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Appendix 1   Consumer Segments Profiles 

 

A. Full Description 

a) The Acceptors 

Affordability is the key driver to purchase for people belonging to this segment. This 
would mean they are encouraged and will likely buy especially when prices of wildlife have 
become cheaper. On the other hand, Acceptors are strongly discouraged by the risk of 
imprisonment and the heavy penalties for the buyers. 

 
In comparison to the other consumer segments, Acceptors are keen in buying wildlife 
specimens and products whether sourced locally or from far away locales, whether legal 
or otherwise. There are 16% of Acceptors who will likely buy wildlife products whether 
sourced locally or from faraway locations – significantly higher than the other segments. 
And while 72-78% of this segment claimed it unlikely to buy wildlife species and products 
if they are illegally traded, 5-9% of Acceptors will still likely do so. 

 
The percentage of Parrot Acceptors amounted to 30% (Figure 4.4). They are strongly 
encouraged by affordable cost and are likely to buy parrots when their prices have become 
cheaper. Risk of imprisonment and the heavy penalties imposed on those caught buying or 
consuming wildlife specimens and products are main deterrents to their purchase. With 9%, 
this segment has the highest proportion of individuals likely to engage in IWT. Forty-six 
percent of Parrot Acceptors are located in the NCR, having a higher proportion of individuals 
in middle income or Broad C (C2) income households (36%), with college education (34%) 
and more female (77%) than male (23%) respondents. 

 
Turtle Acceptors are substantially smaller than Parrot Acceptors, registering at 14% 
(Figure 4.5). They are similarly driven to buy marine turtles because of the affordability of 
the specimen or its derivatives. While the risk of imprisonment is a foremost deterrent to 
buying the animal, the negative social stigma attached to owning, mainly a live one, also 
strongly discourages them from buying. Five percent of this group would likely buy marine 
turtles even if these are illegally traded. There are slightly more Turtle Acceptors in the 
North and Central Luzon (NCL) region than in Southern Luzon and Bicol (SLB) as well as 
Visayas (VIS). Around 80% percent of this consumer segment consists of females. 

 
b) The Rejectors 

There is a large number of Rejectors in the nationwide survey; 44% of respondents 
are Parrot Rejectors while 63% of the sample are Turtle Rejectors (Figures 4.4 and 4.5). 
These individuals are staunch non-buyers and are the least likely to engage in wildlife 
trade: for 88-89% of this consumer group, none of the statements given about wildlife 
purchase would “strongly encourage” them to buy or use these types of products45 (Figure 
4.6). At most, only 12% and 14% of Rejectors would “likely buy” marine turtles and parrots 
respectively, should “the products come from legal trade”. 

 
 
                                                
45 Using a 5-point “strongly encourages me to buy/ use” – “strongly discourages me to from buying or using” scale; all the remaining 

REJECTORS gave ratings or scores between 1 to 4 ratings or scores on all statements. 
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What mainly discourages Rejectors from buying are their compassion towards the 
parrots and marine turtles and the potential risk of endangerment of the animals, bringing 
death and suffering (as they are thought to be fragile and costly). 

 
Among the consumer segments, Rejectors are considered knowledgeable of the 
repercussions of wildlife trade. They are most vocal in their strong disinclination towards 
all the given scenarios presented to them surrounding the wildlife purchase46, strongest 
among which is the purchase of both taxonomic groups especially if these are illegally 
traded. Particularly among Turtle Rejectors, awareness of the Wildlife Conservation and 
Protection Act (RA 9147) registered highest among this consumer segment. 

 
Turtle and Parrot Rejectors account for 63% and 44%, respectively, among all consumer 
segments (Figure 4.6). More than half (51-58%) of this group are Tagalogs and 35% have 
achieved college education. Around two in every five (43%) of Parrot Rejectors are from 
the 34 and below age group (with notably more 18-24s) and are largely females (73%), 
with slightly bigger proportion of individuals from SLB region. Turtle Rejectors are seen to 
have the biggest proportion of males compared to other consumer segments (at 27% 
versus 19% each for Acceptors and Non-Committals) and slightly more 35-44s (38% vs 
31% each for Acceptors and Non-Committals). 

 
c) The Non-Committals 

Making up 26% of respondents aware of parrots and 23% of those who are aware of 
marine turtle consumers, Non-Committals are characterized by their neutral “middle-of-
the-road” disposition towards the purchase of either parrots or marine turtles: they are 
closely similar to Rejectors as 85-87% of these individuals claimed that they are not 
strongly encouraged to buy parrots or marine turtles (Figures 4.4 and 4.5). Just as with 
Acceptors, Non-Committals are strongly discouraged from buying the animals illegally out 
of fear of imprisonment (Figure 4.6). Particularly for parrots, Non-Committals are likewise 
unlikely to buy if the commodity becomes more expensive. 

 
While 45% of respondents for both Parrot and Turtle Non-Committals are not inclined to 
buy these wild animals when directly asked about their likelihood of purchasing them in 
the future, there are 47% of the former and 51% of the latter who remain neutral or ‘non-
committal’ to future purchases. Based on the different purchase scenarios, there are still 
21-26% who are ‘likely to buy’ if ‘the product comes from legal trade’. 

 
A key consideration among these consumers would be the reputability of purchase 
source as there are about 20-21% who claimed that they would be more likely to buy the 
wild animal or by-product if it came from a trusted supplier; similarly, 18-20% would be 
more likely to buy if ‘the product is sold by a trusted retailer’. Moreover, 21% would likely 
buy parrots (and 16% for turtles) if the products were sourced locally or from Asia. Five 
percent of both Parrot and Turtle Non-Committals mentioned that they are likely to buy 
even if the product is illegally traded. 

 
 
 

                                                
46 Based on a list of statements pertaining to wildlife trade, respondents’ buying intention (“likelihood to buy”) was obtained for each 

purchase scenario. (See Likelihood of Buying on Purchase Scenarios). 
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Demographically, 70-73% of Non-Committals come from the lowest income (D) 
households and the biggest proportion of individuals comes from the 35-44 age group (38-
40%). Among the consumer segments, Non-Committals are the most ethnically diverse 
(with higher proportion of Pangasinenses, Hilonggo, etc.). Particularly for Turtle Non-
Committals, 81% of this group are females, whereas this percentage is at 79% for the 
Parrot Non-Committals (Figure 4.7). 

 
d) The Non-Awares 

The inclusion of the Non-Aware of parrots and marine turtles as a distinct and exclusive 
segment to target is imperative, particularly in raising public awareness for IWT. They are 
defined as respondents who claimed to be unaware of parrots nor of marine turtles even 
when prompted with an image. Of the total sample, there were 12% and 4% Non-Aware 
of parrots and marine turtles, respectively. 

 
They are generally not inclined to buy wildlife, because of the negative social stigma 
associated with owning wildlife: 62% of Non-Awares are strongly discouraged to buy as 
wildlife products are often associated with corruption or dishonesty of people in power 
(Figure 4.6). Similarly, there are about 56-57% who were averse to the risk of being 
imprisoned or the heavy penalties imposed if they were caught trading or consuming these 
animals. 

 

B. Comparative Analysis of Consumer Segments 

Segmentation, according to Wendell Smith (1956), is a process, “… of viewing a heterogeneous 
market (one characterized by divergent demand) as a number of smaller homogeneous markets.” 
Partitioning an entire market into smaller segments based on purchase and recommendation 
patterns allow for a more coherent and cohesive understanding of the actions and motivations of 
each of these segments. A distinct rationale can be uncovered from what, at first, may seem like 
inconsistent and disparate behaviors by applying segmentation using clear and indicative 
variables such as incidence of purchase, likelihood of future purchase, and likelihood of 
recommendation (AMA, 2005). 
 
This section is intended to probe the similarities and differences among the observed consumer 
segments across the four surveys to validate and further examine the findings gathered in these 
consumer studies, specifically the identified target groups of wildlife consumers and purchase 
motivations, as well as attitudes and values towards wildlife products. These will serve as key 
inputs in developing effective awareness and behavior change interventions that are targeted and 
site-specific. 
 
It is important to note beforehand the limited sample sizes and highly defined sampling structures 
of the localized consumer studies in Metro Manila, Cebu, and CARAGA; these have rendered the 
reliability of the findings as mere indications that, as a consequence, need to be validated and 
contextualized. Particular emphasis is placed in validating and drawing additional conclusions 
from these comparisons to see whether or not the messaging framework of the succeeding CEPA 
campaign will still hold true after being scaled up for a larger audience. 
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1. Proportions of Consumer Segments Across Studies 

Comparing the proportions of the consumer segments across surveys, the nationwide 
survey elicited the highest proportion of Parrot Acceptors at 30%, followed by CARAGA 
at 22% and Metro Manila at 20%. The Cebu survey recorded a very low number of Parrot 
Acceptors with only 3% (Table 4.2). 

 
For Parrot Rejectors, the CARAGA survey elicited the highest proportion with 56%, 
slightly higher than the nationwide proportion of the consumer segment at 44%. Like the 
nationwide survey’s, the proportion of Parrot Rejectors in the CARAGA survey significantly 
outsizes the Metro Manila survey’s 31% and the 8% generated in the Cebu survey. Against 
the Turtle Acceptors that comprise 14% of respondents aware of marine turtles in the 
nationwide survey, the CARAGA survey comes close with 18% while the proportion of 
Turtle Rejectors in Metro Manila are notably lower at 8%. The proportion is lowest in Cebu, 
with only 1% belonging to this segment. 

 
In both the nationwide and CARAGA surveys, Turtle Rejectors comprise around two-
thirds of respondents who are aware marine turtles (63% in the nationwide survey and 
65% in CARAGA survey), with Turtle Rejectors in the Metro Manila survey tailing closely 
at 51%. The Cebu survey elicited only 12% Turtle Rejectors. 

 

Figure 1   Proportions of Consumer Segments Across Studies 
 

 
 
 
 

Note: Details may not add up to 100% due to rounding off. 

A- Significantly higher than Metro Manila figures at 95% confidence level 
B- Significantly higher than Cebu figures at 95% confidence level 
C- Significantly higher than CARAGA figures at 95% confidence level 
D- Significantly higher than Nationwide figures at 95% confidence level  
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For both Parrots and Turtle Non-Committals, these consumer segments are largely 
represented in the Cebu survey where, 87% and 89% of respondents aware of parrots 
and marine turtles, respectively fall under these consumer segments. The proportions of 
these consumer segments are likewise substantial in the Metro Manila survey, registering 
at 49% Parrot Non-Committals and 41% Turtle Non-Committals. Parrots and Turtle Non-
Committals in Cebu and in Metro Manila significantly outsize the ones in CARAGA (17-
23%) and in the nationwide surveys (23-26%). 

 
As for the Non-Awares of both Parrots and Turtles, proportions of these consumer 
segments are of rather low proportions across consumer surveys except however in the 
Metro Manila survey where they registered quite substantially, with Parrot Non-Awares 
and Turtle Non-Awares respectively accounting for 20% and 26% of the Metro Manila 
respondent sample. 

 

2. Acceptors Across Studies 

Across all consumer surveys, Acceptors have shown to be particularly conscious of the 
costs of wildlife trade. If wildlife specimens or derivatives are made affordable, Acceptors 
are consistently shown to be more likely to buy these products (Figures IV.6, IV.8, IV.10, 
IV.12). 

 
Alongside the affordability of price, a top consideration is the cost of maintenance, which 
accounts both monetary and time to be committed to pet care. Inconvenience of pet care 
discourages Parrot Acceptors in Metro Manila from buying parrots. Parrot Acceptors from 
CARAGA are similarly hesitant to buy the species because these animals are considered 
fragile and thus, hard to care for. 

 
The results of the Cebu survey present a distinct characteristic of Acceptors in the area 
particularly in terms of the purchase of the priority species/taxa. They are conscientious 
as they care about the risk of animal death and suffering caused by IWT (Figure IV.10). 

 
The heavy penalties of IWT are likewise a strong deterrent as pointed out by Acceptors in 
the Metro Manila as well as in the nationwide surveys. Parrot and Turtle acceptors from 
CARAGA, as well as Turtle Acceptors from Cebu indicated the possibility of imprisonment 
as one of their primary deterrents in wildlife purchase. Despite these considerations,78% 
particularly of Turtle Acceptors in Metro Manila are willing to buy or recommend buying 
marine turtle-related products in the future. 

 
In terms of their socio-economic status, Acceptors in the nationwide and CARAGA surveys 
largely belong to the broad C (C2) income class (Figures IV.7 and IV.13), while Turtle 
Acceptors in Metro Manila and Cebu surveys are from the lower income households 
(PHP10,001-PHP20,000), with over half in the lowest income bracket (PHP10,000 and 
below) (Figure 4.9). 
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3. Rejectors Across Studies 

Compassion for parrots and marine turtles (as well as wildlife in general) best describes 
Rejectors in the Metro Manila, Cebu, and nationwide surveys. As non-buyers or rejectors 
of wildlife trade, Rejectors’ compassion towards the animals is seen to be the primary 
reason why these individuals reject participating in IWT as they believe this will only cause 
animal death and suffering (Figures IV.6, IV.8, and IV.10). 

 
Rejectors’ emotional response may have rooted from their understanding of the impact 
and, consequently, importance, of wild animals both to their communities and their 
environment in general. Across the consumer surveys, Rejectors were shown to be 
knowledgeable and appreciative of wildlife, especially with respect to environmental 
health. Particularly in Metro Manila, Rejectors value seeing animals free in their natural 
state. In Cebu, Rejectors also noted the importance of both the parrot species and marine 
turtle taxa to their local tourism industry, their community, and their culture. 

 
CARAGA Rejectors take a more practical approach to why they refuse to engage in IWT. 
Their barriers to purchase and/or recommendation included troublesome product handling 
and safety (such as parrots being fragile and difficult to care for), the product’s inefficacy 
(especially if proven by science), and overall difficulty in proving the authenticity of the 
product (Figure 4.12). Similar to the Rejectors from the nationwide survey, CARAGA 
Rejectors would take a firm stand in wildlife purchase: as the 84-89% of Rejectors 
nationwide, 77-78% of CARAGA Rejectors are not strongly encouraged by any of the 
statements presented to them concerning wildlife purchase. 

 
In terms of educational profile, Rejectors have an above average level of educational 
attainment; in all three surveys, a significant proportion of Rejectors had attained college 
level or college graduate status, with Metro Manila also displaying a relatively large share 
of respondents with high school level or graduate status (Figures IV.7, IV.9, and IV.11). 

 
Unlike the members of the same consumer segment in the other studies, CARAGA 
Parrots and Turtle Rejectors largely belong to homes from the lowest income class (Figure 
IV.13). 

