaming daily, 
we see this as a new communication platform to reach these youngsters 
effectively. 

And while companies and brands are more focused on crafting content 
in the form of press releases and media stories, these young Indonesians 
are interacting and bonding through gaming platforms, new chat apps like 
LINE, Discord and fan-fiction sites like wattpad, fanfiction.net, fanfiks.net, 
storial.co, archieveofourown.org, etc.

Gaming brands like Netmarble and Naver have created all kinds of story-
telling based games and fanfiction for these youth.

Netmarble has created an Indonesian homepage and social media 
channels to gather, interact and create gaming communities to share story 
updates. This gaming company encourages these young Indonesians to 
write their own story using the characters available in the game or they 
can choose their idols as their ‘hero’ for the story –  it is all personalized. 

Minecraft launched Minecraft Education to offer different kinds of 
educational experiences in designing, learning about history, machinery 
simulation, science molecular among others.

In addition to this, games such as Fortnite, Animal Crossing, PubG and 
Clash of The Titans provide chat rooms and online community gatherings.
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New platforms for interacting and sharing

It’s interesting to note that the UN has already 
penetrated this ecosystem, and as part of their 
commitment of educating the next generation 
on world issues, they have moved away from 
the traditional style of ‘teaching’ and have 
created all kinds of new story telling avenues 
and games to be relevant and to pique this 
younger generation’s interest, and most 
importantly, gain their participation…..
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COVID
Aftermath

Chapter 5
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With limitations imposed on their social lives due to the physical 
COVID-19 restrictions and almost non-existent social gatherings, 
this young generation took a moment to review and reflect. With 
external factors out of the picture, a new challenge approaches: 
themselves. 

OVERTHINK, a new Gen Z trait that rose around the time they were 
isolated from distractions. How can I deal with this? What do I want 
to do? What should I do for others? A search for meaning continues 
as their questions have still not been answered, they see light at 
the end of the tunnel with a vaccination programme rolling out.

(UN)PRODUCTIVE, another trait that was born within this 
new generation as a result of the pandemic. With stringent 
COVID-19 restrictions in place, this young generation have felt 
exceedingly disconnected and isolated from society, leaving them 
anxious and emotionally drained. As a result of limited activity, 
this generation has resorted to social media for information and 
as a way to connect with friends and family, using the internet to 
explore new activities. 

COVID Aftermath

Giving Rise
to New Traits
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As a result of the strict restrictions imposed on their social 
life, this hyperconnected generation have either paused 
their interactions on digital platforms or have gone to the 
other extreme where they have become aggressively more 
forthright with their views. What we have observed is that 
this young generation has extreme opposite characteristics. 
They are, to date, the most conflicting generation. This is also 
reflected in how they respond to news on current affairs on 
digital platforms due to pandemic.

Social Detox

The long hours spent on their gadgets, derived out of the 
necessity to have a social life, study, work, and simply know 
what’s going on outside their environment, have led to a 
whole new definition of boredom or worse, mental exhaustion. 
What was once a fun space to express, now is looked upon as 
a burden that they want a break from every once in a while.

As a way out, some of them 
have refrained from absorbing 
too much information and the 
need to always be online. We 
see a portion of this generation 
deactivating their accounts for 
a period of time and keeping 
their digital consumption to a 
bare minimum for important 
neccesities; searching for 
information and staying 
connected with others 
through social messengers.

Rethinking
Social Life 
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Expressing Socially

As this young generation navigates the challenges brought about by 
the COVID-19 pandemic, many have started pursuing new interests and 
exploring their passions; a new hobby or sport they had never tried 
before, a new skill or a passion that they had swept under the rug. 

Indonesian youth are more courageous and willing to spend their 
time consistently pursuing new interests. This is evident in the 
amount of time they spend with their closed ones and like-minded 
individuals on causes important to them. Throughout 2020, we saw the 
emergence of many ‘trending’ activities; cooking brought a new sense of 
accomplishment, trying viral recipes from dalgona to mentai, to cooking 
hacks (those 15-sec TikTok tutorials are addictive!). Group activities 
such as yoga, Zumba, HIIT, group workouts, arts, music and more have 
gained popularity but with a virtual twist, encouraging this generation to 
continue their group interactions with a sense of comradery and staying 
healthy at the same time. Pursuing passions such as painting, and music 
(seen from the many virtual karaoke and duets) provide a sanctuary where 
they can enjoy their time alone and share this joy with their circle. With 
social media as their main channel of expression, this generation does not 
shy away from exploring other digital platforms to entertain themselves, 
bringing their offline activities to a shareable online experience.
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The new generation are quick adopters. They respond to 
change by reconnecting through unconventional ways; 
with themselves, their inner circle, and the world they live 
in. So, what does this mean for brands? COVID-19 provides 
brands with the opportunity to present Indonesian youth 
with a platform to express themselves, enticing them 
emotionally on matters that relate to them personally.

