
  

  

 

CONSUMER AWARENESS 
SURVEY ON PLASTICS  

FOR BASELINE DATA 
 

Sequa Project No. 853, PREVENT PLASTICS 

  
 

 

 

 

 BY: THANT MYANMAR 

 
 

  



Consumer Awareness Survey, Sequa Project No. 853,  August 2020 
Prevent Plastics Project 

    
 

BY: THANT MYANMAR          1 

 

Table of Contents 

Introduction .................................................................................................................... 2 

About Thant Myanmar ............................................................................................................. 2 

Survey Objectives .................................................................................................................... 2 

Methodology ................................................................................................................... 3 

Data collection methods .......................................................................................................... 3 

Questionnaire creation methodology ....................................................................................... 3 

Demographics of Survey Respondents ...................................................................................... 4 

Evaluation Findings ......................................................................................................... 6 

Avoidance of plastic waste ....................................................................................................... 6 
Awareness for avoidance of plastic waste .....................................................................................................6 
Extent of avoidance of plastic waste ..............................................................................................................7 
Intention to avoid plastic items ......................................................................................................................8 
Level of awareness of avoidance of plastic items by age and monthly household income ..........................8 

Awareness of environmental consequences of plastic waste ..................................................... 9 
Understanding of the environmental consequences of plastic waste ........................................................ 10 
Level of understanding of the environmental consequences of plastic waste by age and income group . 11 

Technical knowledge of plastic waste ..................................................................................... 12 

Awareness of alternatives to plastic items .............................................................................. 13 
Alternatives used by respondents ............................................................................................................... 13 
Extent of use of alternatives........................................................................................................................ 14 
Level of awareness to alternatives by age group and monthly household income groups ....................... 14 
Awareness of benefits of alternatives to plastics ....................................................................................... 15 

Conclusion: .....................................................................................................................16 

Avoidance of plastic waste ..................................................................................................... 16 

Environmental consequences of plastic waste ........................................................................ 16 

Benefits of alternatives to plastics .......................................................................................... 16 

Demographic conclusions ....................................................................................................... 17 

Recommendations ..........................................................................................................17 

ANNEX 1 .........................................................................................................................18 

Online Survey Questionnaire – English Language .................................................................... 18 

Face to Face Survey Questionnaire – English Language ............................................................ 21 

Online Survey Questionnaire – Burmese Language.................................................................. 24 

Face to Face Survey Questionnaire – Burmese Language ......................................................... 27 

Show cards used for face to face interviews ............................................................................ 31 

ANNEX 2: Details of face to face interviews ...................................................................... 0 
 



Consumer Awareness Survey, Sequa Project No. 853,  August 2020 
Prevent Plastics Project 

    
 

BY: THANT MYANMAR          2 

 

Introduction 
 
About Thant Myanmar 
 
Thant Myanmar is an organization born out of a movement to fight plastic pollution. It was registered 
in February 2019 as a non-profit company continuing its campaigns and public awareness raising and 
also doing contractual work on the topics of waste management, surveys and research, development 
of toolkits and guides for the private sector. Now Thant Myanmar’s clients range from the World Bank 
to UN programs, NGOs working in conservation and tourism as well as private sector industries 
developing waste reduction efforts in their specific industry.  
Thant Myanmar is mainly operating in the following fields:  
 

● Public awareness raising on the environmental impact of plastic and promotion of sustainable 
alternative 

● Community engagement through its large volunteer network of CSOs who use our material 
and tools to change behavior on the ground. 

● Consulting organizations, companies and the hospitality sector in shifting to alternative 
solutions  

● Consulting towns CDDs and rural communities in improved waste management 

● Advocacy to government through research 

 
Survey Objectives 
 
The consumer awareness survey is conducted by Thant Myanmar as part of the ‘Prevent Plastics’ 
project. 
 
PREVENT PLASTICS is a European Union funded project and a joint approach of Sequa, STENUM Asia 
and the Myanmar Banks Association (MBA). The overall objective of Prevent Plastics is to promote 
sustainable consumption and production patterns in Myanmar through raised awareness and best 
practices on waste management. The action has three specific objectives:  

1. Adoption of sustainable waste management practices in four industrial zones, 
2. Increased availability of eco-friendly packaging and carrier bag alternatives in the market for 

producers and consumers,  
3. Increased consumer awareness on plastics reduction.  

