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We were interested to understand Indonesian and Cambodian youth’s online 
behaviours and interests – as a way to help to develop digital communications 
for key causes of interest.

Research Background & Objectives

• Indonesia – area of interest was deforestation – aiming to help youth to become 
more engaged in the topic of deforestation

• Project conducted in 2019 - 2020

• Cambodia – area of interest more to civic and political and  economic opportunities
• Project conducted 2020 - 2021 



In each market, we conducted a 2 stage approach

METHODOLOGICAL APPROACH

STAGE 1: AI Semiotics
Main objectives covered:
• What are the target audience’s general interests? (i.e. 

socially, politically and culturally)  
• How do they seek these out online?
• What information do the target audience access on issues 

which they care about?
• How do they engage with this information, if at all? 

STAGE 2: Online community
Main objectives covered
• How does the target create a personal presence/identity online?
• What types of apps/websites does the target audience engage 

with for different activities? 
• What is the role of influencers? 
• What is the role of the dark social? 
• General content preferences – for engagement, like vs share vs 

comment
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How does it work? ... The journey

Explore patterns and 
make unexpected 
connections & creative 
leaps…fast

Sample diverse & rich 
sources that get us 
thinking in new ways 

Our analysis is 
qualitative and 100% 
human, accelerated 
by AI technology

Define the intractable 
question at the heart 
of your growth 
challenge

Stretchy springboards 
are the start-point 
for new thinking 
& ideation 

ID: “What can we learn 
from the online world of 
millennials in Indonesia 
in order to create 
archetypes which 
highlight their interests, 
how they engage with 
important issues (from 
political to social to 
environmental) and 
their behaviours 
online?”

BRAND
Emerging & 
X-category

CULTURAL
Online

magazines

INFLUENCER
Blogs and
websites

CONSUMER
Blogs &
forums

GROUPS
… government
and charities

EXPERTS
Blogs, articles
and websites

INTERNAL
documents
& reports

And
More…

! Question ➁ Expertise ➂ Sources ➃ Discovery ➄ Springboards

NOTE:  We utilized the Discover AI Platform



How the process works
And the role of Natural Language processing (NLP) and Machine Learning (ML) 



Our Research Questions & Inputs

What can we learn from the online world of millennials in Indonesia in 
order to create archetypes which highlight their interests, how they 
engage with important issues (from political to social to environmental) 
and their behaviours online?

We brought together rich & inspiring language from 118 sources across 16 
sourcing areas and covering Indonesia and in Bahasa Indonesian / English 
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What can we learn from the online world of 15-30 year olds in Cambodia, 
in order to create archetypes which highlight their interests and issues 
(particularly in the areas of political, civic and social) that they care 
about and how they engage and behave with this information online?”

We brought together rich & inspiring language from 102 sources across 16 
sourcing areas and covering Cambodia and in Khmer / English 
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INDONESIA - Springboards Identified were divided into 4 areas
A total of 14 Springboards were identified – each representing an archetypal segment of 
Indonesian millennials and how they interact with environmental issues 

NEGOTIATING WITH POWER

GIRLS FOR A 
BETTER WORLD

LOUD AND PROUD 
CRUSADERS

AUTHORITY 
ABIDING

EVERY DAY ACTIVISM SEIZING NEW OPPORUTNITIES

GUARDIANS OF 
FUTURE GENERATIONS

RELIGIOUS VIRTUE

QUIET HEROES ETHICAL 
CONSUMERS

GREEN FASHIONISTASSAVVY 
ENTREPRENEURS

MAKERS AND 
CREATORS

INTELLIGENT 
INNOVATORS

PROTECTORS OF INDONESIA

CONCERNED GLOBAL 
CITIZENS

AESTHETIC 
INDULGENCE

LOCAL COMMUNITY 
ADVOCATES



INDONESIA – Key archetypes were identified to prioritise in 
stage 2, Online Community
Those archetypes chosen were done so based on the highest potential 
& estimated market sizing. Regular consumers were also included
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STAGE 2:  Online community with millennials from Jakarta and Medan.  We included 
Regular Consumer participants, but also some that fit from key archetypes - Quiet Heroes, 

Guardian of Future Generation, Ethical Consumers, Aesthetic Indulgence.   We also included 
a small sub-sample of Loud & Proud Crusaders - as the niche, highly engaged & motivated 

Indonesian Millennial (as a case to see what can impact them)

• Understanding what content 
Millennials engage with and what 
can motivate them to engage 
more into environmental topics.  

• BBC Media Action Team 
developed some broad content 
ideas for testing



INDONESIA – Overview of Key Insights Delivered
Profiling, Conversion Journey Mapping and Direction on Campaign Strategy

1. Each key archetype (& regular 
consumers) were profiled:
• Background: Their character, 

behaviours online, influencers followed
• Key environmental issues of concern
• Triggers (and barriers) to act on 

environmental issues

2. Mapping of the journey to convert less 
engages profiles/archetypes to more 
engaged
• Regular consumers TO quiet heroes 

/ethical consumers
• Regular consumers / Quiet Heroes / 

Ethical consumers TO Aesthetic 
Indulgence or Guardians of the Future 

3. Providing direction on strategy and 
ideal campaign to help engage 
regular consumers



INDONESIA - How the research was used by BBC Media Action

• Digital output of Kembali Ke Hutan 
(return to the forest), a mass media 
green growth governance project

• Audience:
• Urban Indonesian youth (18-30 y/o)
• Focus on 2 key archetypes:

• Aesthetic Indulgence 
• Guardians of Future Generations

BBC Media Action, created content on deforestation & environmental content 
within their AksiKita (‘Our Action’) social media platform 

Some examples of outputs from 
Aksi Kita – Targeted at “Aesthetic
Indulgence” 

Targetting “Quiet Heros”
• “6 human habits that caused glass 

house effect"
• 2021 New Year Resolution – small 

things that help to improve the 
environment



CAMBODIA - Springboards Identified were divided into 3 areas
A total of 16 Springboards were identified – each representing an archetypal segment of 
Cambodian youth millennials and how they interact online in the areas of political, civic 
and social
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ENVIRONMENTAL 
WARRIORS
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CAMBODIA – Stage 2, Online Community included Active vs 
Regular Cambodian youth 
Given that many Cambodian youths are less active in posting/engaging in political, 
civic and social toplines online, we included a sample of ‘Active Youth’ - i.e. those 
more interested in social, political and civic issues and more likely to share / 
like/post and create such content online

STAGE 2:  Online community with youth from Phnom Penh (Boeng Keng Kong, 
Chamkarmon, Meanchey) and Battambang (Sangkae). 

- Consumers considered to fit within a mix of the above archetypes, but not specifically 
recruited on this basis (active vs regular considered more critical)

• Understanding what content youth engage 
with and what can motivate them to engage 
more into political, civic and social issues

• We prepared various example contents across 
various topics to see how comfortable 
Cambodian youth felt with engaging with it 
and why
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CAMBODIA – Overview of Key Insights Delivered
In-depth understanding of youth online behaviours based on topic and media

1. Understand Cambodian youth online behaviours
• By topic areas – key national vs local issues
• How they communicate via various ecosystems, 

including social media, dark social and face to face
• Content that will be engaged with 

(post/like/comment/share) vs content that youth 
need to be highly cautious on (& their subsequent 
behaviours)

• Understanding on different types of content (format, 
topic etc) that Cambodian youth will engage on and 
why

2. Recommendations on how to engage 
with regular vs active youth



How our process works
And the role of Natural Language processing (NLP) and Machine Learning (ML) 
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