 

4. Non-Committals Across Studies 

Non-Committals are seen to be the most diverse in their motivations and behaviors across 
the four surveys. Common among Non-Committals in the nationwide, Metro Manila, and 
CARAGA surveys is their neutral, middle-of-the-road stance on the issue of IWT (Figures 
4.6, 4.8, and 4.12). 
 
Furthermore, Non-Committals from the nationwide and CARAGA studies also shared 
fearing the risk of imprisonment as one of the main deterrents to purchasing either parrots 
or marine turtles. Members of this segment from Metro Manila differed in their motivations 
as Parrot Non-Committals are largely concerned with the practical aspects of purchase 
and pet care, while buying decision among Turtle Non-Committals is often made 
depending on their prevailing interest in turtle specimens or their derivatives at the time of 
purchase. Meanwhile, purchase motivations among Non-Committals in the Cebu survey 
are largely driven by traditional and local beliefs, as well as force of habit (Figure IV.10). 
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Particularly on the future purchase, a significant proportion of Non-Committals in Cebu 
and Metro Manila have neutral purchase intent: 52% of Turtle Non-Committals in Cebu 
and 48% of Parrots -56% of Turtle Non-Committals in Metro Manila expressed neutrality 
as they will neither likely nor unlikely to buy turtles or parrots in the future. 

 
Non-Committals varying purchase motivations and behaviors can be attributed to the 
consumer segments varied demographic profiles. In the nationwide survey, Non-
Committals represent the highest percentage of the 35-44 age bracket (38-40%) (Figure 
IV.7). Similarly, Turtle Non-Committals in Cebu are largely from the 35 and above age 
group (at 52%), while the majority of Turtle Non-Committals in Metro Manila are from the 
45 and above age group (at 58%) (Figures 4.9 and 4.11). Relative to those generated in 
the other surveys, there are far fewer Non-Committals in the CARAGA survey belonging 
to the oldest age bracket of 45 and up (at 22-27%) (Figure IV.13). 

 

5. Non-Awares Across Studies 

Nationwide Non-Awares share similar characteristics to CARAGA Non-Awares; members 
of this consumer segment from both surveys noted social stigma of participating in IWT, 
with many of those from the Nationwide survey (62%) adding that wildlife purchase is 
associated with corruption and the dishonesty of people in power (Figures IV.6 and IV.12). 
Another influential deterrent is the risk of imprisonment when caught purchasing wildlife 
products. 

 
Metro Manila and Cebu Non-Awares have more comparable attitudes toward wildlife trade 
which is having little or no knowledge about the importance of wild animals to the 
environment and other living creatures (Figures 4.8 and 4.10). This non-awareness of the 
value of wildlife is particularly more evident among Parrot Non-Awares in Metro Manila, 
where 21% of the segment expressed their uncertainty towards the matter. Particularly for 
Non-Awares in Metro Manila and Cebu, major deterrents to engaging in wildlife trade 
include the risk of endangerment of animals. Most especially among those in Metro 
Manila, barriers to purchase for them would also include the expensive price of parrots, 
which to Non-Awares in CARAGA believe will also likely depreciate fast. 
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Appendix 2   IWT Campaign Activity Schedule 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

2021

TV PTV 4 1
IBC 13 1

TV/Online One News PH 1
Sonshine Media 1 1

Radio/Online radyopilipinas.com 1
Radyo Agila / NET 25 1 1
Hope Radio FM 1

PRINT(Broadsheets) Manila Standard 2
Daily Tribune 1
Business World 1
Manila Bulletin 2
Business Mirror 4 1
The Philippine Star 1
Philippine Daily Inquirer 3
Balita (Print) 1

Print (BS)/Online mb.com.ph 1 1 3
manilastandard.net 2
bworldonline.com 3 2
businessmirror.com.ph 4 3
philstar.com 2 1
inquirer.net 2
Abante News Online 1
Daily Guardian 1
Technology Times 1
Manila Times 1
Balita (Online) 1
Remate 2
The Meridian Post 2

Other News Online Spherical 1
Wazzup Pilipinas 1
LionhearTV 1
Orange Magazine 1
BNAB Entertainment 1

Government Online pna.gov.ph 1
DENR Online 1 1
DENR CARAGA 1
  pia.gov.ph 1

GovServ 1

BMB 1

SOCIALS DENR BMB Facebook Page 3 4 2 5 3 1
Radyo Veritas Facebook Page 2

BLOGS Bloggers Philippines, bloggersphilippines.com2
Raincheck, raindeocampo.com 2 1
Mongabay 1
Dot Daily Dose 1
Lemon Green Tea 1
snappedandscribbled 1
Corner Magazine PH 1
virgiechengonthego 1
Travelling in Tandem 1
Kumagcow 1
Hype Mania PH 1
Big Tito 1

 IWT CALENDAR Metro Manila 5,150 Calendars in 35 Barangays

Cebu 2,000 calendars in 36 Barangays

CARAGA 1,180 calendars in 16 Barangays

Others (DENR BMB Offices, etc.) 2,090 calendars

CAMPAIGN ACTIVITY / PLATFORM
SEPTEMBER OCTOBER NOVEMBER DECEMBERMARCH APRIL MAY JUNE JULY AUGUST JULY

2020
JANUARY FEBRUARY

Boosting of 10 Social Media posts (Facebook)

JUNEMARCH APRIL MAY
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Appendix 3   Achievement of Project Outcomes/Objectives 
(based on the Project’s Design and Monitoring Framework) 

Output Indicators Baseline 
End-of-Project 

Targets 
Status Remarks 

DEMAND 
REDUCTION AND 
CEPA 
 

Percent increase in 
general illegal wildlife 
trade awareness from 
baseline data 
gathered from 
consumer surveys by 
end-of-project 

 
 
 

47% - Generic 
35% - RA 9147 

 

From the 
nationwide 

phone survey 

 
 
 

67% - Generic 
55% - RA 9147 

 
 
 

41% - Generic 
28% - RA 9147 

 
 
 

Target was not 
reached and trend 
seen to continue 
against the desired 
direction 

Percent increase in 
illegal wildlife trade 
awareness for target 
taxonomic groups 
from baseline data 
gathered from 
consumer surveys by 
end-of-project  

Marine Turtles: 

 NCR – 39% 
 Region 7 – 

38% 
 Region 13 – 

31% 

Parrots: 

 NCR – 26% 
 Region 7 – 

30% 
 Region 13 

(generic) – 31% 

Marine Turtles: 

 NCR – 59% 
 Region 7 – 

58% 
 Region 13 -51% 

Parrots: 

 NCR – 46% 
 Region 7 – 

50% 
 Region 13  

(generic) – 51%   

Marine Turtles: 

 NCR – 47% 
 Region 7 – 39% 
 Region 13 – 40% 

Parrots: 

 NCR – 50%  
 Region 7 – 41% 
 Region 13 

(generic) – 44% 

Marine Turtles: 

 NCR and CARAGA 
Region – Target 
was not reached but 
trend is seen to 
continue in upward 
directions  

 Region 7 – Target 
was not reached 
and value remained 
the same 

Parrots: 

 NCR – Target 
reached/ surpassed 

 Region7 and 
CARAGA Region – 
Target was not 
reached but trend is 
seen to continue in 
upward directions  

1 People surveyed 
during pre-
campaign 
consumer surveys 

0 500 1,121 Exceeded target by 
224% 

2 Percentage of 
women surveyed 

0 50% 72.26% Exceeded target by 
144% 
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Output Indicators Baseline 
End-of-Project 

Targets 
Status Remarks 

3 People reached 
collectively 
through the 
marketing 
collaterals 

0 500,000.00 50,870,325 based on 
the total universe of 
readers for 109 PR 
Exposures / Social 
Media Posts, which 
have featured the 

Project's IWT content 
to date. This number 

excludes PR 
Exposures and Social 

Media Posts from 
DENR-FASPS and 

Biodiversity Sentinel. 

Exceeded target a 
hundredfold 

4 Economic 
valuation survey 
for one taxonomic 
group and one 
species submitted 

0 1 1 Target met 

5 Pre-Campaign 
Consumer Survey 
Report submitted 

0 1 Pre-campaign 
consumer reports for 

NCR, Region 7, 
CARAGA, and 

Nationwide submitted 

Target met 

6 Post-Campaign 
Consumer Survey 
Report submitted 

0 1 1 Target met 

7 CEPA Strategy 
and Plan 
developed 

0 1 3 Exceeded target 

8 Audience-
segmented CEPA 
Materials 
developed and 
disseminated 

0 At least 10  Total of 27:  
14 Social Media Cards 

Produced, 5 Press 
Releases Produced, 4 
IWT Radio Guestings 

Facilitated, 2 IWT 
Calendars Produced 

and Distributed, 1 
Video on RA 9147 

Produced, 1 RA 9147 
Video for Ports 

Produced  
 

 PHP41,639,395 in 
Media Values 

Generated 

Exceeded target by 
170% 

9 Knowledge 
products (e.g., 
publications, 
policy papers, 
reports, etc.) 
excluding 
audience-
segmented 
materials 
developed and 
disseminated 

0 At least 14 30 (including 
brochures, articles 
posted in DENR 

websites and ADB 
Today) 

Exceeded target on 
publications 

 
Target met on KP 

production 
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Appendix 4   Unified Socio-Economic Classification 

 
  

FACTORS AB UPPER C BROAD C D E 

DURABILITY OF THE 
HOME 
 

 
Heavy, high quality materials 
(concrete, wood and concrete or 
first class wood, bricks) Permanent 
 
 
 
5 
 

 
Of good quality 
materials (wood or 
concrete or first 
class wood), 
generally 
permanent 
4 
 

 
Of mixed light and 
heavy materials, 
semi-permanent 
 
 
 
3 
 

 
Of light and cheap 
materials, poorly 
constructed, semi-
permanent 
 
 
2 
 

Temporary 
structure 
barong-barong 
type or a poorly 
constructed 
one-room affair 
1 
 

INDOOR QUALITY:  
HOUSE MAINTENANCE 

 
Well-painted, not in need of repair 
 
 
 
 
5 
 

 
Well-painted but 
may need a new 
coat of paint and 
some minor repairs 
 
4 
 

 
Painted but need a 
new coat of paint 
and some repairs 
 
 
3 
 

 
Generally 
unpainted and 
badly in need of 
repair 
 
2 
 

 
Unpainted and 
dilapidated 
 
 
 
1 
 

NEIGHBORHOOD: 
LOCATION OF THE 
HOUSE 
 

 
Located in an exclusive 
subdivision, expensive 
neighborhood enclaves.  
Townhouses & condominiums.  If 
in mixed neighborhood, it must 
have a fence at least 
 
5 
 

 
May be found in 
mixed 
neighborhood of 
larger and smaller 
houses, with 
predominantly 
larger houses 
4 
 

 
Generally found in 
mixed 
neighborhood with 
larger and smaller 
houses than it 
 
 
3 
 

 
Found mostly in 
neighborhood of 
houses with 
generally the same 
size, with 
occasional large 
houses 
2 
 

 
Located 
generally slum 
district interior 
or rural houses 
 
 
 
1  
 

EDUCATION OF THE 
HOUSEHOLD HEAD 
 

 
Graduate of 
exclusive 
colleges or 
universities 
including 
University of 
the Philippines 
5 
 

 
Graduate of 
state colleges or 
universities, 
excluding the 
University of the 
Philippines 
 
4 
 

 
Some college 
education but did 
not graduate/  
Technical training 
or vocational 
 
 
3 
 

 
Some highschool 
education 
 
 
 
 
 
2 
 

 
Elementary school graduate or less 
 
 
 
 
 
 
1 
 



106 

Appendices 

Appendix 4 Unified Socio-Economic Classification…cont’n. 

 

FACILITIES 

1. Television (colored) 
2. Refrigerator 
3. Air conditioner 
4. Stereo/karaoke/component/CD 
5. Cooking range 
6. Video cassette recorder 

7. Laser disc player 
8. Electricity 
9. Faucet (running water) 
10. Freezer 
11. Microwave oven 
12. Water heater installation 

13. Family computer/play station 
14. PC 
15. Internet 
16. Washing machine 
17. Floor polisher 
18. Telephone/ cellphone 

FACTORS AB UPPER C BROAD C D E 

OCCUPATION OF 
HOUSEHOLD HEAD 

 
Moderate to big 
businessman, top 
executive. Maybe 
established or 
approaching a senior 
executive level or a 
professional. Middle to 
senior national, regional 
or local city official.  
 
5 
 

 
Of good quality 
materials (wood or 
concrete or first 
class wood), 
generally 
permanent 
 
 
 
 
4 
 

 
Of mixed light and 
heavy materials, 
semi-permanent 
 
 
 
 
 
 
 
3 
 

 
Of light and cheap 
materials, poorly 
constructed, semi-
permanent 
 
 
 
 
 
 
2 
 

 
Temporary structure 
barong-barong type 
or a poorly 
constructed one-
room affair 
 
 
 
 
 
1 
 

FACILITIES OF THE 
HOUSE 

 
More than 10 facilities 
and has a new car (not 
more than 5 years old) 
 
 
5 
 

 
8-10 facilities and 
has a car or jeep 
>10 with jeep 
>10 without jeep/ 
car 
4 
 

 
5-7 facilities with or 
without a car or 
jeep 
>8-10 without jeep/ 
car 
3 
 

 
2-4 facilities 
 
 
 
 
2 
 

 
0-1 facility 
 
 
 
 
1 
 

ESTIMATED 
HOUSEHOLD MONTHLY 
INCOME 

A. P 100,000 and up 
B. P50,001 – 99,000 
 
5 

P 30,001 – 50,000 
 
 
4 

P 15,001- 30,000 
 
 
3 

P 8,001 – 15,000 
 
 
2 

P 8,000 and below 
 
 
1 
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Appendix 5   Link for the Nationwide Post Campaign Consumer Survey 
Questionnaire 

Attachments\Project EMPEROR 4.0 - Main Questionnaire_17 May 2021.pdf 

 

 

See page 117 onwards

file:///C:/Users/lemm/Documents/Project%20Management/PHI%20IWT%20Demand%20Reduction/Reports/Post%20Campaign%20Report/Attachments/Project%20EMPEROR%204.0%20-%20Main%20Questionnaire_17%20May%202021.pdf
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Appendix 6   Decision Tree Statistical Algorithm Segmentation Methodology 

1. Segmentation Methodology (Transcript of Slides) 

 
Segmentation Analysis 
 
 
In order to identify homogenous groups of customers in terms of their behavior, intentions, 
attitudes, and motives, we have developed a custom segmentation using the Decision Tree 
statistical algorithm1. 
 
The model was used to predict the likelihood of buying ivory after the ban is imposed, and to 
identify segments of respondents sharing similar patterns of responses to the question on past 
purchases, intention to purchase and advocacy for ivory consumption. 
 
