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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

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

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

e Consulting towns CDDs and rural communities in improved waste management

e 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 8™ to 12" 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 6™ to 15" August 2020.

SURVEY COLLECTION CHANNELS

Face to Face,
632, 30%

Online,
1495, 70%

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

Questionnaire creation methodology

1. Adraft 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:
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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 cities! 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
2

survey-.

1 PWC — Myanmar Business Guide 2017
2 Deliotte — The Myanmar Consumer Survey 2020
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Geographical Distribution Gender Distribution
Pathein . .
25%
Yangon
59%
Mandalay
16%

Female 55% Male 45%

Age Distribution

Age group,

years

15 to 24 35%

25 to 34 30%

35 to 49 22%

50 to 64 13%

Monthly Household Income Distribution

Monthly Household Income

Less than 1,000,000 MMK 64%

1,000,001 MMK to 3,000,000 MMK 28%

3,000,001 MMK and above 8%

Figure 2: Demographic distribution of survey respondents

BY: THANT MYANMAR 5



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

switchasia &

/ GRANTS PROGRAMME Lraemyre
PREVENT PLASTICS

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 “l want to, but | 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) | want to but | am able to and 7) None

AVOIDANCE OF PLASTIC ITEMS

M Avoid 1 or more plastic items
| want to but unable to

® Not avoid any plastic items

CHOICE OF OPTIONS FOR RESPONDENTS
Plastic bags

Plastic bottles

Plastic straws

Snacks packed in plastics
Others (open question)

| want to but I am unable to
None

NoupkwNpe

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

BY: THANT MYANMAR 6
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REASONS FOR NOT AVOIDING PLASTIC ITEMS

M No Alternatives
= Convenience

m Others

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.

EXTENT OF AVOIDANCE OF PLASTIC ITEMS

m Avoid only 1 plastic item from
questionnaire

2 Avoid 2-3 plastic items from
questionnaire

m Avoid 4-5 plastic items from
questionnaire

Figure 5 Extent of avoidance of plastic items

BY: THANT MYANMAR 7



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

switchasia &

GRANTS PROGRAMME risesy e

PREVENT PLASTICS

Intention to avoid plastic items

Only 1/5% 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.

INTENTION TO AVOID PLASTIC ITEMS

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

Avoid 2 or more items in
the questionnaire

Avoid 1item from
questionnaire

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.

AVOIDANCE OF >2 ITEMS BY AGE GROUP

B Avoid >=3 plastic items Rest of that age group
AGE GROUP, YRS.
15-24 28%
25-34 23%
35-49 21%

50-64 21%

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.

BY: THANT MYANMAR 8
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AVOIDANCE OF >2 ITEMS BY MONTHLY HOUSEHOLD

INCOME GROUP

m Avoid >=3 plastic items Rest of the group

MONTHLY HOUSELHOLD INCOME

LESS THAN 1 MILLION KYATS 24%

1-3 MILLION KYATS 24%

MORE THAN 3 MILLION KYATS 28%

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.

REASONS FOR AVOIDING PLASTICS

Cost 1%

Other:
No alternatives
Convenience

Cleanliness
Environmental
0% 10% 20% 30% 40% 50% 60%
Exclusive Choice Total Responses

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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ENVIRONMENT AS A REASON TO AVOID PLASTIC
AMONG AGE GROUP

Age Group

m Enviroment as a reason to avoid plastic Other

Figure 10 Environment as a reason for avoiding plastic items by age groups

ENVIRONMENT AS A REASON TO AVOID PLASTIC
MONTHLY HOUSEHOLD INCOME GROUPS

Monthly Houselhold Income
Less than 1 million kyats 54%
1-3 million kyats 59%

More than 3 million kyats 57%

m Enviroment as a reason to avoid plastic Other

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.

BY: THANT MYANMAR 10
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UNDERSTANDING OF THE ENVIROMENTAL CONSEQUENCES

M Identified 5-8 enviromental impacts listed
7 Identified 2-4 enviromental impacts listed

M Identified only 1 enviormental impact listed

CHOICE OF OPTIONS FOR RESPONDENTS

Pollution from littering (soil pollution)
Pollution from burning (air pollution)

Leaking to water (rivers, ocean, waterways)
Blocking drains and causing flood

Leaking chemicals into food

Impact on animals as they can consume plastic
It is non-biodegradable (not natural)

| don’t know

Other

LN AEWNE

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.

ABILITY TO IDENTIFY 5-8 ENVIRONMENTAL
CONSEQUENCES OF PLASTIC WASTE BY AGE GROUP

15-24 41%
25-34 37%
35-49 37%

50-64 40%

m Indentified 5-8 environemntal consequences of plastic waste m Other

Figure 13 Level of understanding of the environmental consequences of plastic waste by age group
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ABILITY TO IDENTIFY 5-8 ENVIRONMENTAL
CONSEQUENCES OF PLASTIC WASTE BY MONTHLY
HOUSEHOLD INCOME GROUP

Less than 1 million kyats 39%

1-3 million kyats 37%

More than 3 million kyats 38%

m Indentified 5-8 environemntal consequences of plastic waste m Other

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.

