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* Findings of this study will be used
to adapt the campaign to improve
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Wildlife Asia conducted consumer research in Thailand in 2018
e The study investigated consumer demographics and found that 2 and o
| percent of the adult urban population owns and uses ivory and tiger M PI f
products respectively essagl ng at O rm S
* A major driver of consumption are strongly held beliefs in the power of
elephants and tigers to bring good luck and prevent bad fortune, which
are handed down from elders and spiritual leaders

 Many amulet users do not associate their actions with the killing of Digital and outdoor ad campaign
elephants and tigers
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