Input variables included: attitudes, motives and barriers, past and intended purchasing, and 
agreement/disagreement with the ban. The analysis shows the key differentiators among the 
groups relate to behaviors rather than attitudes and psychographics.  
 
Based on this predictive modeling, we have identified three distinct segments, Diehard Buyers, 
Ban Influenced Citizens and Rejectors. 
 
The three-segment solution has been shown to deliver the highest practical value. It is more clear-
cut, robust, interpretable, applicable and trackable than the four or five segment solution we have 
also explored. The following slide describes how these segments were identified 
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Appendix 6 Decision Tree Statistical Algorithm Segmentation Methodology…cont’n. 
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Appendix 6 Decision Tree Statistical Algorithm Segmentation Methodology…cont’n. 

 
 
Diehard buyers (orange circle): 97.3% are likely to buy ivory in spite the ban and are very likely 
to recommend purchasing ivory. 
 
Ban influenced Citizens (two green circles): 100% of them will stop buying ivory after the ban is 
imposed. The difference between the two is in the likelihood to recommend ivory to family 
members or friends. 
 
Rejectors (blue circle): Not buying and not intending to buy ivory independently of whether the 
ban is imposed or not. 
 
The four yellow circles are heterogeneous and include both intended buyers and those who would 
stop purchasing. Therefore, we re-allocated the former to Diehard buyers and the latter to Ban 
Influenced Citizens. 
 
Eight segments in total (e.g. eight circles) could have been more descriptive of the population, 
though of much less practical value, so we opted for three segments. 
 
The Decision Tree explains 94% of the purchasing intent after the ban is imposed. 
 
 
 
 
Reference: Demand under the Ban- China Ivory Consumption Research 2017, powerpoint presentation for TRAFFIC 
and WWF, December 2017 
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Appendix 7   Reasons for Purchase – Marine Turtles, Post-Campaign Survey 

 

  

Q12. Reasons for Purchase - Marine Turtle

Among who ever had purchased wildlife species in Q4 and were asked and answered FOR MYSELF (code 1 in Q11)

AREA AGE SEC GENDER

Total NCR (a)
CV/Cebu 

(d)
CARAGA 

(e) '25-34 (b)

'34 and 
below 
(NET)

'45 and 
above (d)

ABC1 
(NET) C1 (b) Male (a)

Female 
(b)

Total 4 2 1 1 1 1 3 4 4 2 2

Decoration 1 0 1 0 0 0 1 1 1 0 1

25.0 0.0 100.0 0.0 0.0 0.0 33.3 25.0 25.0 0.0 50.0

Delicacy 1 0 0 1 0 0 1 1 1 1 0

25.0 0.0 0.0 100.0 0.0 0.0 33.3 25.0 25.0 50.0 0.0

Pet 3 2 0 1 1 1 2 3 3 2 1

75.0 100.0 0.0 100.0 100.0 100.0 66.7 75.0 75.0 100.0 50.0
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Appendix 8   Purchase Influencers – Marine Turtles, Post-Campaign Survey 

  

Q16. Purchase Influencer - Marine Turtle

Among who ever had purchased wildlife species in Q4 and were asked

BANNER 1: STANDARD BANNER

AREA AGE SEC GENDER

Total NCR (a)
CV/Cebu 

(d)
CARAGA 

(e) '25-34 (b)

'34 and 
below 
(NET) '35-44 (c)

'45 and 
above (d)

ABC1 
(NET) C1 (b) Male (a)

Female 
(b)

Total 7 4 2 1 2 2 2 3 7 7 2 5

From someone I know 14.3 25.0 0.0 0.0 50.0 50.0 0.0 0.0 14.3 14.3 0.0 20.0

Sidewalk vendor 14.3 25.0 0.0 0.0 50.0 50.0 0.0 0.0 14.3 14.3 0.0 20.0

Son/daughter 28.6 25.0 50.0 0.0 0.0 0.0 50.0 33.3 28.6 28.6 0.0 40.0

Spouse 14.3 0.0 50.0 0.0 0.0 0.0 50.0 0.0 14.3 14.3 0.0 20.0

NONE/Myself 28.6 25.0 0.0 100.0 0.0 0.0 0.0 66.7 28.6 28.6 100.0 0.0
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Appendix 9   Information on Reporting of IWT Activities 

 

1. Awareness of Institutions to Report Illegal Wildlife Trade Activities 

 

Q42. ON AWARENESS OF (DENR Offices/ DENR-Biodiversity Management Bureau) AS INSTITUTIONS TO REPORT ILLEGAL WILDLIFE TRADE ACTIVITIES.  Are you aware 
that you can report any illegal wildlife trade activity to (1) DENR offices/ (2) DENR-Biodiversity Management Bureau? 
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2. Usage of Institutions to Report Illegal Wildlife Trade Activities 

 
Q44. ON USAGE OF DENR-Biodiversity Management Bureau Channels to Report Illegal Wildlife Trade Activities I will mention to you a few channels of the 
DENR-Biodiversity Management Bureau (BMB) that are used to report cases of any illegal wildlife trade activity and please tell me whether you have used/ dealt 
with any or all of them. Let’s start with… 
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3. Awareness of Other Institutions to Report Illegal Wildlife Trade Activities 

 
Q41. ON REPORTING ILLEGAL WILDLIFE TRADE – AWARENESS. Do you know of any group or institution to report any illegal wildlife trade activity? If yes, what group/institution? 
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Appendix 10   Sample Distribution and Area Coverage by Wildlife Crime Classification Map – Wildlife Crime Hot 
Spots (WCHSs) vs Non-Wildlife Crime Hotspots (Non-WCHSs) (DENR-BMB, 2019) 
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  Interview No. ______________ 
 

 

Project: 

“EMPEROR 2.0” 
Questionnaire 

 

 
 

A(QN)-102020-699 (v4.0) 
FOR OFFICIAL USE ONLY 

Respondent’s Full Name  __________________________________________________________________________________ 

Address __________________________________________________________________________________________ 

Telephone / Cellphone Number  ________ ______________________ Date of Interview ___________________________ 

Interviewer’s name __________________  _________________________________ I.D. # _________________________  

Agency ___________________________________________________________________________________________ 

Time Interview Began ________________ Ended _________________ Interview length ____________________________  

I declare that this interview has been carried out strictly in 
accordance with your specification and has been conducted 
within the MRS Code of Conduct with a person unknown to 
me. 

Interviewer’s signature 
 

Checked by supervisor 
 

 

SEC AGE [S4] GENDER [S5] 

AB 1 C2 3 18 – 24 y.o. 1 37 – 45 y.o. 3 56 and above 5 Male 1 

C1 2 D 4 25 – 36 y.o. 2 46 – 55 y.o. 4   Female 2 

AREA SAMPLE 

NCR 1 South Luzon 4 Central/Eastern Visayas 7 REP 1 

North Luzon 2 Bicol 5 North Mindanao 8 Booster  

Central Luzon 3 Western Visayas 6 South Mindanao 9 Marine Turtle 2 

      Blue Naped Parrot 3 

 
LOOK FOR RESPONDENT INDICATED IN THE DATABASE 

 
INTRODUCTION:  

Good morning/ afternoon/ evening.  I am _______________ from PSRC, a market research company, and we are currently 
conducting an awareness & purchase study on some products. Your household is one of those randomly selected in this area to be 
interviewed. We got your name and contact in our database as previous participant in one study. We have another survey and the 
interview may take about 30 to 45 minutes.  Would you spare us some time to answer a few questions?     

Magandang umaga / hapon / gabi. Ako po si ________, mula sa PSRC, isang pribadong market research company. Kami po 
ay kasulukuyang gumagawa ng isang awareness & purchase study sa ilang produkto at kayo po ay isa sa mga napili para 
dito. Ang inyo pong pangalan at contact details nakuha namin sa aming listahan ng mga kalahok sa dati naming mga 
Mayroon po kaming bagong survey at ang survey na ito ay tatagal ng mga 30-45 minutes. Maaari po ba namin kayong 
makausap sandali?  

AUDIO RECORDING SPIEL:  During the call, read aloud to him/her the following spiel: 

Before we start, would you permit us to record this call for quality control purposes? 
Bago po tayo magsimula, pumapayag po ba kayo na i-record ang tawag na ito para lamang sa quality control purposes? 
 
Yes 
Oo 1 PROCEED TO SPIEL A: DPA CONSENT FORM SPIEL, SPIEL B AND RECORD WHOLE INTERVIEW 

No 
Hindi 

2 IF ANSWERED NO, READ BELOW: 
 
You mentioned that you do not permit us to record the call for quality control purposes. However, would 
you permit us to record the reading of the Data Privacy Act (DPA). We wish to assure you that as part of 
our code of practice, and in compliance with the Republic of the Philippines’ Data Privacy Act of 2012 (or 
Republic Act 10173), all information you will provide will be kept in strictest confidentiality and will only be 
used for the purposes of this survey. With this, do you wish to proceed with the recording of the Data Privacy 
Agreement only?  
Nabanggit niyo po na hindi kayo pumapayag na i-record ang tawag para sa layuning quality control. 
Gayunpaman, humihingi po kami ng inyong pahintulot na aming i-record ang pagbabasa ng Data 
Privacy Act (DPA). Nais naming tiyakin sa iyo na bilang bahagi ng aming code of practice, at 
pagsunod sa Republika ng Pilipinas Data Privacy Act of 2012 (o Republic Act 10173), ang lahat ng 



A(QN)-102020-699 (v4.0) – Project EMPEROR 2.0 – Main Questionnaire (v4.0) – 17 May2021 Page 2 of 30 
 

impormasyong ibibigay ninyo ay pananatilihin sa mahigpit na kompidensiyal at gagamitin lamang 
para sa mga layunin ng survey na ito. Gamit ito, nais mo bang ipagpatuloy ang pagrekord ng Data 
Privacy Agreement lamang? 
 

YES READ SPIEL A and READ NOTE TO FI 
NO READ SPIEL C 

 
NOTE TO FI:  

• IF ANSWERED YES, PROCEED TO READING SPIEL C. RECORD UNTIL DPA CONSENT 
FORM AND ANSWER TO CONSENT FORM ONLY.  

• IF ANSWERED NO, TERMINATE INTERVIEW AND READ SPIEL C. 
 

 
[SPIEL A: DPA CONSENT FORM SPIEL] 
For your data privacy, I will read the consent form to you. 
--Para sa inyong data privacy, babasahin ko po ang consent form sa inyo. 
 
NOTE: INTERVIEWER TO READ THE DATA PRIVACY CONSENT FORM 

NOTE TO FI: IF THE RESPONDENT EXPLICITLY AGREES TO SHARE PERSONAL INFORMATION, FI SHALL CONTINUE 
WITH THE INTERVIEW AND READ SPIEL B: 

[SPIEL B] 
Thank you for agreeing to be interviewed for this study. We may now start with the interview. 
Maraming Salamat sa inyong pagpayag. Maaari na po tayo magsimula. 
 
[SPIEL C]. 
We understand, thank you for taking our call and for your time. wHave a nice day! 
Naiintindihan po namin. Maraming salamat sa pagsagot ng aming tawag at sa inyong oras. Magandang araw!  
 
NOTE TO INTERVIEWER: PROCEED FIRST WITH THE DPA CONSENT FORM. MAKE SURE THAT THE READING 
OF THE WHOLE DPA AND RESPONDENT’S ANSWER “YES” TO THE DPA FORM SHOULD BE RECORDED AND 

NOTED ON THE SHEET.  

SCREENER 
 

S1. COMPANY AFFILIATION 
Are you or any of the members of your household currently working with or does the business you are currently involved in 
fall under any of the following types of companies? 
Kayo po ba o kahit na sinong miyembro ng inyong pamilya ay kasulukayang nagta-trabaho o may negosyo na 
kabilang sa mga sumusunod na klase ng kumpanya? 

Market research agency (Nielsen, PSRC, TNS, Ipsos, etc.) 
Kumpanyang gumagawa ng mga surveys / research (tulad ng Nielsen, PSRC, TNS, 
Ipsos, atbp.) 

1 
T

E
R

M
IN

A
T

E
 

Advertising/public relations agency (FCB Manila, Basic, JWT, etc.) 
Kumpanyang gumagawa ng mga ads, patalastas o public relations (tulad ng FCB 
Manila, Basic, JWT, atbp.) 

2 

Media (TV, Radio, Magazine, Newspaper, etc.) Like ABS-CBN, GMA, DZMM, etc. 
Media (TV, radyo, magazine, diaryo, atbp.) Tulad ng ABS-CBN, GMA, DZMM, atbp. 3 

Local government, government agency or government-owned/ controlled company (DENR, 
DTI, you municipal government, etc.) 
Lokal na gobyerno, ahensya ng gobyerno o Government-Owned/Controlled Company 
(tulad ng DENR, DTI, ang inyong lokal na pamahalaan, atbp.) 

4 

Non-government organization or people organization (WWF, Haribon Foundation, Marine 
Wildlife Watch of the Philippines,etc. 
Non-government organization (ngos) o People Organization (tulad ng WWF, Haribon 
Foundation, Marine Wildlife Watch of the Philippines, atbp.) 

5 

Pet shop or animal stores 
Mga shop o tindahan na nagbebenta ng mga alagang hayop 6 

NONE 7 PROCEED 

 
TERMINATE AND RECORD IN CONTACT BOX BELOW IF ANSWERED ANY OF CODES 1 – 6. OTHERWISE, 
PROCEED. 

1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 

16 17 18 19 20 21 22 23 24 25 26 27 28 29 30 
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S2. SCREENING FOR PARTICIPATION IN A MARKET RESEARCH STUDY 
Have you or any members of your household participated in any market research survey in the past 4 weeks? If yes, what 
is the topic of the survey? 
Kayo ba o sinuman sa inyong kasambahay ay nakasali sa anumang "market research survey" nitong nakalipas 
na apat na linggo? Kung oo, tungkol saan po ang survey? 
 

 CODE TOPIC ROUTE 

Yes 1 What is the topic of the survey? 
__________________________ 

TERMINATE IF ABOUT 
PLANTS / ANIMALS. 

No 2  PROCEED 
 
TERMINATE AND RECORD IN CONTACT BOX BELOW IF PARTICIPATED IN ANY SURVEYS ABOUT PLANTS / 
ANIMALS IN THE P4W. OTHERWISE, PROCEED. 

1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 

16 17 18 19 20 21 22 23 24 25 26 27 28 29 30 
 

S3. PURCHASE DECISION MAKER 
Do you consider yourself as main decision maker in the household when it comes to purchase of plants or animals / plant 
or animal products? 
Itinuturing ninyo po ba ang sarili ninyo bilang isa sa mga pangunahing nagdedesisyon sa inyong tahanan 
pagdating sa pagbili ng mga hayop at halaman o mga produktong gawa dito? 
 

