
 

 

Technical Assistance Consultant’s Report 

This consultant’s report does not necessarily reflect the views of ADB or the Government concerned, and 
ADB and the Government cannot be held liable for its contents.  

 

PUBLIC1 
 
 
Project Number: 50159-001 
March 2022 
 
 
 

Regional: Protecting and Investing in Natural Capital 
in Asia and the Pacific   
 
 
_______________________________ 
1 Refer to infoclass.adb.org for guidance. 

 
 
 
Part 7A: Annexes (13-15)

Prepared by Dominique Monera-Tabora, Agustin Arcenas, and Mary Joanne Trivino 

NIRAS Asia Manila, Inc., Pasig City, Philippines 

In association with Path Foundation Philippines, Inc., Makati City, Philippines 

 

For the Department of Environment and Natural Resources-Biodiversity Management Bureau, and 
the Asian Development Bank 
   
 

https://infoclass.adb.org/


KNOWLEDGE SERIES

Raising Awareness on 
Illegal Wildlife Trade

Annex 13



TABLE OF
CONTENTS

page 6
Situational Analysis 

Illegal Wildlife Trade in the Philippines

page 7
Utilizing Communication to Reduce Demand

page 8
Targeting Audiences based on Consumer Survey

page 9
Segments of Wildlife Consumers

page 10
Profile of the Target Audience

page 11
Behavioral Framework for the CEPA Strategy

page 13
The CEPA Campaign

page 15
Recommendations for Future 

Demand Reduction Campaigns

page 5
Introduction

Raising Awareness on 
Illegal Wildlife Trade

About Us
The DENR-ADB/GEF Project on Combating 
Environmental Organized Crime in the Philippines 
aims to combat environmental organized crime 
in the Philippines through legal and institutional 
reforms, capacity building in the full law 
enforcement chain, and reduction of demand for 
illegal wildlife and wildlife parts and derivatives. It 
is a component under ADB TA 9641 on Protecting 
and Investing in Natural Capital in Asia and the 
Pacific, which aims to build the business case and 
capacity of ADB developing member countries 
(DMCs) to invest in natural capital.

Published by 
DENR-Biodiversity Management Bureau and
Asian Development Bank

Suggested Citation
DENR-ADB/GEF Project on Combating 
Environmental Organized Crime in the 
Philippines. (2021). Raising Awareness on Illegal 
Wildlife Trade. Manila, Philippines

Cover Photo
Elsa Coussy / The Flash Point Studio 
Dustin Go / NIRAS Asia Manila Inc.  

Layout 
Dustin Go / NIRAS Asia Manila Inc.

ACKNOWLEDGMENTS
We express our gratitude to the following institutions and 
individuals for their  support and guidance that  enabled us 
to complete this Communication, Education, and Public 
Awareness (CEPA) knowledge product.
DENR-Biodiversity Management Bureau 
Wildlife Resources Division (WRD) 
Atty. Theresa Tenazas, OIC, WRD and Head, Legal Unit 
Ms. Nermalie Lita, Chief, Wildlife Regulation Section 
Ms. Lorilie Salvador 
Mr. Earl Justin Tiu

Caves, Wetlands, and other Ecosystems Division (CAWED) 
Mr. Anson Tagtag 
Ms. Juvy P. Ladisla 
Ms. Katherine Almira

Biodiversity Planning and Knowledge Management Division (BPKMD) 
Ms. Nancy Corpuz 
Mr. Darwin Tejerero

BMB CEPA Core Group 
Ms Babylyn M. Cacao, NPD  
Ms Angeline Villalba, NPD  
Ms. Maria Lourdes Almeda, WRD  
Ms. Maria Katrina Apaya, CMD  
Mr. John Elson Alerta, BPKMD  
Ms. Fides Leonore Sandoval, NAPWC  
Mr. Gerardo Lita, NAPWC  
Ms. Debora Anne Dayao, CAWED  
Ms. Susan Joyce Se, CAWED  
Mr. Noel Jessie Aquino, CAWED 

DENR Regional Offices 
Ms. Maricar Puno-Sanchez, DENR-NCR 
Mr. Rainier Manlegro, DENR-R7 
Mr. Modesto Lagumbay, DENR-R13

Asian Development Bank 
Dr. Francesco Ricciardi, Senior Environment Specialist 
Ms. Cecilia Fischer, IWT Coordinator & Marine Turtle Expert

DENR-ADB/ GEF Project on Combating Environmental Organized 
Crime in the Philippines - Project Management Unit 
Dr. Mary Jean Caleda, Project Manager 
Mr. Lodigario Rigor Jr., Project Assistant 
Ms. Sheena Crystal Dawn Rubin, Administrative Assistant

NIRAS Asia Manila Inc., in association with 
PATH Foundation Philippines, Inc.: 
Ms. Dominique Tabora, Team Leader and 
Social Marketing Specialist 
Ms. Mary Joanne Triviño, Consumer Research Specialist 
Mr. Gregg Yan, Social Marketing Specialist 
Ms. Lerna Melo Magdamo, Project Manager 
Mr. Dustin Go, Communications and Graphics Specialist 
Ms. Grace Paraan Bulawan, Project Assistant

in association with 
PATH Foundation Philippines Inc.



Introduction
In 2015, the UN Member States adopted 17 Sustainable Development 
Goals (SDGs), of which Goal 15 stipulates targets pertaining to “Life 
on Land”. Target 15.7 intends to “take urgent action to end poaching 
and trafficking of protected species of flora and fauna and address 
both demand and supply of illegal wildlife products.” This target has 
one indicator (Indicator 15.7.1) which is to reduce the “proportion of 
traded wildlife that was poached or illicitly trafficked1.”

Still, the threat of illegal wildlife trade (IWT) is ongoing. In 2019, the 
Global Assessment Report of the Intergovernmental Science-Policy 
Platform on Biodiversity and Ecosystem Services (IPBES) found the 
main drivers for global decline in nature to be land- and sea-use 
change and direct exploitation.2

In the same way that humans are causing threats to wild species, they can also reverse this trend through 
well-designed and implemented conservation activities. Communication, Education, and Public 
Awareness (CEPA) plays a crucial role not only in increasing awareness of the dire consequences of IWT, 
but also in changing people’s behavior, ultimately reducing demand. 

The Philippines is a signatory to the Convention on International Trade in Endangered Species of 
Wild Fauna and Flora (CITES). CITES is an international agreement between governments to ensure 
that international trade in specimens of wild animals and plants does not threaten the survival of the 
species. The Department of Environment and Natural Resources-Biodiversity Management Bureau 
(DENR-BMB) developed the Wildlife Law Enforcement Action Plan (WildLEAP) 2018-2028. WildLEAP 
is the national roadmap in addressing wildlife crimes and serves as a guide for law enforcement teams to 
collaborate to curb illegal wildlife trade. 

Reducing IWT involves coordination with multiple national and local government agencies, numerous 
intergovernmental organizations (IGOs), and national and international non-governmental organizations 
(NGOs) across borders and jurisdictions. Alongside law enforcement interventions, extensive public 
awareness to reduce demand for IWT is critical. The public needs to know what laws are being violated, 
what role wild species play for human well-being, and where to report these crimes. The 5 step approach 
to demand reduction3  was utilized in developing the CEPA strategy for public awareness and consumer 
demand reduction. 

Figure 1: 5-step approach to demand reduction (TRAFFIC, 2018)

This publication will serve as a guide on how to design demand reduction campaigns and develop 
communication strategies to reduce the demand for wildlife and wildlife products. Lessons learned will be 
shared, as well as recommendations.

Katatonia82 via iStock by Getty Images

1 United Nations. Sustainable Development Goals. Goal 15. https://sdgs.un.org/goals/goal15
2 Intergovernmental Science-Policy Platform on Biodiversity and Ecosystem Services. 2019. Global Assessment Report of the Intergovernmental Science- 

Policy Platform on Biodiversity and Ecosystem Services. https://ipbes.net/global-assessment
3 TRAFFIC. 2018. The five-step approach. Reducing Demand for Illegal Wildlife Products: Research Analysis on Strategies to Change Illegal Wildlife Product  

Consumer Behaviour. 
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Situational Analysis
IWT continues unabated for many species, which is due to numerous factors, such as an increasing 
demand from consumers, widespread corruption, a lack of enforcement capacity, low awareness of the 
ecological roles of wildlife, and a lack of alternative livelihoods, in particular for rural communities. It is 
widely recognized that this crime threatens peace, security, livelihoods, and biodiversity. According to 
recent United Nations Office on Drugs and Crime (UNODC) World Wildlife Seizure (WISE) database 
records, the illegal trafficking of protected fauna and flora reached 180,000 seizures from 149 countries 
and territories in 2016 and 2017.4

The Philippines is the second largest archipelagic country in the world, comprising 7,641 islands. It is one of 
17 mega-diverse countries harboring wild species found nowhere else in the world. More than half of the 
52,177 wild species found in the country are endemic. This is exemplified by the Philippines having 695 bird 
species, 195 are endemic and 126 have restricted range, making it the fourth most important country in bird 
endemism. In addition, the Philippines ranks fifth in the world in terms of total plant species, half of which 
are endemic. The country is also home to five of seven known marine turtle species: green, hawksbill, olive 
ridley, loggerhead, and leatherback turtles.5

The Philippine Biodiversity Strategy and Action Plan (PBSAP) 2015-2028 recognizes that illegal wildlife 
trade (IWT) threatens populations of wild fauna and flora in the Philippines. Thus, it is a matter of grave 
concern that the country has come to be known as transshipment and destination point for IWT.6

Illegal Wildlife Trade 
in the Philippines

Utilizing Communication 
to Reduce Demand

An analysis of seizure data indicates the magnitude of the 
illegal wildlife trade in the Philippines. “Wildlife seizure records 
from the DENR, Palawan Council for Sustainable Development 
(PCSD), and other sources for the period 2010–2019 were 
collated and analyzed to identify species threatened by the 
illegal wildlife trade, hotspots, and trafficking routes. The 10- 
year seizure dataset involved 511 incidents, 283 taxa, and 44,647 
wildlife individuals. The top seized live wildlife are 16,237 reptiles 
and 6,042 birds, while 2,100 kg of pangolin scales had the most 
quantity and seizure frequency among derivatives.”7

In the Philippines, the market value of confiscated wildlife 
reached P184.9 million from 2013 to 2018 based on DENR-BMB 
data using market prices. A recent economic valuation report8 
estimated the total economic value of a single marine turtle at 
PHP4,797,419 while a single blue-naped parrot was valued at 
PHP185,981, counting their use and non-use values throughout 
their respective lifespans.

Since the Philippines is a biodiversity hotspot and is considered 
a center of endemism, with a wide variety of wildlife found 
nowhere else in the world, the need to determine what drives the 
trade of wildlife in the Philippines to develop a strategy to reduce 
demand is crucial.

Component 3 of the DENR-ADB/GEF Combating Environmental Organized Crime in the Philippines 
project aims to increase public awareness of the direct impacts of IWT on biodiversity and ecosystem 
functions and services, and implement demand reduction efforts to curb the IWT and to initiate a change 
in behavior of consumers. Changing consumer behaviors is rooted in behavior change communication.

Various steps were undertaken to ensure that public awareness measures were implemented for two 
taxonomic groups- marine turtles and parrots, particularly the blue-naped parrot. Studies on economic 
valuation and market research were undertaken before the development of the CEPA Strategy and 
production of audience-segmented communication materials.

The Project followed the process in Figure 2.

