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Backslash is a proprietary TBWA discipline that highlights the latest shifts in culture (news, events, 
initiatives, trending hashtags, inventions, brands’ communications).  

We call them “Triggers”, because they trigger something in culture. They are often a pre-requisite 
for emerging cultural trends.  
The emergence of a new trend is something we call “Edges” as they aren’t necessarily established 
yet, but are definitely emerging and growing. 

A Trigger; for example is: “A growing number of young Muslim female travellers from Malaysia 
and Indonesia have already travelled abroad with their girlfriends without male Mahram as part 
of sisters-on-tour.” In turn, this inform the rise of the Edge: “Fempowerment” in the region.  

In light of COVID-19, culture is shifting in every direction.  
This is being fed by consumers’ needs, governments’ reactions and brands’ initiatives.  

Triggers are everywhere, shaping Edges. 
This document brings you the latest COVID-19 Triggers in Indonesia and Malaysia, looked into 
from the lens of Ramadan and Eid (Hari Raya or Idul-Fitri in Indonesia), the Edges they shape and 
their implications for brands and industries. 

This document helps you to:  
• Understand the culture that is surrounding us in COVID-19 era.  
• Identify opportunities amongst the darkest news.   
• Jump into cultural conversations and be part of a global phenomenon. 
• Capitalise on this unique opportunity. (If done right.)  

This document is for the curious.  
All marketers – from the anxious to the opportunist. Any advertiser looking for insights. 
Anyone who likes to read into what’s happening. 
If you’ve got it, it’s for you. 

From your friends at

WHAT’S 
THIS?
DOES IT 
MATTER? 
AND TO 
WHOM?

KUALA LUMPUR INDONESIATCP-X
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https://www.thedrum.com/news/2019/10/17/young-muslim-women-travellers-be-the-next-disruption-says-research


A CHANGED 
RAMADAN 
AND EID, 
IN ONE FINAL 
ISSUE
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OUR BIGGEST LEARNING

SOUL SEARCHING
• Most relevant search trends on Google that explained Malaysians 

and Indonesians states of mind during this period. 
• Top 6 most relevant search trends on Google throughout the season. 

RAYA DI NUSANTARA

• Seasonal themes that emerged during Ramadan and Eid that shaped 
the season in Indonesia and Malaysia.  

• 4 biggest learnings discovered from unpacking how COVID-19 has 
changed the Muslim communities.
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CULTURAL TRIGGERS
• Cultural triggers discovered pre and during Eid celebration.  
• Top 5 most relevant COVID-19 Ramadan triggers from Malaysia and 

Indonesia that define the season.

6 CREDIT

4
GLOSSARY
Quick explanations to Bahasa 
Malaysia and Bahasa Indonesia words 
used throughout the report. 

Get to know the team behind 
our 6-issue reports.

ASIA

After five issues, observing, experiencing and capturing cultural changes during the recent 
COVID-Ramadan and Eid in the Indonesia and Malaysia, we have come to our final issue 
as we learn and evaluate how the pandemic is changing Muslim communities in the 
Nusantara.

BONUS CONTENT

We conducted a survey with 423 respondents to better understand the 
behaviours and perceptions of Muslims in the Nusantara (Indonesia, 
Malaysia & Singapore) celebrating this year’s Eid or Hari Raya. 
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EMERGING 
RAMADAN & EID 
THEMES IN THE 
AGE OF COVID-19

STRENGTHENING 
MY FAITH

SUSTAINABLE 
RAMADAN

HOME IS WHERE 
IT’S AT

COMMUNITY & 
TRADITIONS 

REMIXED

MUDIK /  
BALIK KAMPUNG

Experiencing separation from 
family during a month when 
being with loved ones is most 

important.

COVID-19 presented an 
opportunity for a more 
responsible Ramadan. 

Question remains, have we 
succeeded?

My connection to Allah is 
strengthened and my faith 

deepened.

SADAQAH, ALWAYS
Ramadan is incomplete 

without giving. In this times of 
hardship, my faith taught me to 
share what I have with those in 

needs.