 CODE ROUTE 
Yes 
Oo 1 PROCEED 

No 
Hindi 2 

LOOK FOR MDM IN THE HH: 
 

Would it be possible to talk to the main-decision maker in your 
household?  
Maaari po bang makausap ang pangunahing nagdedesisyon sa 
inyong bahay? 
 

 
NOTE TO FI: IF ANSWERED CODE 2, READ DPA SPIEL AGAIN. RECORD INCIDENCE IN MS FORMS. 

 
TERMINATE AND RECORD CONTACT BOX BELOW IF YOU WERE NOT ABLE TO TALK TO THE PDM IN THE 
HOUSEHOLD. OTHERWISE, PROCEED. 

1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 

16 17 18 19 20 21 22 23 24 25 26 27 28 29 30 
 

S4. AGE 
May I know your age? 
Maaari po bang malaman ang inyong edad? 
 

ACTUAL ANSWER  

 

AGE GROUP CODE ROUTE 

Below 18 years old 1 TERMINATE 

18 – 24 years old 2 

PROCEED 

25 – 36 years old 3 

37 – 45 years old 4 

46 – 55 years old 5 

Above 55 years old 6 
 
TERMINATE AND RECORD IN CONTACT BOX BELOW IF RESPONDENT IS NOT 18 to 55 YEARS OLD AND 
ABOVE. OTHERWISE, PROCEED. 

1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 

16 17 18 19 20 21 22 23 24 25 26 27 28 29 30 
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S5. GENDER. RECORD BASED ON DATABASE RECORD AND VOICE. IF UNSURE, VERIFY WITH RESPONDENT. 
May I know your gender? 
Maaari po bang malaman ang inyong kasarian? 
 

GENDER CODE 

Male 1 

Female 2 
 

S6. INCIDENCE OF BELONGING IN AN ETHNIC GROUP (SA) 
Do you belong to any ethnic group? If yes, what ethnic group do you belong to? 
Kayo po ba ay kabilang sa kahit na anong ethnic group? Kung oo, maaari po bang malaman kung sa anong 
ethnic group kayo kabilang? 
 

INCIDENCE CODE ROUTE 

Yes 1 Specify, ethic group: ______________ 

No 2  

 

FOR DP USE ONLY 

ETHNIC GROUP CODE 

Tagalog 1 

Bisaya 2 

Ilocano 3 

Manobo 4 

Butuanon 5 

Hilonngo 6 

Talacognon 7 

Palaweño 8 

Bikolano 9 

Pangasinense 10 

Others (specify) _____________ (   ) 
 

S7. TRAVEL BEHAVIOR (SA) 
How would you describe your travel behavior? Would you say… 
Paano po ninyo ilalarawan ang inyong travel behavior? Masasabi nyo po bang… 
 

I travel outside the Philippines regularly 
Regular akong nagta-travel o nagba-byahe sa labas ng Pilipinas 1 

I travel outside the Philippines occasionally 
Nagta-travel o nagba-byahe ako sa labas ng Pilipinas paminsan-minsan 2 

I never travel outside the Philippines 
Kailanman ay hindi pa ako nagkapag-travel o nakabyahe sa labas ng Pilipinas  3 
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MAIN QUESTIONNAIRE 
  

AWARENESS, PURCHASE AND OWNERSHIP OF WILDLIFE SPECIES 
 

Now let us talk about the different wildlife species and products that you know of or you yourself may have encountered in the past. 
When we say wildlife species, this means both wild animals and plant species and products. 
Ngayon, pag-usapan po natin ang tungkol sa iba’t ibang wildlife species and products na maaring alam ninyo o 
nakita/narinig na ninyo dati. Kapag sinabi po nating wildlife species, kabilang dito ang mga wild animals o hayop, iba’t 

ibang klase ng mga halaman, at mga produkto na hango rito. 
 

Q1. SPONTANEOUS AWARENESS OF WILDLIFE SPECIES. TOM (SA) 
When thinking of wildlife species and products, which species come first to mind? 
Kapag sinabing “wildlife species at products”, ano species ang unang pumapasok sa inyong isip?   
 

 
 
 
 

 
Q2. SPONTANEOUS AWARENESS OF WILDLIFE SPECIES. OM (MA) 

Which other species do you think of? What else? Anything else? 
Ano pang mga species ang naiisip ninyo? Ano pa? Meron pa po bang iba? 
 

 
 
 
 

 
Q3. AWARENESS OF WILDLIFE SPECIES. AIDED (MA) 

I will mention specific wildlife species and for each, please tell me whether or not you are aware of it.  Let’s start with 

[MENTION SPECIES BASED ON TICKMARK]… 
Meron po akong babasahing mga wildlife species at products at sa bawat isa, pakisabi po sa akin kung alam 
ninyo ito o hindi. Magsimula po tayo sa (MENTION SPECIES)… 
 
ASK AMONG SPECIES AWARE OF IN Q3 

Q4. EVER HAD – PURCHASED (MA) 
Which among these species, whether alive or dead (i.e. stuffed / taxidermied form or any products / derivatives, have you 
yourself previously bought? 
Alin sa mga species na ito, may buhay o wala (tulad ng mga “taxidermied” o inembalsama o preserved na balat 

ng hayop na may lamang bulak sa loob, o ibang produktong tulad nito, ang nagkaroon kayo na kayo mismo ang 
bumili? 
 
ASK AMONG SPECIES AWARE OF IN Q3 

Q5. EVER HAD – DID NOT PURCHASE 
And which of these species have you previously possessed but did not buy? 
At alin sa mga species na ito ang nagkaroon na kayo dati pero hindi kayo mismo ang bumili? 
 

NOTE TO FI. IF RESPONDENT HAVE NEVER POSSESSED / OWNED ANY WILDLIFE SPECIES, PROCEED TO 
Q6. OTHERWISE, SKIP TO Q7 

 
Q6. REASONS FOR NON-PURCHASE 

Why have you never bought any wildlife species (alive/ dead/ product)? Why else? Anything else? 
Bakit po hindi kayo bumili ng kahit na anong wildlife species - maging buhay man o di-buhay o produkto hango 
dito - kailanman? Bakit pa po? Meron pa po bang iba? 
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Q7. CURRENTLY OWNED (MA) 
Which among these species, whether alive or dead (i.e. stuffed / taxidermied form or any products / derivatives), do you 
currently own? 
Alin sa mga species na ito, buhay o di buhay (tulad ng mga “taxidermied” o inembalsama o preserved na balat ng 

hayop na may lamang bulak sa loob, o produktong hango sa mga ito) ang kasalukuyang mayroon kayo? 
 

Q8. MANNER OF ACQUISITION (SA PER SPECIES). RECORD CODE IN ANSWER GRID BELOW 
How did you acquire [MENTION SPECIES ANSWERED IN Q7]? 
Paano po kayo nagkaroon ng [MENTION SPECIES ANSWERED IN Q7]? 
 

 

  

 CODES 
I bought it/them myself 
Ako mismo ang bumili nito / mga ito 

1 

Purchased from someone in my household 
Binili mula sa inyong kasama sa bahay 

2 

Purchased from a friend 
Binili mula sa kaibigan 

3 

Purchased from a colleague 
Binili mula sa katrabaho 

4 

Purchased from a vendor  
Binili mula sa isang vendor o tindero 

5 

Inherited 
Minana 

6 

Received as a gift from a family member 
Natanggap bilang regalo mula sa kapamilya 

7 

Received as a gift from a friend 
Natanggap bilang regalo mula sa kaibigan 

8 

Received as a gift from someone I work/have a business with 
Natanggap bilang regalo mula sa aking katrabaho o kasama sa negosyo 

9 

I acquired these pieces through a different way, such as… 
Nabili/Natanggap ito sa ibang pamamaraan, katulad ng… 
 (Please specify ): _______________ 

(   ) 
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ANSWER GRID FOR Q3 - Q8  BELOW 

 
 

SPECIES 
Q3 Q4 Q5 Q7 Q8 

AWARE EVER - 
PUR 

EVER – 
PUR CUR ACQ 

 PLANTS      

[  ] Agarwood 
Lapnisan 1 1 1 1  

[  ] Bantigue 
Bantigi 2 2 2 2  

[  ] 
Pitcher Plant 
Pitcher Plant / Baso-baso / Kuong-kuong / Sandaoua / 
Kako 

3 3 3 3  

 ANIMALS      

[  ] Amboina Box Turtle 
Malayan or Asian Box Turtle 4 4 4 4  

[  ] Blue Naped Parrot 
Loro / Perico / Pikoy 5 5 5 5  

[  ] Common Hill Myna / Talking Myna 
Tiyaw / Kiaw / Kiyaw 6 6 6 6  

[  ] 

Marine turtle (including Hawksbill, Green, Olive Ridley Turtle), 
may be live, dead, eggs, and by-products. 
Pawikan, maaring may buhay man o wala, itlog palang, 
at/o mga produkto nag awa dito 

7 7 7 7  

[  ] 

Philippine Forest Turtle, may be live, dead, eggs, and by-
products 
Bakoko, maaring may buhay man o wala, itlog palang, 
at/o mga produkto nag awa dito 

8 8 8 8  

[  ] Philippine Hanging Parrot 
Colasisi / Kusi / Kulansi 9 9 9 9  

[  ] Philippine Pangolin 
Balintong / Halintong / Malintong 10 10 10 10  

[  ] Tokay Gecko 
Tuko 11 11 11 11  

[  ] Others, specify: _____________________________ (   ) (   ) (   ) (   )  

[  ] Others, specify: _____________________________ (   ) (   ) (   ) (   )  

[  ] Others, specify: _____________________________ (   ) (   ) (   ) (   )  

 NONE 99 99 99 99  
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PURCHASE INFORMATION 
 

NOTE TO FI. ASK PURCHASE INFORMATION SECTION (Q9-Q16) MONADICALLY AMONG RESPONDENTS WHO EVER 
HAD – PURCHASED WILDLIFE SPECIES (Q4). ASK FOR A MAXIMUM OF 3 SPECIES BASED ON TICKMARK. 

 

Q9. MANNER BOUGHT (SA PER SPECIES) 
When you bought [MENTION ANSWER IN Q4], was it…?  
Noong bumibili po kayo ng [MENTION ANSWER IN Q4], ito po ba ay binili ninyo ng…? 
 

MANNER SPECIES 1: 
________________ 

SPECIES 2: 
________________ 

SPECIES 3: 
________________ 

Alive 
Buhay 1 1 1 

Dead, whole 
Di buhay, buong hayop / 
halaman 

2 2 2 

Dead, part 
Di buhay, bahagi lang ng hayop / 
halaman 

3 3 3 

IF ANSWERED CODE 3, SPECIFY 
PART _________________ _________________ _________________ 

 
Q10. WHEN BOUGHT 

When did you buy [MENTION ANSWER IN Q4]? 
Kelan po kayo bumili ng [MENTION ANSWER IN Q4]? 
 

 SPECIES 1: 
________________ 

SPECIES 2: 
________________ 

SPECIES 3: 
________________ 

DATE OF PURCHASE  
SPECIFY MONTH / YEAR    

 
FOR DP USE ONLY 

WHEN BOUGHT CODE 
More than a year ago 1 

7 months to 12 months ago 2 

3 months to 6 months ago 3 

Less than 3 months ago 4 

Can’t recall 5 
 

Q11. RECEPIENT OF SPECIES (SA) 
For whom did you buy [MENTION SPECIES IN Q4]? 
Para kanino po ninyo binili ang [MENTION SPECIES IN Q4]? 
 

FOR WHOM SPECIES 1: 
________________ 

SPECIES 2: 
________________ 

SPECIES 3: 
________________ 

For myself 
Para sa aking sarili 1 1 1 

For colleagues 
Para sa aking katrabaho 2 2 2 

For relatives 
Para sa aking kamag-anak 3 3 3 

For friends 
Para sa aking kaibigan 4 4 4 

Others, specify: 
________________ (   ) (   ) (   ) 
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ASK FOR SPECIES BOUGHT FOR THEMSELVES (ANSWERED CODE 1 IN Q11) 
Q12. REASON FOR PURCHASE (SA) 

You mentioned you bought [MENTION SPECIES IN Q4] and/or parts of the species for yourself.  What was your main 
reason for doing so? 
Nabanggit po ninyo na bumili kayo ng [MENTION SPECIES IN Q4] at/o mga parte nito para sa inyong sarili. Ano 
po ang pangunahin ninyong dahilan sa pagbili nito? 
 

REASONS FOR PURCHASE SPECIES 1: 
________________ 

SPECIES 2: 
________________ 

SPECIES 3: 
________________ 

Medicinal value 
Bilang pang-gamot 

1 
Please specify 

ailment/condition: 
___________________ 

1 
Please specify 

ailment/condition: 
___________________ 

1 
Please specify 

ailment/condition: 
___________________ 

Decoration 
Pangdekorasyon 2 2 2 

Pulutan / consumption 
Pang-pulutan 3 3 3 

Superstition 
Dahil sa pamahiin 4 4 4 

5Virility 
Para sa pagkalalaki 5 5 5 

Delicacy 
Para pagkain 6 6 6 

Jewellery 
Pang-alahas 7 7 7 

Pet 
Bilang alagang hayop 8 8 8 

To promote well-being 
Para mag-promote ng kalusugan 9 9 9 

Others, specify: 
_______________ (   ) (   ) (   ) 

 

Q13. PURCHASE OCCASION (SA) 
Thinking again about the last purchase of [MENTION SPECIES IN Q4], what was the occasion for this purchase? 
Kung iisipin ang huling beses na bumili kayo ng [MENTION SPECIES IN Q4], ano po ang okasyon na inyong 
pinagdiriwang noon? 
 

OCCASION FOR PURCHASE SPECIES 1: 
________________ 

SPECIES 2: 
________________ 

SPECIES 3: 
________________ 

A birthday 
Birthday o kaarawan 1 1 1 

A graduation 
Graduation o pagtatapos 2 2 2 

A promotion at work 
Promosyon sa trabaho 3 3 3 

A wedding anniversary 
Anibersaryo ng kasal 4 4 4 

Moving out of home 
Paglilipat ng bahay 5 5 5 

To celebrate a new business 
Para i-celebrate ang bagong 
Negosyo 

6 6 6 

To treat illness 
Para makagamot ng sakit 

7 
Please specify 

ailment/condition: 
___________________ 

7 
Please specify 

ailment/condition: 
___________________ 

7 
Please specify 

ailment/condition: 
___________________ 

No specific occasion 
Walang particular na okasyon 9 9 9 

OTHERS, specify: 
______________ (   ) (   ) (   ) 
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Q14. PURCHASE SOURCE (MA) 

Where did you purchase [MENTION ANSWER IN Q4] and/or parts of it? 
Saan po kayo bumili ng [MENTION ANSWER IN Q4] at/o mga parte nito? 
 

