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Male, 
54%

Female, 
46%

Gender

18 - 24, 
18%

25 - 34, 
28%35 - 44, 

23%

45 - 54, 
16%

55 - 64, 
10%

≥65, 
5%

Age

Malay, 
55%

Chinese, 
26%

Indian, 
7%

Others, 
12%

Ethnicity

Central, 
29%

North, 
23%

South, 
18%

East Coast, 
14%

East Malaysia, 
16%

Locality

<RM3K,
36%

RM3K -
RM5K, 21%

RM5K -
RM10K, 

15%

RM10K -
RM15K, 7%

>RM15K, 5%

Prefer not to say, 
16%

MHI
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Base: Target Market (n=7,887)
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22% 21%

33%

20%
14%18% 20% 21%

16%
9%

46% 48% 49% 47%
39%

44% 42% 38% 35%

58%

Total (n=5,913) Malay (n=3,196) Chinese (n=1,252) Indian (n=376) Others (n=1,089)

Fresh Milk UHT Milk Others None
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Base: All Respondents

22%
20%

25% 25%
22% 21%

12%

18%
16%

18%

23%
19%

16%

11%

46%

35%

47%

53%
55%

52%

37%

44%

56%

42%

38%
36%

38%

57%

Overall (n=5,913) 18 - 24 (n=1,190) 25 - 34 (n=1,568) 35 - 44 (n=1,119) 45 - 54 (n=864) 55 - 64 (n=650) ≥ 65 years (n=520)

Fresh Milk UHT Milk Others None
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Base: All Respondents

22%

30%

22% 22%
19%

13%

18%
22%

20%
18%

16%
12%

46% 47%

52%

41%

46% 45%44%

38% 38%

45% 46%

55%

Overall (n=5,913) Central (n=1,565) Northern region
(n=1,248)

Southern region
(n=1,064)

East Coast (n=806) East Malaysia (n=1,230)

Fresh Milk UHT Milk Others None
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Base: All Respondents

19%

29% 29% 30%

25%

20% 20% 19%
22%

19%

47%

57%
59%

42%
44%

41%

30%
32%

41%

46%

< RM3K (n=2,180) RM3K to RM5K (n=952) RM5K to RM10K (n=671) RM10K to RM15K (n=362) >RM15K (n=282)

Fresh Milk UHT Milk Others None
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Base: Target Market

RM87 RM90 
RM84 

RM130 

RM77 
RM86 

RM69 
RM63 

RM104 

RM80 

RM90 

RM122 

RM89 
RM82 

RM91 RM95 

RM79 
RM72 

RM108 

RM86 

RM97 

RM83 

Overall
(n=715)

Male
(n=385)

Female
(n=330)

18 - 24
(n=130)

25 - 34
(n=201)

35 - 44
(n=164)

45 - 54
(n=114)

55 - 64
(n=72)

≥65 
(n=35)

Malay
(n=392)

Chinese
(n=187)

Indian
(n=52)

Central
(n=207)

Northern
(n=165)

Southern
(n=129)

EC
(n=98)

EM
(n=116)

<RM3K
(n=282)

RM3K -
RM5K

(n=190)

RM5K -
RM10K
(n=74)

RM10K -
RM15K
(n=49)

>RM15K
(n=39)



1
1

%

1
1

%

1
1

%

1
5

%

1
0

%

1
3

%

4
% 4
%

2
9

%

1
0

%

5
% 1
1

%

9
%

6
%

4
% 1

6
% 2
4

%

9
%

1
3

%

1
5

%

3
%

1
%

1
9

%

1
6

% 2
3

%

2
0

%

3
6

%

1
4

%

1
0

%

7
%

3
%

1
6

% 3
6

%

5
%

2
9

%

3
4

%

1
0

%

4
%

3
%

1
8

%

3
2

%

1
2

%

1
5

%

7
%

7
0

%

7
3

% 6
6

%

6
5

% 5
4

%

7
3

%

8
6

%

8
9

%

6
9

%

7
4

% 6
0

%

8
3

%

6
2

%

5
9

%

8
6

%

8
0

%

7
3

%

7
3

% 5
5

%

7
3

%

8
2

%

9
1

%

Overall
(n=548)