TECHNICAL KNOWLEDGE OF PLASTIC WASTE:
How long does a plastic bottle take to decompose?

m >4 Weeks to >40 years

m >450 Years (Correct Answer)

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.

USING >=1 ALTERNATIVE ITEMS DAILY

B Using alternative ltems
Not using any alternative items

CHOICE OF OPTIONS FOR RESPONDENTS
1. Reusable mug

2. Reusable bottles

3. Reusable lunch box and Reusable
takeaway containers

Reusable bag

Reusable straws

Natural alternatives to plastics
None

No ap

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.

ALTERNATIVE TO PLASTICS USED DAILY

Reusable lunch box and Reusable takeaway containers
Reusable mug
Reusable bottles
Reusable bag
Natural alternatives to plastics
Reusable straws

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 alternativesi.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.

EXTENT OF USE OF ALTERNATIVE ITEMS DAILY

M Using 5- 6 alternative items
2 Using 2 - 4 alternative items

B Using 1 alternative item

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.

USING >= 3 ALTERNATIVE ITEMS BY AGE GROUP

m Using >=3 Reusable Items = Other

Figure 19 Level of awareness to alternatives by age group age groups

BY: THANT MYANMAR 14



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

switchasia &

RANTS PROGRAMME fursesoy e

PREVENT PLASTICS

USING >= 3 ALTERNATIVE ITEMS
BY MONTHLY HOUSEHOLD INCOME

Less thant milion kyats
3 million kyats _
More than 3 milion kyats

m Using >=3 Reusable Items  m Other

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.

BENEFITS OF USING REUSABLE ITEMS

Convenience 47%
Environmental 39%
Cleanliness 29%
Cost 18%
Tradition, custom 15%

Other 5%

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 ‘l 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.

BY: THANT MYANMAR 16
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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’.

BY: THANT MYANMAR 17
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ANNEX 1

Online Survey Questionnaire — English Language

Thant Myanmar Consumer Awareness on Plastics 2020

Consumer Awareness Survey on Plastics (Online Version)

Mingalarba! Welcome to Thant Myanmar’s consumer awareness survey. This survey is anonymous, and we
will not distribute any information collected in the survey. Please feel free to answer openly as there are no
right or wrong answers. Your participation is highly valuable to us. We thank you in advance for complet-
ing.

Note: All questions are mandatory to answer to finish the survey. If you complete the survey you stand a
chance to win an amazing prize of (prize name to inserted here) via lucky draw.

Winners will be announced on 30™ August 2020.

|
NO QUESTIONS LOGIC
Q1 | Which of these plastic items do you avoid using in your daily life? | If chosen 1-5 and 7, go to
(Multiple answers possible) Q2
1) Plastic Bags If chosen 6, go to Q2a

2) Plastic bottles

3) Snacks packed in plastics
4) Plastic straws

5) I want to, but I am unable to
6) None

7) Other:

Q2 | Why? (Multiple answers possible) For those who chose 1 to 6
1) Environmental (pollution, waste, non-biodegradability etc.) in Q1 only.

2) Cleanliness

3) Cost

4) Convenience
5) No alternatives

6) Other:
Q2a | Why not? (Multiple answers possible) For those who chose 7 in
1) Environmental (pollution, waste, non-biodegradability etc.) Q1 only.
2) Cleanliness
3) Cost

4) Convenience
5) No alternatives
6) Other:

Page 1 0of 3
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Q3 | What do these plastic items (plastic bags, plastic bottles, plastic
snacks, plastic straws) do to the environment? (Multiple answers
possible)

1) Pollution from littering (soil pollution)

2) Pollution from burning (air pollution)

3) Leaking to water (rivers, ocean, waterways)

4) Blocking drains and causing flood

5) Leaking chemicals into food

6) Impact on animals as they can consume plastic

7) It is non-biodegradable (not natural)

8) Idon’t know

9) Other:

Q4 | How long do you think it takes for one plastic bottle (bottle used for
water and soft drinks etc.) to decomnose? (Choose one)

1) 4weeks

2) 4months

3) 4years

4) 40years

5) 450 years

Q5 | Doyou use any of these followin g items in your daily life? (Multiple | If chosen 1 to 6, go to Q6
answers possible) If chosen 7, go to Qba

1) Reusable mug

2) Reusable bottles

3) Reusable lunch box and Reusable takeaway containers

4) Reusable bag

5) Reusable straws

6) Natural alternatives to plastics

7) None

Q6 | What is the benefit of using the above items? (Multiple answers pos- | For those who chose 1 to 6
sible) in Q5 only.

1) Environmental

2) Cleanliness

3) Cost

4) Convenience

5) Tradition, custom

6) Other:
Q6a | What is the benefit of NOT using the above items? (Multiple an- For those who chose 7 in
swers possible) Q5 only.