PURCHASE CHANNEL SPECIES 1: 
___________________ 

SPECIES 2: 
___________________ 

SPECIES 3: 
___________________ 

In person, in a domestic/local retail store (e.g. 
jewellery section in a mall) 
Personal na bumili sa isang domestic o 
lokal na retail store o tindahan (tulad ng 
mga jewellery section sa malls) 

1 1 1 

In-person, in a wholesale store 
Personal na bumili sa isang wholesale 
store o tindahan 

2 2 2 

In person, at a domestic/local market (e.g. 
antique market, flower & pet market) 
Personal na bumili sa isang domestic o 
lokal na pamilihan (tulad ng pamilihan ng 
mga antique, flower at pet market) 

3 3 3 

In person, from domestic/local street vendors 
Personal na bumili mula sa isang local 
street vendor 

4 4 4 

In person, from a domestic/local private 
individual who does not operate a retail store 
or a market stall and who is not a street 
vendor. 
Personal na bumili sa isang indibidwal na 
walang retail store, market stall at hindi 
street vendor 

5 5 5 

In-person, when travelling out of the country 
on short-term leisure/business trips  
Personal na bumili noong nag-travel o 
bumyahe sa iba ng bansa sa maikling 
panahon para magbakasyon o para sa 
business trip 

6 
 

SPECIFY COUNTRY: 
_______________ 

6 
 

SPECIFY COUNTRY: 
_______________ 

6 
 

SPECIFY COUNTRY: 
_______________ 

In-person, when travelling out of the country 
on long-term trips for work  
Personal na bumili noong nagtravel o 
bumyahe sa ibang bansa ng medyo 
matagal na panahon para sa trabaho 

7 
 

SPECIFY COUNTRY: 
_______________ 

7 
 

SPECIFY COUNTRY: 
_______________ 

7 
 

SPECIFY COUNTRY: 
_______________ 

Online 
Online 8 8 8 

In a Traditional Medicine Pharmacy 
Sa isang tradisyonal na bilihan ng gamot 9 9 9 

In zoos and safari parks 
Sa mga zoo at safari parks 10 10 10 

Others, specify: _______________________ (   ) (   ) (   ) 
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ASKED AMONG RESPONDENTS WHO BOUGHT ONLINE (AMONG WHO ANSWERED CODE 8) IN Q14 
Q15. ONLINE PLATFORM USED 

You mentioned you purchased [MENTION SPECIES] online. Please can you specify which online platform it is? 
Nabanggit po ninyo na bumili kayo ng [MENTION SPECIES] online. Maaari po ba ninyong sabihin sa akin sa kung 
saang online platform kayo bumili? 
 

ONLINE PLATFORM SPECIES 1: 
________________ 

SPECIES 2: 
________________ 

SPECIES 3: 
________________ 

E-commerce platform 1, specify: __________ 1, specify: __________ 1, specify: __________ 

Artefact collection/antiquities 
website / forum 2, specify: __________ 2, specify: __________ 2, specify: __________ 

Wildlife species and/or products 
website 3, specify: __________ 3, specify: __________ 3, specify: __________ 

Social media 4, specify: __________ 4, specify: __________ 4, specify: __________ 

OTHERS, specify: ______________ (   ) (   ) (   ) 

 
Q16. PURCHASE INFLUENCER 

Thinking about this last purchase of [MENTION SPECIES] and/or parts and/or products, who had influenced your 
purchase decision before the purchase? 
Kung iisipin ang huling beses na bumili kayo ng [MENTION SPECIES] at/o mga parte at/o produkto nito, sino ang 
nakaimplwensya sa inyong desisyon na bumili? 
 

PURCHASE INFLUENCE SPECIES 1: 
________________ 

SPECIES 2: 
________________ 

SPECIES 3: 
________________ 

ACTUAL ANSWER    
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ATTITUDES TOWARDS WILDLIFE SPECIES AND PRODUCTS PURCHASE 
 

 
NOTE TO FI. ASK Q17 AND Q20 FOR RESPONDENTS AWARE OF SPECIES (Q3). ASK FOR MAXIMUM OF 3 SPECIES. 

FOLLOW ORDER OF ASKING BASED ON TICKMARK  
  

 

Q17. OPENNESS TO WILDLIFE SPECIES PURCHASE 
Some people are very open to buying wildlife species and/or products containing parts of wildlife and some people are 
strongly against it. How about you? How acceptable is buying [SPECIES] for you?  
May mga tao na open sa pagbili ng wildlife species at/o mga produkto nito at mayroon naman na talagang against 
o hindi sumasang-ayon dito. Kung kayo ang tatanungin, gaano katanggap-tanggap para sa inyo ang pagbili ng 
[MENTION SPECIES AWARE OF]? 
 

 

SPECIES 

1 2 3 
UNACCEPTABLE 
Hindi katanggap-

tanggap 

NEUTRAL 
Hindi masabi 

ACCEPTABLE 
Katanggap-

tanggap 
 PLANTS    

[  ] Agarwood 
Lapnisan 1 2 3 

[  ] Bantigue 
Bantigi 1 2 3 

[  ] 
Pitcher Plant 
Pitcher Plant / Baso-baso / Kuong-kuong / 
Sandaoua / Kako 

1 2 3 

 ANIMALS    

[  ] Amboina Box Turtle 
Malayan or Asian Box Turtle 1 2 3 

[  ] Blue Naped Parrot 
Loro / Perico / Pikoy 1 2 3 

[  ] Common Hill Myna / Talking Myna 
Tiyaw / Kiaw / Kiyaw 1 2 3 

[  ] 

Marine turtle (including Hawksbill, Green, Olive Ridley 
Turtle), may be live, dead, eggs, and by-products. 
Pawikan, maaring may buhay man o wala, itlog 
palang, at/o mga produkto nag awa dito 

1 2 3 

[  ] 

Philippine Forest Turtle, may be live, dead, eggs, and 
by-products. 
Bakoko, maaring may buhay man o wala, itlog 
palang, at/o mga produkto nag awa dito 

1 2 3 

[  ] Philippine Hanging Parrot 
Colasisi / Kusi / Kulansi 1 2 3 

[  ] Philippine Pangolin 
Balintong / Halintong / Malintong 1 2 3 

[  ] Tokay Gecko 
Tuko 1 2 3 

[  ] Others, specify: _____________________________ 1 2 3 

[  ] Others, specify: _____________________________ 1 2 3 

[  ] Others, specify: _____________________________ 1 2 3 
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Q18. LIKELIHOOD OF BUYING IN THE FUTURE.  
How likely are you to buy [MENTION SPECIES] or its products for yourself and/or your family members and/or friends in 
the future?  Would you say...  
Gaano kamalamang o hindi kamalamang na bibili kayo ng [MENTION SPECIES] o mga produkto nila para sa 
inyong sarili, inyong pamilya o kaibigan sa hinaharap? Masasabi nyo bang kayo ay… 
 

SPECIES 

1 2 3 

UNLIKELY 
Malamang na 

hindi bibili 

NEITHER 
Hindi masabi 

LIKELY 
Malamang 

bibili 

PLANTS    
Agarwood 
Lapnisan 1 2 3 

Bantigue 
Bantigi 1 2 3 

Pitcher Plant 
Pitcher Plant / Baso-baso / Kuong-kuong / Sandaoua / Kako 1 2 3 

ANIMALS    
Amboina Box Turtle 
Malayan or Asian Box Turtle 1 2 3 

Blue Naped Parrot 
Loro / Perico / Pikoy 1 2 3 

Common Hill Myna / Talking Myna 
Tiyaw / Kiaw / Kiyaw 1 2 3 

Marine turtle (including Hawksbill, Green, Olive Ridley Turtle), may 
be live, dead, eggs, and by-products. 
Pawikan, maaring may buhay man o wala, itlog palang, at/o 
mga produkto nag awa dito 

1 2 3 

Philippine Forest Turtle, may be live, dead, eggs, and by-products. 
Bakoko, maaring may buhay man o wala, itlog palang, at/o mga 
produkto nag awa dito 

1 2 3 

Philippine Hanging Parrot 
Colasisi / Kusi / Kulansi 1 2 3 

Philippine Pangolin 
Balintong / Halintong / Malintong 1 2 3 

Tokay Gecko 
Tuko 1 2 3 

Others, specify: _____________________________ 1 2 3 

Others, specify: _____________________________ 1 2 3 

Others, specify: _____________________________ 1 2 3 
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Q19. LIKELIHOOD OF RECOMMENDATION.  
How likely are you to recommend buying [MENTION SPECIES] or its products to your family and/or friends?  Would you 
say... 
Gaano kamalamang o hindi kamalamang na ire-rekomenda ninyo sa inyong pamilya o kaibigan ang pagbili ng 
[MENTION SPECIES] o mga produkto nila? Masasabi nyo bang kayo ay… 
 

SPECIES 

1 2 3 
UNLIKELY 

Malamang na 
hindi 

irerekomenda 

NEITHER 
Hindi masabi 

LIKELY 
Malamang 

irerekomenda 

PLANTS    
Agarwood 
Lapnisan 1 2 3 

Bantigue 
Bantigi 1 2 3 

Pitcher Plant 
Pitcher Plant / Baso-baso / Kuong-kuong / Sandaoua / Kako 1 2 3 

ANIMALS    
Amboina Box Turtle 
Malayan or Asian Box Turtle 1 2 3 

Blue Naped Parrot 
Loro / Perico / Pikoy 1 2 3 

Common Hill Myna / Talking Myna 
Tiyaw / Kiaw / Kiyaw 1 2 3 

Marine turtle (including Hawksbill, Green, Olive Ridley Turtle), may 
be live, dead, eggs, and by-products 
Pawikan, maaring may buhay man o wala, itlog palang, at/o 
mga produkto nag awa dito 

1 2 3 

Philippine Forest Turtle, may be live, dead, eggs, and by-products 
Bakoko, maaring may buhay man o wala, itlog palang, at/o mga 
produkto nag awa dito 

1 2 3 

Philippine Hanging Parrot 
Colasisi / Kusi / Kulansi 1 2 3 

Philippine Pangolin 
Balintong / Halintong / Malintong 1 2 3 

Tokay Gecko 
Tuko 1 2 3 

Others, specify: _____________________________ 1 2 3 

Others, specify: _____________________________ 1 2 3 

Others, specify: _____________________________ 1 2 3 
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Q20. PURCHASE SCENARIOS.  

I will mention to you several purchase scenarios and for each, please indicate how likely or unlikely are you to purchase 
[MENTION] and/or its parts.  How unlikely, neither likely nor unlikely, or likely are you to buy [MENTION SPECIES] if 
[READ SCENARIOS]… 
Ngayon ay may babasahin po akong ilang pangungusap at sa bawat isa, pakisabi po sa akin kung gaano kayo 
kamalamang na bibili o hindi ng [MENTION SPECIES] kung ganito ang scenario o kalagayan ng mga bagay. 
Gaano kayo kamalamang na bibili ng [MENTION SPECIES] kung [MENTION SCENARIO]… 

 
PURCHASE SCENARIO 

UNLIKELY 
Malamang na 

hindi bibili 

NEITHER 
Hindi masabi 

LIKELY 
Malamang bibili 

[    ] WILDLIFE ANIMAL SPECIES (SPECIFY: _____________ ) 1 2 3 

a. The product comes from a trusted supplier. 
Ang produkto ay galing sa pinagkakatiwalaan na supplier 1 2 3 

b. The product is sold at a trusted retailer. 
Ang produkto ay binebenta ng pinagkakatiwalaan na retailer  1 2 3 

c. The product has been widely advertised. 
Ang produkto ay malawakang ina-advertise 1 2 3 

d. The product comes from legal trade. 
Ang produkto ay galing sa legal na pakikipagkalakalan 1 2 3 

e. The product is illegally traded. 
Ang produkto ay illegal na kinalakal 1 2 3 

f. The product is sourced locally or from Asia. 
Ang produkto ay galing sa Pilipinas o Asia 1 2 3 

g. The product is sourced from faraway locations (e.g. Africa) 
Ang produkto ay galing sa malalayong lugar (e.g. Africa) 1 2 3 

[     ] WILDLIFE ANIMAL SPECIES (SPECIFY: _____________ ) 1 2 3 

a. The product comes from a trusted supplier. 
Ang produkto ay galing sa pinagkakatiwalaan na supplier 1 2 3 

b. The product is sold at a trusted retailer. 
Ang produkto ay binebenta ng pinagkakatiwalaan na retailer  1 2 3 

c. The product has been widely advertised. 
Ang produkto ay malawakang ina-advertise 1 2 3 

d. The product comes from legal trade. 
Ang produkto ay galing sa legal na pakikipagkalakalan 1 2 3 

e. The product is illegally traded. 
Ang produkto ay illegal na kinalakal 1 2 3 

f. The product is sourced locally or from Asia. 
Ang produkto ay galing sa Pilipinas o Asia 1 2 3 

g. The product is sourced from faraway locations (e.g. Africa) 
Ang produkto ay galing sa malalayong lugar (e.g. Africa) 1 2 3 

[    ] WILDLIFE ANIMAL SPECIES (SPECIFY: _____________ ) 1 2 3 

a. The product comes from a trusted supplier. 
Ang produkto ay galing sa pinagkakatiwalaan na supplier 1 2 3 

b. The product is sold at a trusted retailer. 
Ang produkto ay binebenta ng pinagkakatiwalaan na retailer  1 2 3 

c. The product has been widely advertised. 
Ang produkto ay malawakang ina-advertise 

1 2 3 

d. The product comes from legal trade. 
Ang produkto ay galing sa legal na pakikipagkalakalan 

1 2 3 

e. The product is illegally traded. 
Ang produkto ay illegal na kinalakal 1 2 3 

f. The product is sourced locally or from Asia. 
Ang produkto ay galing sa Pilipinas o Asia 1 2 3 

g. The product is sourced from faraway locations (e.g. Africa) 
Ang produkto ay galing sa malalayong lugar (e.g. Africa) 1 2 3 
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Q21. EXTENT OF ENCOURAGEMENT OF FUTURE WILDLIFE USE  
I’ll be reading out some statements and for each, please tell the extent to which the statement will encourage or 

discourage you from buying and/or using wildlife and/or their products in the future.  Based on a 5 pt scale where 1 means 
“it strongly discourages me from buying/ using it more” and 5 means “it strongly encourages me to buy/ use more”. Let’s 

start with (MENTION STATEMENT)… 
May mga babasahin po akong pangungusap at sa bawat isa, pakisabi po sa akin kung gaano kayo na-engganyo o 
hindi nae-engganyo ng sitwasyon na bumili at/o gumamit ng wildlife species at/o mga produkto nito sa 
hinaharap. Pakigamit ang scale na 1 to 5 kung saan ang ibig sabihin ng “1” ay talaga hindi na-engganyo na bumili 
o gumamit habang ang “5” ay talagang na-engganyo na bumili / gumamit. Magsimula po tayo sa [MENTION 
STATEMENTS]… 
 

