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Activity

CHANNELTA UNIT COST UNITS TOTAL COSTBR grant WCS GEF

1-Dec-108-Dec-1022-Dec-1029-Dec-10

4-Jan-1111-Jan-1118-Jan-1125-Jan-11

1-Feb-118-Feb-1115-Feb-1122-Feb-11

1-Mar-118-Mar-1115-Mar-1122-Mar-1129-Mar-11

5-Apr-1112-Apr-1119-Apr-1126-Apr-11

3-May-1110-May-1117-May-1124-May-1131-May-11

7-Jun-1114-Jun-1121-Jun-1128-Jun-11

5-Jul-1112-Jul-1119-Jul-1126-Jul-11

1

Conceptual model -- Stakeholder meeting for those 

stakeholders of NEPL NPA from Xorn Nua area.

1,000.00 $  1 0 1,000

X

2Meeting to conFirm slogan and social marketing messages

0 0

X X

3Participatory review of meeting contents

0 0

X X

4Implement the changes from the review meeting

0 0

X X

5Consensus buildilng on outreach model

0 0

X X X X X X

6Create materials

0 0

X X X X X X

7Print materials

0 0

X X X X X X

8Poster

0.46 $          2,000 920

X X X X X X

9Billboard

250.00 $      4 1,000

X X X X X X

10Story book

1.71 $          2,000 2,420 1,000

X X X X X X

11Pledge for conservation

0.12 $          3,000 360

X X X X X X

12

Village cluster meetings in 4 clusters (Xorn Nua cluster, Xorn 

Dtai cluster, Muang Gao cluster, Muang Bur cluster)

250.00 $      4 1,000

X X

13Village visits 

120.00 $      33 0 3,960

X X X X X X X X X X X

14Concert (timed with other concerts to reduce cost)

5,000.00 $  1 5,000

X

15

Follow up on village outreach visits in target villages in Xorn 

Nua area

50.00 $        33 1,650

X X X X X

16

Add new outreach bill boards to compliment the existing 

tiger bill boards with the new campaign messaging 

(following the NPA chiefs recommendations)

50.00 $        5 250

X

17New telephone number for Xorn Nua 020 54213141

100.00 $      1 100

X

18

Follow up illegal hunter workshops at the 5 locations in 

current campaign

250.00 $      5 1,250

X X X X

19

New barrier removal activities at new extended campaign 

site by Wildlife Crime Unit (WCU)

2,750.00 $  1 2,750

X X X X X X X X X X X X X X X X X X X X X X X X X X X X X X X X X X

20

Current barrier removal activities by Wildlife Crime Unit 

(WCU)

2,750.00 $  1

X X X X X X X X X X X X X X X X X X X X X X X X X X X X X X X X X X

Meetong stipend

150.00 $      12 1,800

X X X X X X X X X X X X X X X X X X X X X X X X X X X X X X X X X X

Supplies (batteries for camera)

1.80 $          24 43

X X X X X X X X X X X X X X X X X X X X X X X X X X X X X X X X X X

Per diems for field work

30.50 $        36 1,098

X X X X X X X X X X X X X X X X X X X X X X X X X X X X X X X X X X

Motorbike fuel, maintenance, insurance

7.00 $          32 224

X X X X X X X X X X X X X X X X X X X X X X X X X X X X X X X X X X

Telephone card

6.50 $          12 78

X X X X X X X X X X X X X X X X X X X X X X X X X X X X X X X X X X

Copy

50.00 $        Lump sump 50

X X X X X X X X

Backlog (completed)

800.00 $      Lump sump 800

21Stipend for Maikain

200.00 $      6 1,200

X X X X X X X X X X X X X X X X X X X X X X X X X X

22Stipend for Dtoui

200.00 $      6 1,200

X X X X X X X X X X X X X X X X X X X X X X X X X X

8,990 4,09311,0705,000

June July December January February March April May
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Baseline - Post-campaign -
campaign area  campaign area
(Viengthong) (Viengthong)

50.0%, 615 50.0%, 615

46. In the past 6 months, have

you reported someone who was

hunting for trade?
Yes 8.0% 49 12.7% 78
Uncertain 29% 18 31% 19
No 89.1% 548 84.2% 518
Totals 100.0% 615 100.0% 615
Mean 1.19 1.28
Freq Error* +2.5% +2.9%
ChiSq Significance Yes at 75.0%

* Note: Frequency error covers 95% of distribution.
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I am Santi Saypanya, Rare Pride Campaign Manager. Currently, I am a senior education and outreach project manager at the WCS, Lao country office, responsible for many different aspects of conservation education and outreach.  All of my work focuses on two projects, the outreach component of the NEPL NPA “Tiger’s Forever Site” located in the nothern part of Laos.  During this past two years, I have been running a Social Marketing Campaign at 36 communities in and around Nam Et – Phou Louey (NEPL) National Protected Area (NPA). During the campaign time I have produced and given number of social marketing materials to target audiences, held events, conducted communities visit, held government and illegal workshops, displayed advertisement signs, awnings and supervised barrier removal activities. During these two years I have combined my own experience conducting education and outreach activities at the NEPL NPA for five years with the new lesson Social Marketing and applied it into 36 villages in Viengthong district. The next steps are to duplicate social marketing campaign and its supporting activity like development of p mobile patrolling team in 33 villages in extended area of the Viengtong district, the extend area is one big portion of Viengtong district located north of the current campaign site, the extend area consists 33 villages as I mentioned earlier. I will potentially apply the same concept of social marketing campaign into two districts Viengkham (the control site of the current campaign) and Hua Muang districts which cover big area of the NEPL NPA.
1.0 Executive Summary
1.1 Theory of Change formula and indication of results
Theory of Change formula: Target Audiences: 

Hunters (these are the illegal hunters; in the survey they are selected as village militia and village police);

Villagers (these are all local villagers who can help report illegal hunting and include legal hunters; they are the random sample of the survey and selected as everyone who is not a government officer or village militia or village police); 

Government Officers (these are about 100 officers who are involved in enforcing the regulations but are often part of the problem, accepting bribes, buying bush meat and trading ammunition; in the survey they are selected for as police, military, NPA rangers, financial officers, agriculture and forestry  officers, judiciary and other government officers)
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1.2  Theory of Change Narrative and Results

Theory of Change
In order to increase the Indochinese tiger population at Nam Et Phou Louey (NEPL) National Protected Area (NPA) and protect the tiger prey (5 species of ungulates: Guar, Sambar Deer, Serow, Muntjac and Wild Pig) the campaign will aim to reduce the threat of illegal hunting (hunting with modern equipment, in the core zone, in other communities’ village use areas, for trade, and hunting illegal species such as Serow, guar and sambar deer).

The Pride campaign will use proven social marketing activities to change the behavior of 3 main target audiences (illegal hunters, villagers and government officers) in 36 communities in and around the NEPL NPA.

The villagers (who include legal hunters) will be called to report people who hunt illegally as they are robbing the community of their food security. The incentives system for reporters will be improved to support this.

Illegal Hunters will be moved to stop hunting illegally through peer pressure from villagers. The risk of illegal hunting will be increased through better enforcement systems (such as the introduction of a gun licensing system and better communication between enforcement bodies and allocation of designated staff) and prosecution.

Government officers will be moved to consider wildlife trade a serious offence and so both following the regulations and enforcing them.

At the end, the campaign’s impact will be measured by pre and post surveys of community members, patrol records of village use zone and NPA core zone observations, camera trapping of hunters entering the NPA core zone, ungulates occupancy survey in campaign and control sites in comparing the numbers of preys in 2008, 2009 and 2012, as well as illegal weapon holders in the NPA and the change in violations of illegal hunting. In order to be a true success, the campaign will have reduced the unsustainable harvest of tiger prey (Guar, Sambar Deer, Muntjac, Wild Pig) in targeted communities by the proxy indicators in our behavioral objectives before August 31, 2010.
Results
At the time of this post-campaign survey, we see more than 15% of hunters know using modern weapons and equipments to hunt is the most important threat to the ungulates putting food security at risk in the local villages, and over 80% of hunters don’t allow outsiders to hunt in their village use area. More than 70% of hunters have been talking to someone about people being fined for illegal hunting and their conversation may have resulted in more than 74% of hunters having heard of someone receiving a fine for illegal hunting. 16.7% of them have even reported illegal activities themselves (reporting hotline has received 250 calls since May 2010) out these calls we see 22 perpetrators being prosecuted for illegal activities, reducing the threat to important tiger prey species.
Again, at the time of this post-campaign survey, we see that half of general villagers know muntjac and wild pig are important food for people and 88% feel they won’t allow outsiders to hunt in their village use areas because they know the species are important to their livelihoods and need protection from being over-harvested. More than half of the general villagers have been discussing with others how to increase ungulate populations in their area, and those conversations may have resulted in 69% of general villagers having heard of people getting arrested or fined for illegal hunting. Many of them have even reported illegal activities themselves (reporting hotline has received 250 calls since May 2010) and these calls have contributed to 22 perpetrators being prosecuted for illegal activities, reducing the threat to important tiger prey species;
Finally, at the time of this post-campaign survey, almost half of the government officers know that muntjac and wild pig are important food for people and 82.0% of them feel it is easy for them to report someone selling wild meat because they know muntjac and wild pig are important food for their people. More than 30% of them have even been talking to someone about people being fined of illegal hunting. So many of them think the incentive for people to report wildlife crime is working which resulted in receiving 250 calls since May 2010 by hotline and these calls have contributed to 22 perpetrators being prosecuted for illegal activities by the government officers over 20%.
The campaign achieved the goal of changing behavior in three target audiences.  We can see how the campaign moved the audiences along the line of the Theory of Change starting from Knowledge (K) all the way to Threat Reduction (TR) stage. Based on the post survey, some Illegal hunters reported illegal hunting and wildlife trading of other people; this shows a shift of people moving from being an illegal hunter to becoming a general villager in our target audience profiles.  The newly formed GoL Wildlife Crimes Unit responded promptly to these reports of illegal hunting and trade, resulting in 22 new cases filed, 20 of which resulted in fines and warnings and 2 cases were sent to the district prosecutor’s offices for special consideration in the judicial system.  This is clear evidence that our target audiences are beginning to change their behavior in response to the campaign.  These behavioral changes are the aim of this campaign.  
2.0 [image: image38.jpg]


Site Background
2.1 SITE SUMMARY 
The Lao PDR is located in the heart of the Indochina peninsular, in Southeast Asia. Latitude 14 to 23 degrees north and longitude 100 to 108 degrees east; Laos is a landlocked country. It shares a 505 km border with China to the north, 435 km of border with Cambodia to the south, 2,069 km of border with Vietnam to the east, 1,835 km of border with Thailand to the west, and a 236 km border with Myanmar to the northwest. The country stretches 1,700 km from north to south, with an east-west width of over 500 km at its widest, only 140 km at the narrowest point. The Lao PDR covers a total of 236,800 square kilometers, three-quarters of which is mountainous and plateau (http://www.un.int/lao/laos_in_brief.htm).

The country has three distinct regions. The North is dominated by mountains which average 1,500 meters above sea level. The highest peak in Lao is 2,800 meter (Phou Bia in Xieng Khouang province). The Phou Luang (Annamite Chain) stretches from the southeast of the Phouane Plateau down to the Cambodian border. It has three large plateaus: Phouane Plateau in Xieng Khouang province, Nakai Plateau in Khammuan province, and Bolaven Plateau in southern Laos, 1. The plains region comprises of both large and small flat areas along the Mekong River. The largest of these is the Vientiane plain, on the lower reaches of the Nam Ngum Watershed. Also significant are the Savannakhet plain, on the lower reaches of the Xe Bang Fai and Xe Bang Hieng rivers, and the Champasak plain, which is on the Mekong River, stretching between the Thai and Cambodian borders. Blessed with fertile soil, these plains represent one quarter of the total irrigable lands and are the “granaries” of the country (http://www.un.int/lao/laos_in_brief.htm) 

The NEPL NPA is the largest NPA in the country, covering approximately 600,000 hectares of mixed evergreen and deciduous forest ranging from 400m to 2257m in elevation(Arlyne Johnson 2009; Johnson. A 2009), with over 60% of land area above 1000 m and 91% of the area is along slopes greater than a 12% gradient. Annual rainfall varies from 1400-1800mm; temperatures range from 5-30( C, while March and April are hot and dry in advance of the monsoon, followed by cool dry weather from November to February. The landscape has a long history of human settlement that is characterized by patches of secondary forest, stands of bamboo and anthropogenic grasslands that are regularly burned for hunting and cattle grazing (Arlyne Johnson 2009).  Established in 1993 (Map 2), the NPA is made up of two contiguous protected areas (Nam Et and Phou Louey) that include two districts in Luang Prabang province (Viengkham and Phonxay), four districts in Houaphan province (Viengthong, Huamuang, Xamneua, and Xiengkhor), and one district in Xieng Khuang province (Phoukoud).  The NPA borders Vietnam on its northern boundary (Arlyne Johnson 2009). 
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NEPL is an area that saw conflict during the liberation of Lao from the French and more recently during the Indochinese conflict in the late 60’s and early 70’s.  Besides the war there is limited outstanding historical features, however there are some small historical attractions such as; “Hin Tang” or standing stones in Hua Muang District, Hua Phan Province.  The area is rich in ethnic diversity which includes many different cultural features.

WCS has conducted two initial surveys on ecotourism in the NEPL NPA one in 2004 and the other in 2005. Following up with these two surveys in 2007; Edward Mayer Conservation and Sustainable Development Project Design and Implementation from Earth Matters Inc. voluntarily conducted an assignment of ecotourism potential and designed of interpretive displays for the Nam Et -- Phou Louey National Protected Area.  In 2008, WCS hosted an undergraduate internship; a Lao student studying ecotourism management at a university in Australia completed an internship to conduct a survey of ecotourism in NEPL NPA.  In addition, the NEPL NPA was selected as one of Huaphan Province ecotourism priority in the tourism strategy 2007-2020. Generally, ecotourism in the NEPL NPA is new in terms of management. 

Biodiversity of Nam Et – Phou Louey National Protected Area
NEPL supports a tiger population of international importance, as well as at least 17 other key large mammal species of conservation concern. There are sizeable numbers of Gaur (Bos gaurus), Banteng (Bos javanicus), the goat-like black muntjac (a species new to science), various medium-size cats such as Golden cat (Catopuma temmincki) and Clouded Leopard (Neofelis nebulosa), two species of bears including Asiatic black bear (Ursus thibetanus), at least six species of primate, including the White-cheeked gibbon (Hylobates leucogenys), at least three bat species previously unrecorded in Lao PDR and one species of bat unrecorded anywhere else. Nearly 300 bird species have been recorded, 35 of which are key species of conservation concern (Schelmmer 2002).
Land Tenure

The NPA is divided into two zones, a 3,000 km2 core zone where access and harvest is prohibited and a 2,950 km2 the village use area (Map 3), where pre-existing villages are allocated land for subsistence (Arlyne Johnson 2009).  There are 98 villages (approximately 10,000 people) living along the perimeter of the core zone boundary. They are Tai-Kadai (including Tai Lao, Tai Dam, and Tai Deng), Mon-Khmer (including Khm’u and Lao Khaa), and Hmong-Mien (including Hmong, khamu, and Iu Mien) (Schelmmer 2002).  Most families are largely focused on subsistence with little integration into the market economy. Subsistence off take in the village use area is limited to smaller highly fecund species with guidelines on gear and seasons for harvest.   Rice is the staple food.  Meat and vegetables are raised or harvested from the forest. Livestock are the main source of income for most villages with cattle being sold outside the district or province since the 1980’s (Johnson 2009).  

Demography

Rice is the staple food of all people concerned in this research. This is expressed through the general word for 'eating', which translates literally in "to eat rice" for all ethnic groups. Rice is most of all for human consumption, but also pigs, poultry and dogs will eat it. It is also used as a sacrifice to spirits. To be poor is to lack rice. Having to eat corn or cassava is considered to be suffering from famine, although this is less the case in Hmong villages. Rice is the most important pillar of the local economy. The two mains ways to plant rice are through paddy or wet rice cultivation in 'lowland fields' or shifting cultivation in upland fields (Schelmmer 2002).
Most of the people living in the National Park practice shifting cultivation. Families who only have paddy fields form a small minority while almost a third of the Viengthong district families only practice shifting cultivation (Schelmmer 2002).
Almost two thirds of the land area of NEPL is situated within Viengthong District of Houaphan Province. The NBCA also includes smaller parts of Houamueang, Xam Neua and Et districts of Houaphan Province, Viengkham and Phonsai districts of Luang Prabang Province, and Phukoodt District of Xieng Khouang District.

 Between 90 and 98 per cent of households had access to agricultural land. The average landholding size is smallest in Houaphan (1.09 ha per household), slightly larger in Xieng Khouang (1.38 ha) and larger again in Luang Prabang Province (1.76 ha per household). This notwithstanding, a higher proportion (over half) of households in Houaphan and Xieng Khouang have access to irrigated land, and own cattle and buffalo. The incidence of slash and burn agriculture is significantly higher than the national average in Houaphan (76 per cent of villages) and Luang Prabang (89 per cent of villages). Poverty, measured in terms of household access to the basic food and non food items deemed necessary for a minimum standard of living, is widespread throughout Houaphan, Luang Prabang and Xieng Khouang provinces. Poverty is highest in Houaphan Province, where three quarters of the population were classified as poor in 1998, and where there has been little reduction in poverty over recent years. Per capita GDP is below the national mean in all three provinces, and is only just over half of the average for Lao PDR in Houaphan. Other socio-economic indicators —such as infant mortality rate and access to safe water and medical facilities — underline the lack of basic services and infrastructure (Schelmmer 2002).
Conservation Values

NEPL has a high conservation value, with some of the highest faunal biodiversity of any protected area in northern Lao PDR(MAF 1998). It supports an Indochinese tiger population of international importance, Indochinese tigers are presently located across southern China, Laos, Vietnam, Cambodia, Malaysia, Thailand and eastern Myanmar (Burma). There are only between 1,000 and 1,700 of these tigers left in the wild (http://www.indiantiger.org/tigers-around-the-globe/indo-chinese-tiger.html). The tiger population in Laos is estimated to be between 7-23 individuals (Johnson 2009).  The Indochinese tigers are on CITES: Appendix I and are listed as “Endangered” in the IUCN Red List, as well as at least 17 other key large mammal species of conservation concern. There are sizeable numbers of Gaur (Bos gaurus), Guar is listed as “Vulnerable” in the IUCN Red List, Sambar Deer is listed as “Vulnerable” in the IUCN Red List and Muntjac is listed as “Data Deficient” in the 2009 IUCN Red List. Currently, no endemic specie found in the Nam Et – Phou Louey National Protected Area with the exception one possible specie of salamander, but yet it is confirmed.

