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This Flash Report covers the highlights from an evaluation of the IFAW PSA “Mom, I have teeth”. The
core message of the PSA is to make people aware that ivory (in Chinese “elephant teeth”) comes from
dead elephants. The campaign has been running for three years in Tier 1 cities in China using outdoor,
print, and social media channels. Rapid Asia carried out the evaluation of the PSA to determine its
impact in terms of building awareness, influencing attitudes and potentially changing behavior.

Methodology
Because the campaign had already been launched it was not possible to conduct a baseline measure.
Instead, a control sample was selected, consisting of people who had not seen the PSA. The control
sample served as a proxy for a baseline measure. In order to understand impact on actual consumption,
quotas were used to ensure that those exposed to the PSA (Exposure sample) and the control sample
had a 50/50 split of recent ivory buyers (i.e. had bought ivory in the past 12 months). Part of the sample
was made up of a representative sample so that campaign reach etc. could be estimated. The
methodology used has been summarized in the table below.
Methodology Summary
Target area

Mainly Tier 1 and Tier 2 cities in China

Target group

General public with a 50/50 split ivory buyers/non-buyers

Sample size

Total sample n=1067
Representative sample n=720

Data collection
method

Online panel

Sampling method

Quota sampling

Data collection
period

March 2013

Language

Chinese
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Key Evaluations Objectives
The key objectives of the evaluation can be summarized as follows:
 To determine to what extent people understand the ivory certification program and their ability
to distinguish between legal and illegal ivory
 To measure reach of the ‘Mom, I have teeth’ campaign in different media channels
 To determine how well the campaign has met its communication objectives
 To measure impact and benchmark results to past interventions with general public audiences
 To determine potential impact on future consumer buying behavior of ivory

Many are not aware of how certification works
Not Aware of Legal Ivory Trade

Not
aware
43%

Some 43 percent of urban Chinese are not aware of the
government license system under which you can buy ivory
legally but only in certain outlets. Of those not aware, 32 percent
believe all ivory sold is legal, 43 percent think all ivory sold is
illegal and 24 percent said they don’t know.

Amongst past ivory buyers, 18 percent bought ivory without
receiving an ID card. In addition, there were a 22 percent who
bought their ivory from a store but the store did not have a
license. It should be noted that in some cases the customer
simply relied on the store telling them they had a license. That
leaves 61 percent of buyers who bought ivory from a licenses store with a proper ID card. In 21 percent
of the cases in which no ID card was given, the store owner said that it would cost more and 19 percent
were told they would have to wait to in order to get an ID card.

Campaign Reach
Effective reach for the PSA overall was 75 percent across the
urban Chinese population. Those who had bought ivory in
the past 12 months had a somewhat higher reach at 79
percent. Both executions of the PSA had similar reach with
69 and 67 percent respectively.

Effective Reach by ivory buying status

75

79

Total

Ivory Buyers

72

Ivory Nonbuyers
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The PSA also had positive impact on non-buyers of ivory.
Within this segment, those saying they may buy ivory in the
future reduces from a total of 10 down to 2 percent. Those
saying they will definitely not buy increases from 61 up to
81 percent.
Overall there were around two thirds who said they will
definitely not buy ivory in the future. The main reason is
that they feel it is wrong to buy ivory as elephants are killed.
This is the key message of the PSA and appears to have
stuck with many people. Elephants being endangered and fear of bad karma are also major reasons that
potentially discourage people from buying ivory.
Reasons for not buying ivory in the future
Base: Those saying definitely will NOT buy
I feel it is wrong to buy ivory as elephants are killed

Total
n=490
(%)
90

Elephants are an endangered species

58

Buying ivory that kills elephants brings bad karma

40

Worried that ivory for sale may be illegal

18

Have no need to buy ivory
Ivory is too expensive

13
5

If people said they will or may buy ivory in the future, they were asked to state if anything would stop
them from buying ivory. The most compelling reason to stop buying, for most of them, was if buying
ivory was made illegal (60%). This reason would also be made more compelling if backed up by a strong
recommendation from a government leader. It is interesting that feeling remorse about elephants being
killed also comes up as a fairly strong reason to stop buying. This may indicate that some people require
stronger evidence before accepting the link between ivory demand and the killing of elephants.
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Recommendations for Future Messages
The PSA has worked well but there is still an opportunity to build knowledge further. People are aware
that elephants are endangered and also that demand for ivory kills elephants. However, a large
proportion of people are still not fully aware of the following:
That ivory comes from dead elephants, this message could be emphasized more.
That hundreds of thousands of elephants have died as a result of the ivory trade. The extent of the
killing could potentially be highlighted more clearly as it could be a deterrent for many potential buyers.
That demand for ivory also stimulates illegal trade. The link between the legal and illegal trade is not
well understood and the fact that you can buy ivory legally further confuses the issue for many people.
These are all examples of knowledge aspects that many Chinese are not aware of or around which there
are misconceptions. This highlights the need for continued campaigning to sway people to avoid buying
ivory. The first PSA has worked well so there is opportunity to take the campaign to the next level.
Looking at behavior, many respondents indicate that they are discouraged from buying ivory. The PSA
has certainly made people think about the issue and there is a sense that people may have become
more cautious. Whilst some past buyers of ivory may still buy ivory in the future, there is a clear
indication that they would consider taking other actions that can contribute to the broader campaign
objective, including:
 Persuade others not to buy ivory
 Voice support or join an action program to support wildlife protection
 Report a store who was selling illegal ivory
 Not buying ivory as a present
Behavioral intent overall, even after exposure to the PSA, is on the low side and there is still room for
improvement. The PSA has helped to make people aware and start thinking about doing the right thing.
By focusing on the indirect actions above, there may be potential to build momentum through peer
pressure.
The PSA has in a positive way laid the ground work for future initiatives by casting doubt whether buying
ivory is a good thing because it kills elephants. Some people may still do it, but many want to be
convinced that what they are doing is legal and does not harm elephants. By continuing to cast doubt
and in particular emphasizing and clarifying the link between ivory demand and the extensive killing of
elephants, should increase the reluctance to buy ivory and make buyers think twice.
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