Male
(n=295)

Female
(n=253)

18 - 24
(n=99)

25 - 34
(n=154)

35 - 44
(n=126)

45 - 54
(n=87)

55 - 64
(n=55)

≥65 
(n=27*)

Malay
(n=300)

Chinese
(n=144)

Indian
(n=40)

Central
(n=159)

Northern
region

(n=126)

Southern
region
(n=99)

East
Coast
(n=75)

East
Malaysia

(n=89)

<RM3K
(n=225)

RM3K -
RM5K

(n=136)

RM5K -
RM10K
(n=60)

RM10K -
RM15K
(n=45)

>RM15K
(n=31)

100% Online Mixed 100% Offline
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Base: Target Market

RM87 RM93 
RM78 RM82 

Overall (n=548) I only buy my milk from
online - 100% online (n=61)

Some online, some offline -
Mixed (n=105)

I only buy my milk from
offline - 100% Offline (n=382)

(Monthly average in RM)
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Base: Target Market
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Overall
(n=548)

Male
(n=311)

Female
(n=237)

18 - 24
(n=145)

25 - 34
(n=165)

35 - 44
(n=101)

45 - 54
(n=58)

55 - 64
(n=42)

≥65 
(n=37)

Malay
(n=249)

Chinese
(n=192)

Indian
(n=44)

Central
(n=168)

Northern
(n=133)

Southern
(n=87)

EC (n=78) EM
(n=81)

<RM3K
(n=159)

RM3K -
RM5K

(n=141)

RM5K -
RM10K
(n=106)

RM10K -
RM15K
(n=48)

>RM15k
(n=43)

More than previously purchased Same as previously purchased Less than previously purchased
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27% 25% 30%
22%

28% 28% 30% 28% 28% 28% 26% 24% 24% 28% 26% 27%
33%

17%
16%

19%

9%

19% 21% 20%
17%

11%
18% 19%

9%
19%

19%
16% 15%

15%

18%
18%

18%

14%

18% 19% 20%
22%

13%

17% 18%

23%

18%
20%

18% 15%
16%

12%
11%

12%

7%

13% 12% 13% 14%

8%

12% 11%
15%

13%
11%

12%
9%

11%

11%
12%

10%

16%

11% 9% 8% 11%

13%

11% 10% 13% 10%
12%

12%
12%

9%

15% 19%
11%

32%

11% 11% 10% 9%

27%
14% 16% 16% 15%

10%
17% 21% 17%

Overall
(n=7,887)

Male
(n=4,246)

Female
(n=3,641)

18 - 24
(n=1,431)

25 - 34
(n=2,213)

35 - 44
(n=1,1810)

45 - 54
(n=1,257)

55 - 64
(n=790)

≥65 
(n=384)

Malay
(n=4324)

Chinese
(n=2,067)

Indian
(n=573)

Central
(n=2,285)

Northern
(n=1,819)

Southern
(n=1,421)

EC
(n=1,077)

EM
(n=1,285)

Once a month 2-3 times a month Once a week 2-4 times a week 5-6 times a week Daily

Base: Target Market
Mean is the number of times a month

Mean* 10 11 8 15 9 8 8 8 13 9 10 11 10 8 10 11 10
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Base: Target Market

50%

22%

14%

10%

9%

9%

8%

8%

4%

4%

3%

2%

26%

Shopee

Lazada

Tesco Online

Jaya Grocer Online

Mydin Online

HappyFresh

GrabMart

Grab Supermarket

Pantry Express

Redtick

Sejadi

Bigbox Asia

Others

Used in last 1 year (n=677) Most often Used (n=550)