Threats to Nam Et – Phou Louey National Protected Area Biodiversity 

To achieve the goal of increasing tigers, the project determined that it is essential to reduce two critical threats.  These are over harvest of tiger prey (gaur, sambar, Chinese serow, wild pig and muntjacs) for trade and subsistence, the direct killing of tigers for trade (Johnson 2009), disease and habitat destruction. These threats are listed in the IUCN list:
· Illegal hunting with modern equipments and weapons. Modern equipments: Explosive trap, Metal claw trap, Wire snare, Poison. Modern weapons: War guns (Kabin, AK, M16) IUCN: 5 (Biological resource use): 5.1 Hunting and trapping terrestrial animal
· Illegal hunting with traditional weapons and equipments. Traditional equipments: Small plastic rope snare, Wood trap, Hole trap, Cross bow, Spear trap. Traditional equipments
IUCN: 5 (Biological resource use): 5.1 Hunting and trapping terrestrial animal
· Disease
· Habitat Destruction
· IUCN: 2 (Agriculture & aquaculture): 2.1 Annual & perennial non-timber crops: 2.1.1 Shifting agriculture
IUCN: 2 (Agriculture & aquaculture): 2.3 Livestock farming & ranching: 2.3.4 Scale Unknown/Unrecorded
Direct killing of tigers for trade

Our research and strategic planning indicates that tiger poaching is closely tied to cattle grazing practices in the NPA (Lynam and Venevongphet 2006). We found that farmers are using semi-permanent settlements in grazing areas near and within the core zone to opportunistically kill tigers with explosives or poison in livestock carcasses and also to hunt tiger prey. In the last year, we also began uncovering reports of tigers being snared with large metal “bear claw” traps and shot with semi-automatic guns. There are up to five military-issued guns held by government-assigned village militia in each village. Ammunition for hunting wildlife with these weapons is illegally obtained from any one of the five military camps along the NPA border(Arlyne Johnson 2009).
Hunting of prey for trade and subsistence

Preys are killed by villagers and the military using guns (homemade and military issue) across the NPA throughout the year. Muntjacs, pigs, and macaques are eaten for subsistence. One study estimated that each household in the NPA annually consumed 141kg of wild meat of which 20% was deer and pigs (ICEM 2003). Given an average of 35 households/village in 98 NPA villages (Schelmmer 2002), this is a minimum estimated offtake of 96,000kg of ungulates annually (28.4 kg/km2), not including offtake by outside hunters or animals traded commercially. Wildlife trade has been on the increase since 1998. Villages reported weekly commerce in wildlife products with Vietnamese traders (Davidson 1998) with gaur gall bladders and sambar deer antlers among products commonly sold (Vongkhamheng 2002). Today, sambar, muntjac, and pig meat are traded and transported on buses or by truck along a single asphalt road for sale in urban restaurants and markets that are 2-12 hours away from the NPA. Small prey is transported live on motorbikes along a new road leading linking the NPA to wildlife farms in North Vietnam and restaurants in Hanoi (Johnson and Hedemark 2008).
Management of Nam Et – Phou Louey National Protected Area

The management of the NEPL NPA falls under the mandate of the Department of Forestry, Ministry of Agriculture and Forestry.

WCS has worked with the GoL in the NEPL NPA on the Tiger Conservation Project since 2002.  The overall vision of the project is to conserve the Nam Et-Phou Louey ecosystem and its functions as a model for landscape management in Asia.  To achieve this vision, our goal is to increase the tiger population in the 3000 km2 core zone by a minimum of 50% by 2015.  Given the extent and quality of the habitat, we estimate that in the long term the core zone will harbor up to 25 breeding females and a population of approximately 75-90 tigers or approximately 3 individuals/ 100 km2.  The current baseline for tiger abundance at the site comes from intensive camera-trap sampling in the core zone in 2003-2004, which estimated a tiger density ranging from 0.2-0.7/100 km2 with a minimum of seven and possibly as many as 23 tigers (Arlyne Johnson 2009).
In January 2008, the Nam Et-Phou Louey National Protected Area (NEPL NPA) was proposed through expansion to become the largest NPA in Laos, and is one of eight Tigers Forever sites in Asia.  The goal of this project is to increase tiger populations by a minimum of 50% by 2015 in the NPA and increase large prey populations to levels sufficient for supporting the increased the tiger population. To reach this goal, our objectives are to: i) reduce killing of tigers and prey in the NPA, ii) reduce the use of fire arms for killing tigers and prey, iii) stop hunting in the core zone and of protected species (tigers and large prey) outside the core zone, and iv) stop illegal trade of tiger prey from the NPA.   We are currently using two major interventions – wildlife protection and conservation outreach - to achieve these objectives.  To asses our progress towards the goal, NPA teams annually conduct tiger and prey species and human impact and disturbance occupancy survey in the core zone and across tiger landscape.

WCS has been conducting conservation education and outreach activities in the NEPL NPA since late 2004. So far, the outreach team has conducted conservation education and outreach in more than 50 communities.  

Creating a sense of ownership, encouraging citizen participation at all levels in conserving the natural resources, and raising local community’s awareness will help mitigate these problems.  This part focuses on the first component with activities designed to foster participation and raise the awareness of local resident’s dependant on natural resources for their subsistence.  All too often in many projects public education and participation activities are neglected and the results of the project are compromised (Hansel 2008).
Between July 2007 and June 2008

The outreach team organized a meeting with vendors, businessmen and women, and local authorities to disseminate the district wildlife regulation. 329 people from Viengthong, Viengkham and Houa Muang districts attended these meetings. Between December 2007 and May 2008, the outreach team conducted activities in 36 villages, 4 schools, 8 military camps and 2 police stations continuing the outreach work to reduce threats to tiger and prey.  Pre and post testing was done in these 36 villages to measure levels of understanding to make linkages between behavior before and after.  These efforts ensured that villagers around the NPA core zone became aware of the village use area and core zone boundary. The outreach team worked with communities to negotiate the boundary between the core zone and village use areas.  The NPA staff has created 150 core zone signs to further inform local citizens about the boundary.  In addition, 10,000 copies of NPA core zone -- village use area posters were produced to depict the benefits of good management in the village use area and the illegal activities in the core zone.  Roughly 2,710 households in 36 villages in the NPA have received the posters and participated in outreach activities that depict the pros and cons of good resource management both inside the core zone and the village use area.

The NPA team prepared a draft NEPL NPA regulation and circulated to the stakeholders in the government for comments. The final draft of regulation on protected area and wildlife management in the Nam Et-Phou Louey National Protected Area(GoL 2008) was approved by the four district governors in January 2008. Roughly 2000 copies of the NPA regulation were printed for distribution and are used during village headman and military trainings.  The Regulation on protected area and wildlife management in the Nam Et-Phou Louey National Protected Area are under the Lao National Wildlife Law 07; 24 December 2007 (GoL 2007) and the Provincial Order regarding Regulation on protected area and wildlife management in the Nam Et-Phou Louey National Protected Area (GoL 2007). The outreach team organized two meetings in two districts to disseminate the regulation to the village chiefs and village militias from 64 villages. These participatory meetings allowed the village chiefs to explore the regulations without being told the regulations.  This self discovery approach was used to reduce tension between the communities and non-negotiable regulations imposed by the provincial government.  The regulation is being translated into the Vietnamese language for any tourists or permanent residence from Vietnam.

2.2 Action Plan

ACTION PLAN FOR ALL AUDIENCES
	 
	ACTION PLAN
	MONITORING PLAN

	Goals
	Results needed
	Key (SMART) objectives
	Metric
	Method
	Target
	Baseline
	Result

	Conservation target

 
	Tiger prey (Guar, Sambar Deer, Serow, Muntjac and Wild Pig) population increase allowing tiger populations to increase.
	For whole of NEPL NPA site the there will be an increase in prey abundance from 1.86 individuals/km2 in 2007-08 to 2.individuals/km2 in 2012 and 2.6 in 2015 (metric provided by Tigers Forever expert, Emma Stokes)
	Number of prey population
	Compare the baseline data with new data, which will be monitored in 2012.
	Prey population will increase 15%. By 2012
	1.86/km2
	N/A until 2012

	
	
	For the campaign site (area defined by WCS Lao team), by the end of August 2012 the index of prey abundance / sq km will increase from 0.35 prey/km2 to 0.44 prey/km2. by the end of August 2015  the index of prey abundance / sq km will increase from 0.44 prey/km2 to 0.53 prey/km2 (measured by Occupancy Monitoring Team)
	Number of prey population
	Compare the baseline data with new data, which will be monitored in 2012 and 2015. 
	The index of prey abundance / sq km will increase from 0.35 prey/km2 to 0.44 prey/km2 by 2012 and 0.53 by 2015
	0.35/km2 (2012)

0.53/km2 (2015)
	N/A until 2012

	Conservation target
	 
	For the control  site (area defined by WCS Lao team), by the end of August 2012 the index of prey abundance / sq km will increase from 0.42 prey/km2 to a level less than the % increase in the  campaign site (25.71% increase or 0.09) or  0.53 prey/km2. (measured by Occupancy Monitoring Team)
	0,42 prey/km2
	N/A until 2012

	 
	 
	 
	 
	 
	 
	 
	

	Conservation target
	Tiger populations to increase.
	Increase the tiger population in NEPL NPA from 0.3tigers/100km2 in 2007-08 to 0.37 tigers/100km2 in 2012 and 0.45tigers/100km2 by 2015 (metric provided by Tigers Forever expert, Emma Stokes)
	Number of tiger population
	Compare the baseline data with new data, which will be monitored in 2015.
	Tiger will increase 50%.
	0.30 ind/100 km2
	N/A until 2012

	 
	 
	Increase the tiger density in NEPL NPA (area defined by WCS Lao team) from 0.20 -0.70 individuals/100km2 to 0.30 – 1.05 individuals/100km2 by 2015. (As defined by the NEPL NPA monitoring team).
	Number of tiger population
	Compare the baseline data with new data, which will be monitored in 2015.
	0.2-0.7 ind/100 km2 
	0.30 – 1.05 by 2015
	N/A until 2015

	 
	 
	 
	 
	 
	 
	 
	

	Threat reduction goals:
	To reduce hunting prey species in both village use area and NPA core zone by using modern equipments and weapons
	Illegal hunting pressure indicator in whole of NEPL will go down from 3.00 (measured in 2007-2008) to 2.02 in 2012 and 1.50 in 2015.  
	Hunting index from MIST database
	Tigers Forever survey method (line transect)
	2.02 in 2012 and 1.5 in 2015
	3
	N/A until 2012 and 2015

	Threat reduction goals:
	To reduce hunting prey species in both village use area and NPA core zone by using modern equipments and weapons
	 The number of people found and/or arrested in the Core Zone (area defined by WCS Lao team) will go down from 85 in 2007/8- to 40 by 2012 and 20% in 2015. 
	Hunting index from MIST database (manual calculation)
	Tigers Forever survey method (line transect)
	to 40 by 2012
	85 in 2007/8
	N/A until 2012 and 2015

	 
	 
	 
	 
	 
	 
	 
	

	BROP  Goal 1:
	Part A- Strengthening the government partnership and law enforcement
	By September 2009 the WCU will be endorsed and staff by the district governor (milestone)
	Document signed
	Approved by district government with follow up to BROP workshop #1 and #2.
	24-Aug-09
	The WCU will be endorsed and staff by the district governor (milestone)
	Completed

	 
	 
	 
	 
	 
	 
	 
	

	 
	Part B - Strengthening the incentive system for government authority officers to enforce regulations (for example officer award of the year)
	By the end August 2010 the newly created WCU will have met 4 times. (milestone)
	Number of successful meetings
	Minutes of meeting by NPA staff
	# of meetings
	 The newly created WCU will have met 4 times. (milestone)
	4 meeting were held

	 
	 
	 
	 
	 
	 
	 
	

	 
	 
	The WCU will be carrying out 5 patrols a month from May to September 2010
	Number of patrols by the WCU
	Monitoring forms from patrols by the WCU (#of infractions, fines, court cases, time/effort)
	5 patrols a month (30 by September 2010 and 60 by April 2011)
	5 patrols a month
	5 random patrols were carried out in 5 months, it didn’t meet the goal 5 patrols per month were not carried out because the WCU has been dealing with responses to reports most of the time.

	 
	Informant networks will report wildlife crime. 
	Between March to July 2010  the number of reports related to illegal hunting and wildlife trade received via the hotline will increase from 5 (received in 2009) to a total of 35 times (between March and July), with a subsequent decreasing trend as less and less people commit wildlife crime.
	Number of report related to illegal hunting and wildlife trade
	Report into record form
	35 reports or more between March and July 2010 
	5 reports received in 2009
	39 reports

	 
	 
	 
	 
	 
	 
	 
	

	 
	 
	100% of reports related to wildlife trade and illegal hunting received via the hotline, informant network, multi agency random patrol team or patrols by substation between March and September 2010 will be investigated by the MPA and closed or passed on as appropriate.
	(% of total n of reports received that were investigate by MPA (either closed or became a case)
	Existing reporting methods of  agencies
	100% of cases reported will be investigated
	0
	22 cases

	 
	 
	 
	 
	 
	 
	 
	

	 
	 
	100% of all investigated prosecution cases related to poaching and wildlife trade will be reported to the Prosecution Office
	 
	 
	

	 
	 
	 
	 
	 
	 
	 
	 
	

	 
	 
	All (100%) prosecution cases reported to prosecution office by the Multi Agency enforcement committee are acted upon by the prosecution office and an appropriate fine is enforced promptly
	Create system for counting reported prosecution cases and whether the case was acted upon and fined appropriately and in a timely manner
	% prosecution cases related to poaching and wildlife trade reported to the Prosecution Committee (WCU) and acted upon in an appropriate and timely fashion
	Existing reporting methods of  agencies
	100% of prosecution cases will be reported to WCU
	0% on January 1st 2010.
	100% of 2 cases were prosecuted to office of prosecution and the perpetrators were forced to pay fines.

	 
	 
	 
	 
	 
	 
	 
	 
	

	 
	The efficiency of the Mobile Patrolling team increases
	The number of cases (documented by NPA in MIST) originating from Mobile Wildlife Crime Unit (WCU) will increase from 9 (in 2009) to 20 cases between May 2010 and April 2011, and decrease thereafter as less and less people commit wildlife crime.

	Work with the MIST manager to record the number of cases each month
	Number of cases recorded by the Mobile Crime Unit, generated from patrolling (not from the hotline reports)
	Existing forms
	20 cases  between May 2010 and April 2011
	The number of cases (documented by NPA in MIST) originating from Mobile Wildlife Crime Unit (WCU) will increase from 9 (in 2009) to 20 cases between May 2010 and April 2011, and decrease thereafter as less and less people commit wildlife crime.
	0 all the cases received in May which was documented in June

	 
	 
	 
	 
	 
	 
	 
	 
	

	 
	milestone
	100% of gun carriers (village militia and police) in core zone and village use area at NEPL will have a gun license and ID card by September 2010
	Work with Police and military to make gun licenses 
	% of gun carriers found to have gun license and ID card when asked by park rangers during patrols
	Existing monthly meetings with rangers
	100% of gun carriers in NEPL have ID and gun license
	0 Gun carriers don’t have gun licenses and photo ID
	20% Gun licenses for village militias were given to village militias in 1 village cluster. 