 
The Objective of the consumer awareness survey is to set a baseline for the current level of consumer 
awareness in Myanmar which is part of the PREVENT PLASTICS project. Therefore, the survey was 
designed to find out the level of public awareness on:  

1. Avoidance of plastic waste 

2. Environmental consequences of plastic waste  
3. Benefits of alternatives to plastics  
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Methodology 
 
Data collection methods 
 
Total number of survey responses collected were 2,127. 
 
The survey respondents were reached via two different channels: 

1. Online questionnaire-based survey – 1,495 responses – 70% of total 
o Collected through an online paid survey platform promoted via Facebook paid 

advertisement (through selection by target demographic and target cities). The 
initial expectation for the responses was low and this channel was assigned 30% of 
response. However, this channel of collection resulted in more responses and 
contributed to 70% of the total responses. 

o Surveys were collected from 8th to 12th August 2020. 
2. Face to face interviews – 632 responses – 30% of total 

o These were collected in person through trained survey collectors. Locations were 
selected based on the demographic target requirements. The interviewers also used 
the online platform to key in responses to the questionnaire on their mobile phones. 

o Surveys were collected from 6th to 15th August 2020. 

 

 
Figure 1 Survey responses distribution by online and face to face interviews 

 
Questionnaire creation methodology 
 

1. A draft questionnaire was created with consultation with Myanmar national consultant 
with previous experience of conducting surveys in Myanmar. 

a. The length was kept short (6 questions on the subject and 4-5 questions for 
demographic information) and easy to understand to maximize response rate 
and concentration. 

2. Pilot and readjusting questionnaire: 
a. The survey was first tested on 15 face-to-face respondents in Yangon to identify 

any weaknesses in survey design. 
b. Following criteria was checked if survey is designed effectively: 

Online , 
1495, 70%

Face to Face, 
632, 30%

SURVEY COLLECTION CHANNELS
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i. The respondents were required to reflect on their answers in details to 
identify if questions are framed correctly and are not leading. 

ii. Questions were consistently understood across respondents. 
iii. Answers accurately described what respondents have to say. 
iv. Answers provided valid measures of what the question was designed to 

measure. 
v. Respondents had the information needed to answer the questions. 

c. The final questionnaire was then adjusted according to results of step b. 
3. The questionnaire was submitted to Sequa for review and approval. 
4. After approval the survey was conducted. 

 
The questionnaires in English and Burmese language for both online and offline versions are 
provided in ANNEX 1. 
 
Note that the only the Burmese language version of the questionnaire was used in the 
surveys. The English language version is only for reference and this report.  
 
Demographics of Survey Respondents 
 
Based on population size of the cities1 the distribution of respondents for three selected 
cities was initially set (before data collection) as follows: 

- Yangon (7.3 Million) = 500 
- Mandalay (1.7 Million) = 200 
- Pathein (1.6 Million) = 200  
- TOTAL: 900 

 
The actual responses collected were as follows: 

- Yangon = 1,257 
- Mandalay = 348 
- Pathein = 522 
- TOTAL: 2,127 

 
Details of location for face to face surveys in each city is provided in ‘ANNEX 2: Details of 
face to face interviews’  
 
The respondent sample is distributed to be representative of Myanmar’s overall consumer 
population in terms of age, gender and monthly income. The target distribution selection is 
was based on Myanmar’s current consumer distribution as per Deloitte’s latest consumer 
survey2. 

 
1 PWC – Myanmar Business Guide 2017 
2 Deliotte – The Myanmar Consumer Survey 2020 
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Gender Distribution 

 

 
Female 55%      Male 45% 

 

 
 

 
 

Figure 2: Demographic distribution of survey respondents 
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Evaluation Findings 
 
This section provides evaluation of the 6 key questions asked during the survey to respondents from 
assigned demographics. All key questions were designed to gather information about the level of 
public awareness on 
  
1. Avoidance of plastic waste 
2. Environmental consequences of plastic waste  
3. Benefits of alternatives to plastics     

 
Avoidance of plastic waste 

 