Figure 2: Process of CEPA development

To ensure that initiatives have a foundation in behavioral science and use effective approaches to 
influence consumer choice, the Transtheoretical Theory on Stages of Behavior Change was utilized to 
plot the consumer behavior along the stages of change. Demand reduction efforts require evidence- 
based and targeted communication interventions to understand what drives the demand and develop 
communication messages based on the profile of audience segments to change behaviors. Figure 3 below 
shows the stages of behavior that a person or a consumer goes through.

Figure 3: Stages of Behavior Change

Identification of Species
What species to prioritise?
Where do we focus?

What drives the demand?
What are the barriers?

How can we reach and
engage target audiences?

What is the economic value? How do we raise awareness
& reduce demand?

Market Research Develop Materials

Economic Valuation Develop Strategy

Hermes Rivera via Unsplash.com

4 United Nations Office on Drugs and Crime. 2020. World Wildlife Crime Report: Trafficking in Protected Species.  
https://www.unodc.org/documents/data-and-analysis/wildlife/2020/World_Wildlife_Report_2020_9July.pdf

5 Department of Environment and Natural Resources - Biodiversity Management Bureau. 2018. 
Philippines Marine Turtles Country Assessment and Conservation Action Plan. Quezon City, Philippines.

6 Department of Environment and Natural Resources - Biodiversity Management Bureau. 2018. Wildlife Law Enforcement Action Plan (WildLEAP) 2018-2028.
7  E. Y. Sy. 2021. Wildlife from Forests to Cages: An Analysis of Wildlife Seizures in the Philippines
8 DENR-ADB/GEF. 2021. Combating Environmental Organized Crime in the Philippines: Economic Valuation and the Conservation and Protection of Wildlife. 

Manila, Philippines. 9 Government of the Philippines. Republic Act 9147: Wildlife Resources Conservation and Protection Act. 
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Targeting Audiences based 
on Consumer Survey

Segments of Wildlife 
Consumers

To establish a baseline of IWT consumer behaviors and 
motivations, and to identify the profile of audience segments, 
pre-campaign consumer surveys were conducted in key urban 
cities and municipalities nationwide and in local sites in Metro 
Manila, Cebu and CARAGA region. The studies specifically 
investigated consumers’ motivations and values and how these 
factors influence their purchase decisions.

The results from these consumer surveys were used to develop 
an effective campaign to raise awareness and design behavior 
change interventions. The knowledge, attitudes, and practices 
of household-level decision makers on marine turtles and 
parrots were used in developing the audience-segmented CEPA 
campaign for demand reduction.

Desk-based and social research were conducted to identify 
the species and specific consumption behaviors that demand 
reduction measures would address. Social research included 
qualitative (focus group discussion and key informant interviews) 
and quantitative (nationwide and local surveys) initiatives, 
exploring consumer motivations, particularly for acquiring illegal 
wildlife, by-products and derivatives.

In the pre-campaign surveys, four distinct consumer segments were identified namely the Acceptors, 
Rejectors, Non-Committals and Non-Awares as shown in Table 1.

Acceptors are respondents who said they did not buy parrots and marine turtles. Their responses showed 
a relatively high propensity for a future purchase, the highest among the segments, and about the same 
level to recommend for future purchases. Acceptors are cost-conscious, convenience-seeking pet lovers. 
They are cautious buyers, especially if this will bring about grave and costly consequences. 

Rejectors are survey respondents who are generally negatively predisposed to future purchases, or 
unlikely to purchase in the future. There are still rejectors who are non-committal.  

Non-Committals  are respondents who are generally neutral and/or undecided in their position regarding 
wildlife trade. About two out of five of Non-Committals are negatively predisposed to either buying or 
recommending wildlife purchases in the future.

Non-Awares are respondents claiming to be not knowledgeable of parrots and marine turtles even upon 
prompting. One in three claims to have never bought other wildlife, and one in four are not aware of the 
taxas’ importance to the ecosystem they live in and to human well-being.

Rejectors Non-Committals Acceptors Non-Awares
Hard-line non-buyers of 
both parrots and marine 
turtles; none of the 

statements on wildlife purchase will 
‘strongly encourage’ 84-89% to buy 
wildlife products

Generally neutral and 
“middle-of-the-road” 
specially in purchase of 
parrots and marine 
turtles.

They are Cost-conscious: 
for affordability of 
species’ price; they are 
encouraged to buy if 
species “have become 
cheaper”

Mainly discouraged 
from other wildlife 
products in general 

because of the negative social 
stigma attached to owning: 62% 
are likely to associate wildlife 
with corruption or with 
dishonesty of people in powerCompassion and risk of 

endangerment, specifically 
the risk of animal death 

and suffering (as they are thought to 
be fragile and costly) are main 
triggers that deter them from buying

Closely similar to 
Rejectors’ 85-87% are not 
strongly encouraged by 
any of the statements 
about wildlife purchase

Imprisonment, the heavy 
penalties as well as the 
negative social stigma for 

the buyers (particularly among 
marine turtle Acceptors) are 
strong deterrents to their purchase

The risk of 
imprisonment and 
heavy penalties if 
caught trading are 

main barriers to purchase

They are most 
knowledgeable and are 
more compelled NOT to 
engage in illegal wildlife 
trade.

Like Acceptors, they are 
deterred by the 
prohibitive cost and risk 

of being imprisoned due to IWT

There are a few 
Acceptors who are likely 
to purchase parrots (9%) 
and marine turtles (5%) 
illegally. 

Reputability of supplier / 
retailer is a key purchase 
consideration. There are 

5% among Non-Committals who 
are likely to purchase both parrots 
& marine turtles illegally

The CEPA strategy utilized a three-fold communication approach to inform, inspire and influence 
audiences as illustrated in Figure 4 below.

Figure 4: Threefold Communication Approach

Manfred Richter via Pixabay.com

Table 1: Consumer Segments
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Profile of the Target 
Audience  

Behavioral Framework for 
the CEPA Strategy 

The profile of the target audience allowed IWT campaign implementers to gain a complete understanding 
of each of the consumer segments identified, to strategize and prioritize the IWT campaign effectively. 
The pre-campaign survey investigated investigated the behavioral as well as demographic profiles of each 
consumer segment in terms of ethnic group affiliation, educational attainment, area or region of origin, 
gender, age group as well as socio-economic class (see Table 2).

Table 2: Profile of Consumer Segment

Barriers to Purchase 

Among Acceptors, the expensive, unaffordable cost is the main barrier to purchase wildlife. The actual 
purchase price of marine turtles and the cost of taking care of a parrot as well as the legal cost of violating 
the Wildlife Act are strong deterrents to purchase. For the Rejectors, species’ endangerment, animal 
cruelty, and risk of death are the main barriers for purchase. For the Non-Committals, the main barriers to 
purchase are the unavailability of the parrots or the parrots’ endangerment and even death after purchase. 
The risk of imprisonment and the heavy penalties imposed on those caught buying or consuming wildlife 
and byproducts are strong deterrents to purchase among Acceptors and Non-Committals. For the Non-
Awares, about two-fifths mentioned that the risk of death and the species’ endangerment are the   main 
barriers to purchase. 

Behavioral Intentions

The survey revealed that the main reasons for purchasing wildlife are as pets, culture, tradition, good luck, 
healing, and good health. The cost of the wildlife, or affordability, appears to be the main deciding factor 
for buying among Acceptors. The cost is weighed along with the convenience of pet care, or the risk of 
imprisonment. The purchase of wildlife among Rejectors may be borne out of compassion (“naaawa”), but 
they would strongly prefer to see parrots out free in the forest/in the wild. For the Non-Committals, the 
availability of a convenient cage for the parrot, their familiarity, interest, and even tolerance, particularly 
the parrot’s perceived unpleasant qualities (i.e., noisy) upon purchase, are key deciding factors. Non-
Committals would consider buying marine turtles only if “sold by a trusted retailer.” For the Non- Awares, 
the acquisition or adoption of other species is mainly to keep them as pets, but a few would acquire the 
animals for re-selling.

Figure 5 placed the different consumer segments in the stages of change to determine the interventions 
to undertake. 

Figure 5: Consumer Segments on the Stages of Behavior Change

Rejectors Non-Committals Acceptors Non-Awares
Segment Size: 
44% for parrot
63% for marine turtle

Segment Size: 
26% for parrot
23% for marine turtle

Segment Size: 
30% for parrot
14% for marine turtle

% of Total Sample10: 
12% for parrot
4% for marine turtle

51-58% are Tagalogs, 
with high% of 
respondents who are 
college level / graduates 
(35%)

Higher % living from (D) 
income (70-73% vs. 64% 
total sample)

Higher % of Parrot 
Acceptors living in 
Broad C (C2) homes 
and in NCR

20-21% are from North/
Central Luzon

Has the biggest % of 
aged 35-44 years old (at 
38%-40%)

Has high % of 
respondents who are 
college level / graduate 
(34%)

Lowest proportion of 
Turtle Non-Aware in 
the Visayas (6%)

45% are aged 34 & 
below, more are from 
Southern Tagalog / Bicol

Most ethnically 
diverse: higher % of 
Pangasinense, Hilonggo, 
Ibanag etc.

77% of Parrot Acceptors 
are female

56% of Parrot Non-
aware are aged 34 & 
below; 83% are females

Turtle Rejectors have 
the biggest proportion of 
males (27%)

Turtle Non-Committals 
are predominantly 
female

Higher % of Turtle 
Acceptors in North / 
Central Luzon

Has the biggest % of 
respondents who are 
elementary level / 
graduates (15%)

Turtle Acceptors are 
predominantly female 
(81%)

Non-awareness for 
regulation of wildlife 
trade is notably higher: 
66%-80%

Pre-Contemplation

Identify consumer segments 
& barriers to behavior change.

Contemplation

Raise awareness on IWT 
& RA9147. Publish 
audience- segmented 
materials.

Preparation

Help make changes to 
reduce IWT demand. 
Report IWT to increase 
apprehension.

Validation

Community support to 
reduce demand. 
Increased IWT 
reporting & enhanced 
monitoring.

Action

Increased awareness & 
engagement of wildlife 
protectors.

Acceptors &
Non-Awares
Pet lovers unaware of 
IWT problems, thus don’t 
think about changing 
behavior

Non-Committals
Conditional buyers 
who wouldn’t risk 
being caught with 
illegally traded wildlife

Rejectors
Compassionate buyers 
who prefer to see 
animals in their 
natural habitats

Rich Carey via iStock by Getty Images

10 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 and were asked the survey question: “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]?” Of the total interviews 
conducted in the nationwide survey, Non-Awares of parrots and marine turtles accounted for 12% and 4%, respectively.
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Based on consumer behavior culled from the surveys, a communication plan identified and implemented 
activities listed in Table 3. When using this Table, it would be more effective to identify the people or 
offices responsible for implementation.

Table 3: Summary of Communication Activities and Messages

Activities Key Messages Target 
Audiences

Communication 
Channels Timeline Key Performance 

Indicators

Behavioral Objective 1: To increase public awareness on the consequence of IWT on wildlife, collectors, 
buyers, traders and the general public in Metro Manila, Cebu and CARAGA
1. Develop three 
IWT feature 
stories or press 
releases.