	 
	 
	 
	 
	 
	 
	 
	 
	

	 
	 
	100% of people with gun met by the substation patrol or WCU patrol will be asked for their gun license and ID and authorization paper and appropriate action will be taken (i.e. if in the core zone without papers the weapon is confiscated)
	Work with the MIST manager to record the number of cases each month
	% of people with gun met by subst. patrol that will be asked papers and action taken as appropriate
	Via MIST
	100% of people with gun met by substation patrol will be asked for papers and appropriate action taken
	0
	0

	 
	 
	 
	 
	 
	 
	 
	 
	


ACTION PLAN FOR REACHING Hunter (Village militias and policemen) (target audience 1)
	 
	ACTION PLAN
	
	MONITORING PLAN

	Goals
	Results needed
	Key (SMART) objectives
	Metric
	Method
	Baseline
	Target
	Result

	Behavior Change
	Only hunt muntjac and wild pig in village use area by using traditional equipments for food.  Hunting in the Core Zone eliminated.
	By the end of August 2010 the percentage of general villagers who have heard of anyone who stop hunting for trade will increase to 55.5% from 45.5% (so an increase of 10pp). (measured by Q#45)
	Percentage point
	Compare Q#45 from Pre surveys with post 
	45.5%
	55.5%


	60.1%

	
	
	By the end of August 2010 the percentage of hunters who have reported someone who was hunting for trade will increase to 20.0% from 9.1% (so an increase of 10.9pp). (measured by Q#46)
	Percentage point
	Compare Q#46 from Pre surveys with post 
	9.1%
	20.0%
	16.7%

	
	
	By the end of September 2010 the percentage of hunters who have heard anyone hunting wild animals in NEPL for trade will decrease to 3.5% from 11.4% from (so a decrease of 7.9pp). (measured by Q#48)
	Percentage point
	Compare Q#48 from Pre surveys with post 
	11.4%
	3.5%
	23.8%

	Barrier Removal goal
	Villagers in each community will give pure pressure on hunters who illegally hunt by using modern weapons and equipments in village use area and NPA core zone.
	By the end of August 2010, the percentage of general villagers who would respond “Yes” In the past 6 months, have you reported someone who was hunting for trade will increase to 25.0% from 4.8% (so an increase of 20.2pp). (Measured by Q#46).
	Percentage point
	Compare Q#46 from Pre surveys with post 
	4.8%
	25.0%
	9.3%

	
	
	By the end of August 2010 the percentage hunters who have heard of anyone receiving a fine for illegal hunting will increase to 72.0% from 61.4% (so an increase by 10.6pp). (measured by Q#44) (used as a proxy for fines given)
	Percentage point
	Compare Q#44 from Pre surveys with post 
	61.4%
	72.0%
	74.6%

	Interpersonal Communication goals
	Hunters (Village militias and policemen) talk to each other about people being fined for illegal hunting
	By the end of August 2010, the percentage of hunters (Village militia and policemen) who haven’t talked to anyone about people being fined for illegal hunting will increase to 57.0% from 47.0% (so a increase of 10pp). (measured by Q#41)
	Percentage point
	Compare Q#41 from Pre surveys with post 
	47.0%
	57.0%
	70.6%

	Attitude goals
	To understand the importance of ungulates especially muntjac and wild pig for the livelihoods of themselves and villagers their communities
	By the end of August 2010, the percentage of hunters (village militias and policemen) who say that they “Disagree” it is illegal for a person who hunt muntjac and wild pig in their village use area using traditional equipments for food will increase to 85.0% from 72.0% (so an increase of 13pp). (measured Q# 28B)
	Percentage point
	Compare Q#28B from Pre surveys with post 
	72.0%
	85.0%
	48.8%

	
	
	By the end of August 2010 the percentage of hunters who say “Disagree” that using modern weapons and equipments to hunt should not be punished will increase to 50.0% from 35.6% (so an increase of 14.4pp). (measured by Q#37C)
	Percentage point
	Compare Q#37C from Pre surveys with post 
	35.6%
	50.0%
	78.6%

	
	
	By the end of August 2010 the percentage of hunters who say “Disagree” that outsiders who come to hunt in their village use area should not be punished will increase to 50.0% from 37.4% (so an increase of 12.6pp). (measured by Q#37G)
	Percentage point
	Compare Q#37G from Pre surveys with post 
	37.4%
	50.0%
	84.1%

	
	
	By the end of August 2010, the percentage of  hunters (village militias and policemen) who disagree with the illegality of hunting muntjac and wild pig in village use area by using traditional equipment will decrease to 49.0% from 72.0%.(so an decrease of 23pp) (measured Q# 28B)
	Percentage point
	Compare Q#28B from Pre surveys with post 
	72.0%
	49.0%
	48.8%

	
	
	By the end of August 2010, the percentage of hunters who identify the punishment (combination of fine, fine double, fine triple and jail term) of a person who hunts wildlife using modern weapons and equipments will increase to 60.0% from 49.2%. (so an increase of 10.8pp). (measured by Q#29)
	Percentage point
	Compare Q#29 from Pre surveys with post 
	49.2%
	60.0%
	57.9%

	Knowledge
	
	By the end of August 2010, the percentage of hunters who say using modern weapons and equipments to hunt is the most important threat to the ungulates will increase to 45.0% from 30.2% (so an increase of 14.8pp). (Measured by Q#27A).
	Percentage point
	Compare Q#27A from Pre surveys with post 
	30.2%
	45.0%
	15.2%


ACTION PLAN FOR REACHING General Villagers (target audience 2)

	 
	ACTION PLAN
	MONITORING PLAN

	Goals
	Results needed
	Key (SMART) objectives
	Metric
	Method
	Baseline
	Target
	Result

	Behavior Change
	General villagers report all illegal hunting to WCU.
	 By the end of August 2010, the percentage of general villagers who would respond “Yes” In the past 6 months, they have reported someone who was hunting for trade and selling wild meat will increase to 24.2% from 4.0% (so an increase of 20.2pp). (Measured by Q#46 and 47).
	Percentage point
	Compare Q#46 and 47 from Pre surveys with post 
	4.0%
	24.2%


	6.5%

	
	
	By the end of August 2010 the percentage of general villagers who have reported someone who was hunting for trade will increase to 15.0% from 4.8% (so an increase of 10.2pp). (measured by Q#46)
	Percentage point
	Compare Q#46 from Pre surveys with post 
	4.8%
	15.0%
	9.3%

	Barrier Removal goal
	Villagers in each community will give peer/pure pressure on hunters who illegally hunt by using modern weapons and equipments in village use area and NPA core zone
	By the end of August 2010 the percentage of general villagers who have heard of anyone receiving a fine for illegal hunting will increase to 69.1% from 44.9% (so an increase by 14.2pp). (measured by Q#44)
	Percentage point
	Compare Q#44 from Pre surveys with post 
	44.9%
	69.1%
	68.8%

	“Remove the barrier of villagers ignoring the illegal hunters allowing them to practice these activities.”
	(informant network, how does this play into the picture)
	By the end of August 2010 the percentage of general villagers who think the incentive for people to report wildlife crime is working will increase to 74.9% from 64.1% (so an increase of 10.8pp). (measured by Q#58)
	Percentage point
	Compare Q#58 from Pre surveys with post 
	64.1%
	74.9%
	66.1%

	Interpersonal Communication goals
	General villagers talk to each other about the illegality of hunting,  fines for illegal hunting,.
	By the end of August 2010, the percentage of general villagers who have talked about how to increase muntjac and wild pig population in their village use area will increase to 49.9% from 37.2% (so an increase of 12.7pp). (Measured by Q#41).
	Percentage point
	Compare Q#41 from Pre surveys with post 
	37.2%
	49.9%
	57.3%

	Attitude goals
	Villagers will internalize the importance of ungulates, especially muntjac and wild pig as key elements to their livelihoods as food of themselves and villagers their communities
	By the end of August 2010, the percentage of general villagers who say “Disagree” it is illegal for a person who hunt muntjac and wild pig in their village use area using traditional equipments for food will increase to 75.1% from 60.2% (so an increase of 14.9pp). (Measured by Q# 28B) 
	Percentage point
	Compare Q#28B from Pre surveys with post 
	60.2%
	75.1%
	52.8%

	
	
	By the end of August 2010, the percentage of general villagers who say “Easy” to report a hunter using modern weapons and equipments to hunt will increase to 79.7% from 68.7% (so an increase of 11pp). (Measured by Q#38F).
	Percentage point
	Compare Q#38F from Pre surveys with post 
	68.7%
	79.7%
	73.0%

	“How to make all the audiences to see the importance of the food resources.”  This is directly related to the government policy on poverty reduction and the new Nutrition policy.  Also related to the TRANSlink project in Huay Tuen Village.”
	By the end of August 2010, the percentage of general villagers who consider their responsibility to report someone who illegally hunting and trading in the will increase to 80.5% from 70.1% (so an increase of 10.4pp). (Measured by Q#36).
	Percentage point
	Compare Q#36 from Pre surveys with post 
	70.1%
	80.5%
	69.8%

	
	By the end of August 2010, the percentage of general villagers who agree muntjac and wild pig are important food for local people will increase to 55.2% from 41.7% (so an increase of 13.5pp). (Measured by Q#37B).
	Percentage point
	Compare Q#37B from Pre surveys with post 
	41.7%
	55.2%
	64.8%

	
	By the end of August 2010, the percentage of general villagers who say “Easy” to stop buying wildlife will increase to 74.8% from 60.4% (so an increase of 14.4pp). (measured by Q#38B)
	Percentage point
	Compare Q#38B from Pre surveys with post 
	60.4%
	74.8%
	42.3%

	
	By the end of August 2010, the percentage of general villagers who say “Not agree) that using modern weapons and equipments to hunt should not be punished will increase to 50.4% from 38.0% (so an increase of 12.4pp). (Measured by Q#37C).
	Percentage point
	Compare Q#37C from Pre surveys with post 
	38.0%
	50.4%
	80.6%

	
	By the end of August 2010, the percentage of general villagers who say “Not agree) that outsiders who come to hunt in their village area should not be punished will increase to 55.0% from 41.4% (so an increase of 13.6pp). (Measured by Q#37G).
	Percentage point
	Compare Q#37G from Pre surveys with post 
	41.4%
	55.0%
	87.9%

	 
	 
	 
	 
	 
	 
	
	

	Knowledge goals
	To understand the importance of ungulates especially muntjac and wild pig for the livelihoods of themselves and have ownership of ungulates are their necessary food.
	By the end of August 2010, the percentage of general villagers who say using modern weapons and equipments to hunt is the most important threat to the ungulates will increase to 25.1% from 13.4% (so an increase of 11.7pp). (Measured by Q#27A).
	Percentage point
	Compare Q#27A from Pre surveys with post 
	13.4%
	25.1%
	51.7%

	
	
	By the end of August 2010, the percentage of general villagers who respond that muntjac and wild pig are important food for people will increase to 20.5% from 8.3% (so an increase of 11.2pp). (measured by Q#15)
	Percentage point 
	Compare Q#15 from Pre surveys with post 
	8.8%
	20.5%
	22.3%


ACTION PLAN FOR REACHING Government Officers (target audience 3)

	 
	ACTION PLAN
	MONITORING PLAN

	Goals
	Results needed
	Key (SMART) objectives
	Metric
	Method
	Baseline
	Target
	Result

	Behavior Change
	Government officers will be good model for general villagers by stop buying bush meat
	By the end of August 2010, the percentage of government officers who say that they have enforced the law regarding the wildlife trade will increase to 35.9% from 25.7% (so an increase of 10.2pp). (Measured by Q#43 and measured by how many cases have been prosecuted to the court).
	Percentage point and number of cases
	Compare Q#43 from Pre surveys with post
	25.7%
	35.9%


	24.8%

	Barrier Removal goal
	Government officers who are endorsed by district governor need to follow the endorsement and take serious action on law enforcement.
	By the end of August 2010 the percentage of government officers who think the incentive for people to report wildlife crime is working will increase to 84.9% from 78.0% (so an increase of 6.9pp). (measured by Q#58)
	Percentage point
	Compare Q#58 from Pre surveys with post
	78.0%
	84.9%
	85.0%

	Interpersonal Communication goals
	Government officers who are endorsed by district governor will discuss and support each other government officers, including the general villagers regarding punishment of wildlife crime
	By the end of August 2010, the percentage of government officers who have talked to anyone about people being fined of illegal hunting will increase to 34.8% from 24.8% (so an increase of 10pp). (measured by Q#39)
	Percentage point
	Compare Q#39 from Pre surveys with post 
	24.8%
	34.8%
	32.3%

	Attitude goals
	To understand the importance of ungulates especially muntjac and wild pig for the livelihoods of local villagers and how it fits into the government policy to reduce poverty.
	By the end of August 2010, the percentage of government officers who say “Disagree” it is illegal for a person who hunt muntjac and wild pig in their village use area using traditional equipments for food will increase to 69.7% from 58.7% (so an increase of 11pp). (Measured Q# 28B).
	Percentage point
	Compare Q#28B from Pre surveys with post 
	58.7%
	69.7%
	57.1%

	“This is similar to the attitude goals of the general villagers but reflects to the government policy and goals to develop the rural areas.  The government officials need to recognize the benefits of ungulate management to rural development.  The ungulates eaten come “free” until it is gone.   The loss of these resources then creates a cost to the villager and decreases their livelihood.” 
	By the end of August 2010, the percentage of government officers who say “Easy” to report someone selling wild meat will increase to 81.3% from 67.0% (so an increase of 14.3pp). (Measured by Q#38E).
	Percentage point
	Compare Q#38E from Pre surveys with post 
	67.0%
	81.3%
	82.0%

	
	By the end of August 2010, the percentage of government officers who say “Easy” to report a hunter using modern weapons and equipments to hunt will increase to 82.6% from 72.0% (so an increase of 10.6pp). (Measured by Q#38F).
	Percentage point
	Compare Q#38F from Pre surveys with post 
	72.0%
	82.6%
	82.0%

	
	By the end of August 2010, the percentage of government officers who say “Easy” to report someone buying wild meat will increase to 87.9% from 76.1% (so an increase of 11.8pp). (Measured by Q#38G).
	Percentage point
	Compare Q#38G from Pre surveys with post 
	76.1%
	87.9%
	81.2%

	
	By the end of August 2010, the percentage of government officers who identify the punishment of a person who borrows a gun from other person to hunt wildlife will increase to 72.5% from 58.7% (so an increase of 13.8pp). (Measured by Q#34).
	Percentage point
	Compare Q#34 from Pre surveys with post 
	58.7%
	72.5%
	54.9%

	Knowledge goals
	To understand the importance of ungulates especially muntjac and wild pig for the livelihoods of local villagers
	By the end of August 2010, the percentage of government officers who respond that muntjac and wild pig are important food for people will increase to 26.5% from 10.1% (so an increase of 16.4pp). (measured by Q#15)
	Percentage point
	Compare Q#15 from Pre surveys with post 
	10.1%
	26.5%
	48.9%

	“Government officials have to understand how the ungulate populations benefit the rural villagers livelihood.”
	By the end of August 2010, the percentage of general villagers who say using modern weapons and equipments to hunt is the most important to the ungulates will increase to 27.8% from 14.9% (so an increase of 12.9pp). (Measured by Q#27A).
	Percentage point
	Compare Q#27A from Pre surveys with post 
	14.9%
	27.8%
	14.8%


3.0 Review of Project Planning Phase
3.1  Concept Model

In April 2009, a first stakeholder meeting was held in Nam Et – Phou Louey (NEPL) National Protected Area (NPA), 35 stakeholders were invited to the meeting, however, there were 31 stakeholders would be able to join the meeting. Fortunately, 31 stakeholders out of 35 were key participants. The meeting was held for one day. This meeting aimed to gain ideas and experiences of different stakeholders who were invited to create an outreach Concept Model, because the NEPL NPA had an existing Conceptual Model for landscape species. The meeting gained many ideas from the participants through general discussion. The target of the meeting was to increase ungulate populations in the NEPL NPA as many as twenty years ago. To do so the problems which caused the ungulates to decrease needed to be identified. The direct threats of the target species were identified by the participants and I helped to facilitate the meeting. The target species were written in half sheet of A4 papers and put on sticky wall, then the directs were stuck on the sticky wall and link to target species by using arrows, then stakeholders discussed on the contributing factors (indirect threats) to the direct threats, finally, the stakeholders discussed interventions to reduce the threats to ungulate species.
[image: image39.jpg]



To help digest the above chart, here is a brief overview of the direct threats and contributing factors highlighted from the Stakeholder meeting.

	Project scope and targets
	Direct threats
	Contributing factors (Including indirect threats)

	Illegal hunting of ungulates species.

· Guar

· Sambar Deer

· Serow

· Muntjac

· Wild Pig
	
	

	
	Illegal hunting with modern equipments and weapons. Modern equipments: Explosive trap, Metal claw trap, Wire snare, Poison. Modern weapons: War guns (Kabin, AK, M16)
	Lack of gun regulation, lack of awareness and lack of enforcement 

	
	
	

	
	Illegal hunting with traditional weapons and equipments. Traditional equipments: Small plastic rope snare, Wood trap, Hole trap, Cross bow, Spear trap. Traditional equipments
	Lack of the understanding of the importance of the ungulate for their livelihood and ecosystem, Lack of willingness to report wildlife crime to concerned officials, Lack of incentives to report wildlife crime and lack of enforcement

	
	
	

	
	Disease
	Lack of livestock grazing area

	
	
	

	
	Habitat Destruction
	Lack of livestock grazing area and Lack of knowledge of wisely collect non timber forest products

	
	
	


Most of the threats to biodiversity in Nam Et – Phou Louey (NEPL) National Protected Area (NPA) identified by stakeholders at the stakeholder meeting is human activities. The key threat to the wild animals, especially, tiger and its prey (guar, sambar deer, serow, muntjac and wild pig) is illegal hunting which cause the decreasing of the species.

· Illegal hunting with modern equipments and weapons. Modern equipments: Explosive trap, Metal claw trap, Wire snare, Poison. Modern weapons: War guns (Kabin, AK, M16)

IUCN: 5 (Biological resource use): 5.1 Hunting and trapping terrestrial animal

· Illegal hunting with traditional weapons and equipments. Traditional equipments: Small plastic rope snare, Wood trap, Hole trap, Cross bow, Spear trap. Traditional equipments

IUCN: 5 (Biological resource use): 5.1 Hunting and trapping terrestrial animal

· Disease

· Habitat Destruction

IUCN: 2 (Agriculture & aquaculture): 2.1 Annual & perennial non-timber crops: 2.1.1 Shifting agriculture

IUCN: 2 (Agriculture & aquaculture): 2.3 Livestock farming & ranching: 2.3.4 Scale Unknown/Unrecorded
3.2 Threat Ranking

Key stakeholders identified illegal hunting as a major threat to the ungulates and other biodiversity targets on Nam Et – Phou Louey (NEPL) National Protected Area (NPA); and local experts subsequently verified this, as well as recognizing illegal hunting as key threat too. We decided to focus on illegal hunting in both village use area and NPA core zone after conducting a formal threat ranking analysis identified illegal hunting with modern equipments and weapons as the highest ranked threat.
	Threats
	Guar
	Muntjac
	Sambar Deer
	Serow
	Wild Pig
	Summary Threat Rating

	Habitat Destruction
	High
	
	Medium
	High
	
	High

	Illegal hunting with modern equipments and weapons. Modern equipments: Explosive trap, Matel claw trap, Wire snare, Poison. Modern weapons: War guns (Kabin, AK, M16)
	Very High
	High
	High
	High
	Medium
	Very High

	Diseases
	Medium
	High
	Medium
	
	High
	High

	Illegal hunting with traditional weapons and equipments. Traditional equipments: Small plastic rope snare, Wood trap, Hole trap, Cross bow, Spear trap
	
	High
	High
	
	Medium
	High

	
	High
	High
	High
	High
	Medium
	Very High


3.3 Factor Chain

Knowing the most critical threat (illegal hunting), I worked with stakeholders, Nam Et – Phou Louey National Protected Area management and staff, colleagues and my boss to identified the contributing factors (including indirect threats) that create the environment within which this threat occurs and which must be addressed to mitigate or reduce the threat and  therefore improve the target’s condition. This simplified, and more linear, view of the Concept Model is called a “Factor Chain”.
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For ease of future discussion we can split the above diagram into three; one chain representing the chain from illegal hunters, the general villagers and government officers. These three chains are shown on the next page.