Awareness for avoidance of plastic waste  
 
As per Figure 3, 49% of the total respondents said they avoided one or more plastic items mentioned 
in the questionnaire. 34% said “I want to, but I am unable to”. This showed high awareness among the 
population (83%) for avoiding plastic items.  
Respondents were given options to select one or more options from 1) Plastics bags, 2) Plastic bottles, 
3) Plastic straws, 4) Snacks packed in plastics, 5) others, 6) I want to but I am able to and 7) None 
 

  
Figure 3 Avoidance of plastic items 

Only 17% said they did not avoid the use of the plastic items. In total 51% are not avoiding or not able 
to avoid plastic items.  
The reasons for not avoiding plastic items for 17% of the respondents, 50% said ‘no alternatives’ as 
the reason, while 38% said ‘convenience’ as the reason. See Figure 4 

49%

34%

17%

AVOIDANCE OF PLASTIC ITEMS

Avoid 1 or more plastic items

I want to but unable to

Not avoid any plastic items

CHOICE OF OPTIONS FOR RESPONDENTS 

1. Plastic bags 
2. Plastic bottles 
3. Plastic straws 
4. Snacks packed in plastics 
5. Others (open question) 
6. I want to but I am unable to 
7. None 
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Figure 4 Reasons for NOT avoiding plastic items 

Extent of avoidance of plastic waste 
  
Among the 49% who avoided 1 or more plastic items only 8% of the respondents chose 4 or all the 
items mentioned in the questionnaire, 51% of respondents avoided only 1 of the items mentioned. 
41% avoided 2-3 plastic items of the questionnaire. See Figure 5. 
This shows that although people are avoiding some plastic items, the extent of the avoidance is very 
low. Majority only avoid 1 of the items presented in the questionnaire.       

 

 
Figure 5 Extent of avoidance of plastic items 
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12%
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51%

41%

8%

EXTENT OF AVOIDANCE OF PLASTIC ITEMS

Avoid only 1 plastic item from
questionnaire

Avoid 2-3 plastic items from
questionnaire

Avoid 4-5 plastic items from
questionnaire



Consumer Awareness Survey, Sequa Project No. 853,  August 2020 
Prevent Plastics Project 

    
 

BY: THANT MYANMAR          8 

 

 

Intention to avoid plastic items  
 
Only 1/5th of the people who chose that they avoid 1 item from the questionnaire also chose “I want 
to but not able to” avoid plastic. The number was similar for those avoiding 2 or more items. See 
Figure 6. This shows that most people who are already avoiding few plastic items do not have 
intention/motivation to avoid more plastic items than they already do.  

 

 
Figure 6 Intention to avoid plastic items 

Level of awareness of avoidance of plastic items by age and monthly household income 
 
All age groups have between 20% to 30% respondents who avoid more than 2 plastic items. 
Therefore, there is fairly low awareness among all age groups. See Figure 7. 

 

 
Figure 7 Avoidance of plastic items by age group 

 
All monthly household income groups have between 20% to 30% respondents who avoid more than 
2 plastic items. See Figure 8. 
Therefore, level of awareness of avoidance of plastic items is fairly low in all household income groups.  

25%

24%

5%

8%

Avoid 1 item from
questionnaire

Avoid 2 or more items in
the questionnaire

INTENTION TO AVOID PLASTIC ITEMS

Responded to "I want to but I am unable to" Avoiding plastic items as per y-axis labels

28%
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21%
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35-49
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AVOIDANCE OF >2 ITEMS BY AGE GROUP

Avoid >=3 plastic items Rest of that age group



Consumer Awareness Survey, Sequa Project No. 853,  August 2020 
Prevent Plastics Project 

    
 

BY: THANT MYANMAR          9 

 

 

 
Figure 8 Avoidance of plastic items by monthly household income 

Awareness of environmental consequences of plastic waste 
 
Awareness of environmental consequences of plastic waste is fairly high among the population. As 
shown in  Figure 9,  55% of the respondents cited environmental reason for avoiding plastic items. 
23% of them exclusively cited only environmental reason for their action.  
24% the respondents cited cleanliness as the reason for avoiding plastic items. Convenience, no 
alternatives and cost were cited by another 25% respondents as reason to avoid plastics. 