The economic value of wildlife, 
the need to amend RA9147

General 
Public

TV, radio, 
teleradyo, 
broadsheets and 
web-based news

10 mos No. of feature 
stories published 
 
No. of people 
reached

2. Develop at least 
12 photo-stories 
and infographics 
about marine 
turtles and parrots

The marine turtles and parrots 
as targets of IWT

General 
public 
specially 
millenials

Social Media 10 mos Number of 
infographics posted 
 
No. of interactions 
/ impressions

3. Live guest inter-
views on various 
IWT issues

RA9147 penalties, 
destruction of biodiversity

General 
public

Teleradyo 8 mos No. of interviews, 
listeners & viewers

Behavioral Objective 2: To influence public agenda by strengthening media commitments in featuring IWT 
as a media priority
4. Secure four 
radio or teleradyo 
interviews on IWT.

 Impact of IWT and discuss 
where people can report 
sightings of IWT

General 
public

Radio and 
teleradyo

8 mos No. of media 
outlets engaged

No. of shows 
5. Develop a video 
about RA-9147

Discuss the RA9147 provisions 
on protecting parrots and ma-
rine turtles

General 
public

Out-of-Home 
media, digital 
screens

5 mos No. of digital 
screens airing the 
video

No. of people who 
recall seeing the 
video

Behavioral Objective 3: To build the capacity of DENR and partner agencies in disseminating messages 
about IWT and implement effective advocacy campaigns
6. Conduct digital 
communications 
workshop

Effective campaigns can 
achieve strategic objectives, 
ranging from fundraising to 
behavioral change

DENR and 
partner 
agencies

Digital training 
workshop

1-2 days No. of trainings 
conducted

No. of attendees
Behavioral Objective 4: To strengthen mechanisms for IWT reporting as well as to dissuade people from 
engaging in IWT
7. Set-up effi-
cient system for 
monitoring and 
responding to 
online and mobile 
IWT reports

RA9147 hotlines for reporting 
and penalties for violation and 
destruction of biodiversity

DENR, 
partner 
agencies and 
the general 
public

Social media 
posts and Out-
of-Home media, 
digital screens

6 mos No. of posts
No. of reports
No. of recall in post 
campaign survey

The CEPA 
Campaign
The main objective of the #StopIllegalWildlifeTrade 
and #StopIWT CEPA campaign is to reduce demand 
for illegal  wildlife, by-products and derivatives 
while simultaneously raising awareness about the 
environmental and legal consequences of IWT – 
highlighting the legal penalties  of violating RA9147.

Although the campaign covered all threatened and 
legally-protected plant and animal species, it used 
pre-identified taxonomic groups—marine turtles and 
parrots, with particular focus on all five species of 
marine turtles present in the Philippines,  and the blue-
naped parrot.

Appropriate communication interventions were 
developed for each pre-identified consumer segment 
(Acceptors, Rejectors,  Non-Committals and Non-
Awares). All audience-segmented communication 
products were designed to generate concrete and 
measurable actions. Thus, each communication 
product included a clear request to report all IWT 
activities encountered by the audience to their nearest 
DENR office. A strategic combination of traditional 
and social media platforms were chosen to disseminate 
the various communication products, ranging from 
live guestings in hybrid teleradyo shows which have 
radio, television and digital followings, to the physical 
distribution of printed calendars, which can serve 
as constant visual reminders for local community 
members to be vigilant in rooting out illegal wildlife 
traders in their respective locales.

For enhanced traction and ease of tracking across 
social media and the web, all materials featured the 
#StopIWT and #StopIllegalWildlifeTrade hashtags. 
The campaign was further designed to highlight the 
need to amend and bolster RA9147 through a series of 
press releases.

Originally envisioned to feature long-format field 
stories and stakeholder testimonials from the three 
pre-identified IWT hubs in Metro Manila, Cebu and 
the CARAGA Region, the project was forced by the 
sustained COVID-19 lockdowns from February 2020 
onwards to rely more and more on digital media 
platforms to reach audiences, which have likewise 
been forced to stay at home. The #StopIWT CEPA 
campaign ran from February 2020 until July 2021, 
with the campaign duration having been extended 
to account for the above-mentioned operational 
challenges caused by the nationwide COVID-19 
lockdowns.

Stokpic via Pixabay.com
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CEPA Campaign Results
Altogether, the #StopIWT campaign’s communication products garnered 108 traditional and social 
media hits11 generating PHP41,628,895 in media values, reaching up to 50,870,325 individuals.12 In terms 
of achieving project success indicators such as the number of people reached collectively through the 
marketing collaterals, which was set at 500,000, the project exceeded the target by 10,174%. The number 
of  audience-segmented materials developed and disseminated also exceeded its target by 170%.

Figure 6: Social Media Cards

The four sets of social media cards posted in Figure 6 and boosted in Facebook reached a total of 1,427,387 
people as shown in Figure 7.

Figure 7: Social Media Reach

50,319 11,659591

1,427,387Boosted
776,663

Organic
651,045

54%

46%

54%

46%

1,427,387
50,319
Reactions

11,659
Shares

591
Comments

Total Social Media Reach
 As of 21 August 2021 

Recommendations 
for Future Demand Reduction Campaigns
Notwithstanding competing content published on social media during the series of COVID-19 community 
quarantines in project areas, the results of the post-campaign studies showed a clear impact of the IWT 
CEPA campaign in generating awareness in all local study sites, most significantly among consumers in 
Metro Manila. The level of awareness of regulations on wildlife purchase and protection in general among 
parrot consumers in Metro Manila registered at 50% in the post-campaign study exceeding the target 20% 
increase from the pre-campaign level of 26%.

While post campaign awareness among marine turtle consumers did not meet its 59% awareness target, 
the result is on an increasing trend, registering slightly higher at 47% as compared to pre-campaign level 
of 39%.

Figure 8: Post-Campaign Survey Results (CARAGA results not included due to low number of responses)

Given the moderate impact of the IWT campaign in the Cebu project site, the regional office of DENR must  
sustain and expand the campaign so as not to lose the increasing trend on awareness. In the CARAGA 
region, further campaigns need to be undertaken specially among the indigenous people who have access 
to wildlife and are crucial in reducing the illegal wildlife trade. In this region, the impact of the IWT CEPA 
Campaign indicated a directional (not significant) increase in awareness of any regulation on wildlife 
purchase and protection, as well as of the actual name of the law, i.e., Wildlife Resources Conservation 
and Protection Act (RA 9147) among both consumer groups.

Ideally, an efficient demand reduction campaign needs a mid-term survey to assess the engagement 
of target audience and effectiveness of the audience-segmented materials. The ability to measure 
engagement through social listening midway into the campaign could have greatly improved the materials. 
Even though some of the materials were translated to local dialect, using the national language in the 
social media materials could make the content easily understandable to 70% of the respondents who 
speak Tagalog. The use of publicly understood terminologies instead of the technically correct terms may 
further increase the recall of a campaign. 

The use of television as the primary medium to reach Filipinos should be included in future demand 
reduction campaigns. Future demand reduction projects must adequately budget for the placement of 
television advertisements using the national language. Ample resources for gathering video footages from 
the field must be included in the budget preparation of future projects.

To sustain the IWT communication campaign beyond the project life and achieve the goal of reduced 
demand, more communication trainings to manage campaigns for the personnel of several DENR offices 
would be beneficial.

The consumer studies identified a big segment of Filipinos who are willing to voluntarily participate and 
advocate for the protection of wildlife and to become engaged in the conservation of wild species, given 
proper and sufficient information about their value to ecosystems and society. 
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11 Social media hits include the number of reactions and shares of the posts.
12 50,870,325  number of people reached (against 500,000 target) 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.
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Valuation Process
The economic value of goods is the monetary measure of the benefits that it supplies to the consumer of the goods. 
It is measured in terms of the maximum amount of money an individual is willing to pay to access the goods for use 
or consumption. However, not all goods are traded in the market where the price is determined as the case for most 
natural resources, which are known as non-market goods. The difficulty in determining the value of specific natural 
resources lies in the immense task of selecting and quantifying the different benefits that can be derived from the 
resource. This is particularly true for the value of ecosystem services supplied by a resource because of the gaps in
scientific modeling and the precise measurement of the impact of a resource on various aspects of human welfare— 
ranging from the physical to the non-physical effects.

Economic valuation of wildlife necessitates the involvement and inputs of natural resource economists and natural 
and social scientists (from different disciplines, depending on the wildlife being evaluated) because the valuation is a 
complex and lengthy process. Often, it requires expert knowledge and information generated from related scientific 
and social models that determine, in precise and quantifiable terms, the impacts of the species assessed on society 
and how these impacts translate into societal benefits. Thus, the role of the valuator, usually an economist, is the 
development of an appropriate economic model, conversion of ecological functions into costs and benefits, and 
translation into contributions to human welfare. An illustration of this process is shown in the diagram below:

The determination of the economic value is rooted in the theory of value1, which points to the aggregation of the 
maximum amount of money an individual is willing to pay to acquire a good. The theory of value is based on the 
reasonableness of people, which assumes that the maximum amount an individual is willing to pay for a good is 
equal to the value of the perceived benefits that the individual expects to derive from the good. Thus, to determine 
the monetary value compared to the benefits that the wildlife provides to society – either through stated preference 
or revealed preference - is the individual species combined economic value. However, this comes with a caution 
that the benefits people derive from a resource are not just about use or access; but could also include the intrinsic 
value, or non-use value, such as the joy experienced from knowing that a species exists.

Identify 
ecological role 

of wildlife

Translate 
the benefits 

into monetary 
economic value

Sum up 
the different 

economic values

Economic Value 
of Wildlife

Determine 
impacts of ecological value 

of wildlife on society

1 Theory of value is a sub-topic in Economic theory that explains how prices of goods are determined. The reasons behind the value of a good vary based on the 
good and the context and use of the good. The theory of value is used to explain value of labor, money, environment, etc.

Use and Non-use Values as Bases 
for the Economic Value of Wildlife
From its theoretical underpinnings, economic valuation begins with identifying the benefits that a species—a 
natural resource—provides to humanity, which would form the basis for its value. Before, this exercise involved only 
the valuation of benefits derived from the direct use (consumption or trade) of the resources, such as determining 
the value of the timber harvested. But More et al. (1996) expanded this definition of value in 1996, arguing that 
this approach to valuation understated the value of natural resources, because it excluded other facets of benefits 
that accrue and are more intangible. Thus, economic value is nowadays composed of two broad categories of 
value: use value and non-use value. Use value pertains to the aggregated benefits that members of society derive 
from consumption or income, for example, from wildlife. These values include how much the species could be 
traded in the market, the value of ecosystem services that the species generate, and income indirectly derived 
from the species, such as through tourism. Non-use value, on the other hand, refers to the existence value of 
the wildlife (such as the non-tangible happiness of people to see the species alive), its option value (value that is 
placed on private willingness to pay for maintaining or preserving a public asset or service even if there is little or 
no likelihood of the individual actually ever using it), and its bequest value (the value of preserving wildlife for the 
next generation of people) (Chee, 2003). The total economic value of wildlife is the sum of these use and non-use 
values as expressed below:

Direct use value is the least difficult to estimate among the components of the total economic value of wildlife, 
because it can be observed and has the most available data. On the other hand, calculating indirect use values 
require more thought and careful analysis of the relationship between the species of wildlife and the economic 
activities of the individual members of society. These indirect benefits are benefits that cannot be directly attributed 
to the wildlife, and often include positive externalities (or unintended benefits received by an unintended recipient 
or third party).

The most difficult value to estimate in calculating the economic value of wildlife is the non-use value, because it 
varies, cannot be directly observed, and often requires hypothetical scenario-building to explain. Further, there is 
no readily accessible data to base the non-use value on, which is why a straightforward estimation of the magnitude 
of this value is very difficult to achieve. Thus, in most cases, contingent valuation methods—where a survey is 
conducted to generate willingness-to-pay (WTP) information—are employed, along with other methods that elicit 
first-hand information regarding the perceived value of the good. Due to its challenges, the non-use value is often 
not included in guiding policy makers.