Factor Chain for Illegal Hunters


[image: image4.jpg]



Factor Chain for General Villagers

This shows the Factor Chain for General Villagers with the contributing factors (including indirect threats) being: Introduction of general villagers, (lack of) willingness to act in reporting illegal hunters
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Factor Chain for Government Officers

This shows the Factor Chain for Government Officers with the contributing factors (including indirect threats) being: Introduction of general villagers, (lack of) willingness to act in enforcing the wildlife regulation.
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3.4 Results Chain
It is now generally recognized that before adopting a new behavior a person moves through a series of stages. These stages are: pre-contemplation, contemplation, preparation, validation, action, and maintenance. Not all individuals in a target segment will be in the same stage of behavior change, so activities and messages need to reach all groups, in all different stages of behavior change. 

Understanding the steps in our results chain has also helped narrow down our preliminary objectives for each target audience before we begin data collection from Nam Et – Phou Louey National Protected Area management and staff, colleagues and my boss.

Results chain for Illegal Hunter
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Preliminary Objectives for Illegal Hunters

Based on the results chain, we highlighted the following preliminary objectives for the Pride campaign to achieve among the government officers audience:

· Increase awareness among illegal hunters about benefits of legally hunt and penalties of illegally hunt.
· Illegal hunters will believe that benefits of legally hunt and cost of illegally hunt are impact themselves.
· Illegal hunters will discuss matter related to threats to ungulates and possible solutions and legality of hunting.
· Illegal hunters will agree to hunt legally.
· Illegal hunters will hunt legally.
Results chain for general villagers
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Preliminary Objectives for general villagers 

Based on the results chain, we highlighted the following preliminary objectives for the Pride campaign to achieve among the general villagers audience:

· Increase awareness among general villagers about benefits of resource ownership, food security and wild food.
· General villagers will believe that benefits of resource ownership, food security and wild food are for themselves.
· General villagers will discuss matter related to threats to ungulates and possible solutions.
· General villagers will know how to report illegal hunting and wild trade.
· General villagers will report illegal hunting and wild trade to WCU.
Results chain for government officers 
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Preliminary Objectives for hunters

Based on the results chain, we highlighted the following preliminary objectives for the Pride campaign to achieve among the government officers audience:

· Increase awareness among government officers about benefits of enforcing the laws, regulations and rules.
· Government officers will believe that benefits of enforcing the laws, regulations and rules is for themselves and their people.
· Government officers will discuss matter related to threats to ungulates and possible solutions.
· Government officers will agree to enforcing the laws, regulations and rules..
· General villagers will enforce the laws, regulations and rules.
4.0 Campaign Development
The information that I used for the creative brief and audience person for each target audience were from several sources. I myself have been working at the site for four years, I also got some information from local experts who have been living at the site since they were born, in addition, the conversation between national and international experts who have been working at the site for many years were the excellent source to get full information for creative brief and audiences persona. 

4.1 Creative briefs and Audience personas

a. Creative Brief for three target audiences (illegal hunter, general villager and government officer)
	Problem Statement: Conservation issue and campaign goal
	Nam Et – Phou Louey (NEPL) National Protected Area (NPA) supports tiger prey population (Guar, Sambar Deer, Serow, Muntjac and Wild Pig) to tigers which is international importance and it is believed to be the last biggest population in Lao People’s Democratic Republic (Lao PDR/Laos).  The numbers of tiger prey has recently declined in population (the prey population is not enough for tiger to reproduce).  Hunting tiger prey species by using modern equipments and weapons by illegal hunters in village use area and NPA core zone is the highest threat to tiger prey.

Wildlife Conservation Society Lao PDR Program (WCS) is launching on NEPL NPA with the goal of increasing tiger prey (Guar, Sambar Deer, Serow, Muntjac and Wild Pig) population which will be allowing tiger populations to increase. 

	Target Audience
	1. Hunters (Village militias and village policemen)

· 15 – 55 years old.

· Low levels of literacy.

· They are minorities

· Socialize among their minority.
2.  General Villages 

· 15 – 55 years old

· Low levels of literacy.

· High motivation from wildlife traders who offer high price of Non-Timber Forest Products (NTFP).

· Collect NTFPs inside the core zone.
3. Government Officers

· 20 to 55 years old.

· They ignore illegal hunters and wildlife traders.

· They don’t enforce wildlife regulation regarding the wildlife trade and hunting.
· They hunt illegally and buy bush meat
· Most of them have farm for growing rice.

	Desired Action: What do we want target audience to do?
	Hunters

· Only hunt muntjac and wild pig in village use area by using traditional equipments for food.  Hunting with modern equipment and in the Core Zone eliminated.

· Report people who violate the hunting and trade rules and regulations at the village, district or provincial level.
General Villagers
· General villagers will report all illegal hunting to WCU.

· Report people who use modern equipments and weapons to hunt in the village use areas.

· Report people who hunt to supply the illegal trade.
· Villagers do not enter NPA core zone.
Government Officers

· Government officers will be good role models for villagers by supporting district policy to stop buying bush meat.
· Enforce the wildlife regulation regarding the wildlife trade and hunting.

	Barriers to Action: What might prevent the audience from taking the desired action?
	Hunters:

· They lose their extra income from hunting for selling.

· They think if they don’t hunt other people will hunt any way.
General Villagers:

· They lose their extra income from hunting for selling.

· If they report illegal hunting to officers, because they are afraid wildlife offenders will be upset with them and might threaten them.  Some cases wildlife offenders are their relatives.
Government Officers:

· They don’t enforce the wildlife regulation regarding the wildlife trade and hunting, so they can hunt to get free food.

	Benefit-Exchange/Reward: What reward (s) should the message promise the consumer?
	Hunters:

· Spend less time for hunting but get more wildlife.
· Stop poachers/traders from robbing the community of their food security.
· Have more time to do other activities to improve their family economic. 
· No risk of paying fines for illegal activities.

· Avoid time in jail for illegal activities.

· Obtain sizeable rewards for reporting illegal activities.

· Have more wildlife in village use area for local consumption.

· Have warm, happy family because family has more time together.

· Devoted work for government at village level. 
· Staying on the right side of the laws, rules and regulations.
· Government praise for helping the government authorities implement the government policy.
· I feel free from worrying about breaking the law or being arrested.

· I feel like I am good person in my village because I follow the rules and regulations and status quo of others.
· I feel I support and contribute to government policy. 

· I feel I contribute to managing wildlife for myself and family. 
General Villagers:

· Stop traders/poachers from robbing the community of their food security 
· I will get incentives for reporting violations that result in prosecutions. 
· I will have more wildlife in the village use area to consume. 
· No risk of paying fines for illegal activities. 
· Avoid time in jail for illegal activities. 
· Selected to work for government at the village level obtaining government recognition. 
· Staying on the right side of the laws, rules and regulations. 
· I feel like I am good person in my village by helping my community. 
· Reporting violations does not cost me anything, if there is a cost the WCU or NPA will reimburse me. 
· I feel I support and contribute to government policy. 

· I feel I contribute to managing wildlife for myself and family. 
Government Officers:

· Obtain more money from fines and government incentives. 
· Promotion to higher government position for compliance and supporting the government policy. 
· Receive NPA/WCU per diem for patrolling and processing wildlife crime cases. 
· Receive government praise from higher ranking government officers and villagers for facilitating and assisting in implementing the government policy.

· I feel like I am good officer. 
· It doesn’t cost money to report, if it does they will be reimbursed.

· I feel I contribute to save wildlife for myself and family.

· I feel I contribute to government policy

	Support: How can the promise be made credible?
	· Government agencies agree that threats to tiger prey species need to be reduced as soon as possible.

· NEPL NPA considers threat as highest priority.

	Image: What image should distinguish the action?
	· Hunters pride of only hunt muntjac and wild pig in village use area by using traditional equipments for food instead of hunting by using modern equipments in the NPA Core Zone and village use area.
· General Villagers pride of reporting illegal hunting to officers, because they save wild animal for food for themselves.
· Government Officers pride of enforcing the wildlife regulation regarding the wildlife trade and hunting, because people will respect them.
· Image of tiger prey species.

	Opening: What communication openings and vehicles (type) should be used?
	· 36 villages at Viengthong district in NEPL NPA.

· 2 Army bases.

· Viengthong district cabinet office.

· Viengthong district market.

· Viengthong district bus station.

· Anti-wildlife trade concert event

	Message Strategy: 
	Hunter Benefits Statement

· If hunters hunt using traditional equipment in the village use area, without using modern equipments and weapons in both village area and NPA core zone, they will feel free from worry about violating rules, regulations and laws. 

General Villagers Benefits Statement

· General villagers reporting all illegal hunting to WCU rather than ignoring it will begin to be part of the status quo or majority and feel proud to take action.   The government will praise the villagers who are reporting the illegal activities, while families taking part in illegal activities will be shamed.  Over time the increasing wildlife populations will result in more food available to the villagers in the village managing the ungulate populations.  

· Poachers are robbing the community of their food security and must be stopped! It is everyone’s responsibility to protect the communities natural resources.

Government Officers Benefits Statement

· Government officers enabling and enforcing the wildlife and NPA regulation will feel pride in their work.  The district government
 will recognize these accomplishments resulting in promotions and praise. 

	Mandatories: What are some creative, message and/or campaign elements that MUST be included in creative execution?
	· The logo of the NEPL NPA

· Mascot

· WCS logo

· Slogan

· Others (this list will grow as you develop more materials)

	Campaign Materials: What materials do we want the creative to produce?
	· Posters

· Stickers

· Viengthong district TV programs
· Bill boards
· Story books
· T-shirt

· Bags

· Radio spots (short announcement advertising)

· Songs

· Costumes


b. Audience Persona for three target audiences (illegal hunter, general villager and government officer)
Audience Persona for Illegal Hunters

I am Mr. Mai Phou Louey, I am 35 years old, I have two children. Oh! It is now January; it is time to harvest all the crops. I anticipate my family won’t have enough rice to eat this year, since we converted most of our rice to corn in 2007-08. In additional, the price of corn again low this year. I am planning to build new house like everybody else in our village and I want to buy a tractor for agricultural activities, new cell phone, small generator, rice mill machine, two bicycles for my son and daughter. The reason that I want to buy bicycles for my children, because their school is too far from my village and I don’t have enough money for them to travel by bus (Song Tew) every weekend.  My income is lower than one dollar per day.  I do serve the district authority as village militia, kind of for fee, I really only get some free rice provided to me by villagers in my village who provide for all militias.   When I am on duty, fortunately, my wife, children help each other to save some money by collecting vegetables, bamboo and rattan from the forest.  We also grow crops like pumpkin and cassava in our fields to sell for cash.  I also hunt and fish for my family, but the numbers of wild animals and fishes are decreasing every day.   When I was young I ate big fish and there were many wild animals around my village, which as easy to hunt, but now we eat very small fish and it is hard to find wild animals around my village. I have some livestock (buffalos, cows, pigs and poultry), which I sell to met our family cash needs. But I cannot sell all of them, I have to save adults of livestock and pigs for reproduction, I can sell only young ones to get cash.   We use the cash from livestock plus the money that I get from selling corn, but it still is not enough to do meet our family wants.
What can I do to meet what I want? But I know the NEPL NPA ranger substations and Wildlife Crime Unit officers regularly patrol. But wait a minute! As far as I know, not many times is anyone caught for wildlife crimes, the teams are under staffed, and the area is so huge compare to their efforts. In addition, there are some wildlife traders traveling back and forth by my village who come to order wildlife from villagers in my village, even some of these people are my relatives. This might be the best way to earn additional money. I think most of the villagers in my village just ignore what is going on in the wildlife trade, especially, when some people in my village hunt using modern equipments and weapons and hunting for selling.  No one reports the people to the concerned officers because they are afraid these people will be upset with them. In fact, they think they might be threatened if they report. Therefore, it is not worth it to report because people who report might not get anything from their report.
I will hunt wild animal for selling by using my government issued gun provided by the district army to earn extra money to meet my wants.  If I am lucky every time I hunt I will get more money; I might not have to sell my livestock and pigs. The best place to hunt is in the core zone where there is protection from rangers who are patrolling around every day, not many people access to the core zone, my favorite and best spot for hunting is near the salt lick where wildlife comes every night. I might be found by ranger substation officers, but I can use the excuse that I have lost my livestock and they will likely let me go. In addition, I can tell them I am on duty of patrolling this area, because I am one of the village militias.
I have heard from the outreach team of the NEPL NPA, and some government officers, that a person who reports wildlife crime to concerned officers would get big incentives from fine from officers if our report leads to arresting offenders. But sometime the procedure is too complicated as officers cannot publicize who get incentives and how much they give to the people who report and some people who reported the crimes did not even get the money. In fact, there are some cases regarding reporting illegal wildlife crime to the concerned officers and there was no action taken to the offenders. Most of the villagers in my village and other villages think natural resources, especially, wild animals belong to no one as I do so if I don’t hunt them other people will hunt them and they will finish. I have also seen a poster about hunting by using traditional equipments in my village use area, but not in NPA core zone is the right thing to do? Hunting by using modern equipments and weapons are prohibited in both NPA core zone and village use area, but who cares some people in my village keep hunting to sell in the illegal wildlife trade, nobody reports them to officers. I won’t lose the opportunity to hunt.  I will do it too and do it when there is no moon. It is good time for hunting.   This will help me make extra money.
Audience Persona for General Villagers

I am Mr. Kua Nam Et, I am 45 years old, I have five children. “Oh! It’s now January, time harvest all my agricultural crops.” I anticipate my family won’t have enough rice to eat this year. In 2007 and 2008 we converted our rice paddies to corn as we were promised high prices by the Vietnamese traders.   But the 2008-09 price of corn only reached only 500 kip (.06 USD)/ kilogram.  The district promised that this new socio economic development would help us reduce our poverty.   The Vietnamese traders told our village that the NEPL NPA were killing us indirectly with their conservation practices and we should convert rice and clear cut more forest to plant corn.  But in fact we are now worse off than we were prior to planting corn; before at least we had rice to eat.  I have been told the pumpkin seed prices this year are stable. I will make a profit from my pumpkins this year.  But I don’t have many kilograms of pumpkin’s seeds to sell to the Vietnamese traders who come to buy right at my village.   Some of these traders also buy forest products including wildlife.

This dry season I am planning to build a new house like many of my friends in the village.  There are so many things I want to buy: tractor to make my agricultural activities easier, new cell phone, small generator for electricity, portable rice mill, a Chinese made motorbike for my first son to study in college in Xieng Khuang province, two bicycles for my son and daughter.  My children need bicycles because their school is too far from my village and I don’t have enough money for them to travel by bus (Song Tew) to and from school on the weekends.  We also have to provide food for my children who stay at the school dormitory in Vienthong.  My wife is not healthy she needs medicines for her treatment.

All of these expenses put strain on my meager income of less than one dollar per day from our crops like pumpkin and cassava in our fields.  Fortunately, my wife and children help the family save some money.   We do not have to purchase food.  We collect vegetables, bamboo, rattan, and small aquatic animals from the forest near our village.  My sons and I are able to hunt and fish for meat for my family.  But I am worried; the numbers of wild animals and fish are steadily decreasing every time we go out hunting. When I was a young boy I ate big fish, the size of your arm, and there were wild animals all around my village.  They were easy to catch and hunt, but now we eat small size of fish, the size of your fingers, and it is hard to find wild animals around my village. I have some livestock (buffalos and cows), pigs and poultry; we can sell them to meet some of our cash needs.  But I cannot sell them all; we need to keep the adults for breeding to produce offspring.  Only selling the young animals and our excess crops like corn, pumpkins and cassava may not be enough. 

What should I do to get extra money? Last year I earned quite a lot of money from selling rattan, some vine bark, orchids, and bamboo shoots. I think this is only the way I will get more money.  I need cash so I must get as much as possible before others; no body owns these resources so I must scramble to get as many as I can.  I have to travel very far from my house and stay overnight for several days. There are not many NTFPs left near my village. The only place that I can find NTFPs easily is the NPA core zone, in that area there are not many people go in, because they are afraid they might be found by NPA ranger substation officers. But many groups of villagers from my village and other villages around the core zone go in looking for NTFPs and they don’t get caught because they know the direction the rangers go on patrol. If ranger substation officers go south we go north.  Everybody does! Why not me!. The NTFPs are getting harder to find all the time.  If all the villagers around the NPA keep harvesting and selling NTFPs, without any management, the NTFPs will finally be gone.  I need to fight for these NEFPs and I need to do it very soon. I will persuade my family members and some of my cousins to go together, go inside deep in the forest I think it is good idea to have more people go together to get as many resources as we can.
Audience Persona for Government Officers

I am Mr. Son, I am 25 year olds.  I have 2 children; I am soldier in Viengthong district army office. It is hard to find wildlife at the market now days because wildlife traders are very careful with selling at the market because they know the Wildlife Crime Unit of the Nam Et – Phou Louey National Protected area might find them. But I can buy wildlife sometimes when wildlife traders come right to my house.  My house is at the end of the road and it is easy to sell bush meat. Now the price is very expensive compared with before. But not everyone will be able to afford to buy bush meat.   Government officers seem to be able to buy the bush meat.  If wildlife traders know government officers are buying wildlife then they will keep coming to sell wildlife to the government officers and others who still buy. I have been hunting for many years, sometimes I buy wildlife but most of the time I hunt by myself and sell wildlife. I know that using modern government issued weapons for hunting is wrong.   The regulations for using weapon for hunting exist and I also know the district regulation regarding NEPL NPA Management.  It is my responsibility to enforce the regulation, but many government organizations don’t do it, why should I? It is normal for Lao to eat wildlife, I have been eating wildlife since I was born and I have been hunting since I was 15 year old.   I have never been told by the government not too, and I have never been warned. Even now the enforcement team patrols, but I just have to be very careful. When I hunt I feel proud and happy, especially when I kill big animals. In addition, many times I get money from sharing bush meat with some other government officers and people near my house. Tonight there is no moon it will be very dark, this is the best time for good hunting, I will have dinner earlier than usual and I persuade three people to go with me, they are my close friends who work for government offices as well. We ride on our motorbikes to Keaw King (NPA corridor zone) after our arrival at the Keaw King, we hide our motorbikes under bushes along the road. We stay in the forest until dark and then we start to hunt and stay in the forest until 3 – 5 o’clock in the morning. This is the good time to return home, because all the officers might have already gone back to sleep. But to make sure if there are not any officers on duty I have one of my friends go back first.  He can leave any animals that we killed and his gun back with me.  We decide that he will go back home, if he sees officers on duty, we will stay in the forest until next day.  If there is no officers on duty he will come back and then we can go back home together. I have been doing this for many years and it is very successful at getting wildlife.  I have never been warned or arrested yet.  However if I do get arrested it is the big deal for me, because the army will punish me with strong penalties.  I might be demoted, fired or have to work without salary. This really does not scare me because only one military officer has been caught to date.   If I don’t go hunting all the villagers will go and I will not get the extra income for my family.   Soon the wildlife will be gone but I might as well get my share now.
c. Explanation of flagship species choice
Refer to the result of pre survey of Nam Et – Phou Louey National Protected Area Social Marketing Campaign, Indochinese tiger was ranked first, following by Sambar deer and Guar second and third; however, muntjac was ranked forth. Why muntjac was selected as flagship species of the campaign?  Several reasons behind the decision making are:  even though tiger came first, the perception of people relate to tiger is negative, because people judge tiger as enemy since tigers attack their livestock which leads to human – tiger conflict and people cannot do anything to the tiger because tiger is listed in Aquatic and Wildlife Law as prohibited species. In addition, some of minority, especially Hmong, it is taboo to have tiger doll, tiger mascot and anything inside their houses.  Sambar deer and Guar don’t cause any problem regarding taboo, but people don’t like them because they cannot do anything with both Sambar deer and Guar because they are also listed in Aquatic and Wildlife Law as prohibited species and these two species cause crop damage so people also judge them as enemy. In term of social marketing both Sambar deer and Guar won’t gain too much attention of the audiences because they are not looked cute and lovely.  The perception of local villagers to the tiger, Sambar deer and Guar is nothing, because they feel they don’t directly gain anything from the species; in fact, they think they lose livestock and agricultural products to these three animals.  Muntjac in the other hand doesn’t cause any problem for villagers, it is cute and key point is most of the villagers love eating muntjac and it is listed as managed species in the Aquatic and Wildlife Law. So local villagers feel muntjacs don’t cause them any problem and they receive direct benefit from muntjacs because they allow using right tools to hunt muntjac in village use area out of mating season for eating. The muntjac is also one prey species of the tiger.