41%

8%

7%

5%

3%

3%

3%

3%

3%

3%

1%

19%

Shopee

Lazada

HappyFresh

Tesco Online

Jaya Grocer Online

Grab Supermarket

Redtick

Pantry Express

Mydin Online

GrabMart

Sejadi

Bigbox Asia

Others
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5% 9% 12% 8%
17%

7%
17%

25% 24% 19% 22%
12%

24%

32% 19%
23%

21% 4% 25% 10%

20%
14% 21% 15%

17%

11% 21%

14%
9% 17%

25%

23% 35%

27%

25% 19% 21% 33%

19% 11%

2%

20% 20%
14%

9%

21%
13%

12%
11% 12%

23%

21%

9%

5%

31%
15%

19%

25%

6%
9%

14%

10% 15%

12%
6%

23%

51%

5%

19% 21%
11% 11%

7%
11%

19% 14%

3%

Shopee
(n=335)

Lazada
(n=148)

Tesco Online
(n=92)

Jaya Grocer
Online (n=69)

Mydin Online
(n=63)

HappyFresh
(n=60)

GrabMart
(n=55)

Grab
Supermarket

(n=54)

Pantry
Express
(n=29*)

Redtick
(n=28*)

Sejadi (n=23*) Bigbox Asia
(n=17*)

Others (n
=177)

Once a month 2-3 times a month Once a week 2-4 times a week 5-6 times a week Daily

Base: Target Market
Mean is the number of times a month
*Low base

Mean monthly 
frequency* 9 11 17 10 12 12 10 9 7 9 10 10 8



Total
(n=551)

Male
(n=313)

Female
(n=238)

Malay
(n=251)

Chinese
(n=193)

Indians
(n=44)

18 to 24
(n=146)

25 to 34
(n=166)

35 to 44
(n=101)

45 to 54
(n=58)

55 to 64
(n=43)

≥65
(n=37)

Central
(n=169)

North
(n=134)

South
(n=88)

East Coast
(n=79)

East 
Malaysia

(n=81)

37%

13%

19%

21%

1%

7%

40%

32%

26%

23%

10%

7%

It is convenient
to buy

It is cheaper
online

To avoid going
out during the

pandemic

Movement
restrictions due

to Covid-19
Pandemic

The milk
supplied through
online purchase
is more recent…

I usually
purchase my

groceries online

40%

29%

21%

22%

9%

6%

41%

36%

32%

23%

12%

8%

34%

28%

25%

21%

12%

7%

55%

46%

35%

25%

11%

7%

30%

10%

11%

21%

9%

11%

45%

33%

9%

22%

14%

0%

45%

43%

36%

19%

12%

9%

41%

35%

28%

30%

5%

7%

32%

16%

25%

26%

9%

9%

32%

15%

33%

19%

6%

12%

24%

12%

35%

21%

9%

10%

43%

39%

23%

25%

6%

8%

47%

38%

30%

24%

15%

5%

33%

24%

29%

23%

22%

6%

36%

35%

30%

17%

9%

7%

Vodus Insights

Base: Target Market

Convenience, better affordability and safety during the pandemic and movement restrictions are the most common reasons to
purchase the milk online.



52%

47%

24%

30%

6%

6%

Movement restrictions
due to Covid-19…

It is convenient to buy

It is cheaper online

The milk sold online is
more recent in terms of…

I usually purchase my
groceries online

To avoid going out during
the pandemic

50%

27%

52%

9%

14%

22%

17%

54%

32%

44%

40%

15%

Shopee
(n=179)

Lazada
(n=37)

HappyFresh
(n=27*)

Tesco Online
(n=26*)

Vodus Insights

Base: Target Market
*Low Base

47%

57%

36%

34%

5%

7%

• Higher percentage of those who purchase online from Shopee, Lazada and Tesco find
it convenient as compared to HappyFresh.