Economic Value

Use Value Non-Use Value

Direct Use
Value

Indirect Use
Value

Existence
Value

Option
Value

Bequest
Value
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CASE STUDY:
The Economic Valuation 
of Pawikan and Pikoy 
The methodology described in the valuation process was used to determine 
the annual economic values for the entire stock of pawikan (marine turtles) 
and pikoy (blue-naped parrots) in the Philippines. The values were derived 
by first calculating the flow value of benefits that each generated. Then, the 
stock value was calculated by multiplying the year generated economic value 
(flow value) with the estimated average lifespan of the wildlife and adjusted 
per year using a 10% discount rate prescribed by the National Economic and 
Development Authority (NEDA).

The Economic Value of Pawikan and Pikoy
For calculating the economic value, both the use and non-use values were determined, but only the use-
value is highlighted for policymakers2. Therefore, the use-values of the pawikans and pikoys were based 
on the identified benefits derived by society, which were categorized into: trade value (for blue-naped 
parrots only), ecological value, and tourism value.

In this case, the valuation study utilized the basic framework described in the illustration on page 2, but it 
used various direct and indirect data generation methods. This allowed for the inclusion of the different 
dimensions of the economic value of the wildlife that come out from the wide range of benefits that 
members of the Philippine society enjoy because of them. However, the global benefits were excluded 
from the estimation of the value in this case, as only pawikan and pikoy populations in the Philippine were 
included.

The first step in the estimation of the economic value of the pawikan and the pikoy was identifying and 
listing all the potential direct and indirect benefits that these species/taxa could generate. This step 
involved extensive literature review and interviews of experts to establish the link between ecological 
roles and the benefits that they could generate and translate into economic terms. The second step was 
making an inventory of the available data on population, growth rates, prices and costs, tourism traffic, 
business activities in the community at the time of the study, and translating the identified benefits into 
values. Since the valuation study had limited resources, it relied primarily on secondary data. However, a 
Willingness-To-Pay (WTP) study was undertaken to derive a non-use value (specifically, the existence 
value). For brevity, the assumptions used in the economic valuation study are summarized in Table 1.

2 The non-use value was based only on the existence value of pawikans and pikoys, as reflected in the willingness-to-pay to protect survey conducted in the project sites.

Categories of Value Component of Value Basic Assumptions

Use Value

Direct Use Trade Value

The price of the pawikan and pikoy  was collected from individuals and 
other entities selling these in the market.

To be consistent with RA 9147 or the Philippine Wildlife Act which 
prohibits the trade of pawikan, no trade value was estimated for the 
pawikan, only for the pikoy. After consultation with experts and reviewing 
the literature, it was assumed that 1% of the total estimated 8,500 
individuals of pikoy in the Philippines could be sustainably and safely 
harvested and traded every year3.

Indirect Use

Ecological Services

Since this study had limited resources, it could not clearly establish the 
full range of ecosystem services provided by the pawikans and pikoys. 
The bases of the economic value of the ecological services were therefore 
gathered from secondary sources only.

Tourism

This pertains to the contribution of tourism activities to the economy, as 
stimulated by the pawikan and pikoy. The cumulative value is based on t 
tourists’ spending on food, lodging, and travel, plus the multiplier effect 
of the spending on the gross domestic product.

Non-Use Value

Existence Value Value related to existence 
of the resource

Contingent valuation was used, asking about the ‘individual’s willingness 
to pay (in terms of money or time per year) to protect the pawikan and 
pikoy.

Table 1. Summary of Assumptions for the Calculation of Values

Table 2. Summary of Information Collected for Marine Turtles (Pawikan)

The benefits listed above—based on direct and indirect uses of the pawikan and pikoy—are not exhaustive, but these 
are the most significant benefits that could be calculated with the limited data available for this study. Regarding the 
non-use value, only the existence value could be collected from rider questions inserted into a consumer demand 
survey conducted for this project. The detailed values that were used for the calculations of the total economic 
value for both species/taxa are listed and described in Tables 2-5 as follows:

3 This is based on the lower range of the population estimate made by Peter Widmann of Katala Foundation Inc., which is 8,500 blue-naped parrots. It must be noted that this 
population figure for blue-naped parrots is based on the population estimate in Palawan, where the largest population of the said parrots is located.

Value Description Variable 
Unit Variable Raw Unit Value Basic Assumptions

Tourism
Value of tourism 

revenues from diving 
activities

Value per dive, 
travel costs and 
tourist revenues

USD 31/person/dive and two dives 
for one boat rental

Around 38% of the estimated total 21,000 
tourists in one of the major marine turtle dive 
sites (Apo Island) are divers, which is also taken 
as a basis for the other four identified dive sites. 
An additional 20 % of the tourists were assumed 
to be non-diving turtle watchers who travel by 
boat to observe (and take pictures, perhaps) 
marine turtles in open sea.

Php 5,000 (USD 100) airfare (round 
trip), and Php 3,500 (USD 70)/ 
person/ day for  board, lodging and 
other expenses for divers and non-
divers

A tourism multiplier of 3.5 was 
assumed.
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Value Description Variable 
Unit Variable Raw Unit Value Basic Assumptions

Ecological 
Services

Per hectare of 
healthy corals in the 

Philippines

Value per 
hectare of corals 

attributable to 
marine turtles

Coral reefs were valued at AUD 
10,924 back in 2006. When adjusting 
for inflation using a Consumer Price 
Index (CPI) conversion factor and 
income differences across countries 
using a Purchasing Power Parity 
(PPP) conversion factor, the amount 
translates to Php 205,505 (USD 
4,110) per hectare per year.

The estimated area of coral reefs in 
the Philippines is 2.6 million has.

0.05 and 0.1 % of healthy corals are conservatively 
(and arbitrarily) attributed to the marine ‘turtles’ 
interaction with coral reefs. This assumption was 
used  to calculate the lower and upper limits of 
the economic value of  marine turtles.

Per hectare  area 
of seagrass in the 

Philippines

Value per 
of seagrass 

attributable to 
marine turtles

Seagrass was valued at AUD 34,172 
back in 2006. When adjusting for 
inflation using a Consumer Price 
Index conversion factor, and income 
differences across countries using a 
PPP conversion factor, the amount 
translates to Php 648,866 (USD 
12,857) per hectare per year, with 
98,800 hectares of seagrass in the 
Philippines.

Existence 
Value

Willingness to pay 
to protect marine 

turtles

Amount of 
money set aside 
for conservation 
and protection 

of marine turtles

People value marine turtles outside of their 
possible use-value.

Table 3. Summary of Information Collected for Blue-Naped Parrots (Pikoy)

Value Description Variable 
Unit

Variable Raw Unit 
Value Basic Assumptions

Traded Value of sustainably 
harvested specimen

Value per 
specimen

PHP 5,000 
(USD 100)/ pikoy

The estimate on the population of blue-naped parrots in the 
Philippines was based on the population in Palawan, which 
has the largest number of  blue-naped parrots in the country. 
This was estimated to be 8,500 specimens, according to 
Peter Widmann of Katala Foundation Inc. The DENR- BMB 
suggested using this number for the traded value estimates. 
Further, according to DENR-BMB, although the harvest 
of blue-naped parrots is not allowed under RA 9147, the 
government is considering allowing the controlled harvest of 
this species for breeding and research purposes, up to 1% of 
the estimated population.

Tourism
Value of tourism 

revenues from 
birdwatching

Value per 
3-day 

birdwatching 
event

USD 346/ person for 
birdwatching package, 
inclusive of board, 
lodging and other 
expenses. The tourism 
multiplier was assumed 
to be 3.5

Blue-naped parrots are assumed to be part of the attraction of 
the two major bird watching events in the country. There are, 
on average, an estimated 70 birdwatchers per event.

Continuation of Table 2. Summary of Information Collected for Marine Turtles (Pawikan)

Value Description Variable 
Unit

Variable Raw Unit 
Value Basic Assumptions

Ecological 
Services

Per hectare of forest 
attributed 
to pikoys

Value per hectare

Economic value of a 
hectare of forest was 
AUD 3,609 back in 
2006. When adjusting 
for inflation using a 
CPI conversion factor, 
and income differences 
across countries using a 
PPP conversion factor, 
the amount translated to 
PHP 67,892 (USD 1,357) 
per hectare per year.

Although there is no general agreement regarding the role 
of the  blue-naped parrot as a seed disperser, the DENR 
raised the possibility that, in its entire lifetime, one pikoy 
could be responsible for the growth of three trees (DENR- 
BMB 2020, quoting Widmann).

It was assumed that, based on description of forests in the 
literature, one hectare of forest is composed of at least 400 
trees.

As mentioned, the assumed population of  blue-napped 
parrots in the Philippines was 8,500, based on the Palawan 
figure.

Experts consulted by the author estimated that the median 
lifespan of a parrot is six years. This was used in the lower 
value estimate. For the upper limit, 14 years was used, which 
experts said was the upper limit of a parrot’s life in captivity.

Existence Value
Willingness to pay to 
protect blue-napped 

parrots

Amount of money 
set aside for 

conservation and 
protection

of blue-napped 
parrots

As with the pawikan, people also value pikoys even if they 
had not seen one

By applying the relevant and established methods and techniques for estimating the values in each category, ranging 
from lower to upper bound, the following economic values were calculated:

Table 4. Estimated Economic Value of Pawikan (USD)

Table 5. Estimated Economic Value of Pikoy (USD)

Value Categories Lower Bound (USD) Upper Bound (USD)

Use Value

Flow4 Use Value Population (Annual)5   57,881,337    63,853,180

Stock Use Value Population (Lifespan)6   634,394,524   699,847,482

Per specimen Use Value (Lifespan)7               86,975     95,948

Non-Use 
Value

Existence Value (Annual)       186,041,848

Total Existence Value (Lifespan)              2,039,067,086

Value Categories Lower Bound (USD) Upper Bound (USD)

Use Value

Flow4 Use Value Population (Annual)  724,510    5,903,868 

Stock Use Value Population (Lifespan)   3,879,941  31,616,750 

Per specimen Use Value (Lifespan)              456     3,720 

Non-Use 
Value

Existence Value (Annual)                                         667,589,622 

Total Existence Value (Lifespan)                                       3,575,116,464 

4The number of marine turtles encountered in the Philippines between 2005 and 2015 was estimated by DENR-BMB at 7,294 individuals.
5The entire marine turtle population in the Philippines contributes between USD 57.9M and USD 63.9M to the economy per year.
6The entire marine turtle population in the Philippines contributes between USD 634.4M and USD 699.8M to the economy over its lifetime.
7One marine turtle contributes between USD 86,975 and USD 95,948 to the economy over its lifetime.

Continuation of Table 3: Summary of Information Collected for Blue-Naped Parrots (Pikoy)

Note that the average life span was assumed to be 58 years  for the pawikan and 6 years for the pikoy, based on the 
literature and experts’ estimates. These numbers were used to calculate their stock values. 
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Challenges in the Economic Valuation of Wildlife
Economic valuation of wildlife, though very challenging, is highly important in wildlife conservation and protection. 
Once the economic worth of wildlife protected under Republic Act 9147 has been established, the question that 
rightfully follows is how this piece of information translates to their conservation and protection. It is logical because 
the relationship between information and action toward conservation and protection is not obvious. To answer this 
issue of use, it is obligatory upon those with the power and means to conserve and protect wildlife to reflect on 
how this information about wildlife values could be and must be used to guide policy and political decision-making. 
Economic valuation is the way to provide people in government with input when they prioritize the issues that the 
state needs to address.