1) Environmental
2) Cleanliness

3) Cost

4) Convenience

5) Tradition, custom
6) Other:

Page 2 of 3
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RESPONDENT’S INFORMATION

Q7 | Whatis your age? (Choose one)
1) 15to024
2) 25to034
3) 35t049
4) 50 to 64

Q8 | Whatis your monthly household income? (Choose one)
1) Less than 1,000,000 MMK per month

2) 1,000,001 MMK to 3,000,000 MMK per month

3) 3,000,001 MMK and above per month

Q9 | Respondent’s gender (Choose one):
1) Male

2) Female

3) Other

Q10 | Location of Respondent (Choose one):
1) Yangon

2) Mandalay

3) Pathein

Q11 | Your contact number/email: Optional
This information is required to contact you if you prize the lucky prize!

Please note this information is confidential and we will not share with
any third party.

Ending: Thank you very much for your time. Your participation is highly appreciated, and we hope you
win!
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NO QUESTIONS

possible)
1) Plastic Bags
2) Plastic bottles
3) Snacks packed in plastics
4) Plastic straws
5) I want to, but I am unable to
6) None
7) Other:

Q1 | Which of these plastic items do you avoid using in your daily life? (Multiple answers

Consumer Awareness on Plastics 2020

Consumer Awareness Survey on Plastics (Face-to-face Version)

Introduction by interviewers: Mingalarha! My name is [xx]. I am conducting a brief anonymous survey for Thant Myanmar on plastic awareness and would
like to ask you a few questions if that is ok. It will take only a couple of minutes and you don’t need to provide your name. [If the respondent agrees] Thank
you. Please feel free to answer openly as there are no right or wrong answers. Information provided in this survey will be used only as a whole. Thank you.

NOTES & LOGICFOR EXPLANATION ON QUES-

INTERVIEWER

Interviewer to stress the
word “avoid” when ask-

ing.

Use cue cards provided to
show to respondent for
more clarity.

If chosen 1-5 and 7, go to
Q2. If chosen 6, go to Q2a

TION

We have chosen popular plas-
tic item used and found in the
environment from Thant My-
anmar’s previous studies to
make the respondent under-
stand which items refers to
plastics as it is quite a broad
term.

Q2 | Why/? (Multiple answers possible)

2) Cleanliness
3) Cost

4) Convenience
5) No alternatives
6) Other:

1) Environmental (pollution, waste, non-biodegradability etc.)

Interviewer to take an-
swers on avoided items
only.

For those who chose 1-5
and 7 in Q1 only.

Interviewer will not provide
the choices. Only to select the
answers based on customer’s
response and if they use a rea-
son other than 1-5, fill up the
answer in 6 — Other. This is to
avoid leading the consumer.

Page 1 of 5
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Q2a | Why not? (Multiple answers possible) For those who chose 6 in | Interviewer will not provide
1) Envi 1 (pollution, waste, biodegradability etc.) Q1 only. the choices. Only to select the
2) Cleanliness based on ’s
3) Cost response and if they use a rea-
4) Convenience son other than 1-5, fill up the
5) No alternatives answer in 6 — Other. This is to
6) Other: avoid leading the consumer.
Q3 | What do these plastic items (plastic bags, plastic bottles, plastic snacks, plastic Interview to use “impact” | Interviewer will not provide
straws) do to the environment? (Multiple answers possible) in Burmese. the choices. Only to select the
1) Pollution from littering (soil pollution) answers based on customer’s
2) Pollution from burning (air pollution) response and if they use a rea-
3) Leaking to water (rivers, ocean, waterways) son other than 1-8, fill up the
4) Blocking drains and causing flood answer in 9 — Other. This is to
5) Leaking chemicals into food avoid leading the consumer.
6) Impact on Is as they can cc plastic
7) Itis non-biodegradable (not natural)
8) Idon’t know
9) Other:
Q4 | How long do you think it takes for one plastic bottle (bottle used for water and soft | Interviewer to provide op-
drinks etc.) to decomp ose? (Choose one) tions, and encourage re-
1) 4weeks spondents to guess even if
2) 4months they don’t know. Answers
3) 4years must be from within 1 to 5
4) 40yecars only.
5) 450 years
Page 2 of 5
Thant Myanmar Consumer Awareness on Plastics 2020
Q5 | Doyou use any of these followingitems in your daily life? (Multiple answers possi- | Use cue cards provided to
ble) show to respondent for
1) Reusable mug more clarity.
2) Reusable bottles
3) Reusable lunch box and Reusable takeaway containers If chosen 1 to 6, go to Q6
4) Reusable bag If chosen 7, go to Q6a
5) Reusable straws
6) Natural alternatives to plastics
7) None
Q6 | What is the benefit of using the above items? (Multiple answers possible) Interviewer to take an- Interviewer will not provide
1) Environmental swers on the used items the choices. Only to select the
2) Cleanliness only. answers based on customer’s
3) Cost response and if they use a rea-
4) Convenience For those who chose 1 to 6 | son other than 1-5, fill up the
5) Tradition, custom in Q5 only. answer in 6 — Other. This is to
6) Other: avoid leading the consumer.
Q6a | What is the benefit of not using the above items? (Multiple answers possible) Interviewer to take an- Interviewer will not provide
1) Environmental swers on the not-used the choices. Only to select the
2) Cleanliness items only. based on Ig
3) Cost response and if they use a rea-
4) Convenience For those who chose 7 in | son other than 1-5, fill up the
5) Tradition, custom Q5 only. answer in 6 — Other. This is to
6) Other: avoid leading the consumer.
Page 3 of §
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RESPONDENT’S INFORMA N

