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Genzilla
THEY’RE COMING. GET READY

J U N E  0 9 ,  2 0 1 5
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A COLL AB ORATI V E  
EFFORT B ROUG HT TO 
YOU BY  

Decision Lab, 
OMD & Media 
Prima

#2 
I N THE  2014/  2015 
TOMORROW NOW 
SER I ES  

325 
MAL AY S ,  CH I NESE  
AND  I ND I ANS  /  
OTHERS  AG ED  13-21 
ACROSS  EAST AND  
WEST MAL AY S I A  

FI ELD WORK I N 

May 2015 

D ATA HAS  B EEN 
WE I G HTED  BY  

Sex, age, 
race and 
region

Background
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A market research 
company on a mission

Brands in Asia are experiencing disruption as consumers adopt new 
technologies and interact with products and campaigns in new ways. 

We are here to change the decision making process, making your 
marketing more agile and more connected to your consumers’ changing 
habits.

We say it’s time to digitalize.
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Our regional online community, 
offer clients to gather opinions 
from all over the world. 

The unique by-invitation-only 
panels guarantee the best quality 
the industry can offer. 

South East Asia 
online 
community

DECIS ION LAB ONLINE COMMUNITY

Vietnam

489,075

Thailand

145,885

Malaysia

129,658

Philippines

127,076

Indonesia

97,719



110,130 
PANELISTS NATIONWIDE

The Malaysian 
panel at a glance

PANEL INFORMATION

Kuala Lumpur

15%
Johor

9%
Sarawak

6%

Sabah

6%
Selangor

27%

States with more than 10% States with less than 10% States with less than 5% 

Source: Epinion, November 2014, Malaysian Panelists by states (n = 110,130) 
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Gender

Male Female

n=325

Age group

13-15 16-18 19-21 21+

Races

Malay Chinese Others

Background information
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1%
1%

2%
2%

3%
3%
3%

4%
4%

10%
12%

15%
39%

Perlis 
Sabah 

Kelantan 
Terengganu 

Melaka
Negeri Sembilan 

Sarawak 
Kedah 

Pahang 
Penang 

Perak 
Johor

Selangor / Kuala Lumpur 

Background information



9%

30%

24%

24%

13%

Gen Alpha Gen Z Gen Y Gen X Boomers

Gen Z is the new black

9.06mil
POPULATION

145RM 
TO SPEND PER MONTH

Entering the job force 
FOR THE FIRST TIME!

Generation split in Malaysia (%) 
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Digitally popular, 
physically awkward 
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17%

65%

8%
10%

Face-to-face

Chat apps/ Text

Phone call

Email

Most comfortable with friends 
behind the screen
Most comfortable method of contact with friends (%) 

Q23. Which way of “talking” do you feel most comfortable to use for the person listed below? 
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46%
AGREE THAT THE NUMBER OF LIKES / 
COMMENTS ON A SOCIAL MEDIA  
POST SHOW HIS / HER POPUL ARITY

55%
FEEL THAT THEY’RE NOTICED WHEN 
PEOPLE COMMENT AND LIKE THEIR 
POSTS.

Social media reputation

Q4: How much do you agree with the following statement? (5 point scale) 
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The mobile phone is 
GenZilla’s lifeline
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21%
3%

2%

41% 77%
64%

38%
20%

34%

13-15 16-18 19-21

2 or more!

1

0

Number of mobile phones (%)

Q20A: How many mobile phones do you have / own? n=710

Almost all have a mobile phone –
even those aged 13-15

1.4
MOBILE PHONES PER 
PERSON
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47%
SEARCH INFORMATION 
ABOUT CAST OR 
CONTENT OF THE 
PROGRAM

35%
DISCUSS THE 
CONTENT OF THE 
PROGRAM WITH 
FRIENDS

27%
SEARCH FOR BRANDS 
/ PRODUCTS SHOWED 
IN THE PROGRAMS

A mobile distraction

Q27: Which of the following do you normally do with your devices (like your mobile phone, tablet or desktop/laptop) while watching a TV program? (n=710)
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Discerning 
online
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26%

23%

20%

19%

18%

4%

1%

Celebrity’s comment or testimonials 

Friends I only meet online

TV ads 

Reviews on newspapers / magazines 

Newspaper ads 

Experts’ advice 

Parents 

Q15: Please rank how much you trust each type of media and the different people in the list below. 

Genzilla treads lightly on internet “facts” 
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ONLY

21%
AGREE “ I  TRUST 
INFORMATION FRIENDS 
SHARE ON SOCIAL MEDIA”

They’re careful not 
to fall for the bait!