It follows, therefore, that knowing the economic value of wildlife could be 
a basis to justify the use of additional public funds for their conservation 
and protection. Public spending efficiency requires that the biggest 
bang for the buck be pursued when it comes to decisions regarding the 
allocation of scarce funds. Further, the estimated economic value of 
wildlife could be used as a basis for  calculating how much the penalty or 
reparation should be for the damage to specific wildlife species resulting 
from illegal wildlife harvest and trading. This penalty, in turn, could be 
used to reverse the damage to the species. An economic valuation can 
be used as a guide for policymakers when  selecting among different policy alternatives, each of which would have 
different sets ofbenefits and costs. This is the main contribution of economic valuation, which is achieved through 
the monetization of costs and benefits, in this case, of natural resources. The calculated values that may be derived 
for individual  wildlife species are crucial information underlining the urgency of interventions and justifying the use 
of public funds to conserve and protect them.

A ‘country’s wildlife is that ‘country’s natural asset, and the destruction of that asset affects the citizens of the 
country in ways that are often not obvious at a first glance. The use of information regarding the economic value of 
wildlife—such as the pawikan and pikoy, to communicate to Filipinos what is lost if this is destroyed through illegal 
activities, would be a strong cause for advocacy and demand reduction campaigns. And finally, the information 
regarding the economic value of wildlife is also an instrument to solicit the cooperation and assistance of individual 
members of society in conserving and protecting them—especially the threatened species. Simply saying that 
wildlife is important does not automatically leave a strong image of social loss for many Filipinos unless there is 
a relatable metric used to measure and communicate this loss, such as money. More people would be moved to 
voluntarily participate to help protect wildlife and to argue for its conservation if there were precise information 
about its value to society

.
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Introduction
Illegal wildlife trade (IWT) has taken a toll on the global community and is ranked among the top four 
most lucrative illicit trades in the world, after arms, drugs, and human trafficking.1  In the Philippines, IWT 
by organized groups has become prevalent. 

The DENR-ADB/GEF Project on Combating Environmental Organized Crime in the Philippines aims to 
combat environmental organized crime in the Philippines through legal and institutional reforms, capacity 
building in the full law enforcement chain, and reduction of demand for illegal wildlife and wildlife parts 
and derivatives. It is a component under ADB TA 9641 on Protecting and Investing in Natural Capital 
in Asia and the Pacific, which aims to build the business case and capacity of ADB developing member 
countries (DMCs) to invest in natural capital.

This report focuses on the third component, Public Awareness and Demand Reduction, which has the 
dual objectives  of a) increasing public awareness of the impacts of IWT on biodiversity and ecosystem 
functions and services, and b) implementing demand reduction measures on two identified priority 
taxonomic groups, namely marine turtles and parrots, in several sites in Metro Manila, Regions 7 and 13.

Understanding wildlife demand through consumer surveys
Consumers are one of the key stakeholders in wildlife trade, thus, understanding consumer demand 
is imperative. Experts in business and marketing consider consumer behavior analysis as an important 
and powerful tool to understand customers. Insights into consumer psychology and the forces behind 
customer buying behavior enable companies to develop new products, marketing campaigns and increase 
profitability. 

In the realm of IWT, the need for consumer understanding is likewise recognized by governments, 
international organizations, civil society organizations and other groups as signified in their commitment 
and high-level declarations.2 In embarking on consumer surveys, stakeholders can have the same 
consumer behavior analysis that will help them understand buyer behavior and apply the most effective 
and efficient strategic approaches that could change consumer choice and shift purchasing preference 
and buyer behavior away from illegal wildlife products. 

Consumer surveys were conducted to explore the motivations of consumers particularly for acquiring 
marine turtles and parrots, their products and derivatives. The results from the consumer surveys informed 
the design, implementation and evaluation of the demand reduction campaign, referred to as the IWT 
Communications, Education and Public Awareness (CEPA) campaign carried out in selected areas.3 

This report comprises three main sections. Chapter one describes the objectives of the consumer surveys 
of identifying key factors that affect demand, as well as informing the design, approach, and methodology 
for the IWT CEPA campaign. Chapter two contains the main findings following the IWT CEPA campaign, 
and Chapter three details the conclusion and recommendations.

1 unodc.org/unodc/en/corruption/wildlife-and-forest-crime
2  Declaration: London Conference on the Illegal Wildlife Trade (publishing.service.gov.uk)
3 Pre-Campaign Consumer surveys were conducted locally in Metro Manila (n=161 interviews) and Cebu (n=116 interviews) in December 2019 to January 2020 via 

face-to-face interviews. In compliance with the strict health guidelines on social distancing in view of COVID-19, the shift in data gathering method to phone 
interviews was deemed necessary specifically for the remaining interviews in the Cebu survey (n=45 interviews) in July 2020. The CARAGA region survey (n=160 
interviews) and the nationwide survey in key cities and urban municipalities (n=800 interviews) were implemented in October to November 2020 . The local and the 
nationwide post-campaign consumer surveys were conducted in April to May 2021, 4 weeks after the IWT CEPA Campaign. 

Desk-based and social research including focus group discussions and key informant interviews were 
conducted in local project sites in Metro Manila, Cebu and the CARAGA region, after which quantitative 
surveys were undertaken to identify the consumers of wildlife species and their specific consumption 
behaviors that the demand reduction measures would address. 

To supplement and validate the insights gathered from the studies in the local project sites, a more 
comprehensive nationwide survey representative of key cities and urban municipalities was conducted. 
This survey aimed to obtain quantitative information that provided substantiation of the different target 
consumer segments identified and their motivations, particularly for acquiring marine turtles and parrots, 
their by-products, and derivatives. The results of the nationwide study also helped further develop the 
communications framework to achieve more aligned audience-segmented messages and materials to 
support IWT demand reduction activities. 

Together with key information obtained from the local surveys in the project sites after the implementation 
of the IWT CEPA campaign, the nationwide post-campaign consumer survey obtained awareness and 
behavioral measures which served as the IWT CEPA campaign’s key success indicators, that, when 
captured and tracked over time, will signal whether the IWT CEPA campaign strategy elements have 
been successfully implemented or achieved. These key success indicators are discussed in more detail in 
the next section of this chapter within the discussion of Step 7. MEASURE of the IWT CEPA Campaign 
Process. 

Chapter 1
Overview of Demand Reduction 
through Consumer Surveys

Rich Carey via iStock by Getty Images
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STEP 2 -  Segments - Segmenting 
wildlife consumers

In understanding consumers of 
wildlife products, consumers were 
grouped based on their acceptance 
of the act of purchasing marine 
turtles and parrots, otherwise 
known as purchase acceptability.4 

The exercise yielded four distinct 
consumer segments, namely: the 
cost-conscious Acceptors, who 
are likely to buy marine turtles or 
parrots if these were made more 
affordable; the Rejectors who are 
hard-lined non-buyers of both marine turtles and 
parrots; the ‘middle-of the road’ Non-Committals 
who are generally neutral when it comes to marine 
turtles and parrot purchase. The Non-Awares 
are those who are not at all familiar with marine 
turtles and parrots. However, they are generally 
discouraged from buying other wildlife species 
because of the negative social stigma attached to 
owning one. 

Acceptors, Rejectors, Non-
Committals and Non-Awares 
generated consistent purchase 
behaviors, attitudes, and motivation 
profiles across consumer surveys.

STEP 3 - Target - Profiling consumer 
segments for more precise targeting

Demographic profiles of each 
consumer segment were 
investigated in terms of age, 
gender, educational attainment, 
socio-economic class, area or 
region of origin, ethnic group or 
affiliation as well as purchase 
behavior. 

This profiling of consumers allowed the campaign 
strategists to gain a full understanding of each 
consumer segment and effectively strategize and 
prioritize the IWT CEPA campaign.

The IWT CEPA Campaign Process
A systematic IWT campaign planning and implementation process was undertaken to bring about 
increased awareness and consequent changes in consumer purchase attitudes and behaviors. Figure 1 
illustrates the approach adopted and describes each step in detail.

1 CONSUMER RESEARCH
● Gathering data: via qualitative and quantitative methods, secondary 

info or combination of these; and economic valuation study 
conducted for complementary insights
● To help project managers and stakeholders make decisions about the 

wildlife consumers ‘imperatives’: who, what, where how much, etc.

● Consumer segmentation: creating groups of 
wildlife consumers based on similar attributes, 
i.e. based on Purchase Acceptability towards 
marine turtles / parrots.
● A consumer segment is substantial, mutually 

exclusive and should similarly react to a 
campaign messaging

● Profiling of each segment based on size, 
demographics, psychographics (drivers & 
motivations, needs & wants) and likelihood to 
purchase / recommend purchase of marine 
turtles and parrots.
● To determine critical segment/s for campaign 

focus and prioritization.

● Success Indicators or Metrics: measuring campaign 
success by tracking versus set campaign goals or targets 

via the Post Campaign Consumer survey

● The rollout to relevant touchpoints and 
communications platforms: the tactics to 

be used to carry out CEPA strategy

● The Big Idea and the Communication Mix: 
developing the core campaign strategy for CEPA 

2 SEGMENTS

3 TARGET

● Messaging Framework develop specific 
messaging approach for each target segment

4 POSITION

7 MEASURE

6 IMPLEMENT

5 STRATEGIZE

IWT CEPA
CAMPAIGN

PROCESS

Green Sea Turtle at Curio Shop | Gregg Yan 

Figure 1: Framework for IWT CEPA Campaign Process

STEP 1 - Consumer Research- Understanding the consumer landscape
In developing an effective campaign to raise awareness and design behavior change interventions, pre-
campaign consumer surveys in the project sites were conducted. The consumer surveys specifically 
investigated the motivations and values of buyers of marine turtles and parrots and how these factors 
influence their purchase decisions – all these as inputs in developing an effective campaign to raise 
awareness and design behavior change interventions. 

To generate more comprehensive quantitative learnings and insights about the target consumers, a 
nationwide consumer survey was undertaken which was used as baseline information on the awareness, 
use, and purchase of wildlife.

Caged blue-naped parrot | Gregg Yan 

4 Based on the survey question: “Some people like to buy species or use them 
and some strongly do not. How about you? How acceptable is buying parrots/ 
marine turtles to you?"
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STEP 4 -  Position- Determining the most effective campaign messaging 
approach  

A messaging framework on how to best approach each consumer segment was developed. The key 
tactical campaign messages aimed to elicit specific behavioral responses from each consumer segment in 
reference to the Facets Model of Effects.6

STEP 5 - Strategize - Formulating the IWT campaign ‘big idea’ and strategies

Campaign strategists developed the ‘big idea’ for more targeted campaign messaging and execution. The 
‘big idea’ was informed by the Stages of Behavioral Change framework of the demand reduction strategy 
for IWT (Figure 2) and the key objective of the CEPA campaign which is to raise the general public’s 
awareness about IWT.