Q7 | Whatis your age? (Choose one)

1) 15t024
2) 25t0 34
3) 35t049
4) 50to 64

Q8 | Whatis your monthly household income? (Choose one) Interview to give the 3 cat-
1) Less than 1,000,000 MMK per month egories instead of asking
2) 1,000,001 MMK to 3,000,000 MMK per month for the exact income.
3) 3,000,001 MMK and above per month

Q9 |Respondent’s gender (Choose one): Interviewer to punch in
1) Male answers without asking re-
2) Female spondents
3) Other

Q10 | Location of Interview (Choose one): Interviewer to punch in
1) Yangon answers without asking re-
2) Mandalay spondents
3) Rathein

Q11 | Location where survey is conducted (Choose one): Interviewer to punch in
1) Tea shops answers without asking re-
2) Local wet markets spondents

3) Traditional convenience shops

4) Local food/snacks hawkers/food stalls
5) Modem trade convenience stores

6) Supermarkets

7) Malls

Thant Myanmar Consumer Awareness on Plastics 2020
Ending: Thank you very much for your time. Your participation is highly appreciated.
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Consumer Awareness Survey on Plastics (Online)

eboonali :D%@%m NGO § ensadsgperscopbaeamediodg ecadss [Raclodi Sxnemomsd clgRas %@sacs
qﬁmem? B ca3fgaf ecpdll wxglaSemag(gioo s ap[dhetsy, mafgeaydeords [ggecepS ecpaddli suﬂa@ QLP

S'QGDL‘:D ?%GOJQSQGEYI Ef)’G&))SQGBGJ%m Qﬂl’.;]ll %@’QC’S’SG%E&E 8@%&0}0‘(\38’ GE?Q?%CQF]GDLDII GG’Q% Eﬂ) L‘J?

E SJ.P :ugsaco GB@MGU UF]C\ELLVCDGE;T‘UF]CDUDII GL‘J?J LF(‘ CDCUF]CDLDII

co3gSiqpiamicds clgBopqpiaecys (D) & qREcLE 03es:d38mePRclomS I BeFPeE:G 20 (3o
JoJo 3¢ efoygregdi

c
(=1 =] .% 2000332000
] <]

Q1 | ezmodul veoodomod uq‘?é:eogn% 300 U?'IQG], e;@e:mou: e;spcnﬂ:ncm i GBGJ%DRED B'BGB @0
(sae@mf)?mrﬁeg:mnﬁ%?;} {ﬂ“f“g )] 3;00353
1) codPemsd B ‘3833{]055]"’3 Q2 3=
2) oouhems ?mgg 930%:959@“
3) ucucgmcogﬁg a?agcmsmé BenTEG: 9@3?9]?03 S:JGB ©
4 ocoBecd 33 2 egagadcles Q2a
iy

o o
5) enﬂ:\cem‘geﬂagﬂgmﬁu sﬂ]euuu‘é © enﬂ:E%EURg 28 DGR

o o [y
6) QEQ}E&J © GﬂDCLﬂII
o o o o o o
7) SQGJSGEPCOJg UCUDDSDDSDQESE{PS{GME}&}

Q2 :J'jj::\% Ferte) ummommuo& e;oom eq:cmjmu(:me@moao:mes] auu:ars?f:} Ql CQE S’BGB fOJEf (q)
© lca o i [+}
1) :u:moomo% Oﬂce@:c{gsemgwcu sajfcm GB@ meeo B Q208 ar-.gfg;sacgca e@a?oi
eﬁcianﬂ@c, amg@g) o%:m eassﬁ:
2) m%ﬂgseqse@aé
fal=] o o
3) m@:ﬁsesﬂjsﬁse@:g
4) SBQDEGB' magmogufmﬁe@aé
5) m@:segsﬂrﬁme[: a%@gse@jé
6) saE’ns {eﬁ@o’h
Q2a mo%aigammoemgusémmtﬁa G?Emaﬁll(aac@mg?mﬁcgl’q]ng%g) Q1 agg a'an:@ (B)c@;@

-] =]
o

1) quauuuc;u;nUﬂChE]u;{e58@°[§c°l@%ml e@@wﬁe%a@é B8 ain‘%maaaaﬁ
$50858 0365

2) aJ%ﬂEsaelsG@'JE

3) m%%gcsﬂgﬁ.%gc@g

4) mele[g wBanagSqpgeoPe

5) aa@::ag:%u%e:r: a%@gza[@ug

6) =3[32 (cs3[gal)