 

 
Figure 9 Reasons for avoiding plastics 

 
Majority of all age groups and monthly household income groups chose environment as a reason for 
avoiding plastic items. See Figure 10 and Figure 11. 
There is no correlation of age group and household income with the awareness of environmental 
consequences of plastic waste. 
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Figure 10 Environment as a reason for avoiding plastic items by age groups 

 

 
Figure 11 Environment as the reason for avoiding plastic by monthly household income groups 

 

Understanding of the environmental consequences of plastic waste   
 
Of the 8 environmental impacts of plastics listed in the questionnaire only 3% of respondents said 
they did not know what the waste of plastic items (plastic bags, plastic bottles, snacks packaged in 
plastic, plastic straws) do to the environment. 

 
41% identified more than 4 items listed as the environmental consequences of plastic waste while 
32% identified 2-4 items listed. Only 27% of respondents identified only 1 of the listed items as 
environmental consequences of plastic waste. See Figure 12. 
 
Therefore, the understanding of environmental consequences of plastic waste is high given that 73% 
of respondents identified more than 2 items as environmental consequences of plastic waste. 
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Figure 12 Overall understanding of environmental consequences of plastic waste 

 

Level of understanding of the environmental consequences of plastic waste by age and 
income group 
 
There is fairly high understanding of environmental consequences of plastic waste among all age 
groups and monthly household income groups. See Figure 13 and Figure 14. 
 
Understanding of enviromental consequences of plastic waste had fairly even distribution among 
different age groups and monthly household income groups. Therefore, from this research there is no 
correlation of understanding of environmental consequences of plastics waste with age and monthly 
household income. 
 

 
 

 
Figure 13 Level of understanding of the environmental consequences of plastic waste by age group 
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Figure 14 Level of understanding of the environmental consequences of plastic waste by monthly household income group 

Technical knowledge of plastic waste  
 
As shown in Figure 15, significant number of population (43%) is aware of the time it takes plastic 
bottle to decompose however majority of people (57%) do not have technical understanding of how 
long it takes for plastic bottle to decompose.   

 

 
Figure 15 Overall response to 'How long does it take for plastic bottle to decompose' 
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Awareness of alternatives to plastic items     
 

Alternatives used by respondents 
 
From the items listed in the questionnaire 93% of respondents said they used 1 or more of the 
alternative items daily. Only 7% said they did not use any of the listed alternative items.   
See Figure 16. 

 

  
Figure 16 Awareness of use of alternatives to plastics 

 
Of the listed items over 50% of the respondents chose reusable lunch box and reusable mug. Less than 
50% of the respondents used the reusable version of the popular single use items namely straws, bags 
and bottles. See Figure 17. 
 
The low usage of alternative options for popular single use plastic items indicate overall low awareness 
of alternatives to plastics among the population.        

 

 
Figure 17 Overall alternatives to plastics used daily  
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Extent of use of alternatives 
 
As shown in Figure 18, awareness of the alternative of plastics seems to be limited to few items. Of 
the 93% who used alternative items daily only 13% showed high extent of use of alternatives i.e. used 
5-6 alternatives daily. 34% said they used only 1 of the reusable items and another 53% said they used 
2-4 items.  

 

 
Figure 18 Extent of use of alternatives to plastics 

 

Level of awareness to alternatives by age group and monthly household income groups 
 
There is fairly high awareness of alternatives among all age groups and monthly household income 
groups. See Figure 19 and Figure 20. 
 
Usage of alternatives had fairly even distribution among different age groups and monthly household 
income groups. Therefore, from this research there is no correlation of awareness of alternatives with 
age and monthly household income. 

 

 
Figure 19 Level of awareness to alternatives by age group age groups 
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Figure 20 Level of awareness to alternatives by monthly household income groups 

 

Awareness of benefits of alternatives to plastics     
 
When asked about the benefits of using alternatives to plastics, most respondents cited convenience 
as the reason, followed by environmental, cleanliness, cost and tradition. This can be attributed to 
high usage of reusable lunch box and drinking mugs which most people use in Myanmar for 
convenience in bringing food to their workplace or schools.  

 

  
Figure 21 Benefits of using alternatives to plastic items 
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Conclusion:  
 

Avoidance of plastic waste 
 
While most of the respondents, 49% said they avoid plastic items, majority of those, 51% only avoid 1 
of the listed plastic items. This may be interpreted as high awareness but low extent of avoiding plastic 
items(waste). 
Also, most of the respondents who avoided 1 or more plastic items did not choose ‘I want to but I’m 
unable to’ as an option, which could mean they are content with their current avoidance levels of 
plastic items. Among the 17% who don’t avoid any plastic items, their top reason is ‘no alternatives’ 
for it, followed by ‘convenience’. 
 