With no mosques to turn to, it’s 
time to make home the 

epicentre of Ramadan — a 
place for spiritual activities and 

celebration.

RETHINK BAZAAR 
RAMADAN

Discovering ways to keeping 
spirit alive and traditions 
familiar no matter what.

SIGNS OF 
SOLIDARITY

Advocating for humanity and 
solidarity brings the best out of 

Muslims in this trying times.

We’re not just buying food to 
enjoy, we shop to support 
fellow citizens’ livelihood, 
struggling businesses and 

helping other get new sources 
of income.

CELEBRATE IN 
MODESTY
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In the beginning of our report series, we predicted a 
number of emerging themes that would define a 
changing Ramadan and Eid in the age of COVID-19 
by asking key questions around key elements of the 
season and new elements that changed due to the 
pandemic situation.  

After five issues and countless observations from pre-
Ramadan to post-Eid, we’ve identified nine emerging 
themes that shaped the COVID-Ramadan and Eid for 
Muslims in Indonesia and Malaysia. 

Festive shopping during this 
period of social distancing is 

about convenience, safety and 
not going overboard.

ASIA



Refer to this icon for further explanations.

EMERGING THEME

HOW TO READ THE ‘EMERGING RAMADAN & EID 
THEMES IN THE AGE OF COVID-19’ SECTION

TRIGGER
Trigger Summary. 

Trigger is a cultural movement that builds to a larger trend. 
Reports #1 to #5 features several triggers that been spotted that 

reflects the cultural movements happening during COVID-
Ramadan and Eid for Muslims in Malaysia and Indonesia. These 

selected triggers in this section are from previous reports. 

A brief explanation regarding the trigger.

An emerging theme that has shaped the COVID-
Ramadan and Eid period for Muslims in Indonesia and 

Malaysia. Each trigger is categorised under one or more 
relevant theme(s).

EDGE
Triggers make up an Edge.  

An Edge is a cultural shift or value where 
businesses can identify insights and opportunities 
to play into. The definition of the different edges 

used here can be found in slide 12.
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EMERGING RAMADAN & EID THEMES  
IN THE AGE OF COVID-19

HOME IS WHERE 
IT’S AT

Indonesia's "Nyetir and 
Radio" (Driving and Radio) 
provides a quick "escape" from 
home with its website that 
imitates the experience of 
listening to radio while driving. 

VIRTUAL DRIVING 
EXPERIENCE

Curious what “Empathy Age" and “IRL" are?  
Please refer to slide 12.

A Malaysian Facebook group called 
'Masak Apa Tak Jadi Hari Ni?' (What 

Did You Cook Today That Failed?) 
where people share their cooking 

failures has turned into an 
empowering platform where people 

share tips, encouragement and of 
course, laughter. Because we've all 

been there, right? 

Empathy  

Age

COOKING FAILS? 
DO SHARE!

ASIA

?
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STRENGTHENING 
MY FAITH

Curious what "Connected Families" and “iGOD" are?  
Please refer to slide 12.

An app that allows parents to monitor 
and guide their their kids' Ibadah 
practices. The app has checklist of 
numerous practices including 
Sadaqah, Solat Tarawih, Quran 
recital, etc.

iGOD

To welcome the holy month of 
Ramadan amidst COVID-19 outbreak, 

the Indonesian government held an 
online 'zikir' (devotional acts to repeat 

phrases and prayers) so that people 
can still strengthen their faith.

Muslims found ways to congregate 
online for religious activities via 

daily streaming of Tadarus al-Quran 
and 'khatam' tips.

ASIA
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GOVERNMENT HELD  
ONLINE 'ZIKIR'

IBADAH TRACKER 
DURING RAMADAN

Copyright 2020 TBWA\

Connected  
Families

ONLINE  
CONGREGATION

EMERGING RAMADAN & EID THEMES  
IN THE AGE OF COVID-19



Despite not having huge 
Iftar feasts and Ramadan 
Bazaars, waste in both 
nations has reportedly 
increased as more people 
stay at home and order in. 