]

Page 10f3

BY: THANT MYANMAR 24



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

PREVENT PLASTICS

swit

August 2020

chasia H

GRANTS PROGRAMME

Thant Myanmar
LN T C C C o C C C T C C C
Q3 LEOMOMDVVPIIEOR (LEOODDOO F2001 VEDCDOOIO YOIC: ummomo@g
T C T c o C T C C C 1]
@?m.?goa?m.mmqul umc:oooou) ir":?) m um0§.nndcsuT:rJu3(\?
20MEEP MY oIl (:ras@mu)?mmsg:qjuxfc)

Ly o I o o Qg I o I
1} oc:oq;so'ﬂco% eee@seemmu{e@ cg:eeees@cs)
2) 33%:533%_’@53@@:5 ec\::o?rﬁ eéeﬁsemcﬁu (ecop e%easﬁgs)
o I I Ly I o Ly o o
3) @en egpcs 3acss$<:| occooaqpsn% poopoczcem I
Iy [=Jh o 3 o
4) csle@:cseogn% c.:cn;%eao:om cqryeeoLd
5) eR|OIDE mo?uaésecn 3§ogeacnogu
I ] (‘a o(‘ ~
6) o%glae:@cogm e:0qC IFEPA Ol
7) c@@soﬁea&s@écﬂégs%gﬁgs e% {o:moeo?og)
8) @ogc.;]u
9) a@as{em“@cﬂ)
Q4 aqﬁs@*sn esloa%ﬁas ae%mé ocoo%ao:gﬁscoao:ﬁ e@@scﬁ cags@efcuo%gs
sﬁ c}ogemo%@:cbu {mg?megssﬁ)
1) G )
2) goo
Ly
3) G §0
4 go §5
5) ¢go §5

Q5 | 6dl30modcdacd causl mesiusi affcl 200 o0 teIDe IS F:33Bs
RECRDOYMD! CaF ¢! s q X
s AN LN s I o I Ly
c%slq? ugescﬂasrﬁ aerﬁmsla Gg0pMOR ao?s[;icmsu {ae@me?mm
Ggsqjcﬁ%E)
1) o63labioonddod a0
%28
o o LY
2) cnasﬂois@o?o:c; cags
3) mgsﬂ:%suo?og@ cnugsvﬁusl Qﬂg
4) m%ﬂo{bs@o?o(ﬁ@ B
("‘] 2 C 00
5) ooslprecpodc) o
o o o % o o
6) LooChemOTIE: aoeo[ﬁcﬁslog 0Dt QPN E0P:
7) gsasPGogu o{:-sc.;]u

Q6 qassaspeogn% mc%:ﬁEE:EL aau'.ﬂ[:a: omadi (3;@@035?0305 egsqcﬁ%g)
oo o
1) oMo RYCE(TPS
2) wsqcieqealont
Béreqely
3) oawscqjsﬁse@:g
4) 33935@@ omgoncoogome@@
© o o
5) occl c?oo?sogoeee@:g
6) 33@:3{@:5@5])

o]

of

o]

20
3

Page 2 of 3

Consumer Awareness on Plastics 2020

Bl B3

{G) 3’30383 GgSGHOSO (o]
Q6 338 EOSGGSSI$II
B =G
ek GQS%OSO o2 Qba

Ly ¢
338 GD('DGGSGE

BY: THANT MYANMAR

25



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

switchasia I

PREVENT PLASTICS

Thant Myanmar Consumer Awareness on Plastics 2020

Q6a | cCzeepacyay sacht ﬁESlil_ Daflior oo edil (396§ agigSES) | Q5 E a(g (9) s
1) coomoociopioyCelos c[gRBopadan coses
2) ogqdseqsefops
3) os§iaqpssclont
4) aaa:éc@n o:ogo;oogoSoﬁs@:@
5) eceyl pdadscvdeda(ons
6) B[t (@e3[ga)

Bé GEE%'.‘I&QS aaq]ngaamn')qp:

Q7 | cfgBope i (épancgqs)
1) °9-J5
2) J9RS%
3 Q9-%E
4) go-Bg

Q8 s@sﬁ:}; %m:?sﬁ ms@c&agu :mg?meg:q%
1) 1,000,000 MMK 86 63305
2) 1,000,001 §& 3,000,000 o2
3) 3,000,001 $€ S

P Iy —
1) E‘I?PZ

2) ©

3) @Bo:

Q10 | c[gBop cergficfgoond [ (8gomagias)
) ajery
2) ©aE0E

3) ?:S&
Q11 e@a%q;sﬁ ?gstt‘%} 800 6[gsdan sogio c[gefn
chobs msagsas cgc o']ccc%:ﬂm mmagwqugqa; ta%}s% @eS cos qﬁ,u
op[Fpes :s*ﬁ'?sf, 15¢ PSR B0o1058 0P B Bdiped