It can be concluded that overall the population has: 

1. High awareness to avoid plastic items/waste 
2. Low extent of avoidance of plastic items/waste  
3. Low intention to increase their current level of avoidance. 

 

Environmental consequences of plastic waste 
 
Over 55% of the respondents identified environmental issues as one of the reasons for avoiding 
plastic. Over 40% were able to identify most of the environmental consequences listed in the 
questionnaire.    
   
43% of respondents chose the correct answer for ‘time taken for a plastic bottle to decompose’ which 
could mean they either lack interest or lack in-depth awareness of the environmental consequence of 
plastic waste.    
   
It can be concluded that overall the population has: 

1. High awareness of the environmental consequences of the plastic waste 
2. Average in-depth technical knowledge of environmental impact of plastic  

 

Benefits of alternatives to plastics  
 
Over 50% chose items of daily usage like the reusable lunch box and reusable mug as the ‘alternative 
items they use daily’ which is consistent with the widespread practice in Myanmar. That might have 
led to ‘convenience’ as the top benefit chosen the respondents. ‘Environmental’ was the second 
highest benefit chosen for using alternative to plastic.  
 
It can be concluded that the: 

1. Use of alternatives is high for reusable lunch boxes and mugs, which is a traditional behavior, 
among the population of Myanmar and low for single-use plastics (bottles, straws and bags) 

2. ‘Convenience’ is highest benefit of using alternatives for the population. 
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Demographic conclusions  
 
It is noteworthy that in the matter of awareness of 1) avoidance of plastic waste, 2) environmental 
consequences of plastic waste and 3) benefits of alternatives to plastics, the distribution is similar in 
all demographics. 
 
From this research, it can be concluded that there is no correlation between age groups and monthly 
household income on the awareness of plastic waste, environmental consequences of plastic waste 
and benefits of alternatives. 

Recommendations 
 
Given the conclusions, we recommend the following: 
 

1. Focus on solutions more than environmental problems of plastics in campaigns: The 
population shows high awareness of environmental impact of plastic waste however the 
extent of avoidance of plastic is low. The intention is also low to improve their current 
avoidance levels. The top reasons for not avoiding it is also ‘no alternatives’ and ‘convenience’. 
Therefore, awareness campaigns should focus on the availability of alternatives and projects 
should focus on increasing the alternatives to plastics. 

2. Make the alternatives accessible: The benefits of using alternatives for most of the population 
is ‘convenience’. Therefore, alternatives should become easily accessible and available. This 
can be done through 3 methods: 

a. Work with stakeholders such as tourism (restaurants, hotels, transportation) industry 
and retail industry where there is high impact and possibility of switching to 
alternative to plastics and making the access to alternatives more convenient to the 
population. 

b. Support development of alternative packaging industry. There is an existing and 
growing packaging industry made of natural materials (bamboo, palm leaves, areca 
leaves etc.). Projects to grow and support this industry can make alternatives more 
accessible to the population. 

c. Advocate and support to bring policy changes. Reducing accessibility to plastics 
through bans and levies will support availability and use of alternatives. Advocating 
with government can bring changes that help Myanmar to ‘prevent plastics’. 
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ANNEX 1 
 
Online Survey Questionnaire – English Language 
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Face to Face Survey Questionnaire – English Language 
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Online Survey Questionnaire – Burmese Language 
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Face to Face Survey Questionnaire – Burmese Language 
 

 



Consumer Awareness Survey, Sequa Project No. 853,  August 2020 
Prevent Plastics Project 

    
 

BY: THANT MYANMAR          28 

 

 
 

 



Consumer Awareness Survey, Sequa Project No. 853,  August 2020 
Prevent Plastics Project 

    
 

BY: THANT MYANMAR          29 

 

 
 
 



Consumer Awareness Survey, Sequa Project No. 853,  August 2020 
Prevent Plastics Project 

    
 

BY: THANT MYANMAR          30 

 

 

 
 



Consumer Awareness Survey, Sequa Project No. 853,  August 2020 
Prevent Plastics Project 

    
 

BY: THANT MYANMAR          31 

 

Show cards used for face to face interviews 

 

 



ANNEX 2: Details of face to face interviews 
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