Climate  
Credit

In times of crisis, people 
from all walks of life step 
up to help one another. A 
teacher in East Java visits 
one of his student's home 

to teach him during 
quarantine period. 

The act of giving during the month of Ramadan was further amplified by 
COVID-19. In Indonesia an online peer-to-peer wealth distribution tool, 

Bagirata (sharing evenly) was created for people to donate to those 
affected by COVID-19 more easily. In Malaysia, renowned political activist 

and artist, Fahmi Reza created an initiative to churn out customised profile 
picture for those who have donated.  

STRENGTHENING 
MY FAITH

SUSTAINABLE 
RAMADAN

SADAQAH, ALWAYS

SIGNS OF 
SOLIDARITY

Curious what "Empathy Age" and "Climate Credit" are?  
Please refer to slide 12.

ASIA
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KIND GESTURES 
THAT GOES A 

LONG WAY

CITIZEN-LED  
CHARITY

MORE TRASH 
DURING 

LOCKDOWN
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Empathy  

Age
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EMERGING RAMADAN & EID THEMES  
IN THE AGE OF COVID-19

CELEBRATE IN 
MODESTY

 74% of Malaysians stated that 
they would prefer to celebrate 

Raya in modesty behind 
closed-doors to curb 

spreading of the COVID-19, 
even if this means forgoing 

cherished traditions and time 
spent with loved ones.  

Curious what “Empathy Age" and “Die-versification” are?  
Please refer to slide 12.

The Malaysian Government 
cancelled Bazaar Ramadan this 
year, leaving many small 
traders and vendors scrambling 
for an online option, luckily they 
were able to pivot their 
business to digital platform to 
sustain themselves. 

Die- 
versification

RETHINK BAZAAR 
RAMADAN

Empathy  
Age

ASIA

ONLINE 
BAZZAR 

RAMADAN

SOLO RAYA 
CELEBRATIONS

?

Copyright 2020 TBWA\



MUDIK /  
BALIK KAMPUNG

As the government 
implemented the Movement 
Control Order (MCO), no 
interstate travel was not 
allowed, but in anticipation for 
the order to be lifted, local 
airline Air Asia immediately 
began it's flight services, 
giving people hope that they 
can travel back to their 
hometown. (The MCO was 
then further extended.)

Various recipe hacks shared 
across social media 

empowering people to prepare 
recipes that's typically only 

prepared by experts. Some of 
the hacks include: Lemang 
recipes that is traditionally 

made in bamboo, but can be 
prepared in papercups; or 

instead of cooking Seri Muka in 
an origami banana leave box, 

you can just serve them in food 
container. 

Curious what “Tradition Hacking" and “IRL” are?  
Please refer to slide 12.

ASIA

TO TRAVEL OR 
 NOT TO?

?
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COMMUNITY & 
TRADITIONS 

REMIXED

TRADITIONAL 
FOOD RECIPE 

HACKS

IRL

Tradition 
Hacking

EMERGING RAMADAN & EID THEMES  
IN THE AGE OF COVID-19



EDGES FROM THE EMERGING THEMES
Edges are clusters of cultural movement. They provide direction on emerging and evolving 
cultural, consumer and category behaviour.

Tradition 
Hacking

Climate  
Credit

Welcome to the Interpersonal Economy. In a 
more interconnected world where one 
country’s crisis impacts us all, and where 
many human skills can be automated, 
empathy is the new currency. Kindness now 
beats honesty and vulnerability is the new 
relatability. 

If there’s one thing COVID-19 has taught us 
about how much we value and take pride in 
our culture and tradition, is that no matter 
what happens, keeping them alive and intact 
will remain a priority. People tweaking 
tradition to fit their lifestyle are becoming a 
norm. Instead of cooking complex and 
delicate traditional dishes for hours, we hack 
them using readily available or DIY 
appliances to ease the process. It’s easier but 
it doesn’t mean any less. Tradition still lives 
on to be handed down to the younger 
generation, in a modern, innovative way.