Q24: How much do you agree with the following statement? (5 point scale) (n=710)
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Digitally 
responsible 



19Q24: How much do you agree with the following statement? (5 point scale) (n=710)

11% 
“ I  AM OK TO SHARE MY 
PERSONAL I SSUES ONLINE”  
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Online 
privacy is 
a top 
concern

38%

40%

41%

44%

Terrorism

Robbery 

Recycling and environment 

Online privacy 

Social issues “very concerned” about 
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GenZilla will save the 
world
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54%
57%

60%
62%

63%
65%

67%
68%

71%
71%

72%
73%

74%

Gender equality 
Womens rights 

Terrorism 
Online bullying 

Animal rights 
Equal rights for all races 

Public facilities for disabled 
Cyber crime 

Online privacy 
Education for everyone 

Robbery 
Freedom of speech 

Recycling and environment protection 

Q6: How much do you care about the following causes or happenings? (top 2 boxes) 

Concerned with social issues 
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65% 
OF GEN Z SAY THEY
WANT TO MAKE A 
DIFFERENCE IN THE
WORLD. 

Genzilla are the 
heroes, not the 
villain 

Q24: HOW MUCH DO YOU AGREE WITH THE FOLLOWING STATEMENT? (5 POINT SCALE) 
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GROWING UP IN A  TIME OF AWARENESS ON 
SOCIAL I SSUES, GEN Z HAS A  STRONG DESIRE TO 
GET INVOLVED.

THEY ARE MORE LIKELY TO SUPPORT BUSINESSES 
THAT SERVE A  H IGHER PURPOSE.

It’s cool to stand 
up for something
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GenZilla suffers from 
perpetual child 

syndrome



26Q24: How much do you agree with the following statement? (5 point scale) (n=710)

64% 
ADMIT THEY LIVE BET TER 
LIVES THAN THEIR 
PARENTS GENERATION
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Increase in stress and 
disappointments 

DESPITE BEING CLOSER TO THEIR PARENTS, 
GENZILLA IS USED TO LIVING AN EASIER LIFE. 
THEY FIND IT MORE DIFFICULT THAN THEIR 
PRECEDING GENERATIONS TO HANDLE 
STRESS AND DISAPPOINTMENTS.
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GenZilla is confident and 
knowledgeable 
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A creature of confidence

75%
CONFIDENT WITH THEIR  DECIS IONS 

68%
KNOW MORE ABOUT TECHNOLOGY THAN THEIR  
PARENTS

39%
KNOW MORE ABOUT TECHNOLOGY THAN THEIR  
FR IENDS

Q24: How much do you agree with the following statement? (5 point scale) (n-710)
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• n = 7 1 0

n=710

Influence on decisions (%) Genzilla roar is 
heard

Q8: How involved are you in the purchase decision for each of the items below?

College and university that I study at 
Personal care products for myself 

Other extra learning classes 
Family holiday trip 

Courses that I study
Internet subscription at home 

Technology products for myself 
Courses that my younger sibling studies

College/ uni my younger sibling studies at 
Personal care products for other family members

TV channels the family subscribes to 
Technology products for the home 

Music classes 

My opinion is asked but I do not decide I decide together with others I decide myself mainly



• (n = 7 1 0 )
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Q16: When it comes to what’s important to you, please classify the following products and services by “can’t live without”, “nice to have” and “do not need”

Genzilla’s survival kit - education as an 
essential to get ahead 

Bachelors degree 

Master degree

Broadband at home

Smartphone
Laptop

My vehicle (Car/ motorbike)

Shopping malls

Travelling and holiday trip

Facebook

TV in general

Desktop

Clothes that express my identity

Data plan on mobile phone

Tablet Digital camera

Fast food
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GenZilla preys on 
content



• Q 3 : Wh e n  a re  yo u  fre e  to  d o  yo u r fa vo rite  a ctivitie s a fte r sch o o l a n d  o th e r e xtra -cu rricu la r sch e d u le ?
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Sources used for entertainment (%)

Q11A & B: Which of the following types of media are your main sources for entertainment? Please select 
one main source and other sources

Newspaper

Other social network

Mobile apps

Radio

Online - websites

Online video

Facebook

TV

Main source of 
Entertainment

Other source

The idiot box 
is still alive 
and kicking



34

Genzilla thirsts for video content

27%
WATCH YOUTUBE

25% 
WATCH OTHER DRAMA/ 

MOVIE WEBSITE

40% 
WATCH OFFLINE TV

10% 
WATCH CATCHUP TV (EG. 

TONTON)

Q25. How often have you watched the following TV and videos in the past one week? (n=710)
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Genzilla summary

DIGITALLY  POPUL AR,  PHYS ICALLY  
AWKWARD

MOBILE IS  A MUST

DIGITAL RESPONSIBLE

SOCIAL CONSCIOUS

OVER – PARENTED

SMART AND IN  THE KNOW

CONTENT FOLLOWERS
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FOR MORE INFORMATION, CONTACT: 

TQT@DECIS IONL AB.CO

CASSANDRA.NG@OMNICOMMEDIAGROUP.COM 