• More respondents find the date of manufacturing of the stock at Tesco Online to be
more recent as compared to other platforms.
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11%

34%

21% 19% 18% 15%
22% 25% 20% 22% 19%

29% 24%
14%

36% 37% 34%
45%

24%
44% 43%

28%

21%

33%

41%

24%

38% 43%
30% 35%

23%

16% 14% 19% 14%

24%
16%

8%

10%

9%

17%

13%

14%

15%
21%

14% 12%

15%

11% 11% 10%
8%

6% 11%

13%

22%

23%

12%

12%

8%

13%
8%

10%
7%

14%

16% 16% 16%
21%

11% 8%
17% 22%

32%

16%
9%

33%

12% 8%
17%

21%
33%

Total
(n=552)

Male
(n=313)

Female
(n=239)

18 - 24
(n=146)

25 - 34
(n=166)

35 - 44
(n=101)

45 - 54
(n=58)

55 - 64
(n=43)

≥65 (n=38) Malay
(n=251)

Chinese
(n=193)

Indian
(n=44)

Central
region

(n=169)

Northern
region

(n=134)

Southern
region
(n=88)

East Coast
region
(n=79)

East
Malaysia

(n=81)

Extremely Likely Likely Neutral Unlikely Extremely Unlikely

Base: Target Market
Mean Likeliness to purchase on a scale of 1 to 5 where 1 is Extremely Unlikely to purchase and 5 is Extremely Likely to Purchase

Mean* 3.4 3.4 3.3 3.2 3.6 3.6 3.3 3.0 2.6 3.3 3.6 2.9 3.5 3.6 3.4 3.3 2.7
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30% 30% 30% 33% 33% 36%

18% 14%
26%

33% 29%

7%

33%
22%

32% 37%
28%

30% 33%
26%

27% 32% 28%

39%
38% 14%

27% 37%

23%

33%
45% 22%

22%

14%

22%
24%

21%
25% 20% 22%

21%
20%

24%

26% 16%

26%

19%
26%

24%
25%

18%

9%
7%

11%
5%

11% 8%

11%
15%

10%

8% 12%

11%

12%
4%

11%
9%

10%

9% 6%
12% 10%

4% 6% 12% 12%
26%

5% 7%

33%

3% 2%
11% 7%

29%

Total
(n=551)

Male
(n=313)

Female
(n=238)

18 - 24
(n=146)

25 - 34
(n=166)

35 - 44
(n=101)

45 - 54
(n=58)

55 - 64
(n=43)

≥65 (n=37) Malay
(n=251)

Chinese
(n=193)

Indian
(n=44)

Central
region

(n=169)

Northern
region

(n=134)

Southern
region
(n=88)

East Coast
region
(n=79)

East
Malaysia

(n=81)

Extremely Likely Likely Neutral Unlikely Extremely Unlikely

Base: Target Market
Mean Likeliness to purchase on a scale of 1 to 5 where 1 is Extremely Unlikely to purchase and 5 is Extremely Likely to Purchase

Mean* 3.6 3.7 3.5 3.7 3.8 3.8 3.4 3.3 3.0 3.8 3.7 2.6 3.8 3.8 3.5 3.7 3.0
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35% 37% 32% 33%
44% 39%

22% 23% 25%
35%

41%
35% 40% 43%

33% 29%
20%

26%
28%

23% 21%

25%
26%

39%
26% 22%

26%

29%

14%

34% 27%

18% 21%

20%

25%
26%

24% 24%

27%
25%

19%
31%

19%

25%

24%

18%

20%
22%

28% 34%

28%

7%
6%

8% 11%

2%
3%

8%
15%

14%

7%

4%

8%

3% 4%

15% 5%

15%

8% 4%
12% 11%

1% 7%
11%

5%

19%

7%
3%

26%

4% 5% 7% 12%
17%

Total
(n=550)

Male
(n=312)

Female
(n=238)

18 - 24
(n=146)