The pressure for climate cred is on. From 
green loyalty programs, to “sustainability 
makeovers,” and bans on single-use plastic, 
brands, consumers and governments alike 
are vying for climate credit. It’s the new race 
to join the “circular economy” and be the 
most eco-friendly. In the business of climate 
change, everything and everyone gets a 
score.

IRL

It’s time to get real. In a lonelier, more 
automated world, we seek real-life, human 
experiences. Brands can respond to our need 
for deeper, real-life, person-to-person 
connection. Experts say we’re starting to 
build deeper relationships with a smaller 
number of people we can actually stay in 
touch with IRL But in times of a global 
pandemic, we are forced to stay connected 
in virtual life, but it doesn’t make it any less 
REAL.

Die- 
versification

Connected  
Families

Religion is getting a facelift. With the help of 
VR, apps, and pop culture at large, 
institutions around the globe are injecting 
modern sensibility into ancient tradition. 
From the Hajj to the rosary, religion unites 
with technology in order to modernize and 
bring in younger worshippers. Instead of 
people finding their faith, it’s finding them. 

Family meets Tech. Where we used to look to 
relatives, we now outsource family roles 
through apps, social networks, and AI home 
assistants. Tech start-ups are efficiently filling 
the gap where governments and employers 
are failing working families. Brands can 
increasingly become “part of the family” as 
we embrace new support services. The 
modern village is no longer just about raising 
a child, but allowing parents to fulfill their 
lives and multiple identities too

“Pivot or die” is less of a strategy and more of 
an ultimatum. Brands are eking out a new 
lease on life by diversifying their offerings into 
entirely new industry sectors. We coin it 
“Commercial Darwinism.”

iGOD

ASIA

Copyright 2020 TBWA\

Empathy  
Age



HOW COVID-RAMADAN & EID 
CREATED NEW BEHAVIOURS AND 
VALUES AMONG MUSLIMS 
IN INDONESIA AND MALAYSIA 

Based on our Serumpun Triggers (triggers that are “of the same 
root” — unique to each market as well as those rooted in similar 
essences), we unpack the impact of culture on Muslims as we 
observed Ramadan and Eid during this time of crisis and how it 
has changed them.

WHAT HAS CHANGED?

Copyright 2020 TBWA\
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FAITH REIGNITED, 
UNDERSTANDING DEEPENED01

Navigating Ramadan and Eid in the COVID-19 world has 
created some level of anxiety among Muslims. With 
mosques closing doors to curb the spread of the 
coronavirus and missing prayer guidance from the Imam 
at the mosque, Muslims entered Ramadan and Eid with a 
rediscovering faith mindset—an opportunity to better 
understand and reflect on the true purpose behind every 
religious practice on their own. 

More time at home also means more opportunity for 
individual worship and religious activities. This makes 
information-finding and religious learning more 
important. Whether through Googling for prayer how-tos, 
connecting and learning with religious influencers on 
social media, or realising change in their religiously 
guided behaviour, they are re-learning about Islam in 
ways they never did before.

A Connected Congregation 
Online religious sessions will increase and the role of technology to 
disseminate religious information and Muslim-friendly content will 
heighten. 

Brands should not try to avoid addressing religion, but still 
be careful and sensitive about it 
Going into elements of religion in marketing / advertising work are 
usually considered a marketing taboo. Understanding how 
audience have deepened their faith, brands should figure out the 
best way to embrace this positive reality and show their support, 
sensitively. 

What has changed, what will stay, 
how brands should adapt to a changing Ummah

Unpacking New Behaviours and Values

ASIA

?
Religiously rooted and empowered 
Islam as a way of life in the new normal will have a slightly different meaning 
but the role of faith in people’s lives will become even more important than 
before. Muslims are already becoming more empowered to discover different 
school of thoughts via different preachers, best ways to approach worship that 
suits them yet still in accordance to the Islamic teaching.