4.2 Messaging Framework: moving from SMART Objectives to key messages

Below is a picture showing linkage between SMART objectives and key messages through the messaging strategy.  We came up with all SMART objectives for all target audiences and then the strategy for key messages started from that point. In SMART objectives section we came up with all the summary of the SMART objective: 
· what we would like our target audiences to know
· what actions we would like them to do to act

· we moved to another section by looking closely when the target audiences know what we would like them to know
· how they would feel and when they know what actions we would like them act
· what they would think what they would get if they act based on what we would them to behave
· what are key barriers to them to shift from current stage to another stage of behavior, all possible positive reasons needed to be included in this section in order to move to final stage of behavior change which including knowledge, attitude, interpersonal communication, barrier to the change and behavior change.  After we had the summaries of the SMART objectives and the strategy for messaging we found out key message ideas and support points by using all the information that we got from summary of SMART objectives and messaging strategy. We finally got our key message for each target audience. The picture below represented the details of each target audience.
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4.3 Campaign Work Plan
The social marketing concept was used for the Nam Et – Phou Louey National Protected Area campaign. SMART objectives of the campaign are baseline creation of the campaign strategy; how the SMART objectives link to social marketing campaign is featured in the table below. Throughout the campaign timeline, community visits, print media materials, media activities, workshops, events, meetings, giveaways and barrier removal activities were produced, implemented and used as the channels to deliver campaign slogan and key messages to target audiences. The reasons why so many channels were used to deliver slogan and key messages to the target audiences were because the campaign had three key target audiences and the slogan and key messages cannot be delivered to them by just some particular activities. In addition, we would like to enforce the slogan and key messages by presenting multiple channels to ensure the target audiences remember the campaign and to keep the momentum of the campaign fever by continuing to engage them with different materials, print media, events, workshops, meeting, and community visit and remove any possible barrier for the target audiences. Awning and billboard were firstly presented, which consisted the same slogan and key messages for government officers, but it also target other two target audiences (general villagers and illegal hunters) to keep their eyes on government officers because the slogan and key message were said “Hunt for eating – Do not hunt to extirpation” and “I will follow up on all hunting and wildlife trade criminal cases, because I am a dedicated government official who does not buy or sell wildlife.” If the government officers don’t follow what they say then they will be given pressure by other two audiences and they won’t listen to government officers. In addition, jackets which had key message for general villagers on it reinforced the memory of government officers that they need to be good role model for other two target audiences. During this time interpersonal communication among target audiences would happen, especially about the slogan; three radio spots have been displaying through public address system (loud speakers) in town to target all of three target audiences; 
We then conducted communities visit; during the communities visit puppet show and hunting game were performed. The puppet show aimed to move illegal hunters from illegally hunt to be legal hunters by showing them that the behavior change to legal hunters was not that difficulty so everyone can do it, and if they don’t do it general villagers would report them to appropriate government officers by calling hotline number 54800400 or directly report to appropriate government officer in person. This was promoted by the following key message for general villager “The wildlife food of the villagers is almost gone – I will report every time I see illegal hunting and wildlife trade”. The hunting game was a visual performance to reinforce the puppet show and t-shirt would be good reminder for general villagers to remember hotline number because the t-shirt had hotline and key message for general villagers on them, at the end of the muntjac mascot appeared and lead the pledge for conservation ceremony by having everyone who attended the village visit to pledge with the muntjac mascot that they would report to appropriate government officers when they see illegal hunting and wildlife trade. After that government officer workshops were held in town and were designed to reinforce key message for government officers. This direct contact workshop targeted government officer only; then activity was moved to illegal hunters by holding five illegal hunters workshop, this workshop is direct contact with illegal hunters because they were invited to the workshop, the key message for illegal hunters is “Use the right tools to hunt managed species in village use zone out of mating season for eating only” bags which consist the same message like t-shirt that were given to all illegal hunters who participated illegal hunters workshop. When the big event happened at the campaign site, we used this opportunity to deliver slogan and key messages through famous singers who performed at the concert; after the concert the second village visit was implemented and posters, story books, note books and stickers were presented and given to every household. The poster reinforced the five factors of smart hunter, the story books would link the second village visits to the first visit because the storyline of the puppet show is the same with the story book and to keep them engage with the campaign and the stickers refer to promoting smart hunters and hotline number. Then the third village visit was carried out, this time to follow up with other two previous visits to keep the momentum of the campaign fever up to date by giving campaign CD album to every household where they have CD player; one more radio spot was produced and has been displaying.  Besides social marketing activities and materials one activity that was called Barrier Removal Operational Activity has been carrying out since the starting of the campaign up until now is mobile patrolling activity which respond to calls to the hotline number. 
Finally, the social marketing campaign also complement mobile patrolling activity by conducting press release about any cases related to illegal hunting and wildlife trade, now the press release becomes strong tools to force perpetrators to pay fine without hesitation.

Whole strategy of the campaign work plan went well to the direction that we wanted it to be needed to refer to the creative briefs, audience personas, messaging strategy, benefit ladders that had been created before moving to the stage of planning, these advanced preparation guided to the right direction regarding the channel to deliver key messages to target audiences was successful because we knew our audiences.

	Smart Objectives
	Channels
	Activities 
	Total Cost (US$)
	Jan
	Feb
	Mar
	Apr
	May
	Jun
	Jul
	Aug
	Sep
	Oct

	OB37-BR-GO: By the end of August 2010 the percentage of government officers who think the incentive for government officers to enforce the law is working will increase to 85.0% from 78.1% (so an increase of 6.9pp). (measured by Q#59)
	Print Media
	Awning
	1,000.00
	
	
	X
	
	
	
	
	
	
	

	OB14 – A-H: By the end of August 2010 the percentage of hunters who say “Disagree” that using modern weapons and equipments to hunt should not be punished will increase to 50.0% from 35.6% (so an increase of 14.4pp). (measured by Q#37C)
	Print Media
	Billboard
	75.00
	
	
	X
	
	
	
	
	
	
	

	OB8- BR-H: By the end of August 2010 the percentage hunters who have heard of anyone receiving a fine for illegal hunting will increase to 72.0% from 61.4% (so an increase by 10.6pp). (measured by Q#44)
	Print Media
	Billboard
	
	
	
	X
	
	
	
	
	
	
	

	OB31-A-GV: By the end of August 2010, the percentage of general villagers who say “Not agree) that using modern weapons and equipments to hunt should not be punished will increase to 50.0% from 37.6% (so an increase of 12.4pp). (measured by Q#37C).
	Print Media
	Billboard
	
	
	
	X
	
	
	
	
	
	
	

	OB8- BR-H: By the end of August 2010 the percentage hunters who have heard of anyone receiving a fine for illegal hunting will increase to 72.0% from 61.4% (so an increase by 10.6pp). (measured by Q#44)
	Giveaways
	Bumper sticker
	190.00
	
	
	
	
	
	X
	
	
	
	

	OB8- BR-H: By the end of August 2010 the percentage hunters who have heard of anyone receiving a fine for illegal hunting will increase to 72.0% from 61.4% (so an increase by 10.6pp). (measured by Q#44)
	Giveaways
	Bumper sticker
	380.00
	
	
	
	
	
	X
	
	
	
	

	OB 25-IC-GV: By the end of August 2010, the percentage of general villagers who have talked about how to increase muntjac and wild pig population in their village use area will increase to 50.0X% from 37.3% (so an increase of 12.7pp). (measured by Q#41).
	Giveaways
	Bumper sticker
	
	
	
	
	
	
	X
	
	
	
	

	OB41-A-GO: By the end of August 2010, the percentage of government officers who say “Easy” to report a hunter using modern weapons and equipments to hunt will increase to 80% from 69.0% (so an increase of 10.6pp). (measured by Q#38F).
	Giveaways
	Bumper sticker
	
	
	
	
	
	
	X
	
	
	
	

	OB42-K-GO: By the end of August 2010, the percentage of government officers who identify the punishment of a person who borrows a gun from other person to hunt wildlife will increase to 70.0%from 56.2% (so an increase of 13.8pp). (measured by Q#34).
	Visual Media
	Campaign Logo
	
	
	
	
	
	
	X
	
	
	
	

	OB12 – IC-H: By the end of August 2010, the percentage of hunters (Village militia and policemen) who have talked to anyone about people being fined for illegal hunting will increase to 57.0% from 47.0% (so a increase of 10pp). (measured by Q#41) 
	Giveaways
	Clothing & Accessories
	1,292.60
	
	
	X
	
	
	
	
	
	
	

	OB12 – IC-H: By the end of August 2010, the percentage of hunters (Village militia and policemen) who have talked to anyone about people being fined for illegal hunting will increase to 57.0% from 47.0% (so a increase of 10pp). (measured by Q#41) 
	Giveaways
	Clothing & Accessories
	1,292.60
	
	
	X
	
	
	
	
	
	
	

	OB14 – A-H: By the end of August 2010 the percentage of hunters who say “Disagree” that using modern weapons and equipments to hunt should not be punished will increase to 50.0% from 35.6% (so an increase of 14.4pp). (measured by Q#37C)
	Giveaways
	Clothing & Accessories
	451.92
	
	
	
	X
	
	
	
	
	
	

	OB 18 K-H: By the end of August 2010, the percentage of hunters who say using modern weapons and equipments to hunt is the most 16important threat to the ungulates will increase to 45.0% from 30.2% (so an increase of 14.8pp). (measured by Q#27A).
	Giveaways
	Clothing & Accessories
	
	
	
	
	X
	
	
	
	
	
	

	OB37-BR-GO: By the end of August 2010 the percentage of government officers who think the incentive for government officers to enforce the law is working will increase to 85.0% from 78.1% (so an increase of 6.9pp). (measured by Q#59)
	Giveaways
	Clothing & Accessories
	
	
	
	
	X
	
	
	
	
	
	

	OB14 – A-H: By the end of August 2010 the percentage of hunters who say “Disagree” that using modern weapons and equipments to hunt should not be punished will increase to 50.0% from 35.6% (so an increase of 14.4pp). (measured by Q#37C)
	Community Outreach
	Community Theater
	
	
	X
	X
	X
	
	
	
	
	
	

	OB24-BR-GV: By the end of August 2010 the percentage of general villagers who think the incentive for people to report wildlife crime is working will increase to 75.0% from 64.2% (so an increase of 10.8pp). (measured by Q#58)
	Community Outreach
	Community Theater
	
	
	
	
	
	
	X
	X
	
	
	

	OB 25-IC-GV: By the end of August 2010, the percentage of general villagers who have talked about how to increase muntjac and wild pig population in their village use area will increase to 50.0X% from 37.3% (so an increase of 12.7pp). (measured by Q#41).
	Community Outreach
	Community Theater
	
	
	
	
	
	
	
	
	X
	
	

	OB8- BR-H: By the end of August 2010 the percentage hunters who have heard of anyone receiving a fine for illegal hunting will increase to 72.0% from 61.4% (so an increase by 10.6pp). (measured by Q#44)
	Visual Media
	Concert
	6,000.00
	
	
	
	X
	X
	
	
	
	
	

	OB 18 K-H: By the end of August 2010, the percentage of hunters who say using modern weapons and equipments to hunt is the most important threat to the ungulates will increase to 45.0% from 30.2% (so an increase of 14.8pp). (measured by Q#27A).
	Visual Media
	Concert
	
	
	
	
	X
	X
	
	
	
	
	

	OB35-BC-GO: By the end of August 2010, the percentage of government officers who say that they have enforced the law regarding the wildlife trade will increase to 35.0% from 24.8% (so an increase of 10.2pp). (measured by Q#43 and measured by how many cases have been prosecuted to the court).
	Visual Media
	Concert
	
	
	
	
	X
	X
	
	
	
	
	

	OB 25-IC-GV: By the end of August 2010, the percentage of general villagers who have talked about how to increase muntjac and wild pig population in their village use area will increase to 50.0X% from 37.3% (so an increase of 12.7pp). (measured by Q#41).
	Visual Media
	Costume
	350.00
	X
	
	
	
	
	
	
	
	
	

	OB8- BR-H: By the end of August 2010 the percentage hunters who have heard of anyone receiving a fine for illegal hunting will increase to 72.0% from 61.4% (so an increase by 10.6pp). (measured by Q#44)
	Visual Media
	Event
	500.00
	
	
	
	
	X
	
	
	
	
	

	OB14 – A-H: By the end of August 2010 the percentage of hunters who say “Disagree” that using modern weapons and equipments to hunt should not be punished will increase to 50.0% from 35.6% (so an increase of 14.4pp). (measured by Q#37C)
	Visual Media
	Game
	500.00
	
	
	X
	
	
	
	
	
	
	

	OB31-A-GV: By the end of August 2010, the percentage of general villagers who say “Not agree) that using modern weapons and equipments to hunt should not be punished will increase to 50.0% from 37.6% (so an increase of 12.4pp). (measured by Q#37C).
	Visual Media
	Game
	
	
	
	X
	X
	
	
	
	
	
	

	OB34-K-GV: By the end of August 2010, the percentage of general villagers who say using modern weapons and equipments to hunt is the most important threat to the ungulates will increase to 25.0% from 13.3% (so an increase of 11.7pp). (measured by Q#27A).
	Visual Media
	Game
	
	
	
	X
	X
	
	
	
	
	
	

	OB14 – A-H: By the end of August 2010 the percentage of hunters who say “Disagree” that using modern weapons and equipments to hunt should not be punished will increase to 50.0% from 35.6% (so an increase of 14.4pp). (measured by Q#37C)
	Print Media
	Poster
	4587.37
	X
	X
	X
	X
	
	
	
	
	
	

	OB 18 K-H: By the end of August 2010, the percentage of hunters who say using modern weapons and equipments to hunt is the most important threat to the ungulates will increase to 45.0% from 30.2% (so an increase of 14.8pp). (measured by Q#27A).
	Print Media
	Poster
	
	
	
	
	
	
	X
	X
	
	
	

	OB31-A-GV: By the end of August 2010, the percentage of general villagers who say “Not agree) that using modern weapons and equipments to hunt should not be punished will increase to 50.0% from 37.6% (so an increase of 12.4pp). (measured by Q#37C).
	Print Media
	Poster
	
	
	
	
	
	
	X
	X
	
	
	

	OB 18 K-H: By the end of August 2010, the percentage of hunters who say using modern weapons and equipments to hunt is the most important threat to the ungulates will increase to 45.0% from 30.2% (so an increase of 14.8pp). (measured by Q#27A).
	Visual Media
	Puppets
	1,000.00
	X
	X
	X
	X
	
	
	
	
	
	

	OB 25-IC-GV: By the end of August 2010, the percentage of general villagers who have talked about how to increase muntjac and wild pig population in their village use area will increase to 50.0X% from 37.3% (so an increase of 12.7pp). (measured by Q#41).
	Visual Media
	Puppets
	
	
	
	X
	X
	
	
	
	
	
	

	OB31-A-GV: By the end of August 2010, the percentage of general villagers who say “Not agree) that using modern weapons and equipments to hunt should not be punished will increase to 50.0% from 37.6% (so an increase of 12.4pp). (measured by Q#37C).
	Visual Media
	Puppets
	
	
	
	X
	X
	
	
	
	
	
	

	OB37-BR-GO: By the end of August 2010 the percentage of government officers who think the incentive for government officers to enforce the law is working will increase to 85.0% from 78.1% (so an increase of 6.9pp). (measured by Q#59)
	Media
	Radio
	600.00
	X
	X
	X
	X
	X
	X
	X
	X
	X
	X

	OB42-K-GO: By the end of August 2010, the percentage of government officers who identify the punishment of a person who borrows a gun from other person to hunt wildlife will increase to 70.0%from 56.2% (so an increase of 13.8pp). (measured by Q#34).
	Media
	Radio
	
	X
	X
	X
	X
	X
	X
	X
	X
	X
	X

	OB42-K-GO: By the end of August 2010, the percentage of government officers who identify the punishment of a person who borrows a gun from other person to hunt wildlife will increase to 70.0%from 56.2% (so an increase of 13.8pp). (measured by Q#34).
	Print Media
	Regulation Booklet
	849.76
	X
	