@se@ac mocentimSeos :aauu']mgn

§oooRge 2R[ioreed cgopieoicizcyad emyipiaeqpi(dii o dlodi B3edidecldeecdcd peonticosd

o
[splab]]

Page 3 of 3

BY: THANT MYANMAR 26



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

August 2020

switchasia &

PREVENT PLASTICS

Face to Face Survey Questionnaire — Burmese Language

® GRANTS PROGRAMME Fepen o

Consumer Awareness Survey on Plastics (Face-to-face Version)

330:]2@??2(’!3 @5mu§u COTUZ(EEGBE&GJ(;}H

c
3202 \"Di])CDF[l

a

32 Zl?') 132000
[

QI g Y (] I £ < < o < [y oM (J (y o
ZSCPQ%CDCD (OCOCDeoN® 3300 Voo ffmCEI Ummﬂmﬂ@g Q?mmim@ fc=loplicrlop] QUEB§Z%m G@#q{
gl ccachend 8:D) f »BRied, agedoor egpdilesemmn (meffobredigets) “agpiraad oghich 2ie
1) ooacdeme B Ga:eﬁ:n

(8] o o
2) 0CUOIEMS QEICE

sorghigfrof ¢siong

[N ore N Q
3) U{\JG’JEO’JQ[C}E; ROV TIPS

o co o GG:GWM
4) 0DHEMS M
5) uﬁFEGm\?aﬁpgﬂEmcﬁu (;]BUUL{? © GWS'%E:EZ G@;&ﬁm sas@ @1 9@ ‘Té:
6) Qéwé% © Gﬂ:&_ﬂn © 33035; egzﬂcﬁcﬂm Q2
7 aa[gpuecvg@&) a1 wobeerq

G@S%CRETJ SQG@ {@} ani

e@quuc::ﬂm Q2a 38 SO

Ga:q%n

Page 1 of 6

Thant Myanmar Consumer Awareness on Plastics 2020

eas@?:ﬁmﬁ&gnrﬁ@ssu obondl geomiopugimen [xxx] [§8dlmcin w2§gie NGO §, crodSembagocsamal apecpd, sopd aeomedknga copanay
apemasndesdlordii oo gilpeddalqf corghis s cergEdlodi smipedi médiemnesss pofdelppesp ocddlops [af§aispy wemmadle] §ecdie
eewr.{:ee:g%sﬁn mc@?ému& @:m&;?:m a%r.’ﬂ:?:u géggmgsméx eﬁsﬁ%é&musu aeér.%leéln mc@eagn%méa :Bs:u%ea’esﬁ e@cﬁ:ﬁamo%:é[n sac@eag§§er5|és[§x

:u;_@;u')mﬁ oémé:zasl 0yt
FoqpigH: VEOEIEEDUPRDIYP:
™ eu:g§i(gE:[gooopdn veoodo
ohupam Ge:(gfidlon macgh
BT Y 8
Be§[§¢ qOeog:§Coopdn

BY: THANT MYANMAR

27



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

PREVENT PLASTICS

August 2020

switchasia &

GRANTS PROGRAMME Lraemyre

Thant Myanmar

Q2 | one} s‘agugémagu% aﬂa&ma‘:u:ssc@o:ﬁ?cnrﬂﬁﬁ&

1) mmnuéc%laﬂ&:@:% (ESE&E—'\EH saﬁcﬂw G@@::ﬁ::ﬁx@écﬂrﬁ&ﬁsiaﬁﬁgx

059
méﬂéxc:‘xe@oﬁ
obfeqghelnd
4) samEGEy amgancgugoﬁa@a@
5 sa[gm::suugmer_\ s%@&s@jg
6) =1 (e

2
3

=

Q2 :mc§ 6393@00036? ) ofpSmcéu(sae@mSQmog[c}Sﬂ&
1 a:gg?o?mqﬁc@o& (p8po5iEn wsRh c[gicdemifgeiy B8igEqeq(3es
e 1]
2) wigéiequefopg
D gt
B

6) 1 (coBgeh

-~

8
8
02
@
e
3
5
o2
£
3
=
P

Page2 of 6

Consumer Awareness on Plastics 2020

oo <G apS: | solffsgm syt oc
:Dé usé:fgocg:ucﬁc::m qp: uE:Ji e@a%aamﬁ :me@:ﬁq
sau@c%:m nsxﬂugc@u 6g:q)udy @lt\?ﬁapmé
Q1 g€ wafg (09 (9)§8 @eré" f@#qm Clgly

o v ;6 [geuidlm
@ wpCs cfgBopRon o . 1o
Gl$ GB:E?:QRPD ( ]og:: :;as@ )
m@a:{a? Gﬁl:maﬁ‘lﬁ @ﬂmell
qc:n’}ﬂﬁ ﬂ)ﬂ]aﬁl@c:?ﬁ GU:ET:Q}
¢ eqome[ticu: suigt v cus