STATEMENTS 

S
tr

on
gl

y 
di

sc
ou

ra
ge

 m
e 

fr
om

 
bu

yi
ng

 / 
us

in
g 

 
T

al
ag

an
g

 h
in

d
i a

ko
 n

a-
en

g
g

an
yo

 
n

a 
b

u
m

ili
 / 

g
u

m
am

it
 

D
is

co
ur

ag
e 

m
e 

fr
om

 u
si

ng
 b

uy
in

g 
/ 

us
in

g 
H

in
d

i a
ko

 n
a-

ee
n

g
g

an
yo

 n
a 

b
u

m
ili

 / 
g

u
m

am
it

 

N
ei

th
er

 e
nc

ou
ra

gi
ng

 n
or

 
di

sc
ou

ra
gi

ng
 

H
in

d
i m

as
ab

i 

E
nc

ou
ra

ge
 m

e 
to

 b
uy

 / 
us

e 
N

ak
ak

ae
n

g
g

an
yo

 n
a 

b
u

m
ili

 / 
g

u
m

am
it

 

S
tr

on
gl

y 
en

co
ur

ag
e 

m
e 

to
 b

uy
 / 

us
e 

T
al

ag
an

g
 n

ak
ak

ae
n

g
g

an
yo

 n
a 

b
u

m
ili

 / 
g

u
m

am
it

 

A 

Wildlife/wildlife products are  scientifically proven to be 
ineffective 
Ang mga wildlife/produkto na gawa sa wildlife ay 
napatunayan base sa siyensya na hindi epektibo 

1 2 3 4 5 

B 

Wildlife/wildlife products are causing suffering/death of 
animals 
Ang mga wildlife/produkto na gawa sa wildlife ay 
nagdudulot ng paghihirap o pagkamatay ng mga 
hayop 

1 2 3 4 5 

C 
Wildlife/wildlife products have become more expensive 
Ang mga wildlife/produkto na gawa sa wildlife ay 
naging mas mahal 

1 2 3 4 5 

D 

It becomes very difficult to tell genuine products from 
fake products 
Nagiging mas mahirap malaman ang tunay sa 
pekeng mga produkto 

1 2 3 4 5 

E There are heavy penalties for the buyers 
May malaking multa para sa mga mamimili 1 2 3 4 5 

F 

Wildlife products come from animals that are already 
dead 
Ang mga wildlife products ay nanggaling sa mga 
hayop na patay na 

1 2 3 4 5 

G 
These animals are threatened by extinction 
Ang mga hayop na ito ay nanganganib sa 
pagkapuksa o extinction 

1 2 3 4 5 

H 

Wildlife/wildlife products become very difficult to find in 
the market 
Ang mga wildlife/produkto na gawa sa wildlife ay 
mahirap nang hanapin sa pamilihan 

1 2 3 4 5 

I 

My friends or families have stopped using wildlife 
products  
Ang mga kaibigan at pamilya ko ay tumigil na sa 
paggamit ng mga produkto na gawa sa wildlife 

1 2 3 4 5 

J 

My friends or families ask me not to use wildlife/wildlife 
products. 
Ang mga kaibigan at pamilya ko ay sinabihan ako 
na huwag gamitin ang mga produkto na gawa sa 
wildlife 

1 2 3 4 5 

K 
Wildlife/wildlife products have become cheaper 
Ang mga wildlife/produkto na gawa sa wildlife ay 
naging mas mura 

1 2 3 4 5 
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L 

Ang mga wildlife/wildlife products are often associated 
with dishonesty of people in power. 
Ang mga wildlife/produkto na gawa sa wildlife ay 
may kinalamanan sa hindi pagiging tapat ng may 
taong nasa kapangyarihan 

1 2 3 4 5 

M 

People are being caught for illegally trading or 
consuming wildlife/wildlife products. 
May mga taong nadarakip sa ilegal na pagbenta o 
paggamit ng mga wildlife/produkto na gawa sa 
wildlife 

1 2 3 4 5 

N 

Possessing wildlife/wildlife products gives me a 
negative social stigma. 
Ang pagkakaroon ng mga wildlife/produkto na gawa 
sa wildlife ang nagdudulot ng hindi magandang 
imahe sa akin 

1 2 3 4 5 

O 
Wildlife/wildlife products are fragile 
Ang wildlife/produkto na gawa sa wildlife ay 
madaling masira o delikado 

1 2 3 4 5 

P 

Wildlife/wildlife products depreciate very easily/ Lose 
quickly in value 
Ang mga wildlife/produkto na gawa sa wildlife ay 
mabilis bumaba ang halaga o presyo 

1 2 3 4 5 
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AWARENESS AND PERCEPTIONS TOWARDS CONTROL OF WILDLIFE TRADE 
 

Q22. AWARENESS ON REGULATION OF WILDLIFE TRADE 
Have you ever heard about a law regulating the possession and trade of alive/dead wildlife and/or wildlife products? 
Meron na po ba kayong narinig na batas tungkol sa pagre-regulate o pagre-regula ng pagkakaroon, pagmamay-
ari o pagbenta ng mga wildlife species o products? 
 

AWARENESS CODE ROUTE 

Yes 1 PROCEED TO Q23 

No 2 SKIP TO Q24 

 
Q23. AGREEMENT SCALE 

How much do you agree with this law regulating the possession and trade of alive/ dead wildlife and/or wildlife products?  
Would you say you... 
Gaano po kayo sumasang-ayon sa batas na ito na nagre-regulate ng pagkakaroon o pagmamayari at pagbebenta 
ng mga wildlife species o products? Masasabi po ba ninyo na… 
 

1 2 3 4 5 
Strongly Disagree 
Talagang hindi 

sumasang-ayon 

Disagree 
Hindi sumasang-

ayon 

Neither 
Agree/Disagree 

Hindi masabi kung 
sumasang-ayon o 

hindi 

Agree 
Sumasang-ayon 

Strongly agree 
Talagang 

sumasang-ayon 

 
Q24. AWARENESS ON INTERNATIONAL REGULATIONS ON TRADE OF WILDLIFE 

Are you aware of any current/upcoming international regulations controlling trade and possession of alive/dead wildlife 
and/or wildlife products? 
Meron po ba kayong alam na kasalakuyang o ipapatupad palang na internasyonal batas tungkol sa pagre-
regulate ng pagkakaroon, pagmamay-ari o pagbenta ng mga wildlife species o products?  
 
IF YES, ASK: Please could you briefly specify or describe to me what this agreement or regulation is about? 
                       Maaari po ba ninyong ipaliwanag sa akin kung saan tungkol ang agreement or regulation? 

AWARENESS CODE PROBE 

Yes 1 

Describe law: _____________________ 
 _________________________________ 
_________________________________ 
 

No 2  
 

Q25. DEGREE OF DOMESTIC TRADE CONTROL 
Using a scale from 1 to 5, where 1 means no legal control over DOMESTIC trade necessary, and 5 means total 
DOMESTIC  trade ban necessary, please tell us how much legal control over the domestic trade of alive wildlife and/or 
wildlife parts/products you think is necessary? 
Gamit ang scale mula 1 hanggang 5, kung saan ang ibig sabihin ng “1” ay talagang hindi kailangan ng legal 
control sa domestic trade o lokal na pangangalakal at ang “5” ay talagang kailangan ng domestic trade ban o 

tuluyang pagbabawal ng lokal na pagkakalakal, pakisabi sa akin kung ano sa tingin nyo ang legal control na 
kailangan para sa pagkalakal ng mga wildlife species at/o products. 
 
 

1 2 3 4 5 
No legal control over 

domestic trade 
necessary 

Talagang hindi 
kailangan ng legal 

control sa 
domestic trade 

   Total domestic trade 
ban necessary 
Kailangan ng 

domestic trade ban 
o tuluyang 

ipagbawal ang 
pangangalakal 
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Q26. DEGREE OF INTERNATIONAL TRADE CONTROL 
Using a scale from 1 to 5, where 1 means no legal control over INTERNATIONAL trade necessary, and 5 means total 
INTERNATIONAL  trade ban necessary, please tell us how much legal control over the international trade of alive wildlife 
and/or wildlife parts/products you think is necessary? 
Gamit ang scale mula 1 hanggang 5, kung saan ang ibig sabihin ng “1” ay talagang hindi kailangan ng legal 
control sa international trade o pangangalakal at ang “5” ay talagang kailangan ng international trade ban o 
tuluyang pagbabawal ng internasyonal na pagkakalakal, pakisabi sa amin kung ano sa tingin nyo ang legal 
control na kailangan para sa pagkalakal ng mga wildlife species at/o products. 
 

1 2 3 4 5 
No legal control over 

international trade 
necessary 

Talagang hindi 
kailangan ng legal 

control sa 
international trade 

   Total international 
trade ban necessary 

Kailangan ng 
international trade 

ban o tuluyang 
ipagbawal ang 
pangangalakal 

 
 

Q27. AWARENESS ON REGULATION OF WILDLIFE CONSERVATION ACT 
Are you aware of the Wildlife Resources Conservation and Protection Act (RA 9147)? 
Alam nyo po ba ang Wildlife Resources Conservation and Protection Act (RA 9147)? 
 

AWARENESS CODE 
Yes 
Oo 1 

No 
Hindi 2 

 

Q28. PERCEPTION AS THREATHENED SPECIES 
Do you think [MARINE TURTLES/ BLUE NAPED PARROTS] are threatened with extinction? 
Sa tingin nyo po ba, ang mga [PAWIKAN o LORO / PERICO / PIKOY] ay nanganganib sa pagpuksa o extinction? 

PERCEPTION MARINE TURTLES 
PAWIKAN 

BLUE NAPED PARROTS 
LORO / PERICO / PIKOY 

Yes 
Oo 1 1 

No 
Hindi 2 2 

 

Q29. WILLINGNESS TO PAY FOR PROTECTION OF MARINE TURTLES / BLUE NAPED PARROTS 
Would you be willing to pay to protect blue naped parrots and marine turtle and thus prevent them from becoming extinct? 
Kayo po ba ay willing o handang magbayad para ma-protektahan ang mga [PAWIKAN o LORO / PERICO / PIKOY] 
at hindi sila ma-extinct o maubos? 
 

WILLINGNESS TO PAY MARINE TURTLES 
PAWIKAN 

BLUE NAPED PARROTS 
LORO / PERICO / PIKOY 

Yes 
Oo 1 1 

No 
Hindi 2 2 

 

IF YES, ASK: How much are you willing to pay per month to prevent blue naped parrots and marine turtles in the 
Philippines from becoming extinct? 
Magkano po ang halaga na nais ninyong ibayad kada buwan para mapigilan ang pagkaubos ng mga 
marine turtles (pawikan) at blue naped parrots (loro / perico / pikoy) sa Pilipinas? 

AMOUNT WILLING TO 
PAY 

MARINE TURTLES 
PAWIKAN 

BLUE NAPED PARROTS 
LORO / PERICO / PIKOY 

ACTUAL ANSWER   
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CAMPAIGN EVALUATION 
 

Q30. ADS / COMMUNICATIONS AWARENESS 
Have you heard or seen any ads, messages or materials on the topic of stopping the purchase and/or consumption of 
wildlife and/or wildlife parts/products, and/or on wildlife conservation and protection, in the past 12 months? 
Kayo po ba ay mayroong narinig o nakita na kahit na anong ad, mensahe o material tungkol sa pagpigil sa pagbili 
at pagkain ng mga wildlife species o products o tungkol sa pag-protekta at pag-conserve ng wildlife sa nakalipas 
na labing-12 buwan? 

AWARENESS CODE  

Yes 1 PROCEED TO Q31 

No 2 SKIP TO Q41 

 
Q31. SOURCES OF AWARENESS 

Where did you see/read/hear about the ad regarding wildlife conservation and protection? How else? Anything else? 
Saan ninyo po nakita/nabasa/narinig ang ad tungkol sa pag-regulate ng pag-protekta at pag-conserve ng wildlife? 
Paano pa? Mayroon pa bang iba? 

TV (Specify channel:_______________) 1 
Family 
Kapamilya 2 

Friends / Co-workers / Colleagues 
Kaibigan / Katrabaho / Kasamahan 

3 

Radio 
Radyo (specify station: __________) 4 

Billboards 
Billboards o malalaking karatula 5 

On buildings 
Mga nakadikit sa buildings o malalaking gusali  6 

Lamp Posts 
Mga karatula na nakakabit sa mga ilaw sa daanan 7 

Website (specify: _______________)  8 

Blogs (specify: _______________) 9 

Social Media  
      Facebook 10 
      Instagram 11 
      Twitter 12 
      Tiktok 13 
Video Hosting sites  
      Youtube 14 
      Vimeo 15 
 LED Screens 
LED Screens (specify kung saan nakita, hal: sa daan, hotels, ports, 
terminals: ______________) 

16 

Newspapers/magazines 
Dyaryo/Magasin 

17 

Banners or tarps on waiting sheds, inside the malls, terminals/stop overs, etc. 
Banners o tarps sa mga waiting shed sa loob ng mall, terminal, stopovers, 
atbp 

18 

Online forums/discussion boards (Pinoy Exchange, Reddit, etc.) 
Online forums o discussion boards 19 

Online News Sites (Rappler, CNN, GMA News, Manila Bulletin, etc.) 
Online News sites tulad ng Rappler, CNN, GMA News, Manila Bulletin, atbp. 20 

Calendars, pamphlets, leaflets, etc. 
Sa mga kalendaryo, pamphlets, leaflets, atbp. 21 

Others, specify: ________________ (   ) 

Others, specify: ________________ (   ) 
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Q32. VISUAL RECALL 
Please tell me everything that you remember about what was SHOWN in the ad regarding wildlife conservation and 
protection? What else? Anything else? 
Maaaring pakisabi lamang po sa akin ang lahat ng inyong naalala na IPINAKITA sa ad tungkol sa pag-regulate ng 
pag-protekta at pag-conserve ng wildlife? Ano pa? Mayroon pa bang iba? 

 

 
 

Q33. COPY RECALL 
Now, please tell me everything that you remember about what was SAID in the ad regarding wildlife conservation and 
protection? What else? Anything else? 
Ngayon, maaaring pakisabi naman po sa akin ang lahat ng inyong naalala na SINABI sa ad tungkol sa pag-regulate 
ng pag-protekta at pag-conserve ng wildlife? Ano pa? Mayroon pa bang iba? 
 

 

 

Q34. MAIN MESSAGE TAKEOUT 
What do you think was the main message of the ad regarding wildlife conservation and protection that you 
saw/read/heard?  What else? Anything else? 
Ano po sa tingin ninyo ang pinakamensahe ng ad tungkol sa pag-regulate ng pag-protekta at pag-conserve ng 
wildlife na inyong nakita/nabasa/narinig? Ano pa po? Mayroon pa po bang iba? 