	
	
	
	
	
	
	
	

	OB12 – IC-H: By the end of August 2010, the percentage of hunters (Village militia and policemen) who have talked to anyone about people being fined for illegal hunting will increase to 57.0% from 47.0% (so a increase of 10pp). (measured by Q#41) 
	Community Outreach
	School Visits
	
	
	
	
	
	
	X
	
	
	
	

	OB 25-IC-GV: By the end of August 2010, the percentage of general villagers who have talked about how to increase muntjac and wild pig population in their village use area will increase to 50.0X% from 37.3% (so an increase of 12.7pp). (measured by Q#41).
	Community Outreach
	School Visits
	
	
	
	
	
	
	X
	
	
	
	

	OB34-K-GV: By the end of August 2010, the percentage of general villagers who say using modern weapons and equipments to hunt is the most important threat to the ungulates will increase to 25.0% from 13.3% (so an increase of 11.7pp). (measured by Q#27A).
	Community Outreach
	School Visits
	
	
	
	
	
	
	X
	
	
	
	

	OB8- BR-H: By the end of August 2010 the percentage hunters who have heard of anyone receiving a fine for illegal hunting will increase to 72.0% from 61.4% (so an increase by 10.6pp). (measured by Q#44)
	
	Songs
	2,400.00
	
	
	
	
	
	
	X
	
	
	

	OB37-BR-GO: By the end of August 2010 the percentage of government officers who think the incentive for government officers to enforce the law is working will increase to 85.0% from 78.1% (so an increase of 6.9pp). (measured by Q#59)
	
	Songs
	
	
	
	
	
	
	
	X
	
	
	

	OB14 – A-H: By the end of August 2010 the percentage of hunters who say “Disagree” that using modern weapons and equipments to hunt should not be punished will increase to 50.0% from 35.6% (so an increase of 14.4pp). (measured by Q#37C)
	Print Media
	Story Book
	5108.25
	
	
	
	
	
	X
	
	
	
	

	OB 18 K-H: By the end of August 2010, the percentage of hunters who say using modern weapons and equipments to hunt is the most important threat to the ungulates will increase to 45.0% from 30.2% (so an increase of 14.8pp). (measured by Q#27A).
	Print Media
	Story Book
	
	
	
	
	
	
	X
	X
	
	
	

	OB31-A-GV: By the end of August 2010, the percentage of general villagers who say “Not agree) that using modern weapons and equipments to hunt should not be punished will increase to 50.0% from 37.6% (so an increase of 12.4pp). (measured by Q#37C).
	Print Media
	Story Book
	
	
	
	
	
	
	X
	X
	
	
	

	OB5 – BC-H: By the end of August 2010 the percentage of hunters who have reported someone who was hunting for trade will increase to 20.0% from 9.1% (so an increase of 10.9pp). (measured by Q#46)
	Community Outreach
	Workshop
	753.80
	
	
	
	
	X
	
	
	
	
	

	OB8- BR-H: By the end of August 2010 the percentage hunters who have heard of anyone receiving a fine for illegal hunting will increase to 72.0% from 61.4% (so an increase by 10.6pp). (measured by Q#44)
	Community Outreach
	Workshop
	
	
	
	
	
	X
	
	
	X
	
	

	OB12 – IC-H: By the end of August 2010, the percentage of hunters (Village militia and policemen) who have talked to anyone about people being fined for illegal hunting will increase to 57.0% from 47.0% (so a increase of 10pp). (measured by Q#41) 
	Community Outreach
	Workshop
	
	
	
	
	
	X
	
	
	X
	
	

	OB14 – A-H: By the end of August 2010 the percentage of hunters who say “Disagree” that using modern weapons and equipments to hunt should not be punished will increase to 50.0% from 35.6% (so an increase of 14.4pp). (measured by Q#37C)
	Community Outreach
	Workshop
	
	
	
	
	
	X
	
	
	X
	
	

	OB19-BC-GV: By the end of August 2010, the percentage of general villagers who would respond “Yes” In the past 6 months, they have reported someone who was hunting for trade and selling wild meat will increase to 25.0% from 4.8% (so an increase of 20.2pp). (measured by Q#46 and 47).
	Community Outreach
	Workshop
	
	
	
	
	
	X
	
	
	X
	
	

	OB37-BR-GO: By the end of August 2010 the percentage of government officers who think the incentive for government officers to enforce the law is working will increase to 85.0% from 78.1% (so an increase of 6.9pp). (measured by Q#59)
	Community Outreach
	Workshop
	
	
	
	
	
	X
	
	
	X
	
	

	OB37-BR-GO: By the end of August 2010 the percentage of government officers who think the incentive for government officers to enforce the law is working will increase to 85.0% from 78.1% (so an increase of 6.9pp). (measured by Q#59)
	Community Outreach
	Workshop
	
	
	
	
	
	X
	
	
	X
	
	

	OB41-A-GO: By the end of August 2010, the percentage of government officers who say “Easy” to report a hunter using modern weapons and equipments to hunt will increase to 80% from 69.0% (so an increase of 10.6pp). (measured by Q#38F).
	Community Outreach
	Workshop
	
	
	
	
	
	X
	
	
	X
	
	

	OB42-K-GO: By the end of August 2010, the percentage of government officers who identify the punishment of a person who borrows a gun from other person to hunt wildlife will increase to 70.0%from 56.2% (so an increase of 13.8pp). (measured by Q#34).
	Community Outreach
	Workshop
	
	
	
	
	
	X
	
	
	X
	
	

	OB5 – BC-H: By the end of August 2010 the percentage of hunters who have reported someone who was hunting for trade will increase to 20.0% from 9.1% (so an increase of 10.9pp). (measured by Q#46)

OB19-BC-GV: By the end of August 2010, the percentage of general villagers who would respond “Yes” In the past 6 months, they have reported someone who was hunting for trade and selling wild meat will increase to 25.0% from 4.8% (so an increase of 20.2pp). (measured by Q#46 and 47).

OB19-BC-GV: By the end of August 2010, the percentage of general villagers who would respond “Yes” In the past 6 months, they have reported someone who was hunting for trade and selling wild meat will increase to 25.0% from 4.8% (so an increase of 20.2pp). (measured by Q#46 and 47).
	Print Media
	Green certificate
	342.00
	X
	X
	
	
	
	
	
	
	
	

	OB5 – BC-H: By the end of August 2010 the percentage of hunters who have reported someone who was hunting for trade will increase to 20.0% from 9.1% (so an increase of 10.9pp). (measured by Q#46)

OB19-BC-GV: By the end of August 2010, the percentage of general villagers who would respond “Yes” In the past 6 months, they have reported someone who was hunting for trade and selling wild meat will increase to 25.0% from 4.8% (so an increase of 20.2pp). (measured by Q#46 and 47).

OB19-BC-GV: By the end of August 2010, the percentage of general villagers who would respond “Yes” In the past 6 months, they have reported someone who was hunting for trade and selling wild meat will increase to 25.0% from 4.8% (so an increase of 20.2pp). (measured by Q#46 and 47).
	Print Media
	Sign at the hot spring
	
	
	
	X
	
	
	
	
	
	
	

	OB5 – BC-H: By the end of August 2010 the percentage of hunters who have reported someone who was hunting for trade will increase to 20.0% from 9.1% (so an increase of 10.9pp). (measured by Q#46)

OB19-BC-GV: By the end of August 2010, the percentage of general villagers who would respond “Yes” In the past 6 months, they have reported someone who was hunting for trade and selling wild meat will increase to 25.0% from 4.8% (so an increase of 20.2pp). (measured by Q#46 and 47).

OB19-BC-GV: By the end of August 2010, the percentage of general villagers who would respond “Yes” In the past 6 months, they have reported someone who was hunting for trade and selling wild meat will increase to 25.0% from 4.8% (so an increase of 20.2pp). (measured by Q#46 and 47).
	Print Media
	Banners across the road
	90.00
	
	
	
	
	
	
	X
	
	
	

	OB5 – BC-H: By the end of August 2010 the percentage of hunters who have reported someone who was hunting for trade will increase to 20.0% from 9.1% (so an increase of 10.9pp). (measured by Q#46)

OB19-BC-GV: By the end of August 2010, the percentage of general villagers who would respond “Yes” In the past 6 months, they have reported someone who was hunting for trade and selling wild meat will increase to 25.0% from 4.8% (so an increase of 20.2pp). (measured by Q#46 and 47).

OB19-BC-GV: By the end of August 2010, the percentage of general villagers who would respond “Yes” In the past 6 months, they have reported someone who was hunting for trade and selling wild meat will increase to 25.0% from 4.8% (so an increase of 20.2pp). (measured by Q#46 and 47).
	Print Media
	Note book
	839.13
	
	
	X
	
	
	
	
	
	
	

	OB12 – IC-H: By the end of August 2010, the percentage of hunters (Village militia and policemen) who have talked to anyone about people being fined for illegal hunting will increase to 57.0% from 47.0% (so a increase of 10pp). (measured by Q#41) 

OB 25-IC-GV: By the end of August 2010, the percentage of general villagers who have talked about how to increase muntjac and wild pig population in their village use area will increase to 50.0X% from 37.3% (so an increase of 12.7pp). (measured by Q#41).

OB38-IC-GO: By the end of August 2010, the percentage of government officers who have talked to anyone about people being fined of illegal hunting will increase to 35.0% from 25.0% (so an increase of 10pp). (measured by Q#39)
	Print Media
	Anti-wildlife trade sign
	300.00
	
	
	
	
	
	
	X
	
	
	

	TOTAL COST
	28,902.43
	
	
	
	
	
	
	
	
	
	


4.4 Slogan and Logo Process

After muntjac was picked as campaign flagship specie, then a logo was designed by using image of the muntjac. At the beginning of the creation of the logo, we designed two different logo, one included only the head the muntjac and the other included whole body of the muntjac, we had an artist illustrated one picture of muntjac’s head and one image of the muntjac, after we agreed that we would go for two designs then we continued working on the background of the logo to match with the image of the muntjac, we agreed to have vegetation as the background of the logo.  After we had two designs of the logo done several different shapes and colors, we tested them with target audiences at the campaign site by using two methods focus group and individual interview; 10 villagers was gathered to form a focus group, the designs of the logo were presented at the meeting and then villagers who were invited to the focus group selected which logo they liked the best and why they liked it, we collected a point for the one selection for one logo.  Second focus group was held for government officers and the third focus group was held for illegal hunters and we followed the same process that we did with the first focus group.  After we had done three focus groups to select one logo for the campaign, most of the people at the focus group meeting selected the one which had whole body of the muntjac on it. In addition, we tested the logos with individual general villagers, government officers and illegal hunters by presenting the design of the logo to them ask them to pick up which one they liked the most and why they liked it. The result of individual testing was the same as focus group.  After we had the logo for the campaign we continued working on the slogan to include in the logo, we have created more than 10 slogans after that tested the slogan with the target audiences the same methodology and process of logo. The final slogan that we got was “Hunt for eating – Do not hunt to extirpation”. After we have the final logo and slogan these two creations were combined into one, we finally got logo with slogan on it for the campaign.  The slogan of the campaign directly linked to key messages strategy, given that the slogan of the campaign was designed to follow the legality of hunting based on the Aquatic and Wildlife Law of Laos and we would like legal hunters to keep legally hunt and illegal hunters to shift from illegally hunt to legally hunt.

4.5 Critical Analysis of Campaign Development

After I have been engaging with Social Marketing Campaign in Nam Et – Phou Louey National Protected Area for over two years I believe I have reached all three primary target audiences (illegal hunter, general villager and government officer), by using the social marketing techniques. However, two changes that I would have changed were: first illegal hunter workshops timeline, second was two social marketing materials (poster) and third was puppet show. 
Illegal hunter workshops which were included village militias and policemen who were identified as illegal hunter they are under the supervision of community leader in horizontal line and district army camp and police office in vertical line and the community leaders are under the supervision of district administration office chief in vertical line, at the workshop communities’ leaders (village headman) were also invited. The workshops were designed for dissemination of legalities of using modern weapons by district army camp and police office. In the same time the district administration office chief was also presented at every workshop in order to gain participatory from leaders from all the communities. The workshops were a great way to gain ownerships from both leaders and illegal hunters so they would be able to bring back what they had learned from the workshops to their community members and involved with the campaign team members when we visited the communities. However, the workshops were conducted after first village visit. What I would have done differently was to conduct illegal hunter workshops before community visits. Because community leaders whom were at the illegal workshops suggested the campaign team to bring campaign activities and materials to their communities, so the campaign team would be the guest of the community leaders, then they will make sure that they motivated their community members to participate with the campaign activities and facilitated regarding with logistic and traditional, because community leaders are fluent their communities
The second activity that I would have changed was puppet show based on the feedback of my team members who had been performing the puppets and recommendation from other partners and educators, to conduct puppet show need too many people and the puppets were too small to get attention of the audiences. Community members did not have a chance to participate in the show because it took time if we want the community members to perform as puppet show characters; in addition, they need to remember the scripts of the storyline. After, I would have used the same storyline but switch from puppet show to role-play which we would be able to involve community members for some characters which doesn’t to remember long script of the storyline.

The last change that I would have changed was an order of the picture in the poster, the way I would like the target audience to look at the poster was begin from 5 factors of the smart hunter, then started with use the right tools all the way in order to the last picture of people having meal on the left hand side of the poster, because if they would have been followed the order which would like it to be 5 picture would be combine as a simple sentence “use the right tools to hunt managed species in village use zone out of mating season for eating only.” This is the key message for illegal hunters, it would be easy for them remember; however, the way audience reacted was opposite direction, one reason because the way audience read is from left to right. Two changes that I believe I would make are: print sticker of number 1 to 5 and place them below each picture in order to use posters that we have left for follow up campaign and reorder and make new posters for future social marketing campaigns.

5.0 Campaign Activities

5.1 Smart Objectives for Knowledge (K), Attitude (A), and Interpersonal Communications (IC) and Results for each objectives
Campaign site

Illegal hunter 

	ToC
	SMART Objectives
	Metric
	Method
	Baseline (Pre-campaign)
	Result (Post-campaign)
	Change (in percentage points)
	Chi-Square (X2) Significance
	SMART Objective Attainment

	Interpersonal communication 
	By the end of August 2010, the percentage of hunters (Village militia and policemen) who haven talked to anyone about people being fined for illegal hunting will increase to 57.0% from 47.0% (so a increase of 10pp). (measured by Q#41)
	Percentage point difference of pre and post survey of target audience
	Compare Q#41 from Pre surveys with post 
	47.0%
	70.6%
	23.6
	X2≥ 95 significance
	236.00%

	
	Control site
	
	
	52.0%
	58.8%
	6.8
	X2 <95 not significance
	

	Attitude 
	By the end of August 2010, the percentage of hunters (village militias and policemen) who say that they “Disagree” it is illegal for a person who hunt muntjac and wild pig in their village use area using traditional equipments for food will increase to 85.0% from 72.0% (so an increase of 13pp). (measured Q# 28B)
	Percentage point difference of pre and post survey of target audience
	Compare Q#28B from Pre surveys with post 
	72.0%
	48.8%
	-23.2
	X2≤ 95 not significance
	-178.46%

	
	Control site
	
	
	26.0%
	48.2%
	22.2
	X2≥95 significance
	

	
	By the end of August 2010 the percentage of hunters who say “Disagree” that using modern weapons and equipments to hunt should not be punished will increase to 50.0% from 35.6% (so an increase of 14.4pp). (measured by Q#37C)
	Percentage point difference of pre and post survey of target audience
	Compare Q#37C from Pre surveys with post 
	35.6%
	78.6%
	43
	X2≥95 significance
	298.61%

	
	Control site
	
	
	48.0%
	90.4%
	42.4
	X2≥95 significance
	

	
	By the end of August 2010 the percentage of hunters who say “Disagree” that outsiders who come to hunt in their village use area should not be punished will increase to 50.0% from 37.4% (so an increase of 12.6pp). (measured by Q#37G)
	Percentage point difference of pre and post survey of target audience
	Compare Q#37G from Pre surveys with post 
	37.4%
	84.1%
	46.7
	X2≥95 significance
	370.63%

	
	Control site
	
	
	65.4%
	93.0%
	27.6
	X2≥95 significance
	

	
	By the end of August 2010, the percentage of  hunters (village militias and policemen) who disagree with the illegality of hunting muntjac and wild pig in village use area by using traditional equipment will decrease to 49.0%.0% from 72.0%%.(so an decrease of 23pp) (measured Q# 28B)
	Percentage point difference of pre and post survey of target audience
	Compare Q#28B from Pre surveys with post 
	72.0%
	49.0%
	-23
	X2≥95 significance
	100%

	
	Control site
	
	
	73.2%
	50.0%
	-23.2
	X2≥95 significance
	

	
	By the end of August 2010, the percentage of hunters who identify the punishment (combination of fine, fine double, fine triple and jail term) of a person who hunts wildlife using modern weapons and equipments will increase to 60% from 49.2%. (so an increase of 10.8pp). (measured by Q#29)
	Percentage point difference of pre and post survey of target audience
	Compare Q#29 from Pre surveys with post 
	49.2%
	57.9%
	8.7
	X2 < 95 not significance
	80.55%

	
	Control site
	
	
	61.4%
	68.4%
	7
	X2 < 95 not significance
	

	Knowledge
	By the end of August 2010, the percentage of hunters who say using modern weapons and equipments to hunt is the most important threat to the ungulates will increase to 45.0% from 30.2% (so an increase of 14.8pp). (Measured by Q#27A).

which answer they did say was most important threat to ungulates 
	Percentage point difference of pre and post survey of target audience
	Compare Q#27A from Pre surveys with post 
	30.2%
	15.2%
	-15
	X2< 95 not significance
	-101.35%