NEW WORLD,  
NEW WAYS TO TRADITION02

What has changed, what will stay, 
how brands should adapt to a changing Ummah

Unpacking New Behaviours and Values

If there’s one thing COVID-19 has taught us about how 
much we value and take pride in our culture and 
tradition, is that no matter what happens, keeping 
them alive and intact will remain a priority.  

And this concerns every tradition of the season from 
mudik/balik kampung (going back to hometown) to 
traditional food, family gathering to religious tradition; 
COVID has forced Muslims in Indonesia and Malaysia 
to find creative ways to approach old traditions and 
adapt them to the COVID world.  

Tradition Hacking 
People tweaking traditions to fit their lifestyles are 
becoming a norm. Instead of cooking complex and 
delicate traditional dishes for hours, we hack them 
using readily available or DIY appliances to ease the 
process. It’s easier but it doesn’t mean any less.  

Tradition still lives on to be handed down to the new 
generation, in a modern, innovative way. 

For brands wanting to tap into tradition, aim to make 
tradition more accessible without losing its essence 
and meaning to the people. 

ASIA
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A MORE UNITED UMMAH 
IN THE FACE OF CRISIS03

The Prophet said in a hadith, “He is not a believer whose 
stomach is filled while the neighbour to his side goes 
hungry” becomes a reminder to the Muslim ummah to 
start thinking about others who are less fortunate.  

This aligns with the spirit of Ramadan where Muslims are 
encouraged to reflect and action on their charitable 
effort and selflessness especially in this trying times.  

What we saw throughout Ramadan was how the act of 
giving or sadaqah has amplified and take on different 
forms. From Indonesia’s online peer-to-peer distribution 
tool called Bagirata to Ebit Lew and team helping and 
shining light on the poorest and most vulnerable 
communities in Malaysia, the ummah have come 
together in solidarity and go above and beyond to help 
Muslims and non-Muslims alike in their own way.  

What has changed, what will stay, 
how brands should adapt to a changing Ummah

Unpacking New Behaviours and Values

Organisation-led to citizens-led 
The most welcoming change in volunteer charitable 
activities during this period is how private citizens have 
become more empowered to advocate for their 
communities. In solidarity, they come together and self 
mobilise to make sure help reaches people in need. 

Become an enabler to community seeking help 
Brands can re-think their approach to corporate social 
responsibility to become more community-focused by 
empowering and enabling community organisers to 
lead more efficiently or supporting small local 
businesses to thrive in this difficult environment. 

ASIA
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(STILL) LOOKING FESTIVE FLY 
FOR THE ‘GRAM04

Even when many begin to adopt frugal spending habit in 
this time of crisis and uncertainty, there are still Indonesian 
and Malaysian Muslims who made an exception on one 
thing they’re willing to splurge on: Festive fashion for Eid. 

Yes, Eid or Raya clothes stays on Muslims’ shopping 
checklist for three reasons: 

• Wearing new clothes on this day of celebration is 
considered a ‘sunnah’ in Islam.  

• #RayaOOTD for Malaysians and #LebaranOOTD/ 
#LebaranDirumahAja for Indonesians are the only way to 
show the world that there’s reason to celebrate even 
when COVID makes it difficult for us to do so 

• Wearing festive clothing helps keep the celebration 
familiar when the celebration that we’ve known for were 
slowly losing elements familiar to it. 

What has changed, what will stay, 
how brands should adapt to a changing Ummah

Unpacking New Behaviours and Values

Willingness to splurge for feel good moments 
During a time when consumers are cautious about 
their spending, splurging for a moment as significant 
as Eid won’t hurt. What’s more important is how this 
willingness to spend on key items shows how people 
still want to feel festive and positive. 

Brands that want to tap into this behaviour must 
understand the meaning behind this willingness to 
spend when we know that times are hard. And last but 
not least, when tapping into difficult times, brands 
should also facilitate on consumers’ changing needs to 
help them accessing the goods easier; one of the 
relevant examples right now is by providing installment 
plan. 
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