Seoqf[gdoops

u:[g§:apm e[gadana’ me(g
ope o offefopl ey

GNE‘;&J{CD G@#O{ )
aqpd" g ogebigé

oBwdeon mefgRan | egegudy [Gepdopreps
aggSafi [§8o0p5n sfgadogm (9] ¢ (9)
ol 8 ® ©upodp) Me[geuidlm
a:oc;gm;cﬁ “B’ﬁai"? cw:(gfeapon (610pt me(g

w(geimp sqreopdat [Joehn
qéi02ag Bopaf§lip curfihiop
? Gq(\'DG H-10H W%if% CE-=H

Seoqfgdoopdn

Thant Myanmar

Q3 S:facpccgcbm(omcgoms BB omogemg?m&lomogoms E cScmmé PO

qP!I ONOSOGDS §C;J) OOSO$X(7?J5($ 33030% N&OEPGSR ﬁGO(\\JII (S'BG@CJS?QX;J@S$8)

1 °°S°$’°"U&’$ Eae&“m“s" 1:;@;&8: ESE&GS”

2) 39%038:%_@&@@95 ac\)c?c? ESEE:eom&n (ecop ega&@&)
3) 1 aqpesi 393:3%8: o8cocSaps Sa&cemcﬁu

4 csl:@:&ccgé% <°Jco°:$_coco<§: cslc%cea:uSu

5) JENRDDBED c:c?ogé:cag 88olceoncdi

6) 03?]5:$ccgm emgqg @aqaus?]mcﬁu

7 e @xuic:g:@éqlcﬁgzg@& cﬁ 1:»37:000?05)

8) Q:}%L;]u

9 33@-)! (c(ISE;é])

Q4 | wqffeSys cquiys Befoes ccodembpreczon afgdficd esgif§elqos8iqf s>cSeand
@x\Sn (ws?a»chc@)
1) odb
2) goo
Y 538
4) 5058
9) 59058

=] cséuﬁ:lmm‘?:) 173 3?5(:?105[. Ggeé:nocp zao%x[ﬁm:n (zac@ms.’lzcncg cg:qugé}
)] mgﬂa'?xco?cgc} gog
2
3
4
5

cn%:ﬂa?wu?cgo} cqy:

o63la3100p050) e aysi QfiE

mgﬂa'?mu?c&cr} BB

mgé]a.'?wc?cgc} @n‘s

ococSecdaeen: Balpelac ogtdigpiamiads
7) Saeepacg © a3sdl

6

Page3 of 6

‘05 ‘Sogésec@ 9":! R 5 23 » aqys! & % qﬂ‘én éél%ﬁnomcﬁooﬁmml ma%x[i}cﬁq ‘

Consumer Awareness on Plastics 2020

G0:(g§:0pm “00mdeepPadY” | 6e:(g§:opm e[§adopn? :e(y
Boop) 0am:ahi0d 3209:(G] | qp: 503 s[gopel me(gaaq

(Gt corqfn 6q:q)05¢ [G|opbop:epd
(§Bo0p5n e[gadopm (0) ¢ (@)
0Upo00p) M6 (gev:lm
ce:@i::)?m (@)qg(': :mc@
:rar@é:ra? ersl:m(éeﬁ Béazén
GE:ma3 dopq(FEn cu:(gfiop
¢ 6006[PCicU: Guigh: © 6ot
Seoq§[gooopd

. cerfgfiopon cgegjcSepyps V

TR S

:Sc\ij&uéx o§p§:3Es081

ssc@ (2)%(9) szcéa&:m

egs:ucf)c@u

oy i

Goxcﬁn

cfgBope efg ) 9 €
558 aggSdln Q6 s
mogcaiq$"

cfgRope el (9) 31
cgiqSclon Q6a 32 20

GO!Q‘@

BY: THANT MYANMAR

28




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

Oy
switchasia I
Thant Myanmar Consumer Awareness on Plastics 2020
7 S R S——c— oy |t
1) mmaoogmnrqﬁc@nﬁ “:Q’E" a:é "’Sé‘f@ ﬂP'“EﬁGE%W‘ﬁmEmL
2) a:iﬂ&n:lmﬁn ocbaachean GB"%“ 6g:qJ5g [Glogbagiepd
3 ooffioeghialps sgqSap (Gooogtn sfgsbopen 01 (9)
e e T
5) ocoy yochiapde; @i g an cot
6) ;s (@ . @[jpde q:00pbq} [§o0p5n
) 2f el W GE:030% B05qEEn curfGhiog
¢ esome[gpticu: cuigf: o cus
Seoqf[gooopdn

Page4of 6

BY: THANT MYANMAR 29



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

PREVENT PLASTICS

August 2020

switchasia

K

Q7

Q8

Q9

Thant Myanmar

o & (3 ¢ .
GBai:Iﬂrl zzaumznc\:lmeu:.