	
	Control site
	
	
	21.9%
	17.2%
	-4.7
	X2 < 95 not significance
	


The table above summarizes three stages of theory of change which including (knowledge (K), attitude (A) and interpersonal communication (IC) based on the SMART objectives which were set up before implementing the social marketing campaign, underneath each campaign’s SMART is comparable result between pre and post of the control site for illegal hunter. Obviously, the first stage of behavior change K starts from the bottom of the table doesn’t show statistic significance in both campaign and control sites. In fact, it shows negative percentage points in both sites. Move up to attitude, most of the percentage points of this stage in campaign site are greater than in control site with exception question # 28B, the result in control site shows positive percentage point, but the campaign site shows negative percentage point. The greatest difference between campaign and control sites is the stage of IC as the post-campaign result shows greater statistic significance, but control site doesn’t.
General villager

	ToC
	SMART Objectives
	Metric
	Method
	Baseline (Pre-campaign)
	Result (Post-campaign)
	Change (in percentage points)
	Chi-Square (X2) Significance
	SMART Objective Attainment

	Interpersonal communication 
	By the end of August 2010, the percentage of general villagers who have talked about how to increase muntjac and wild pig population in their village use area will increase to 49.9% from 37.2% (so an increase of 12.7pp). (Measured by Q#41).
	Percentage point difference of pre and post survey of target audience
	Compare Q#41 from Pre surveys with post 
	37.2%
	57.3%
	20.1
	X2 ≥ 95 significance
	158.27%

	
	Control site
	
	
	38.9%
	44.3%
	5.4
	X2 < 95 not significance
	

	Attitude 
	By the end of August 2010, the percentage of general villagers who say “Disagree” it is illegal for a person who hunt muntjac and wild pig in their village use area using traditional equipments for food will increase to 75.1% from 60.2% (so an increase of 14.9pp). (Measured by Q# 28B) 
	Percentage point difference of pre and post survey of target audience
	Compare Q#28B from Pre surveys with post 
	60.2%
	52.8%
	-7.4
	X2 < 95 not significance
	-49.66%

	
	Control site
	
	
	56.6%
	46.9%
	-9.7
	X2 < 95 not significance
	

	
	By the end of August 2010, the percentage of general villagers who say “Easy” to report a hunter using modern weapons and equipments to hunt will increase to 79.7% from 68.7% (so an increase of 11pp). (Measured by Q#38F).
	Percentage point difference of pre and post survey of target audience
	Compare Q#38F from Pre surveys with post 
	68.7%
	73.0%
	4.3
	X2 < 95 not significance
	39.0%

	
	Control site
	
	
	73.7%
	62.2%
	-11.5
	X2 < 95 not significance
	

	
	By the end of August 2010, the percentage of general villagers who consider their responsibility to report someone who illegally hunting and trading in the will increase to 80% from 70.1% (so an increase of 10.4pp). (Measured by Q#36).
	Percentage point difference of pre and post survey of target audience
	Compare Q#36 from Pre surveys with post 
	70.1%
	69.8%
	-0.3
	X2 < 95 not significance
	-2.88%

	
	Control site
	
	
	66.7%
	58.0%
	-8.7
	X2 < 95 not significance
	

	
	By the end of August 2010, the percentage of general villagers who agree muntjac and wild pig are important food for local people will increase to 55.2% from 41.7% (so an increase of 13.5pp). (Measured by Q#37B).
	Percentage point difference of pre and post survey of target audience
	Compare Q#37B from Pre surveys with post 
	41.7%
	64.8%
	23.1
	X2 ≥ 95 significance
	171.11%

	
	Control site
	
	
	47.3%
	61.9%
	14.6
	X2≥95 significance
	

	
	By the end of August 2010, the percentage of general villagers who say “Easy” to stop buying wildlife will increase to 74.8% from 60.4% (so an increase of 14.4pp). (measured by Q#38B)
	Percentage point difference of pre and post survey of target audience
	Compare Q#38B from Pre surveys with post 
	60.4%
	42.3%
	-18.1
	X2 < 95 not significance
	-125.69

	
	Control site
	
	
	62.5%
	43.5%
	-19
	X2 < 95 not significance
	

	
	By the end of August 2010, the percentage of general villagers who say “Not agree” that using modern weapons and equipments to hunt should not be punished will increase to 50.4% from 38.0% (so an increase of 12.4pp). (Measured by Q#37C).
	Percentage point difference of pre and post survey of target audience
	Compare Q#37C from Pre surveys with post 
	38.0%
	80.6%
	42.6
	X2 ≥ 95 significance
	343.55%

	
	Control site
	
	
	80.4%
	80.3%
	-0.1
	X2 < 95 not significance
	

	
	By the end of August 2010, the percentage of general villagers who say “Not agree” that outsiders who come to hunt in their village area should not be punished will increase to 55.0% from 41.4% (so an increase of 13.6pp). (Measured by Q#37G).
	Percentage point difference of pre and post survey of target audience
	Compare Q#37G from Pre surveys with post 
	41.4%
	87.9%
	46.5
	X2 ≥ 95 significance
	342.91%

	
	Control site
	
	
	89.1%
	87.0%
	-2.1
	X2 < 95 not significance
	

	Knowledge
	By the end of August 2010, the percentage of general villagers who respond that muntjac and wild pig are important food for people will increase to 20.5% from 8.3% (so an increase of 11.2pp). (measured by Q#15)
	Percentage point difference of pre and post survey of target audience
	Compare Q#15 from Pre surveys with post 
	8.3%
	51.7%
	43.4
	X2 ≥ 95 significance
	387.50%

	
	Control site
	
	
	9.0%
	44.3%
	35.3
	X2≥95 significance
	

	
	By the end of August 2010, the percentage of general villagers who say using modern weapons and equipments to hunt is the most important threat to the ungulates will increase to 25.1% from 13.4% (so an increase of 11.7pp). (Measured by Q#27A).
	Percentage point difference of pre and post survey of target audience
	Compare Q#27A from Pre surveys with post 
	13.4%
	22.3%
	8.9
	X2 <95 not significance
	76.07%

	
	Control site
	
	
	11.7%
	15.7%
	4
	X2 < 95 not significance
	


This table represents general villager target audience, and the structure of the table is the same previous table. Again, the table above summarizes three stages of theory of change which including (knowledge (K), attitude (A) and interpersonal communication (IC) based on the SMART objectives which were set up before implementing the social marketing campaign, underneath of each campaign’s SMART is comparable result between pre and post of the control site for general villager. The first stage of behavior change K starts from the bottom of the table shows statistic significance in both campaign and control sites, but the campaign result shows greater percentage point than control site. And one SMART objective in this stage doesn’t show statistic significance result. Move up to attitude, most of the percentage points of this stage in campaign site are greater than in control site, some SMART objectives in this stage of campaign site show low percentage points, but control site shows even lower than in campaign site. Move up to the IC stage, this stage shows greatest difference between campaign and control sites, the percentage point of the post-campaign result shows greater statistic significance, but control site doesn’t.

Government officer

	ToC
	SMART Objectives
	Metric
	Method
	Baseline (Pre-campaign)
	Result (Post-campaign)
	Change (in percentage points)
	Chi-Square (X2) Significance
	SMART Objective Attainment

	Interpersonal communication 
	By the end of August 2010, the percentage of government officers who have talked to anyone about people being fined of illegal hunting will increase to 34.8% from 24.8% (so an increase of 10pp). (measured by Q#39)
	Percentage point difference of pre and post survey of target audience
	Compare Q#39 from Pre surveys with post 
	24.8%
	32.3%
	7.5
	X2 < 95 not significance
	75.00%

	
	Control site
	
	
	33.7%
	15.5%
	-18.2
	X2 < 95 not significance
	

	Attitude 
	By the end of August 2010, the percentage of government officers who say “Disagree” it is illegal for a person who hunt muntjac and wild pig in their village use area using traditional equipments for food will increase to 69.7% from 58.7% (so an increase of 11pp). (Measured Q# 28B).
	Percentage point difference of pre and post survey of target audience
	Compare Q#28B from Pre surveys with post 
	58.7%
	57.1%
	-1.6
	X2 < 95 not significance
	14.45%

	
	Control site
	
	
	55.8%
	43.7%
	-12.1
	X2 < 95 not significance
	

	
	By the end of August 2010, the percentage of government officers who say “Easy” to report someone selling wild meat will increase to 81.3% from 67.0% (so an increase of 14.3pp). (Measured by Q#38E).
	Percentage point difference of pre and post survey of target audience
	Compare Q#38E from Pre surveys with post 
	67.0%
	82.0%
	15
	X2 < 95 not significance
	104.89%

	
	Control site
	
	
	81.4%
	88.7%
	7.3
	X2 < 95 not significance
	

	
	By the end of August 2010, the percentage of government officers who say “Easy” to report a hunter using modern weapons and equipments to hunt will increase to 82.6% from 72.0% (so an increase of 10.6pp). (Measured by Q#38F).
	Percentage point difference of pre and post survey of target audience
	Compare Q#38F from Pre surveys with post 
	72.0%
	82.0%
	10
	X2 < 95 not significance
	94.34%

	
	Control site
	
	
	83.7%
	87.3%
	3.6
	X2 < 95 not significance
	

	
	By the end of August 2010, the percentage of government officers who say “Easy” to report someone buying wild meat will increase to 87.9% from 76.1% (so an increase of 11.8pp). (Measured by Q#38G).
	Percentage point difference of pre and post survey of target audience
	Compare Q#38G from Pre surveys with post 
	76.1%
	81.2%
	5.1
	X2 < 95 not significance
	43.22%

	
	Control site
	
	
	89.5%
	91.5%
	2
	X2 < 95 not significance
	

	
	By the end of August 2010, the percentage of government officers who identify the punishment of a person who borrows a gun from other person to hunt wildlife will increase to 72.5%from 58.7% (so an increase of 13.8pp). (Measured by Q#34).
	Percentage point difference of pre and post survey of target audience
	Compare Q#34 from Pre surveys with post 
	58.7%
	54.9%
	-3.8
	X2 < 95 not significance
	-27.54%

	
	Control site
	
	
	62.8%
	56.3%
	-6.5
	X2 < 95 not significance
	

	Knowledge
	By the end of August 2010, the percentage of government officers who respond that muntjac and wild pig are important food for people will increase to 26.5% from 10.1% (so an increase of 16.4pp). (measured by Q#15)
	Percentage point difference of pre and post survey of target audience
	Compare Q#15 from Pre surveys with post 
	10.1%
	48.9%
	38.8
	X2 ≥ 95 significance
	236.58%

	
	Control site
	
	
	11.6%
	60.6%
	49
	X2 ≥ 95 significance
	

	
	By the end of August 2010, the percentage of general villagers who say using modern weapons and equipments to hunt is the most important to the ungulates will increase to 27.8% from 14.9% (so an increase of 12.9pp). (Measured by Q#27A).
	Percentage point difference of pre and post survey of target audience
	Compare Q#27A from Pre surveys with post 
	14.9%
	14.8%
	-0.1
	X2 < 95 not significance
	-0.75%

	
	Control site
	
	
	2.0%
	28.6%
	26.6
	X2 < 95 not significance
	


This table represents government officer target audience, and the structure of the table is the same previous table. Again, the table above summarizes three stages of theory of change which including (knowledge (K), attitude (A) and interpersonal communication (IC) based on the SMART objectives which were set up before implementing the social marketing campaign, underneath of each campaign’s SMART is comparable result between pre and post of the control site for government officer. The first stage of behavior change K starts from the bottom of the table shows only one statistic significance in both campaign and control sites. Move up to attitude, shows no significance changes in both sites, in fact, some SMART objectives shows negative results in both sites. Move up to the IC stage, this stage shows positive but not significance in campaign site, but the result in control site show negative percentage point in this stage.
The most significant changes are Interpersonal Communication of two target audiences illegal hunters and general villagers and one more change is behavior change, even though the post survey didn’t show the significant change in behavior, but we have strong evidence to prove that the behavior of the audience has change, especially, the change in behavior of two target audiences government officers and general villagers, given that the behavior of general villagers is reporting and enforcing the district regulation for government officers. More than 82 reports via hotline number related to wildlife trade and illegal hunting, these reports were responded by government officers and 22 cases were fined, prosecuted and closed, this is the actual indicator that the behavior changes were happened in two target audiences.
The reason why Interpersonal Communication for government officers didn’t go up because soldiers were most part of government officers that were interviewed, but the activities that we implemented at the army camps were just a few weeks before we do post survey. This is what I believe it is influent the percentage point change in the interpersonal communication among the government officers. But I know and many people at Wildlife Conservation Society (WCS) and Nam Et – Phou Louey (NEPL) National Protected Area (NPA) do that government officers have been talking about the campaign in term of the materials, events, activities and slogan of the campaign. In every meeting with the government officers they had discussed about these.
Knowledge and attitude pretty much the same, it is fairly to explain that education and outreach activities has been implemented in those control and campaign sites since 2005. It is not surprise me that the percentage points of knowledge and attitude in both site are so high. What is surprise me is some of the percentage points in control site regarding knowledge and attitude are higher than in campaign site, I believe there might have some confusion in some questions especially about attitude and knowledge. One other factor was mobile team and two substation members from control site attend NEPL NPA monthly meeting, the mobile team member has been developing informant networks in almost every village in the control site, he might raise the up the important of wildlife and why villagers should have reported illegal activities to mobile patrolling. You should include this in the paragraph above and be more specific. 

To me the campaign met my expectation, because I would like to move the target audiences from attitude to interpersonal communication and the percentage point showed the satisfied results. However, many results didn’t meet many the SMART objectives that I have set for the campaign, but I don’t think the SMART objectives were set too high so many of them were not met. It is interesting to me apart from my early explanation I think the social marketing materials, activities and the standard of collecting survey have to be revisited for better understand and future development of the campaign team and hopefully, it would guide to the better and clear reason why some met and some didn’t meet the SMART objectives and why the percentage points in control site went up but it went down in campaign site. 
5.2 Campaign Activities
Table 3: Printed Materials Activity Tracking

[image: image13.emf]No Type of Activity Photo of activity Target 

Audience

Campaign messages supported



Presting 

method and 

results

Medium Date design 

completed

Number of 

people that 

saw/heard it

Result (qualitative and quantitative) and lessons 

learned. Include how it was mesasured

1 Awning Government 

officers and 

general 

villagers

BR= I will follow up on all hunting and wildlife 

trade criminal cases, because I am a dedicated 

government official who does not buy or sell 

wildlife.

Group 

discussion 

and 

individual 

interview

Feb-1050/50 Mar-10 5,0005,000 people who would see the awning, because they 

have been hung infront of the shops and restaurant 

for more than 6 months, it is high chance for people 

who travel back and fort would see them. It is a very 

material for the start of the campaign. It is not 

expensive.

2 Poster

(150 x 200 cm)

Government 

officers and 

general 

villagers

K + A= I will follow up on all hunting and wildlife 

trade criminal cases, because I am a dedicated 

government official who does not buy or sell 

wildlife.

Group 

discussion 

and 

individual 

interview

Feb-1020/20 Apr-10 5,000Same as below, they are exactly the same poster the 

difference is size.

3 Poster

(60 x 82 cm)

Government 

officers and 

general 

villagers

K + A= I will follow up on all hunting and wildlife 

trade criminal cases, because I am a dedicated 

government official who does not buy or sell 

wildlife.

Feb-105,000/10,00

0

May-10 9,5009,500 people would have a chance to see the posters 

because the posters were given to every household at 

the site. This a good materials because it is visual with 

an exception of the order of the pictures which will 

have to be reordered in the future.

4 Story book Illegal 

hunters, 

general 

villagers and 

government 

officers.

K + A= Clever hunters need to hunt in the village 

use areas, hunt managed species, hunt in the 

correct season, hunt with the correct tools, and 

only hunt to eat.



I will follow up on all hunting and wildlife trade 

criminal cases, because I am a dedicated 

government official who does not buy or sell 

wildlife.



The wildlife foods of the villagers is almost gone – 

I will report every time I see illegal hunting and 

wildlife trade.

Group 

discussion 

Apr-101,800/3,000 Jul-10 5,0002,000 copies of the story books were given to every 

household at the site, I believed 5,000 people would 

have read them. The story book was the 

reinforcement of the puppet show which has been 

conducted in 36 villages before the story books were 

given so the target audiences would be able to link to 

the puppet show. The limitation of this materials is 

cost is quite high.

5 Note book Illegal 

hunters, 

general 

villagers and 

government 

officers.

K+A+IC+BR+BC= Clever hunters need to hunt in 

the village use areas, hunt managed species, hunt 

in the correct season, hunt with the correct tools, 

and only hunt to eat.



I will follow up on all hunting and wildlife trade 

criminal cases, because I am a dedicated 

government official who does not buy or sell 

wildlife.



The wildlife foods of the villagers is almost gone – 

I will report every time I see illegal hunting and 

wildlife trade.

Group 

discussion 

and 

individual 

interview

Mar-101,800/2,000 May-10 2,0002,000 were given to two target audiences illegal 

hunter and government officer, there are a lot of 

rooms to include support points for the key messages 

to this materials.

6 Sticker Illegal huntersA+IC+BR+BC= I will follow 5 factors of smart hunter 

and report  illegal hunting and wildlife trade. 020 

54 800 400

Group 

discussion 

and 

individual 

interview

Mar-101,000/1,000 Jul-10 6,0001,000 copies of the stickers were given aways, but it 

would capture people attention at the site because 

the stickers were sticked at cars and motorbike which 

moving around the site and the cost is so cheap.

7 Sticker Illegal 

hunters, 

general 

villagers and 

government 

officers.

 A+IC+BR= I will report every time I see illegal 

hunting and wildlife trade. (020) 54 800 400

Mar-102,000/2,000 Jul-10 Same as above

Number of 

broadcasts/publishings 

and date(s) activity was 

broadcast/published


[image: image14.emf]8 T-shirt Illegal 

hunters, and 

general 

villagers.

A+IC+BR+BC= The wildlife foods of the villagers is 

almost gone – I will report every time I see illegal 

hunting and wildlife trade. (020) 54 800 400

Jan-10500/500 May-10 5,000500 t-shirts were given to government officers and 

general villagers, this materials will be used last long, 

that mean a chance for the key message on t-shirt will 

reming audiences longer.

9 Bag Illegal 

hunters, and 

general 

villagers.

A+IC+BR+BC= The wildlife foods of the villagers is 

almost gone – I will report every time I see illegal 

hunting and wildlife trade. (020) 54 800 400

Jan-10500/500 May-10 5,000500 bags were given to government officers and 

general villagers, this materials will be used last long, 

that mean a chance for the key message on bags will 

reming audiences longer. In addition, illegal who have 

the bag will use them for office event.