25 - 34
(n=165)

35 - 44
(n=101)

45 - 54
(n=58)

55 - 64
(n=43)

≥65 (n=37) Malay
(n=250)

Chinese
(n=193)

Indian
(n=44)

Central
region

(n=169)

Northern
region

(n=134)

Southern
region
(n=88)

East Coast
region
(n=79)

East
Malaysia

(n=81)

Extremely Likely Likely Neutral Unlikely Extremely Unlikely

Base: Target Market
Mean Likeliness to purchase on a scale of 1 to 5 where 1 is Extremely Unlikely to purchase and 5 is Extremely Likely to Purchase

Mean* 3.7 3.9 3.6 3.5 4.1 3.9 3.5 3.5 3.2 3.8 4.0 3.2 4.0 4.0 3.6 3.5 3.1
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Mean* 3.7 3.6 3.6 3.5

27%
18% 18% 17%

41% 56%

14%

45%

17% 3%

64%

19%

6% 19%

4%

14%

9% 5% 1% 5%

Shopee (n=172) Lazada (n=34) HappyFresh (n=27*) Tesco Online (n=23*)

Extremely Likely Likely Neutral Unlikely Extremely Unlikely

Base: Target Market
Mean Likeliness to purchase on a scale of 1 to 5 where 1 is Extremely Unlikely to purchase and 5 is Extremely Likely to Purchase
*Low base
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Base: Target Market
Mean Likeliness to purchase on a scale of 1 to 5 where 1 is Extremely Unlikely to purchase and 5 is Extremely Likely to Purchase
*Low base

Mean* 3.8 3.9 3.5 3.7

39%
29%

18%
25%

26% 46%

39% 24%

23%
14%

21%
45%

6% 6%
19%

4%6% 5% 3% 2%

Shopee (n=169) Lazada (n=36) HappyFresh (n=27*) Tesco Online (n=24*)

Extremely Likely Likely Neutral Unlikely Extremely Unlikely
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Base: Target Market
Mean Likeliness to purchase on a scale of 1 to 5 where 1 is Extremely Unlikely to purchase and 5 is Extremely Likely to Purchase
*Low base

Mean* 4.0 4.1 4.1 3.5

43%

29%

48%

12%

27% 59%
15%

40%

20%

5%

35%

35%

5%
6%

11%
5% 1% 2% 2%

Shopee (n=172) Lazada (n=37) HappyFresh (n=33) Tesco Online (n=25*)

Extremely Likely Likely Neutral Unlikely Extremely Unlikely
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58% 60% 61%

5% Discount 10% Discount 15% Discount

Base: Target Market
Data is the total % Top 2 Box (5 – Extremely Likely + 4 – Likely)
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Vodus Insights

Attribute Total
(n=551)

Central
(n=169)

Northern 
(n=134)

Southern
(n=88)

EC 
(n=79)

EM 
(n=81)

Malay
(n=250)

Chinese
(n=192)

Indian
(n=44)

Is easily available 1 6 3 1 2 3 6 1 5

Good value for money 2 3 5 3 1 1 4 2 6

Is a healthy choice 3 2 2 6 3 9 1 5 1

Is of high quality 4 1 4 7 6 6 5 4 2

Is a brand that I can trust 5 4 1 8 4 5 3 3 3

Has a better taste 6 5 7 5 5 4 7 6 9

Is made to international quality 
standards

7 8 6 2 7 7 2 8 7

Is a well-known brand 8 7 8 10 8 8 10 7 8

Has attractive packaging 9 10 9 4 10 2 8 10 4

Is recommended by friends and family 10 9 10 9 9 10 9 9 10

Base: Target Market
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Attribute Shopee (n=170) Lazada (n=33) Tesco Online (n=26*) HappyFresh (n=26*)

Is a brand that I can trust 1 1 3 8

Is easily available 2 6 7 4

Is a healthy choice 3 3 1 2

Good value for money 4 2 8 1

Is of high quality 5 5 5 3

Is made to international quality standards 6 8 2 7

Has a better taste 7 4 4 4

Is a well-known brand 8 7 10 9

Has attractive packaging 9 10 6 10

Is recommended by friends and family 10 9 9 6

Base: Target Market
*Low base



• 2 in 10 Malaysians purchase UHT milk
and about the same purchase Fresh
Milk. About half of the Malaysians
purchase other types of milk and about
half of the Malaysians do not purchase
any type of milk.