Social Life On-The-Go

Creating a virtual platform for them to gather socially. 
Brands are innovating ways to keep this generation 
socially connected through digital activities that can be 
enjoyed together. Netflix Party, Zoom, even the likes of 
Instagram Live have gained momentum by allowing
these youngsters to hang out online.

A New Way to 
(Re)Connect

The Youth Equation by Hill+Knowlton Strategies Indonesia 33

COVID Aftermath



Redefining Entertainment

Brands are redefining the virtual landscape as a channel to 
reach out to the young. We The Fest Concert and Brightspot 
Market have created a new virtual playground where their 
young audience across regions can enjoy these events from 
the comfort of their home. It seems abnormal to take part in a 
public social event virtually. However this new generation sees 
the convenience in exploring the scene through their screen 
and sharing the excitement through their social channels.

Taking Education to The Next Level

Students face a challenge in maintaining their grades due to 
the nature of distance learning which allows more freedom and 
distractions. In fact, learning anywhere and anytime actually 
encourages Gen Z to multitask or deviate. 

An innovative game-changer (pun intended), Minecraft, released 
its education edition as a solution to tackle this depletion of 
interest. Creating a space that changes the way you learn.
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As we may already know, this new generation 
is very critical and yes, liberal. They know what 
they stand for and they support social causes 
that matter to them personally. The pandemic 
has taught them that their actions can inspire 
change and impact and influence others for 
the better, all from the tip of their fingers. 

This generation has found solace in 
participating and sharing through platforms 
that are accessible and convenient for 
them. Campaigns from GOJEK and Tokopedia 
stood out at the beginning of the pandemic 
as these brands allowed users to donate 
while purchasing from their app. This does 
not seem huge, but users felt the ease of 
donating seamlessly.

Creating a 
Seamless Way to 
Care for Others

35The Youth Equation by Hill+Knowlton Strategies Indonesia 35

COVID Aftermath



Storytelling
in a New
Playground

Chapter 6
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Now that we know how young Indonesians think, where they ‘hang out’ 
and what their expectations are, we further examined to check if the way 
we communicate with this now generation is still relevant.

As a result, we were faced with questions that got us thinking: Should 
we be formulating key messages based on how we think about our brand 
and how our brand can be part of their lives? Or should we start crafting 
key messages based on what their expectations are of our brand? 

Should we keep marketing our brands to them or should we identify their 
priorities first and find common ground? How do we earn their attention, 
sustain their interest, and build loyalty and trust through our story telling?

Story telling, evolved

Storytelling in a New Playground

Here are examples of brands that stood out for 
creating compelling content that resonated with 
this young generation. BranZ Mega Kuningan, 
a real estate group in Indonesia successfully 
engaged with young Indonesians by using 
anime-based content to market its property 
and SASA, an old Indonesian seasoning brand 
went bold and did the unusual for its sector. 
The brand produced a series of anime-based 
cooking content that brought out the authenticity
and traditional Indonesian cooking processes.

Both brands were refreshing, entertaining and captured the attention 
of many audience segments, not just this young generation but also 
other stakeholders.

Scan this QR code
to check the video

Scan this QR code
to check the video
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The new playground is here, whether brands are ready for it 
or not….and to be relevant, brands need to adjust and adopt 
their communications to resonate with this young audience.

Telkomsel created a product just for Gen Z, named by.U, the 
first digital prepaid cellular service in Indonesia that provides 
end-to-end digital experiences for all telecommunications 
needs. Telkomsel targeted all by.U communications in 
avenues where these young Indonesians spend most of their 
time – mainly on TIKTOK and fan fiction platforms, in the form 
of unconventional short video content among others. 

It’s interesting to note that Telkomsel has steered clear from 
any marketing and communication activations in traditional 
communication avenues that brands normally play in, and its 
fascinating to note that the brand does not include its logo 
anywhere in its communications as they want to maintain its 
relevance and omit the overwhelming Telkomsel name, as a 
result they are able to actively engage with Indonesia’s Gen Z  
whereby both by.U and young Indonesians organically create 
interactive content together that almost every time goes viral.

Storytelling in a New Playground
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So what’s next for them? 

We know Indonesian youth are quick 
adopters, a generation of varied interests, 
and true digital natives.
 
The pandemic hit hard on everybody, 
however one thing is certain that this young 
generation will make a quick comeback by 
turning challenges into opportunities.

With uncertainty ahead, we’ll soon see how 
Gen Z are regaining their routine, adopting 
a hybrid lifestyle, and discovering new 
ways to find their purpose.

A Sure 
Comeback
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