 
 
 
 
 
 
 

 
Q35. EASE OF UNDERSTANDING 

How easy was it to understand the ad on regulating wildlife conservation and protection that you saw/read/heard? Was 
it… 
Gaano kadaling maitindihan ang ad tungkol sa pag-regulate ng pag-protekta at pag-conserve ng wildlife na 
inyong nakita/nabasa/narinig? Ito ba ay… 
 

1 2 3 4 5 

Very difficult to 
understand 

Talagang mahirap 
maintindihan 

Somewhat difficult 
to understand 

Medyo mahirap 
maitindihan 

Neither 
Hindi masabi 

Somewhat easy to 
understand 

Medyo madaling 
maitindihan 

Very easy to 
understand 
Talagang 
madaling 

maintindihan 
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Q36. RELEVANCE 
In a scale of 1-5, where “1” means “Not at all relevant”, “2” is “Somewhat not relevant”, 3 is “Neither”, “4” is “Somewhat 
relevant” and “5” is “Very relevant”, how relevant is the message of the ad on regulating wildlife conservation and 
protection that you saw/read/heard for…? 
Gamit ang scale na 1-5, kung saan ang ibig sabihin ng “1” ay “Talagang hindi mahalaga”, ang “2” ay “Medyo 
hindi mahalaga”, “3” ay “Hindi masabi”, “4” ay “Medyo mahalaga” at ang “5” naman ay “Talagang mahalaga”, 
pakisabi sa akin kung gaano sumsagot sa inyong personal na pangangailanagan ang mensahe ng ad tungkol sa 
pag-regulate ng pag-protekta at pag-conserve ng wildlife na inyong nakita/nabasa/narinig? 
 

1 2 3 4 5 

Not at all important 
Talagang hindi 

mahalaga 

Somewhat not 
important 

Medyo hindi 
mahalaga 

Neither 
Hindi masabi 

Somewhat important  
Medyo mahalaga 

Very important 
Talagang 
mahalaga 

 

Q37. APPEAL 
Which statements best describe how much you like or dislike the ad on regulating wildlife conservation and protection that 
you saw/read/heard? 
Alin sa mga pangungusap na ito ang pinaka-naglalarawan kung gano ninyo nagustuhan o hindi nagustuhan ang 
ad na tungkol sa pag-regulate ng pag-protekta at pag-conserve ng wildlife na inyong nakita/nabasa/narinig? 
 

1 2 3 4 5 
Dislike it very much 

Talagang hindi 
gusto 

Somewhat dislike 
Medyo hindi gusto 

Neither 
Hindi masabi 

Somewhat like 
Medyo gusto 

Like it very much 
Talagang gusto 

 

Q38. NEW NEWS 
Do you think that the ad on regulating wildlife conservation and protection that you saw/read/heard is…? 
Sa iyong palagay ang ad tungkol sa pag-regulate ng pag-protekta at pag-conserve ng wildlife na inyong 
nakita/nabasa/narinig ay…? 
 

1 2 3 4 5 
Does not provide 
new information 

about wildlife 
purchase/protection 

at all 
Walang kahit anong 

bagong 
impormasyon 

tungkol sa pagbili o 
pagprotekta ng 

wildlife products 

Somewhat does not 
provide new 

information about 
wildlife 

purchase/protection 
Wala gaanong 

bagong 
impormasyon 

tungkol sa pagbili o 
pagprotekta ng 

wildlife products 

Neither 
Hindi masabi 

Somewhat provides 
new information about 

wildlife 
purchase/protection 

May kaunting binigay 
na bagong 

impormasyon tungkol 
sa pagbili o 

pagprotekta ng 
wildlife products 

Provided a lot of new 
information about 

wildlife 
purchase/protection 
Talagang nagbigay 

ng bagong 
impormasyon 

tungkol sa 
pagbili o 

pagprotekta ng 
wildlife products 

 
Q39. EXCITEMENT 

How exciting do you find the ad on regulating wildlife conservation and protection that you saw/read/heard? 
Gaano ka-exciting ang ad tungkol sa pag-regulate ng pag-protekta at pag-conserve ng wildlife na inyong 
nakita/nabasa/narinig? 

 
1 2 3 4 5 

Not at all exciting 
Talagang hindi 

exciting 

Not very exciting 
Hindi exciting 

Can’t say 
Hindi masabi 

Quite exciting 
Medyo exciting 

Very exciting 
Talagang exciting 

 

  



A(QN)-102020-699 (v4.0) – Project EMPEROR 2.0 – Main Questionnaire (v4.0) – 17 May2021 Page 23 of 30 
 

 
Q40. ACTIONS DONE – AMONG AWARE 

A. After you saw/read/heard the ad on wildlife conservation and protection, did you do any activity related to 
protecting and conserving wildlife or that impacted wildlife in any other way?  
Pagkatapos ninyo nakita/nabasa/narinig ang ad tungkol sa pag-protekta at pag-conserve ng wildlife, 
meron po ba kayong mga ginawang hakbang sa pag-protekta at pag-conserve ng wildlife o nakapag-
bigay ng impact sa wildlife sa kahit anong paraan? 

Yes  
Oo 1 THEN, PROCEED TO Q40 

No 
Hindi 2 SKIP TO Q41 

 

B. What activities have you done in response to seeing the ad? What else? Is there anything else? 
Anu-ano po ang mga ginawa ninyo na may kinalaman sa ad na inyong nakita? Ano pa po? Meron pa po 
bang iba?  

 

 

 

FOR DP USE ONLY 
ACTIONS CODE 

Recommended ad to friends/family 
Nirekomenda itong ad sa mga kaibigan/pamilya 1 

Taught others the importance of protection of wildlife 
Tinuruan ang iba sa importansya ng pag-protekta ng wildlife 2 

Went to look for more info about the subject/topic shown 
Naghanap pa ng ibang impormasyon tungkol sa subject/topic na aking nakita 
 
SPECIFY WHERE: _______________________________________ 
 

3 

Did not engage anymore in any wildlife purchase 
Hindi na nakikisali sa kahit anong wildlife purchase 4 

Reported to authorities anyone I know who are engaged in wildlife purchase 
Na-report sa mga autoridad ang aking mga kakilala na engaged sa wildlife 
purchase 

5 

The ad produced a negative response, e.g. I was encouraged to buy wildlife/wildlife 
products, etc.  
Ang ad ay nagpahiwatig ng hindi maganda (hal. Ako ay naengganyo na bumili 
ng wildlife/produkto na gawa sa wildlife, atbp.) 

6 

DID NOTHING (DO NOT READ) 
Walang ginawa 99 

Others, specify: _________________ (   ) 
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ASK ON ALL 
Q41. ON REPORTING ILLEGAL WILDLIFE TRADE - AWARENESS  

Do you know of any group or institution to report any illegal wildlife trade activity? If yes, what group/institution? 
May alam po ba kayong grupo o institusyon para mag-report ng kahit anong aktibidad na may kinalaman sa 
illegal wildlife trade? Kung oo, anong grupo/institusyon ito? 

Yes  
Oo 1 RECORD IN ANSWER 

GRID. 

No 
Hindi 2 SKIP TO Q46 

 

NOTE TO FI: DO NOT READ OUT ANSWER GRID. IF MENTIONED DENR, DENR-BMB SPONTANEOUSLY SKIP TO 
Q43. IF OTHERS, PROCEED TO Q42.  

AWARENESS CODE  

DENR-Biodiversity Management Bureau (BMB) 1 
SKIP TO Q43 

DENR Regional Offices 2 

Others, specify: _________________ 3 PROCEED TO Q42 

   

Q42. ON AWARENESS OF (DENR Offices/ DENR-Biodiversity Management Bureau) AS INSTITUTIONS TO REPORT 
ILLEGAL WILDLIFE TRADE ACTIVITIES   
Are you aware that you can report any illegal wildlife trade activity to (DENR offices/ DENR-Biodiversity Management 
Bureau)? 
Alam po ba ninyo na maaari kayong mag-report sa (himpilan ng DENR/ DENR-Biodiversity Management Bureau) 
ng kahit anong aktibidad na may kinalaman sa illegal wildlife trade?  
 

 DENR 
OFFICES 

DENR-BIODIVERSITY 
MANAGEMENT 

BUREAU 

ROUTE 

Yes  
Oo 1 1 PROCEED TO Q43 

No 
Hindi 2 2 SKIP TO Q45 

 

Q43. SOURCE OF AWARENESS – ASK AMONG AWARE OF DENR OFFICES/ DENR-BIODIVERSITY MANAGEMENT 
BUREAU AS INSTITUTIONS TO REPORT ILLEGAL WILDLIFE TRADE ACTIVITIES IN Qs41 & 42 
From where or how have you come to know that you can report to (DENR Offices/ DENR-Biodiversity Management 
Bureau) about illegal wildlife trade activities?  Any other source of awareness about this? 
Saan o paano ninyo naalaman na maaari kayong mag-report sa (DENR offices/ DENR-BMB) ng kahit anong 
aktibidad na may kinalaman sa illgal wildlife trade?  Mayroon pa po bang ibang paraan kung paano ninyo 
nalaman ang tungkol dito?  
 

 DENR OFFICES 

DENR-
BIODIVERSITY 
MANAGEMENT 

BUREAU 
TV (Specify channel:_______________) 1 1 
Family 
Kapamilya 2 2 

Friends / Co-workers / Colleagues 
Kaibigan / Katrabaho / Kasamahan 3 3 

Radio 
Radyo (specify station: __________) 4 4 

Billboards 
Billboards o malalaking karatula 5 5 

On buildings 
Mga nakadikit sa buildings o malalaking gusali  6 6 

Lamp Posts 
Mga karatula na nakakabit sa mga ilaw sa daanan 

7 7 

Website (specify: _______________)  8 8 
Blogs (specify: _______________) 9 9 
Social Media   
      Facebook 10 10 
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 DENR OFFICES 

DENR-
BIODIVERSITY 
MANAGEMENT 

BUREAU 
      Instagram 11 11 
      Twitter 12 12 
      Tiktok 13 13 
 
Video Hosting sites   

      Youtube 14 14 
      Vimeo 15 15 
 LED Screens 
LED Screens (specify kung saan nakita, hal: sa daan, hotels, 
ports, terminals: ______________) 

16 16 

Newspapers/magazines 
Dyaryo/Magasin 17 17 

Banners or tarps on waiting sheds, inside the malls, 
terminals/stop overs, etc. 
Banners o tarps sa mga waiting shed sa loob ng mall, 
terminal, stopovers, atbp 

18 18 

Online forums/discussion boards (Pinoy Exchange, Reddit, etc.) 
Online forums o discussion boards 19 19 

Online News Sites (Rappler, CNN, GMA News, Manila Bulletin, 
etc.) 
Online News sites tulad ng Rappler, CNN, GMA News, Manila 
Bulletin, atbp. 

20 20 

Calendars, pamphlets, leaflets, etc. 
Sa mga kalendaryo, pamphlets, leaflets, atbp. 21 21 

Others, specify: ________________ (   ) (   ) 

Others, specify: ________________ (   ) (   ) 

 
Q44. ON USAGE OF DENR/ DENR-Biodiversity Management Bureau Channels to Report Illegal Wildlife Trade 

Activities   
I will mention to you a few channels of the DENR and DENR-Biodiversity Management Bureau (BMB) that are used to 
report cases of any illegal wildlife trade activity and please tell me whether or not you have used/ dealt with any or all of 
them. Let’s start with… 
Magbabanggit po ako ng ilang mga channels ng DENR at ng DENR-Biodiversity Management Bureau (BMB) na 
ginagamit sap ag-report ng mga kaso patungkol sa mga kahit anong aktibidad na may kinalaman sa illegal 
wildlife trade.  Sa bawat isa, pakisabi po sakin kung ang mga ito ay inyo ng nagamit o napag-ugnayan na.  
Simulan natin sa ….   
 
 

CHANNELS OF DENR/ DENR-BMB 

Q44 CONTACTED DENR/ 
DENR-Biodiversity 

Management Bureau 
Channels 

YES NO 
Biodiversity Management Bureau (BMB) Facebook page 
Facebook page ng Biodiversity Management Bureau 
(BMB) 

1 2 

Telephone/contact number (specify: ____________) 1 2 

Email address (specify: ______________) 1 2 

Physical field/ regional office of DENR  
Branch/regional na opisina ng DENR  
(please specify: ____________) 

1 2 

Physical branch/ regional office of DENR - Biodiversity 
Managementt Bureau (BMB) 
Branch/regional na opisina ng DENR - Biodiversity 
Management Bureau (BMB) (please specify: 
____________) 

1 2 

NONE   
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A. How many times have you used [MENTION ANSWER IN Q44]? 
Ilang beses niyo po nagamit ang [MENTION ANSWER IN Q44]? 

 
B. When did you contacted [MENTION ANSWER IN Q44]? 

Kailan ninyo po tinawagan/ nakontak ang [MENTION ANSWER IN Q44]? 
 

NOTES TO FI: 
• CARRY OVER CHANNELS ANSWERED YES (CODE 1) IN Error! Reference source not found..  SPECIFY 

FREQUENCY ON HOW MANY TIMES USED AND DATE (INPUT MONTH IF EXACT DATE CANNOT BE 
RECALLED).  

ANSWER YES (CODE 1) IN Q44 
Q44A 

FREQUENCY / TIMES 
CONTACTED 

Q44B 
DATE/S 

CONTACTED 

   

   

   
 

 

 

Q45. OTHER INSTITUTIONS CONTACTED TO REPORT ILLEGAL WILDLIFE TRADE ACTIVITIES   
You mentioned you are aware that (GROUP/INSTITUTION IN ‘OTHERS’ MENTIONED IN Q42) can be contacted to 
report illegal wildlife trade activities.  Have you yourself contacted (GROUP/ INSTITUTION IN ‘OTHERS’) for this? If so, 
how many times and when?    
Nabanggit ninyo na alam ninyo na ang (GROUP/INSTITUTION IN ‘OTHERS’ MENTIONED IN Q42) ay maaaring 
matawagan o makontak upang mag-report ng illegal wildlife trade activities.  Inyo po ba mismng natawagan o 
nakontak na ang (GROUP/INSTITUTION) patungkol dito? Kung Oo,maaari po bang malaman kung ilang beses 
ninyo ito nakontak o natawagan at kalian po ito….   