Acceptors Rejectors Non-Committals Non-Awares
Communication

Objective
Behavior
Emotional/ Affective

Emotional/ Affective
Perception

Behavior
Persuasion

Cognition
Perception

Messaging 
Approach

Call to Action

Appeal to emotion: 
FEAR

• Penalties of violating 
Wildlife Act 
(RA 9147) 

• Realities of the social 
stigma of illegally buying 
and selling wildlife 
products 

Strengthen conviction 
about IWT by stirring 
emotions or through 
sensorial experience

• Visuals of turtles/ parrots 
suffering in captivity

• Listen to turtles and 
parrots cry for help

• Feeling of turtles/ parrots 
free in their natural habitat 
or in the wild

Debunk traditions/ habits by 
presenting alternatives

• Gifting

• Health treatments 
(turtles for asthma)

• For well-being (parrots to 
alleviate boredom)

•As pets via IWT sources

‘Bandwagon’ appeal to let them 
know ‘everyone is doing it’

Facts & information, and 
explanations leading to 
awareness and under-
standing: 
• On the importance of 
parrots/ marine turtles to 
the community

• On Wildlife Act 
(RA 9147)

Pique curiosity with 
something they want to 
see/ hear

Response Act / Do - Feel Feel See / Hear Transform Act / Do Believe Think / Understand 
See & Hear

Operative Word STOP LOVE COMMIT TO CHANGE EXPERIENCE

Pre-Contemplation

Identify consumer segments 
& barriers to behavior change

Contemplation

Raise awareness on IWT 
& RA9147. Publish 
audience- segmented 
materials.

Preparation

Help make changes to 
reduce IWT demand. 
Report IWT to increase 
confiscations.

Validation

Community support to 
reduce demand. 
Increased IWT reporting 
& enhanced monitoring.

Action

Increased awareness & 
engagement of wildlife 
protectors.

REJECTORS

NON-COMMITTALS
ACCEPTORS

STOP
PERCEIVE

COMMIT
AFFIRM / LOVE

ADVOCATE

6 https://donguyenhason.wordpress.com/2014/02/04/brand-communication-through-advertising-6-facets-model/

Figure 2: IWT Consumer Journey Based on Behavioral Stages

Rejectors Non-Committals Acceptors Non-Awares
Segment Size: 
44% for parrot
63% for marine turtle

Segment Size: 
26% for parrot
23% for marine turtle

Segment Size: 
30% for parrot
14% for marine turtle

% of Total Sample5: 
12% for parrot
4% for marine turtle

51-58% are Tagalogs, with 
high% of respondents 
who are college level / 
graduates (35%)

Higher % living from (D) 
income (70-73% vs. 64% 
total sample)

Higher % of Parrot 
Acceptors living in 
Broad C (C2) homes 
and in NCR

20-21% are from 
North/Central Luzon

Has the biggest % of 
aged 35-44 years old (at 
38%-40%)

Has high % of 
respondents who are 
college level / graduate 
(34%)

Lowest proportion of 
Turtle Non-Aware in 
the Visayas (6%)

45% are aged 34 & below, 
more are from Southern 
Tagalog / Bicol

Most ethnically 
diverse: higher % of 
Pangasinense, Ilonggo, 
Ibanag etc.

77% of Parrot Acceptors 
are female

56% of Parrot Non-
aware are aged 34 
& below; 83% are 
females

Turtle Rejectors have 
the biggest proportion of 
males (27%)

Turtle Non-Committals 
are predominantly 
female

Higher % of Turtle 
Acceptors in North / 
Central Luzon

Has the biggest % of 
respondents who are 
elementary level / 
graduates (15%)

Turtle Acceptors are 
predominantly female 
(81%)

Non-awareness for 
regulation of wildlife 
trade is notably 
higher: 66%-80%

Rejectors Non-Committals Acceptors Non-Awares
Hard-line non-buyers of 
both parrots and marine 
turtles; none of the 

statements on wildlife purchase will 
‘strongly encourage; 84-89% to buy 
wildlife products.

Generally neutral and 
“middle-of-the-road” 
specially in purchase of 
parrots and marine 
turtles.

They are Cost-conscious: 
for affordability of 
species’ price; they are 
encouraged to buy if 
species “have become 
cheaper”

Mainly discouraged 
from buying other 
wildlife products in 

general because of the negative 
social stigma attached to 
owning: 62% are likely to 
associate wildlife with 
corruption or with dishonesty of 
people in power.

Compassion and risk of 
endangerment, specifically 
the risk of animal death 

and suffering (as they are thought to 
be fragile and costly) are main 
triggers that deter them from buying.

Closely similar to 
Rejectors’ 85-87% are not 
strongly encouraged by 
any of the statements 
about wildlife purchase.

Imprisonment, the heavy 
penalties as well as the 
negative social stigma for 

the buyers (particularly among 
marine turtle Acceptors) are 
strong deterrents to their purchase.

The risk of 
imprisonment and 
heavy penalties if 
caught illegally trading 

are main barriers to purchase.

They are most 
knowledgeable and are 
more compelled NOT to 
engage in illegal wildlife 
trade.

Like Acceptors, they are 
deterred by the 
prohibitive cost and risk 

of being imprisoned due to IWT.

There are a few 
Acceptors who are likely 
to purchase parrots (9%) 
and marine turtles (5%) 
illegally. 

Reputability of supplier / 
retailer is a key purchase 
consideration. There are 

5% among Non-Committals who 
are likely to purchase both parrots 
& marine turtles illegally.

Table 1: Characteristics of Consumer Segments

Table 2: Framework for IWT Campaigns and Messaging – By Consumer Segment

5 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 and were asked the survey question: “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]?” Of the total interviews 
conducted in the nationwide survey, Non-Awares of parrots and marine turtles accounted for 12% and 4%, respectively.
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Spotlight species to 
increase awareness

Debunk traditional 
beliefs

Provide sustainable 
alternatives

Influences policies 
by highlighting 

economic values

Figure 3: Social Media Cards

Figure 4: Coffman’s Evaluation of Campaign Activities in Theory of Change model

STEP 7 - Measure - Determining success against well-considered 
communication objectives

Determining success against well-considered communication objectives To determine whether the IWT 
CEPA campaign was successfully effective in raising IWT awareness, post-campaign consumer surveys 
were conducted in the study sites in Metro Manila, Cebu, and in the CARAGA region simultaneous to 
the nationwide post-campaign consumer survey, some four weeks after the IWT CEPA campaign was 
concluded. The objective was to measure the effect of the IWT CEPA campaign based on awareness of 
wildlife laws, communications mix in raising IWT awareness, and campaign messaging with high recall. 

The Coffman’s evaluation of campaign activities following the Theory of Change (TOC) model 
(Figure 4) was used as a guide for the post-campaign study’s analysis design.9 In utilizing this model, 
campaign strategists and project stakeholders were able to prioritize the setting of clearer goals, assessing 
outcomes and defining parameters for the evaluation of the campaign. The TOC model outlined the key 
elements of the campaign path to test the key assumptions that were deployed in the campaign logic 
or sequence of activities and interventions undertaken: the short-term and immediate outcomes to be  
measured and the long-term behavioral outcomes that will ultimately bring about the desired impact of 
demand reduction in illegal trade of marine turtles and parrots.

With the above TOC model, campaign strategists and the project stakeholders were also able to clearly 
determine the specific success indicators that were used to ascertain if the IWT CEPA campaign objectives 
were achieved.

7 TOUCHPOINTS Question: I will mention some channels and for each, please tell me whether you prefer to receive info/ messages about wildlife and/or products 
from wildlife, e.g., how to protect these animals better, relevant laws etc. Let’s start with [MENTION CHANNELS] …

8 This is defined within the Project as any non-media institution which shares IWT stories and posts, ranging from other DENR regional and national offices, non-
profit organizations such as Large Marine Vertebrates Research Institute Philippines (LAMAVE)  and Marine Wildlife Watch of the Philippines (MWWP), and 
newsletters published by the DENR-Foreign Assisted and Special Projects Service (DENR-FASPS). Also included are article contributions of personalities like 
Karen Ibasco (Ms. Earth 2017) who have large online followings. 

9Adapted from Coffman, J. (HFRP, 2002) Public Communication Campaign Evaluation: An Environmental Scan of Challenges, Criticisms, Practice, and 
Opportunities. Prepared for the Communications Consortium Media Centre. (Harvard, Harvard Family Research Project)

Campaign
       Activities

Intermediate
Outcomes

ImpactBehavioral
Outcomes

IWT CEPA
campaign
activities

Exposure to
IWT CEPA
campaign
activities

Awareness of
wildlife laws Target consumer segment

purchase behavior

Purchase motivations
related to campaign
messages / themes

General attitudes towards
trade control, extinction
and willingness to pay
for conservation of 
parrots / marine turtles

Demand reduction
on IWT of parrots /
marine turtles

Awareness
of IWT CEPA
campaign
materials &
messages

STEP 6 - Implement - Using the right mix of 
communication channels or touchpoints

Audience-segmented CEPA materials were developed and 
implemented through on-line, broadcast media and print-based 
communications platforms. This is based on the learnings from the 
pre-campaign survey where television (79%) and social media (77%) 
are the communication channels commonly preferred by the general 
consumers for gathering information regarding parrots and marine 
turtles.7 

The campaign’s online component included posting of social media 
cards and seeding of articles. As part of the plan to achieve reach among 
the targeted consumer segments, the social media posts were boosted 
in the social media platform with the highest user percentage in the 
country (i.e., Facebook). Key activities on broadcast media included 
‘IWT TV’ and guesting in various radio-TV (‘teleradyo’) stations. Print 
activities included press releases on IWT in major broadsheets, article 
contributions in newsletters and in specified allied platforms.8 IWT 
calendars in both English and Bisaya were locally distributed in the 
various key barangays in Metro Manila, Cebu and CARAGA region.
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Success Indicators
Based on the Project's Design and Monitoring Framework (DMF), the outcome indicator for the IWT 
CEPA campaign generally stated an end-of-target increase of 20% on illegal wildlife trade awareness 
from baseline data gathered from consumer research as reflected in (1) Awareness of IWT Laws 
(Table 3A).10 As one of the objectives of nationwide post-campaign consumer survey is to measure the 
effect of the IWT CEPA campaign activities, a set of outcome indicators on (2) Awareness of IWT CEPA 
Campaign Materials and Messages11  was included, with its end-of-targets based on the goal of achieving % 
figures significantly higher or lower12 than the pre-campaign baseline figures (Table 3B). 

Target 
Direction

Parrots Marine Turtles General Wildlife

Pre % Target Pre % Target Pre % Target

Awareness of Wildlife Laws10

Local Surveys and Nationwide Survey
a. Knowledge on a law regulating the buying/selling of parrots/marine turtles (local studies) or possession 
and trade of alive/dead wildlife and/or wildlife products (nationwide survey)
a.1 Based on MM survey ▲ 26 46 39 59
a.2 Based on Cebu survey ▲ 30 50 38 58
a.3 Based on CARAGA survey ▲ 31 51
a.4 Based on Nationwide survey ▲ 47 67
b. Knowledge on Wildlife Resources Conservation and Protection Act (RA 9147)
b.1 Based on CARAGA survey ▲ 29 49
b.2 Based on Nationwide survey ▲ 35 55

Target 
Direction

Parrots Marine Turtles General Wildlife
Pre % Target Pre % Target Pre % Target

Awareness of IWT CEPA Campaign Materials & Messages11

Nationwide Survey only
a. Awareness of messages/materials on stopping the purchase and/or consumption of wildlife and/or wildlife 
parts/products, and/or on wildlife protection, in the past 12 months
a.1 Total awareness 
(all IWT materials covered)

▲ 22 27

b. Message recall on...
b.1 Prohibited consumption ▲ 13 22
b.2 Call to stop consumption ▲ 5 11
b.3 Prohibited trading ▲ 13 22
b.4 IWT Project materials & messages ▲

Table 3B: Success Indicators - Awareness of IWT CEPA Campaign Materials and Messages

Chapter 2
The Post Campaign Results
This chapter describes the findings from the post-campaign 
surveys at the project study sites in Metro Manila, Cebu, and 
CARAGA as well as findings from the nationwide survey. 
This covers awareness of the relevant legal and regulatory 
frameworks for IWT in the Philippines, awareness of the IWT 
CEPA campaign, including reflections on the channels used. 