Hﬁéaﬁmﬁ‘amm"llfmg?mcgsc@)
1 ogJ3
D Jgg
3 R95€
4) go-B¢

E@# gmi m?m(‘DSG |||038 febplriq}] (")
R ¢ goceg Foregia
1) 1,000,000 MMK & camch
2) 1,000,001 §§ 3,000,000 @3:
3) 3,000,001 5§ s3c0H

ofgopoogd (Spanagiad)
1) EJ'.U’JH
2) e

3) =ps

Q10 em@?:ma’ﬁ_:magmegsﬁ)

D afop
2) egeo0:

Qe
k)] :():30

Page 5 of 6

Consumer Awareness on Plastics 2020

su: [ egaday
Samig compobegn)
b3 © 60195 6wd(gul
Faujime00: (9) B¢
Ga:qllé%é:q%l\

6ui[g§iopm e[gadogam: ¢
LI @éq&n

GU:@‘%:O]?CO G@a&%aﬂm: ]
6L Béeﬁ,n

Thant Myanmar

Q11 Gcﬁ@?t:ﬁé splmg.;?mcgsaﬁ)
o < 8

1) cocbed

a a L} l‘g(‘ [ (]
2) QoGO pFOOIGEPCINY Cgp

o ( N Co [
3) QoRm GEUW?EC‘E?‘??Q?EC

I v o o o o < iy i N o
4) codsemidEi cobremicoelBEi cpfs SEDCI |11 vTjaceepes

sacoiySi colaacnicoeSadyll cpfaopetne [ epfgionplecy

5) coo8RFEBRE (Grab & Go)
6) ?r:)]msmﬂg (City Mart)

o o
7y GﬁEUCBBCUJ’)

goreciFon 2pc3Biciancd cfyopicoicimgd soygimqpiThonddond

Page 6 of 6

Consumer Awareness on Plastics 2020

GB:@%:%m G@é&am: (5]
60103 [gpoe§n

BY: THANT MYANMAR

30




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

switchasia

PREVENT PLASTICS

Show cards used for face to face interviews
Showcard 1:
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ANNEX 2: Details of face to face interviews

Consumer Awareness Survey - Face to Face Interview- Respondents' Segmentation Results

Date: 31st August.2020
Targeted | s f v
Surveyed City | Respondents DATE INTERVIEWRS LOCATIONS Category SR e e ]
Composition (%) Actual Quantity | Composition(%) Quantity Composition(%)
1. PYAE PHYO AUNG inGyi L Mae _.5000% 167 48% -8 4.56%
S ol S s Femak s0.00% 184 s2% 0 5.13%
28200 1.PYAEPHYOAUNG  |Than Zay Market and Nyaung Pin Less than 1 million MMK/month 70.00% 243 69% 2 0.81%
- 2. KYAW THURA ZAW Lay Zay Market 1million to 3 million MMK/manth 25.00% 88 92 26% 4 4.55%
Yangon 350 .8.2020 1. TUN MYINT MO |Mingalar Zay Market More than 3 million MMK/month 5.00% 17 17 | 5% 0 | 0.00%
e 2. KYAW THURA ZAW uzana Plaza Age 1510 24 30.00% 105 102 29% 3 -2.84%
| Bogyoke Aung San Market Age 25 to 34 30.00% 105 107 30% 2 1.89%
9.8.2020 Age 35 to 49 25.00% 88 90 26% 2 227%
2. THAW ZIN THANT |Junction Clty (Pabaedan) ? ¢ ¢
| Age 50 to 64 — 52 15.00% 52 53 | 15% 1 | 1.89%
Surveyed City | Respondents DATE INTERVIEWRS LOCATIONS Category e Jepetod Sapments......... Agutsl Segraents from Surveysd Yarance
Composition (%) : Targeted Quantity | Actual Quantity | Composition(%) Quantity | Composition(%)
Male 50.00% 70 62 46% -8 4.56%
1182020 — Female 50.00% 70 74 54% 4 2.28%
- aimond Flaza Less than 1 million MMK/month 70.00% 98 7 56% -21 -8.52%
1milion to 3 million MMK/manth 25.00% 35 44 2% [ 10.23%
Mandalay 140 B AN More than 3 million MMK/month 5.00% 7 16 12% 9 51.14%
Age 15 10 24 30.00% 42 38 28% 4 3.79%
12.8.2020 Zegyo Market Age 25 to 34 30.00% 42 47 34% S5 4.73%
Age 35 to 49 25.00% 35 39 28% 4 4.55%
Age 50 to 64 15.00% 21 13 [ 9% T | -1515%
Surveyed City | Respendents DATE INTERVIEWRS LOCATIONS Category ';5"';":‘"".' ':"' 5"'::”;‘}‘
ual y omposition|
Male 50.00% 78 57%
Female 50.00% 70 68 | 50%
14.8.2020 CENTRAL MARKET S -
Less than 1 million MMK/mont 70.00% 98 103 | 75%
1milion to 3 million MMK/manth 25.00% 35 35 26%
Pathein 140 e G More than 3 million MMK/month 5.00% 7 10 [ 7%
Age 1510 24 30.00% 42 44 32%
15.8.2020 OCEAN SUPER CENTER 251034 3000% a2 44 2%
25.00% 35 36 26%
Age 50 to 64 15.00% 21 24 18%
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