 

NOTE: LIST DOWN ALL “OTHERS” MENTIONED IN Q42 

“OTHERS”  (CODE 3) IN 
Q42 

CONTACTED/ 
REPORTED  

FREQUENCY / TIMES CONTACTED 
 

DATE/S CONTACTED 
YES NO 

 1 2   

 1 2   

 1 2   

 
Q46.  AWARENESS OF THE IWT CAMPAIGN HASHTAGS 

I will mention to you a few social media taglines or “hashtags” and for each, please tell me whether or not you are aware 
or have seen/read the tagline or hashtags. Let’s start with (READ OUT HASHTAG)… 
Magbabanggit po ako ng ilang social media taglines o “hashtags” at sa bawat isa, pakisabi sa akin kung ang mga 
“hashtags” o taglines na ito’y inyong alam o nabasa/nakita na. Umpisahan natin sa (READ OUT HASHTAG)… 
 

HASHTAGS CODE 

#StopIllegalWildlifeTrade 1 

#BiodiversityPH 2 

#StopIWT 3 

 

 
ASK FACTUALS. END INTERVIEW AND THANK RESPONDENT.
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OB1.  NEIGHBORHOOD 

NEIGHBORHOOD CODE 

Exclusive subdivision/ expensive neighborhood, townhouses, 
condominiums. if in a mixed neighborhood it must have a fence at 
least 
--Nasa exclusive o mamahaling subdivision, mga townhouse 
o condominium. O nasa mixed neighborhood na may bakod.  

5 

Mixed neighborhood of larger and smaller houses, with 
predominantly larger houses 
-- Neighborhood na may halong malalaki at maliliit na bahay, 
pero mas marami ang malalaking bahay 

4 

Generally found in mixed neighborhood with houses larger or 
smaller than it 
-- Sa kabuuan ay nasa mixed neighborhood na may mga 
bahay na mas malaki o mas maliit  

3 

Found mostly in neighborhoods of houses with generally same 
size with occasionally large sizes 
-- Nasa isang neighborhood na may mga bahay na sa 
kabuuan ay pare-pareho ng laki, o minsan ay mas malaking 
bahay 

2 

Located in generally slum district interior or rural houses 
-- Matatagpuan sa isang skwaters or informal settlers area, 
may mga bahay na matatagpuan sa eskinita  

1 

 

OB2.  OUTDOOR DURABILITY OF HOME 

OUTDOOR DURABILITY CODE 

Heavy high quality materials (concrete, wood and concrete or first 
class wood, bricks), permanent 
--Mabigat at mataas ang kalidad ng mga materyales 
(konketro, halong kahoy at konkreto o magandang klase ng 
kahoy, bricks), permanente ang istruktura 

5 

Of good quality materials (wood and concrete or first class wood), 
generally permanent 
-- Maganda ang kalidad ng mga materyales (halong kahoy at 
konkreto o magandang klase ng kahoy), sa kabuuan ay 
permanente ang istruktura 

4 

Of mixed light and heavy materials, semi-permanent 
-- Halong magaan at mabigay na materyales, medyo 
permanente ang istruktura 

3 

Of light and cheap materials, poorly constructed, semi-permanent 
-- Magaan at mura ang mga materyales, hindi masyadong 
maganda ang pagkakatayo, hindi masyadong permanente 
ang istruktura 

2 

Temporary structure, barong-barong type of a poorly constructed 
one-room affair 
-- Pansamantala lang ang istruktura, barong barong, isang 
kwarto lang na hindi masyadong maganda ang pagkakatayo 

1 

 

OB3.  INDOOR QUALITY OF HOME 

INDOOR DURABILITY CODE 

Well painted, not in need of repair 
--Maayos pa ang mga pintura at hindi kailangan ng repair 5 

Well painted but may need a new coat of paint and some minor 
repairs 
-- Maayos pa ang mga pintura, pero may mga ilan na 
kailangan nang ayusin o i-repair 

4 

Painted but needs a new coat of paint and needs some repairs 
-- May pintura pero nangangailangan nang palitan ang 
pintura at mangilan-ngilan na repair 

3 

Generally unpainted and badly in need of repair 
-- Hindi na maayos ang pintura at kailangan nang ayusin 2 

Unpainted and dilapidated 
-- Walang pintura at kailangan ng malakihang pag-aayos 1 

NA – No chance to observe 9 
 

 

F1.  NUMBER OF HOUSEHOLD MEMBERS 
How many members of the family are there including yourself? 

--Sa kabuuan, ilan ang miyembro ng inyong pamilya kasama kayo? 

AGES TOTAL MALE FEMALE 

0-4    

5-12    

13-17    

18 - 19    

20-29    

30-39    

40-59    

60+    

TOTAL    
 
 
 

F2.  HOUSEHOLD POSITION (RESPONDENT) 
What is your position in the household? 

--Ano po ang posisyon niyo sa pamamahay na ito? 

Household head 
--Padre de pamilya 1  

Spouse of the head 
-- Asawa ng padre de pamilya 2 

ASK: Who is 
your household 

head 
--Sino ang 
padre de 
pamilya o 
household 
head niyo? 

 
____________ 

Never married children of head 
--Walang asawa na anak ng padre de pamilya 3 

Ever-married children of head 
--May asawa na anak ng padre de pamilya 4 

Father/Mother of the head 
--Tatay/Nanay ng padre de pamilya 5 

Son-in-law/Daughter-in-law of the head 
--Manugang ng padre de pamilya 6 

Grandson/Granddaughter of the head 
--Apo ng padre de pamilya 7 

Brother/Sister of the head 
--Kapatid ng padre de pamilya 8 

Other Relatives of head 
--Iba pang kamag-anak ng padre de pamilya 9 

Non-relative of head 
--Hindi kamag-anak ng padre de pamilya 10 

 

F3.  CIVIL STATUS (RESPONDENT) 
What is your marital status? 

 --Ano po ang marital status o katayuang legal niyo? 
 

PSRC 

Single 
--Walang asawa 

1 

Married 
--Kasal 

2 

Widowed 
--Biyudo 

3 

Divorced/ Annulled 
--Divorced/ Annulled 

4 

Separated 
--Hiwalay 

5 

Common-Law / Live-in 
--Live-in 

6 

Unknown 
--Hindi alam 

7 

No answer 
--Walang sagot 

8 
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F4.  RELIGION (RESPONDENT) 
What is your religion? 

--Ano po ang inyong relihiyon? 
 

ACTUAL 
ANSWER 

 

 

 

Roman Catholic 1 

INC (Iglesia ni Cristo) 2 

Born-Again Christian 3 

Aglipayan 4 

Independent Church 5 

Baptist 6 

Adventist 7 

Lutheran 8 

Methodist 9 

Muslim 10 

Buddhist 11 

Others ____________ (   ) 

No religion 99 
 

 

F5.  EDUCATIONAL ATTAINMENT (RESPONDENT) 
SHOWCARD 
What is your highest level of education? 

-- Ano po ang pinakamataas na naabot/natapos ninyo sa pag-aaral? 
 

F6.  EDUCATIONAL ATTAINMENT (HOUSEHOLD HEAD) 
SHOWCARD 
What is the highest level of education of the HOUSEHOLD HEAD? 

-- Ano po ang pinakamataas na naabot/natapos sa pag-aaral ng 
padre de pamilya o household head? 
 

 

EDUCATIONAL ATTAINMENT (CLIENT) F5 F6 

No formal schooling 
--Walang pormal na edukasyon 

1 1 

Elementary level 
--Kaunting elementarya 

2 2 

Elementary Graduate 
--Nakatapos ng elementarya 

3 3 

High school level 
--Kaungting highschool 

4 4 

High school graduate 
--Nakatapos ng highschool 

5 5 

College Level 
--Kaunting college 

6 6 

College graduate 
--Nakatapos ng college 

7 7 

Vocational courses 
--Vocational na kurso 

8 8 

Post-graduate level 
--Post-graduate level 

9 9 

 
 

EDUCATIONAL ATTAINMENT (PSRC) 
F5 

RESP 
F6 

HH HEAD 

No formal education 
-- Walang pormal na edukasyon 1 1 

Some Elementary 
-- Kaunting Elementarya 2 2 

Completed Elementary 
-- Nakatapos ng Elementarya 3 3 

Some High school 
-- Kaunting Hayskul 4 4 

     Junior High school (Grades 7 to 10) 5  

     Senior High school (Grades 11 to 12) 6  

Completed High school 
-- Nakatapos ng Hayskul 7 7 

Some College 
-- Kaunting Kolehiyo 8 8 

Completed College 
-- Nakatapos ng Kolehiyo 9 9 

Some Graduate/ Masteral 
-- Kaunting Graduate / Masteral 10 10 

Completed Graduate/ Masteral 
-- Nakatapos ng Graduate / Masteral 11 11 

Vocational/ Technical training 
-- Vocational / Teknikal na training 12 12 

Refused 13 13 

 
F7.  SCHOOL (RESPONDENT) 

From what school are you currently enrolled/ did you graduate?  

-- Mula sa anong eskwelahan kayo nag-aaral o nakatapos? 
 

F8.  SCHOOL (HOUSEHOLD HEAD) 
From what school did your HOUSEHOLD HEAD graduate?  

--Mula sa anong eskwelahan nag-aral o nakatapos ang padre de 
pamilya o household head? 

 

F7. RESP 
 
 

F8. HH 
HEAD 

 
 

 

CF1. EMPLOYMENT STATUS 
May I know what your current employment situation is? 
Maari po bang malaman ang kasalukuyang employment status ninyo? 
 

Unemployed -Student 1 

Unemployed - Retired 2 

Unemployed -Others 3 

Self-Employed 4 

Private Sector Employee 5 

Pensioner 6 

Housewife 7 

Others (Specify _________________) 8 

 
CF2. NO OF HOUSEHOLD MEMBERS EMPLOYED IN THE HH 

May I know how many adult members of your family, including yourself, 
is/are gainfully employed? 
Maari po bang malaman kung ilang miyembro ng inyong pamilya, 
kabilang kayo, ang employed o may trabaho sa kasulukuyan? 
 

ACTUAL 
ANSWER 

 

 

 
F9.  OCCUPATION (RESPONDENT) 

What is your occupation/ profession?  

--Ano po ang inyong trabaho o propesyon?  
 
KUNG NEGOSYANTE, I-PROBE ANG KLASE NG NEGOSYO AT 
POSISYON. 
What is the nature of business of the company you work for?  

--Ano po ang klase ng negosyo ng kumpanyang pinag-
tratrabahuhan niyo? 
 
What is your official position in the company you work for?  

--Ano po ang posisyon niyo sa kumpanyang pinag-tratrabahuhan 
niyo? 
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F10.  OCCUPATION (HOUSEHOLD HEAD) 
What is the occupation/ profession of the household head?   

--Ano po ang trabaho o propesyon ng padre de pamilya o household 
head? 
 

KUNG NEGOSYANTE, I-PROBE ANG KLASE NG NEGOSYO AT 
POSISYON. 
What is the nature of business of the company the household head works for?  

--Ano po ang klase ng negosyo ng kumpanyang pinag-
tratrabahuhan ng padre de pamilya o household head? 
 

What is the official position of the household head in the company he/she works 
for?  

-- Ano po ang posisyon ng padre de pamilya o household head sa 
kumpanyang pinagtratrabahuhan niya?  

 

 F9. RESP F10. HH HEAD 

Occupation   

Nature of Company   

Position in Company   
 

CF3. RESPONDENT’S PERSONAL INCOME 
What is your estimated personal MONTHLY income (before taxes)? 
Maaari po bang malaman ang inyong estimated personal MONTHLY 
income (bago bawasan ng tax)? 
 

ACTUAL 
ANSWER 

 

 

 

FOR DP USE ONLY 

HH INCOME CODE 

0 – Php 10,000 1 

Php 10,001 –20,000 2 

Php 20,001 –30,000 3 

Php 30,001 –40,000 4 

Php 40,001 –50,000 5 

Php 50,001 –60,000 6 

Php 60,001 –70,000 7 

Php 70,001 –80,000 8 

Php 80,001 –90,000 9 

Php 90,001 – 100,000 10 

more than Php 100,000 11 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

F11.  HOUSEHOLD INCOME 
SHOWCARD 
In which of the following ranges does your monthly HOUSEHOLD INCOME fall 
under? 

--Saang range mula rito nabibilang ang buwanang kita ng inyong 
pamilya? 
 

CLIENT 

HH INCOME CODE 

0 – Php 10,000 1 

Php 10,001 –20,000 2 

Php 20,001 –30,000 3 

Php 30,001 –40,000 4 

Php 40,001 –50,000 5 

Php 50,001 –60,000 6 

Php 60,001 –70,000 7 

Php 70,001 –80,000 8 

Php 80,001 –90,000 9 

Php 90,001 – 100,000 10 

Php 100,001 – 500,000 11 

500,001 – 1,000,000 12 

More than Php 1,000,000 13 

 
PRSC 

HH INCOME CODE 

4,000 & below 1 

4,001-6,000 2 

6,001-8,000 3 

8,001-10,000 4 

10,001-12,000 5 

12,001-14,000 6 

14,001-15,000 7 

15,001-16,000 8 

16,001-18,000 9 

18,001-20,000 10 

20,001-25,000 11 

25,001-30,000 12 

30,001-40,000 13 

40,001-50,000 14 

50,001-70,000 15 

70,001-100,000 16 

100,001 – 200,000 17 

200,001 – 300,000 18 

Above 300,000 19 

Refused 20 

 
  



A(QN)-102020-699 (v4.0) – Project EMPEROR 2.0 – Main Questionnaire (v4.0) – 17 May2021 Page 30 of 30 
 

F12.  HOUSEHOLD FACILITIES 
Which of the following facilities do you have and is currently working? 

--Alin sa mga ito ang mayroon kayo at kasalukuyang gumagana? 
 

HOUSEHOLD FACITLITES CODE 

Running Water 1 

Electricity 2 

Flat screen TV (LCD/LED) 3 

Stereo (with CD) 4 

Video Equipment (e.g. VCD, DVD, LD) 5 

Home Entertainment System 6 

Electric/Gas Range with oven 7 

Induction cooker 8 

Microwave Oven 9 

Refrigerator 10 

Freezer 11 

Air Conditioner 12 

Water Heater Installation 13 

Vacuum Cleaner 14 

Floor Polisher 15 

Washing Machine 16 

Air Purifier 17 

Gaming Console 18 

Personal Computer/ Laptop 19 

Tablets 20 

Landline Phone    
Provider: _______________ 21 

Cellphone 
Provider: _______________ 22 

Internet Subscription 
Provider: _______________ 23 

Cable Subscription  
Provider: _______________   24 

Private Jeep     
How Old? ______ 25 

Private Car/ Van/SUV  
How Old? ______ 26 

Motorcycle/ Tricycle 27 

Motorized boat/bangka 28 

 
F13.  HOUSEHOLD HELP 

Do you have a household help (e.g. maid, boy, cook, yaya)?  

--Kayo po ba ay may kasambahay (halimbawa maid, boy, cook, 
yaya)? 
 

HOUSEHOLD HELP CODE 

Yes 1 

No 2 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 