Awareness of IWT legal and regulatory  
framework

Kammeran Gonzalez via Pexels

Legend
BLUE Targets (Non- DMF) ▲ Target is an increase from the pre-campaign value
RED Targets (Based on DMF) Not applicable

Table 3A: Success Indicators - Awareness of Wildlife Laws

10 The information on AWARENESS ON REGULATION OF WILDLIFE TRADE was obtained from the survey question: Have you ever heard about a law regulating 
the possession and trade of alive/dead wildlife and/or wildlife products? Y/N; the information on AWARENESS OF WILDLIFE CONSERVATION ACT was 
obtained from the survey question: Are you aware of the Wildlife Resources Conservation and Protection Act (RA 9147)? Y/N

11 The information on Awareness of IWT CEPA Campaign Materials and Messages were obtained from the question on ADS / COMMUNICATIONS AWARENESS:  
Have you heard or seen any messages or materials on the topic of stopping the purchase and/or consumption of wildlife and/or wildlife parts/products, and/or on 
wildlife protection, in the past 12 months? IF YES, Can you describe everything that you remember hearing/ seeing regarding the topic.

12 Based on z-test at 95% confidence level. Refer to Part F. Statistical Treatment of the Project’s Post-Campaign Consumer Demand Report (Consolidated).

In Metro Manila, the results of the post-
campaign survey showed that the IWT 
CEPA campaign successfully generated 
awareness. This finding was most significant 
among parrot consumers where awareness of 
regulation on wildlife purchase and protection 
in general registered at 50% in the post-
campaign survey. This exceeded the intended 
20% increase from the pre-campaign level of 
26%. While post-campaign awareness among 
marine turtle consumers did not meet its 59% 
awareness target, the result showed a clearly 
increasing trend, registering at 47% compared 
to pre-campaign level of 39%. 

In Cebu, the IWT CEPA campaign 
seemed to lead to only a marginal increase 
in awareness. Knowledge of regulation on 
wildlife purchase and protection in general 
is slightly higher at 41%, from the pre-
campaign level of 30%. Among marine 
turtle consumers, however, the increase 
in awareness was almost negligible at 39% 
versus the pre-campaign level of 38%. 
Among those aware of both taxonomic 
groups, the awareness targets set for the 
area were not achieved. 

In CARAGA, results showed that knowledge of 
regulations on wildlife purchase and protection 
as well as of the actual name of the law - the 
Wildlife Resources Conservation and Protection 
Act (RA 9147) - among parrots and marine turtle 
consumers is higher than the pre-campaign levels. 
In the post-campaign survey, there are 44% aware 
of RA 9147, which is only 5 percentage points 
below the target of 49%.

Understanding Demand For Wildlife Through Consumer Survey      1312      Understanding Demand For Wildlife Through Consumer Survey



Target 
Direction

Parrots Marine Turtles General Wildlife
Pre % Target Post % Pre % Target Post % Pre % Target Post %

Awareness of Wildlife Laws
Local Surveys and Nationwide Survey

a. Knowledge on a law regulating the buying/selling of parrots/marine turtles (local studies) or possession and trade of alive/dead 
wildlife and/or wildlife products (nationwide survey)
a.1 Based on MM survey ▲ 26 46 50 39 59 47
a.2 Based on Cebu survey ▲ 30 50 41 38 58 39
a.3 Based on CARAGA survey ▲ 31 51 44 31 51 40 31 51 39
a.4 Based on Nationwide survey ▲ 48 68 41 48 68 39 47 67 38
b. Knowledge on Wildlife Resources Conservation and Protection Act (RA 9147)

b.1 Based on CARAGA survey ▲ 29 49 44
b.2 Based on Nationwide survey ▲ 35 55 28

Legend Post % will be depicted as follows:
RED Targets (Based on DMF) Target was not reached and trend seen to continue against desired direction

▲ Target is an increase from 
the pre-campaign value

Target was not reached and value remained the same
Target was not reached, but trend seen to continue in desired direction

Not applicable Target was reached and/or surpassed

In the more representative nationwide survey, a different scenario was observed. Among consumers of 
both parrots and marine turtles, awareness of IWT as measured by knowledge of wildlife regulation in 
general, and RA 9147 in particular, declined from 47% to 38%, and from 35% to 28%, respectively. On both 
IWT awareness measures, the decline in the nationwide survey is not significant, but suggest a declining 
trend.

Table 5: Awareness of IWT CEPA Campaign Materials – Pre- and Post-Campaign Scores

Awareness of IWT CEPA campaign materials and messages 
The awareness of IWT CEPA campaign materials and recall of messages13 measure two key things:  
(1) the overall effectiveness of the campaign and its creative approach to build consumer awareness of the 
campaign and (2) the overall effectiveness of the IWT CEPA campaign’s creative execution and messaging 
to effectively communicate new information to its intended target segment. For this set of information, 
the Metro Manila and the nationwide surveys were utilized as both surveys generated more substantial 
proportions of respondents who are aware of the IWT CEPA campaign, which allowed for more stable and 
reliable results.14

While the IWT CEPA campaign did not achieve its targets on raising IWT awareness in the nationwide 
survey, it however achieved the target for total awareness of all IWT CEPA campaign materials covered. 
From 22% in the pre-campaign survey, the level of total awareness of the campaign on wildlife protection 
and conservation is higher at 27%. Furthermore, 84% of those who are aware of the IWT CEPA campaign 
were able to remember specific visual and copy elements or messages. 

The most recalled elements were those that communicated the prohibited trading of wildlife species, 
with 17% recall and higher level of mentions of this topic than in the pre-campaign survey. Despite the 
high recall of materials and messages, the set target of 22% recall for the topic of prohibited consumption 
and 11% target for call to stop consumption generated very minimal recall compared to the pre-campaign 
survey.

13 Recall of Message is a campaign metric that measures how memorable the campaign message is to an audience. This is based on the survey questions: (1) “Please 
tell me everything that you remember about what was SAID in the ad regarding wildlife conservation and protection?”; (2) “What do you think was the main mes-
sage of the ad regarding wildlife conservation and protection that you saw/read/heard?

14 IWT CEPA Campaign awareness or proportion of respondents who are aware of the IWT CEPA Campaign is 27% in the nationwide study (n=800) and 43% in the 
Metro Manila survey (n=242). It is 16% and 13% in the Cebu (n=160) and CARAGA (n=150) surveys, respectively

Target 
Direction

Parrots Marine Turtles General Wildlife

Pre % Target Post % Pre % Target Post % Pre % Target Post %

Awareness of IWT CEPA Campaign Materials
Nationwide Survey only

a. Awareness of messages/materials on stopping the purchase and/or consumption of wildlife and/or wildlife parts/products, and/or 
on wildlife protection, in the past 12 months
a.1 Total awareness (all IWT materials covered) ▲ 22 27 27
b. Message recall on...
b.1 Prohibited consumption ▲ 13 22 1
b.2 Call to stop consumption ▲ 5 11 *
b.3 Prohibited trading ▲ 13 22 17
b.4 CEPA campaign materials and messages ▲ 84

Legend Post % will be depicted as follows:
RED Targets (Based on DMF) Target was not reached and trend seen to continue against 

desired directionBLUE Targets (Non-DMF)
▲ Target is an increase from the pre-campaign value Target was not reached and value remained the same

* Value is < 1% Target was not reached, but trend seen to continue in desired 
direction

Not applicable Target was reached and/or surpassed

Katatonia82 via iStock by Getty Images

Table 4: Awareness of Wildlife Law – Pre- and Post-Campaign Scores
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By consumer segment, awareness of the IWT CEPA campaign tends be notably weaker among Non-
Awares of Parrots and Non-Committals among Marine Turtle consumers.

The Non-Awares are noted to have the biggest proportion of individuals with the lowest educational 
attainment (elementary level/ graduates) while Non-Committals are predominantly from the lowest 
income (D) and are the most ethnically diverse (i.e., higher % of Pangasinense, Ilonggo, Ibanag, etc) 
Thus, these pose a greater challenge in terms of campaign accessibility considering the highly skewed 
usage of the online platform in the IWT CEPA campaign. Another is on message understandability or 
comprehension among Non-Committals whose spoken dialects may be as diverse as their ethnicity.

The Non-Committals play a pivotal role in behavior change to reduce demand for IWT. It is also to this 
consumer segment the message on debunking of wildlife purchase practices and beliefs are directed.

The disparity of results across demographic groups in the nationwide survey point to the comparatively 
limited reach of the nationwide IWT CEPA campaign. Across regions, awareness of the IWT CEPA 
campaign is strongest among respondents from NCR but weakens as one goes beyond the region. By age 
group, it is stronger among the age group of 16-24 years old, but notably weaker among 45-year-olds and 
above. In terms of socio-economic class, notably more are aware among the ABC1 and Broad C than those 
from the lowest income (D) homes. By gender, the post-campaign results remained consistent with the 
pre-campaign awareness levels. 

In achieving a wider campaign reach in the future, campaign strategists can consider these demographic 
differences in developing and implementing IWT campaign activities along with other considerations 
about consumers.

Table 6: Awareness of IWT CEPA Campaign Materials  By Demographics – Pre- and Post-Campaign Scores

TOTAL
PARROT CONSUMER SEGMENTS MARINE TURTLE CONSUMER SEGMENTS

ACCEPTORS 
(A)

REJECTORS 
(B)

NON- 
COMMITTALS 

(C)

NON-AWARES 
 (D)

ACCEPTORS 
(A)

REJECTORS 
(B)

NON- 
COMMITTALS 

(C)

NON-AWARES 
 (D)

Total 800 117 255 174 214 78 462 160 52

27 28D 33D 30D
16

34 27 21 23AWARE

73 72 67
70 84 

ABC 66 73 79A 77NOT AWARE

A Significantly higher than the Acceptors at 95% confidence level B Significantly higher than Rejectors at 95% confidence level
C Significantly higher than Non-Committals at 95% confidence level D Significantly higher than Non-Awares at 95% confidence level

Table 7:  Awareness of IWT CEPA Campaign Materials By Consumer Segment – Pre- and Post-Campaign Scores

TOTAL

AREAS AGE Socio-Economic 
Status GENDER

NCR NCL SLB VIS MIN 18-24 25-34
34 y/o 
below 
(NET)

35-44 >45 ABC1 
(NET) C2 D MALE FEMALE

Total 800 313 87 160 101 139 73 261 334 262 204 76 212 512 193 607

27AWARE

73
NOT AWARE

35

65

24

76

29

71

21

79

14

86

38

62

27

73

29

71

30

70

19

81

38

62

36

64

21

79

29

71

26

74

Legend
Significantly higher vs TOTAL at 95% level of confidence Significantly lower vs TOTAL at 95% level of confidence

NCR = National Capital Region NCL = Northern & Central Luzon SLB = Southern Luzon & Bicol
VIS = Visayas MIN = Mindanao

Amanda Phung via Unsplash
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Consumer conversion and the ‘Call To Action’
Consumer conversion determines how effective a campaign is at getting consumers to do what it wants 
them to do. With a persuasive call to action (CTA), a campaign can drive consumers to take immediate 
action. In business or digital parlance, this consumer information is called conversion rate or the percentage 
of prospective customers or individuals who take a specific desired action. In this case, these individuals 
are the wildlife consumers who have been exposed to the IWT CEPA campaign. 