• Chinese, those in the age range of 25 to
44, in the Central region and in the
income range of RM3K to 15K purchase
fresh milk the most.

• Those who are retired, in East Malaysia
and high net worth individuals do not
purchase dairy as much as others.

• About 1/4th of respondents are expected
to increase their online purchase of
bottled/carton milk while the majority
are expected to have no change and
about 1/4th are expected to decrease.

• Mean monthly frequency of milk
purchase is 10 times a month.

• Higher frequency observed among the
young and retired population as
compared to other age groups.

• 5% discount is ideal to convert offline
shoppers into online shoppers.

• Average monthly spend per milk
consumer is about RM87, and is
considerably higher among the young
age group followed by the retired
population.

• Indians spend more than other
ethnicities while those in the income
group range of RM3K to RM5K spend the
most on milk on average.

• Online only milk purchasers spend more
than Offline only milk purchasers.
However, only 1 in 10 people are online
only milk purchasers.

Vodus Insights
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• Convenience, affordability and safety and
movement restrictions related to the Covid-19
pandemic are the key reasons to use ecommerce
portals to purchase bottled / carton milk.

• People choose Lazada, Shopee and Tesco Online for
convenience while they choose HappyFresh for
affordability and lower prices.

• Stock at Tesco Online are also perceived to be more
recent in terms of manufacturing date.

• Availability, good value for money and healthy
choice are the most important drivers of brand
choice for bottled / carton milk.

• Quality is most important in the Central region,
brand name is most important in the Northern
region and value for money is most important in
East coast and East Malaysia.

• While availability is the most important attribute
for Chinese, healthy choice is more important for
Malays and Indians.



Discount: 5% Convenience Fresh stock

• Currently online penetration stands at 3 in 10 people purchasing milk online  and 1 in 10 
purchasing only online which is expected to stay the same in future as those who are 
looking to purchase more are equal in number as compared to those who are willing to 
decrease. 

• A healthy discount of 5% to purchase online is expected to lure most number of offline 
shoppers to purchase online. 

• Making online shopping for milk easier, more convenient and providing fresher stock can 
also increase the online uptake of bottled / carton milk.
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PHONE NUMBER

+604 281 4187

EMAIL

contact@vodus.com

OUR OFFICES

Kuala Lumpur

A-10-01, Tower A, Pinnacle PJ, 
Lorong Utara C, PJS 52, 46200 
Petaling Jaya
Selangor, Malaysia

Penang

Plot 96, IV, Solok Bayan Lepas, 
11900 Bayan Lepas
Penang, Malaysia

312-E, Jalan Perak, 11600 
George Town,
Penang, Malaysia

Our Solutions

By having vast amount of market data 

on Malaysian consumers, we are in 

prime position to help businesses grow 

and gain market share through our 

solutions.

Insights Solutions:

1. Product Test

2. Target Market Research

3. Brand Health Tracker

4. Marketing Campaign Impact

Vodus pioneers the effortless One-

question Media Tracking Online Survey 

(OMTOS) methodology that enables 17 

million Malaysians to be surveyed across 

the online media network of the largest 

media groups in Malaysia (Astro, Media 

Prima, The Star) to obtain market 

insights that are faster, more 

representative, accurate and cost 

effective. 

For more information please visit: 

https://vodus.com

Want to learn 
more about us ?

Vodus Insights

https://vodus.com/solutions
https://insights.vodus.com/