In the post-campaign survey, respondents who are aware of the IWT CEPA campaign were asked whether 
they have engaged in any activity related to protecting and conserving wildlife or that impacted wildlife. 

In the nationwide study, 57% are aware and took action upon seeing or hearing about the CEPA campaign. 
Of the 57%, only 10% decided ‘not to sell wild animals’ and very few (4- 9%) mentioned other undertakings, 
including reporting to authorities anyone who are engaged in wildlife purchase.

While consumer conversion in the above is substantial at 57%, the specific desired actions undertaken by 
respondents appear varied. Moreover, the low number of respondents who carried out the intended CTA 
which is to report or call out to authorities and the call to stop buying/ selling wildlife animals, indicate the 
possibility of consumers obtaining mixed CTA signals. A single CTA is more effective as multiple CTA can 
leave the target consumers confused and may not know what to do and, consequently, disengage.

Actions Undertaken 
relating to protection / conservation

TOTAL

%
ON TAKING CARE / PROTECTING  WILDLIFE SPECIES 27

Told kids to take care of endangered species 8
Told my family and kids to protect endangered species 7
Others 12

ON SOCIAL MEDIA 20
Shared through social media 15
Commented on Facebook to not kill and buy wildlife animals 4

ON SHARING IN GENERAL 15
Recommended to friends/family 9
Recommended to people I know 5
Other 1

ON BUYING / SELLING (To not sell wild animals, etc.) 10
ON CAPTURING (When you see one, don’t capture wildlife species, etc.) 9
ON ENVIRONMENT (Proper waste segregation) 7
ON ACTIVELY REPORTING / CALLING OUT 6

Reported to authorities anyone I know who are engaged in wildlife purchase 4
Others 2

OTHERS (Took care of animals, etc.) 8

BASE: 92 respondents - Among who took action upon seeing/ hearing about the IWT 
CEPA campaign

57%43%

YES

NO

BASE: 215 respondents 
Among aware of IWT CEPA 
campaign.

Figure 6: Consumer Conversion and Specific Actions Undertaken to Protect and Conserve Wildlife

‘TV is still king’
In determining the effective communication 
channels in raising IWT CEPA campaign 
awareness, respondents who are aware were 
asked about where they have come to know 
about it. Television (i.e., GMA Channel 7) 
and social media, specifically Facebook, were 
the commonly mentioned media channels 
or touchpoints by 73% and 55%, respectively. 
(Figure 5) 

Across demographics, high awareness via 
television is observed to cut across segments, 
except among respondents aged 34 years old and 
below and indicatively, among the more affluent 
(ABC). Next to Facebook, YouTube is a source 
of IWT CEPA campaign awareness by 30% and 
is also more common among respondents aged 
34 years old and below. Radio, along with online 
news sites and word-of-mouth (friends, co-
workers, colleagues), is also mentioned by about 
20-22%. Although to a lesser extent, print media, 
particularly newspaper (16%) and calendars/ 
pamphlets/ leaflets (12%) are also mentioned as 
awareness source of the IWT CEPA campaign.

Figure 5: Awareness Source of IWT CEPA 
Campaign (Nationwide Survey)

73%

20%

12%

30%

16%

9%

55%

20%

9%

22%

14%

8%

Online News Sites

Newspapers & Magazines

Websites

Radio

Family / Relatives

On Buildings

YouTube

Friends & Coworkers

Calendars / Pamphlets

Banners & Tarpaulins

Social Media 
     51% Facebook

Television 
     55% GMA

38% MALE 
60% FEMALE

69% <ages 34 & below 
37% >ages 45 & above 

34% >ages 45 & above 

39% <ages 34 & below

Hawksbill Turtle at Curio Shop | Gregg Yan
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IWT CEPA post-campaign diagnostics 
In understanding the reason behind the significantly lower conversion rate in Metro Manila, it is imperative 
to examine the campaign diagnostics vis-à-vis the nationwide survey, which evaluated the campaign in 
terms of its creative and message impact. Consumers who are aware of the IWT CEPA campaign were 
asked to rate it based on ease of understanding, relevance, appeal, new news and excitement.

Table 8: Campaign Diagnostics16  across Consumer Surveys

NATIONWIDE METRO MANILA CEBU CARAGA
% % % %

Very Easy to 
Understand 55 52 54 74

Very Important 84 73 77 74
Like it very much 69 60 65 74
Provides a lot of 

new information 
about wildlife

42 35 54 84

Very exciting 44 36 46 47

In the Metro Manila survey, consumer conversion is significantly lower than in the nationwide survey 
with only 32% claiming to have taken action upon seeing the IWT CEPA campaign.  For this information, 
insufficient bases15 were generated in Cebu (n=26) and CARAGA (n=19), thus, consumer conversion 
figures are indicative and should be read with caution. 

NATIONWIDE

YES

BASE BASE BASE BASE

57% 32%
27%

47%43% 68% 73% 53%

YES YES YES

NONONONO

METRO MANILA CEBU CARAGA

215 104 26 19
Legend

Significantly higher vs 
TOTAL at 95% level of 
confidence
Significantly higher at 
95% level of confidence

Figure 7: Consumer Conversion across Consumer Surveys

Results of the nationwide survey revealed that the IWT CEPA campaign garnered highest in terms of 
relevance, with 84% of respondents saying that the campaign on regulating wildlife conservation and 
protection is ‘very relevant’. This, despite the moderate level of comprehension the campaign elicited, 
where only 55% of respondents found its message to be ‘very easy to understand’. In terms of overall 
appeal, the campaign was rated fairly high as 69% of respondents ‘liked it very much’. The campaign 
scored fairly satisfactory in ‘new news’ or extent of providing new information about wildlife as well as in 
excitement. On both measures, only 42-44% rated the campaign with top scores. 

In the Metro Manila survey, the IWT CEPA campaign generated moderate level of comprehension with 
only 52% of respondents claimed its message to be ‘very easy to understand’. On all other areas of campaign 
evaluation, however, the campaign was rated slightly lower by Metro Manila respondents on relevance 
(72%), appeal (60%), on presenting new information or ‘new news’ (35%) and excitement (36%).

15 A sufficiently large sample size can predict the characteristics of a population more accurately. Sample sizes equal to or greater than 30 are considered sufficient.
16 The Campaign Diagnostics information were based on the top scores given by respondents to the following questions using a 5-point scale:   
(1) EASE OF UNDERSTANDING: How easy was it to understand the ad on regulating wildlife conservation and protection that you saw/read/heard? 
(2) 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?     
(3) APPEAL Which statements best describe how much you like or dislike the ad on regulating wildlife conservation and protection that you saw/read/heard?  
(4) NEW NEWS Do you think that the ad on regulating wildlife conservation and protection that you saw/read/heard is… 
(5) EXCITEMENT How exciting do you find the ad on regulating wildlife conservation and protection that you saw/read/heard? 

Social media is not enough in building awareness. The post-consumer survey pointed out the 
limitation of the IWT CEPA campaign in building reach among the different consumer segments to target. 
It underscored the need for a more multi-platform approach in effectively building IWT awareness. While 
social media is a good source of awareness, the volume of information available online can very well 
drown out the IWT CEPA campaign messaging, especially since most Filipinos have had to stay at home 
consuming an endless and competing stream of social media content due to the ongoing pandemic. On 
the average, Filipinos spend 10 hours and 56 minutes daily on the internet with 96.5 accessing internet 
through their mobile phones.17

Understand demographic differences between communication platforms to drive efficiencies 
in building awareness among target audience. Further to the use of social media in the IWT CEPA 
campaign, engagement in this platform is somewhat skewed among the younger consumers and tends to 
be weak among the older age consumers and those with no access to both smartphones and the internet. 
Thus, supplementing this platform with traditional broadcast media, particularly TV and radio support, 
can be explored as this still proves influential for most consumers. 

Expanding and sustaining campaign efforts to increase nationwide awareness of the Wildlife 
Resources Conservation and Protection Act (RA9147). The nationwide survey presented significantly 
lower awareness of the existing legal and regulatory framework relevant to IWT among consumers of 
parrots and marine turtles. This is the inverse of the higher awareness levels in the consumer surveys in 
CARAGA and Cebu or the significant increase particularly in the Metro Manila consumer survey. As most 
respondents in the nationwide consumer survey still have not heard about the law, it is recommended 
that the campaign be sustained to further the effort in raising IWT awareness through a more focused 
messaging on the RA 9147, expanding campaign efforts to cover other areas beyond Metro Manila, Cebu 
and CARAGA, and prioritizing high population areas within municipalities or provinces. 

Careful design of critical, made-for-audience campaign messaging. To maximize impact or cut 
through of the IWT CEPA campaign message, it is crucial to see how best to address what consumers find 
difficult to understand in the IWT CEPA campaign messages. Foremost is the use of language or dialect: 
70% of respondents are Tagalog speaking, while there are 25% who speak Bisaya. English is spoken by only 
10% of the respondents. 

Chapter 3
Conclusion and Recommendations

17 Digital Report 2021 Philippines, Hootsuite 2021 Presentation, https://datareportal.com/reports/digital-2021-philippines, accessed 25 July 2021

Olga Tsai via Unsplash
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Furthermore, probing on what excites consumers and how and what is relevant to them will provide leads 
on how to refine or adjust the creative treatment or execution of the IWT CEPA campaign. This is one 
of the most important reasons to validate the campaign by pretesting among target consumers before 
its launching. Preliminary qualitative research should be considered to thoroughly understand the target 
consumers when designing campaigns in the future.

Re-evaluate the IWT CEPA Campaign Success Metrics to include Consumer Conversion to 
measure effectiveness of the Call To Action. Although going beyond the campaign objective of 
raising awareness for IWT, consumer conversion should be considered as a relevant indicator that can 
monitor campaign effectiveness, particularly of the IWT CEPA campaign’s call-to-action or to incite 
the desired action as communicated in the campaign. With the low incidence of consumers specifically 
‘contemplating’ stopping to buy or sell wildlife or reporting IWT cases encountered, along varied activities 
consumers have undertaken, it is possible that consumers are obtaining mixed call-to-action signals (e.g., 
is it not prohibited to eat turtle eggs or meat? Share post? Report IWT to BMB?). 

Best practice is to use a single call to action as multiple calls to action can leave the target consumers 
confused and may not know what to do and disengage. 

Finally, the application of Coffman’s evaluation of campaign activities within the Theory of Change (TOC) 
model proved to be a useful tool in the development of the IWT CEPA campaign strategy, most especially 
in its evaluation. The application of the model particularly in Step 7 of the IWT CEPA campaign process 
is most evident in the determining the key awareness and behavior information to be utilized as success 
indicators and thus, be prioritized when setting the goals and evaluating performance of the IWT CEPA 
campaign. Not only has it provided the opportunity to outline the key elements of the campaign path to 
evaluate the key assumptions that have been deployed in the IWT CEPA campaign, it also encouraged 
campaign strategists to think harder about what needs to be prioritized to deliver change in IWT demand 
reduction and the means they deploy to do so. 

In further research to inform the development of demand reduction initiatives, it is recommended that 
the set behavioral success indicators be revisited and the ideal time frame for each step of the IWT CEPA 
Campaign process be set, to include a mid-project qualitative study to gauge engagement and feedback 
through campaign message and concept testing and acceptability among target consumers.
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