10 Jacket Government 

officers and 

general 

villagers

A+IC= I will follow up on all hunting and wildlife 

trade criminal cases, because I am a dedicated 

government official who does not buy or sell 

wildlife.

Mar-1075/75 May-10 1,00075 jackets were given to high ranking position 

government officers at the site, it is a bit expensive, 

however, it helps building participation and 

contituency for the campaign.

11 Song Illegal 

hunters, 

general 

villagers and 

government 

officers.

K+A+IC+BR+BC= Clever hunters need to hunt in 

the village use areas, hunt managed species, hunt 

in the correct season, hunt with the correct tools, 

and only hunt to eat.



I will follow up on all hunting and wildlife trade 

criminal cases, because I am a dedicated 

government official who does not buy or sell 

wildlife.



The wildlife foods of the villagers is almost gone – 

I will report every time I see illegal hunting and 

wildlife trade.

May-102,000/1,800 Aug-10 7,000The campaign song consists key messages and it will 

be last long, it keep momentum of the campaign, help 

reminding audiences. 1,800 copies were given to 

every household which has CD player.

12 Billboard Government 

officers and 

general 

villagers

A+BR+BC= I will follow up on all hunting and 

wildlife trade criminal cases, because I am a 

dedicated government official who does not buy 

or sell wildlife.

Group 

discussion 

and 

individual 

interview

Feb-103/3 Mar-10 5,0005,000 people who would see the awning, because they 

have been hung infront of the shops and restaurant 

for more than 6 months, it is high chance for people 

who travel back and fort would see them. It is a very 

material for the start of the campaign. It is not 

expensive, because the stand of the billboard are 

there already.

13 Pledge for 

conservation

Illegal 

hunters, 

general 

villagers and 

government 

officers.

BC= Clever hunters need to hunt in the village use 

areas, hunt managed species, hunt in the correct 

season, hunt with the correct tools, and only hunt 

to eat.



I will follow up on all hunting and wildlife trade 

criminal cases, because I am a dedicated 

government official who does not buy or sell 

wildlife.



The wildlife foods of the villagers is almost gone – 

I will report every time I see illegal hunting and 

wildlife trade.

May-102750/2750 Mar-10 9,500This material was direct contact with all three target 

audiences by muntjac mascot because muntjac mascot 

asked the three target audiences to pledage with it by 

following key message for each audiences. The 

materail is last long and remind audiences all the 

time. It is not expensive. 2,750 were given to illegal 

hunters, general villagers and government officers 

after pledaging with muntjac mascot.

14 Muntjac mascot Illegal 

hunters, 

general 

villagers and 

government 

officers.

IC= Clever hunters need to hunt in the village use 

areas, hunt managed species, hunt in the correct 

season, hunt with the correct tools, and only hunt 

to eat.



I will follow up on all hunting and wildlife trade 

criminal cases, because I am a dedicated 

government official who does not buy or sell 

wildlife.



The wildlife foods of the villagers is almost gone – 

I will report every time I see illegal hunting and 

wildlife trade.

Feb-10 8,000Muntjac mascot linked all the campaign materials and 

activities together because all the activities and print 

materials included the picture of the mascot.

15 Regulation 

booklet

Government 

officers and 

illegal hunters

K+A= Clever hunters need to hunt in the village 

use areas, hunt managed species, hunt in the 

correct season, hunt with the correct tools, and 

only hunt to eat.



I will follow up on all hunting and wildlife trade 

criminal cases, because I am a dedicated 

government official who does not buy or sell 

wildlife.

Jan-102,000/2,000 Mar-10 2,000At least 2,000 people who received the books had 

opportunities to read thems




Table 4: Community Outreach Activity Tracking
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1 Puppet show Illegal hunters, and 

general villagers.

K+A+IC+BR+BC= Clever hunters need to hunt in the 

village use areas, hunt managed species, hunt in the 

correct season, hunt with the correct tools, and only 

hunt to eat.



I will follow up on all hunting and wildlife trade criminal 

cases, because I am a dedicated government official who 

does not buy or sell wildlife.

Feb-10 Mar-10

36

35 villages in the 

campaign site (36 

shows)

7,000The puppet show captured attention of the 

audience in some level, this activity took a bit long, 

need too many people to perform. We think we 

will switch to role-play which capture more 

attention and community members can involve in 

the performance. The show were implemented 36 

times.

2 Hunting game Illegal hunters, and 

general villagers.

K+A+IC+BR+BC=Clever hunters need to hunt in the 

village use areas, hunt managed species, hunt in the 

correct season, hunt with the correct tools, and only 

hunt to eat.

Jan-10 Mar-10

36

36 villages in the 

campaign site (36 

shows)

7,000This is an awesome visual game which is simple and 

easy for audiences to understand. The game were 

played 36 times.

3 Reinforce poster Illegal hunters, general 

villagers and 

government officers.

K+A+BC= Clever hunters need to hunt in the village use 

areas, hunt managed species, hunt in the correct season, 

hunt with the correct tools, and only hunt to eat.

Feb-10 Jul-10

36

37 villages in the 

campaign site (36 

shows)

7,000Even though we have to adapt the poster in the 

future, however, this activity was a great chance to 

explaine the meaning of the poster before giving 

them to audiences. We have done this activity in 36 

villages.

4 Concert Illegal hunters, general 

villagers and 

government officers.

A+IC+BR+BC= Clever hunters need to hunt in the village 

use areas, hunt managed species, hunt in the correct 

season, hunt with the correct tools, and only hunt to eat.



I will follow up on all hunting and wildlife trade criminal 

cases, because I am a dedicated government official who 

does not buy or sell wildlife.



Mar-10 May-10

1

Town of the campaign 

site

5,000This is the great event because it brought together 

many thousand people in the same place so the 

campaign slogan and key messages were delivered 

to audiences through pop rock stars. It is expensive 

to hold type of event but it worked very well.

5 Government 

workshop

Illegal hunters, and 

government officers.

A+IC+BR+BC= I will follow up on all hunting and wildlife 

trade criminal cases, because I am a dedicated 

government official who does not buy or sell wildlife.

Feb-10 May-10

2

Town of the campaign 

site

250This workshop was a good opportunity to get 

support and participation from government officers 

who would help us deliver campaign messages 

because they contacted community members 

regulary.

6 Illegal hunters 

workshop

Illegal hunters, and 

government officers.

A+IC+BR+BC= Clever hunters need to hunt in the village 

use areas, hunt managed species, hunt in the correct 

season, hunt with the correct tools, and only hunt to eat.

Feb-10 May-10

5

5 village clusters 600The workshop was a great chance to train illegal 

hunter regarding legality of using weapons that 

they receive from army camps and police office and 

the penalty for misuse the weapons. This workshop 

was big group participants in one place. This direct 

contact with on specific audience.

7 Illegal hunters 

workshop

Illegal hunters, and 

government officers.

A+IC+BR+BC= Clever hunters need to hunt in the village 

use areas, hunt managed species, hunt in the correct 

season, hunt with the correct tools, and only hunt to eat.

Feb-10 Aug-10

36

36 villages in the 

campaign site (36 

shows)

600Same as above, but this follow up workshop was 

small group which held in each community.

8 Community visit 

(first visit)

General villagers A+IC+BR+BC= The wildlife foods of the villagers is almost 

gone – I will report every time I see illegal hunting and 

wildlife trade.

Feb-10 Mar-10

36

37 villages in the 

campaign site (36 

shows)

7,000This visit was great opportunity for the campaign 

team to contact with the target audience directly, 

the visit brought together some activities puppet 

show, hunting game and pledge for conservation.

9 Community visit 

(second visit)

General villagers IC+BR+BC= The wildlife foods of the villagers is almost 

gone – I will report every time I see illegal hunting and 

wildlife trade.

Feb-10 Jul-10

36

38 villages in the 

campaign site (36 

shows)

7,000This visit was great opportunity for the campaign 

team to contact with the target audience directly, 

the visit brought together some materials like 

posters, stickers, story book and note book.
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10Community visit 

(third visit)

General villagers IC+BR+BC= The wildlife foods of the villagers is almost 

gone – I will report every time I see illegal hunting and 

wildlife trade.

Feb-10 Nov-10

36

39 villages in the 

campaign site (36 

shows)

500This visit was great opportunity for the campaign 

team to contact with the target audience directly as 

follow up visit so the audience can remember the 

campaign activities in order to keep the momentum 

of the campaign. The visit brought campaign songs 

to audiences.

11Army camp visit 

(first camp)

Government officers and 

general villagers

A+IC+BR+BC= I will follow up on all hunting and wildlife 

trade criminal cases, because I am a dedicated 

government official who does not buy or sell wildlife.

Apr-10 Sep-10

1

Viengtong district 

army camp

100This workshop was a good opportunity to get 

support and participation from government officers 

who would help us deliver campaign messages 

because they contacted community members 

regulary.

12Army camp visit 

(second camp)

Government officers and 

general villagers

A+IC+BR+BC= I will follow up on all hunting and wildlife 

trade criminal cases, because I am a dedicated 

government official who does not buy or sell wildlife.

Apr-10 Sep-10 Army camp 585 250Same as above, but it was in different location.




Table 5: Mass Media Activity Tracking.
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Radio spot 

annoucement

Illegal hunters, 

general villagers and 

government officers.

A+IC+BR+BC= Clever hunters need to hunt in the village use areas, hunt managed species, hunt in 

the correct season, hunt with the correct tools, and only hunt to eat.



I will follow up on all hunting and wildlife trade criminal cases, because I am a dedicated 

government official who does not buy or sell wildlife.



The wildlife foods of the villagers is almost gone – I will report every time I see illegal hunting and 

wildlife trade.

Viengtong Address Publice 

System (Loud speaker)

Two times/day--

Everyday

3,000Radio spot is good tool to deliver key 

messages everyday through loud speaker in 

town. It is very cheap to do this media.


5.3 Exposure to Pride campaign activities


Table 5: Exposure to the Pride Campaign Activities

	
	Campaign Site
	Control Site

	Activity
	Pre-Campaign Total (%)
	Illegal 
Hunters (post-campaign %)
	General Villagers (post-campaign %)
	Government officers (post-campaign %)
	Post-Campaign Total
	Pre-Control Total (%)
	Illegal Hunters (post-control %)
	General Villagers (post-control %)
	Government officers
(post-control %)
	Post-Control Total

	Billboard
	81.6%
	86.8%
	93.5%
	94.5%
	95.0%
	76.3%
	76.3%
	64.8%
	85.9%
	69.7%

	Poster
	72.8%
	93.7%
	91.6%
	85.3%
	91.4%
	70.8%
	54.4%
	43.8%
	67.6%
	48.9%

	Spot on public address system
	67.5%
	84.9%
	76.7%
	78.0%
	79.2%
	33.0%
	36.0%
	30.6%
	43.7%
	33.3%

	Viengtong TV program
	24.4%
	73.8%
	59.8%
	25.7%
	61.5%
	16.2%
	43.0%
	33.4%
	46.5%
	37.0%

	Campaign song
	79.2%
	95.2%
	95.2%
	91.7%
	95.1%
	70.7%
	61.4%
	47.4%
	62.0%
	52.0%

	Community visit
	64.6%
	81.7%
	78.4%
	75.2%
	81.6%
	50.1%
	63.2%
	49.0%
	74.6%
	55.0%

	Participate illegal hunter workshop
	42.0%
	84.9%
	68.5%
	46.8%
	69.8%
	41.1%
	32.5%
	27.0%
	40.8%
	29.8%

	Story book
	N/A
	98.4%
	87.9%
	88.7%
	90.2%
	N/A
	14.0%
	11.4%
	18.3%
	12.8%

	Sticker
	N/A
	99.2%
	96.1%
	95.5%
	96.6%
	N/A
	59.6%
	39.4%
	80.3%
	48.5%

	Awning
	N/A
	98.4%
	96.2%
	99.2%
	96.7%
	N/A
	38.6%
	26.4%
	52.1%
	32.0%

	Muntjac mascot
	N/A
	99.2%
	90.4%
	86.5%
	91.4%
	N/A
	14.9%
	8.1%
	8.5%
	9.5%

	Pledge for conservation
	N/A
	95.2%
	83.9%
	67.7%
	82.7%
	N/A
	7.0%
	5.7%
	5.6%
	6.0%

	T-shirt
	N/A
	100%
	94.1%
	91.1%
	94.6%
	N/A
	32.5%
	23.6%
	56.3%
	29.4%

	Bag
	N/A
	98.4%
	96.9%
	91.1%
	95.9%
	N/A
	34.2%
	24.6%
	62.0%
	31.2%


Table 5 above regarding exposure to the pride campaign activities, blue part is campaign site and green is control site. For exposure campaign activities which are comparable between pre and post survey for both campaign and control sites, because the pre survey data about these activities were not available, it was because some of the social marketing materials were selected after implementing pre survey. The results of pre and post surveys in campaign site are all statistic significant changes, but the percentage point changes between pre and post surveys in control site don’t show statistic significant changes, in fact, some go down. For exposure campaign activities which are incomparable between pre and post survey for both campaign and control sites, if compare the post survey results between the campaign and control site, it is obvious that the exposure campaign activities were well received by audiences, because the percentage of the people who have heard, seen and participated are very high in campaign site, but they are very low in control site. 

Awning received the most amount of exposure. The awnings were at the right place, because the awnings were hung in front of shops and restaurants where most of the people in town came back and forth to those places would have a chance to see them, the awnings were interesting to people because the muntjac picture is quite big and people had seen muntjac so they would be able to link the muntjac mascot with awning.

Viengtong TV program received the least amount of exposure. The reason why Viengtong TV program received the least amount of exposure for the target audiences was we didn’t conduct this activity.

Noticeable materials such as billboards, posters, campaign song and community visit had high percentage in both campaign and control sites for pre-campaign survey, this is because: the billboards were placed in the campaign and control sites since 2007 and it is last long today, good and bad example of consuming wildlife posters were given to every household in both sites, and community and follow up visits have been implemented almost every villages in both campaign and control sites since 2005. These are the reasons why the percentage of the responds regarding these materials, print media and community visit were high in both sites. For the campaign song, I believe the people who were interviewed mixed up other wildlife song that Wildlife Conservation Society Lao PDR Program had produced in the past, the songs has been broadcasted by Lao National Radio Station through Friends of Wildlife itself and through related program and people in both campaign and control sites can receive the signal from the National Radio Station, a radio impact assessment was done in these sites in 2005 (Saypanya, Hansel et al. 2005) 40% of the population in these sites listened to the radio and the Friends of Wildlife program was ranked forth out of 14 programs. What I believe is the interviewers responded that they have heard the song about wildlife, because the question that was asked for pre and post didn’t say “Campaign song”, it said “song about wildlife”. In addition, the wildlife songs were displaying the village visit some CDs were given to villagers as rewards when they participated with the team during the team was conducting in villages. For other exposures to pride campaign activities that are comparable between pre and post survey for campaign and control site, I believe, it is clear that the campaign activities reached target audiences based on the percentage points in campaign site are higher than control site.
We are planning to apply the same concept of social marketing campaign at the control site next coming year or later, this will depend on the success of the fundraising, we are planning to use pre and post survey of the control site to be two years survey in a row as baseline data for coming campaign, this way we would be able to compare the trend of changes of three years in a row and the exposure of the campaign activities that we have from post survey at the control site will be baseline data for the future campaign.
5.4 Critical Analysis of Social Marketing
Campaign activities were the most effective:

· Concert, it is quite expensive, however, it is a powerful event to deliver key messages to audiences in one time.
· Bags, the cost is reasonable and this giveaways will last long for many years, the opportunity for the messages will be delivered to audience is longer.
· Awnings, the cost of the awning is cheap and the size of the slogan and key message on the awning is big and high potential to capture attention from people who see them.
· Stickers, the last long mobile print materials is cheap, however, it can keep the momentum of the campaign fever by reminding audiences with the key message on it for many months and it will be presented almost every corner of the site, because the it goes with the vehicle wherever the vehicle goes.
· Campaign song, the price is reasonable; however, the use of the campaign song is last for long time, in addition, it also includes all the key messages and slogan of the campaign as well as support points.
Campaign activities were the least effective:

· Viengtong TV program, at this point it is less effective because we didn’t this activity and the coverage of the audience is limit to the audience who stay in town.
· Note book, because the big portion of the target audiences have low literacy, the note book is unlike story book because the attraction of the story book higher.
The activities that we would like to repeat in the future are concert, bags, t-shirt, awning, campaign song, posters, pledge for conservation, stickers, illegal hunter workshop, spot on public. Additional activities that I think they would be good activity species booklet, the booklet would help audiences better understanding what are common, managed and prohibited species which will guide them to make the right decision of hunting and study tour; this idea is from many government counterparts the idea is to take some village leaders to visit any villages or places where an example of natural resources management is well organized, it could be in and around the Nam Et – Phou Louey (NEPL) National Protected Area (NPA) itself or somewhere else. Hence is the cost of the activity is very high. And I would like to take some time to explore what stuff that people see them and use them for daily basis so we can use that stuff to deliver the key messages.
6.0 Campaign Results
6.1 Methods of Determining Results
a. Pre-and Post-Campaign Quantitative Survey
Pre campaigns surveys were implemented in Viengtong district (campaign site) and Viengkham district (control site). 615 people were surveyed, which were including Hmong, Khamu and Lao Loum ethnicities. The percentage of each ethnicity was based on the total population of the ethnicity. 570 people who had the same criteria as campaign site were interviewed in control site. Both pre and post surveys for both campaign and control sites were implemented exactly the same locations and the same sample size. The enumerators were going to villages and random interviewed anyone who stayed at the villager whom aged 15 up, the amount of male and female must be the same. For illegal hunters who were known based on their additional activity in the village (village militias and police) must be found for certain mount in each village. 10 enumerators, 8 including myself were national staff of Wildlife Conservation Society (WCS) Lao People’s Democratic Republic (Lao PDR/Laos) Program including two volunteers were trained before conducting the pre survey in campaign site and pre survey in control site. One year later 13 enumerators which 7 new hire staff, one old volunteer and 5 old staff were trained before conducting post survey in campaign site and 9 enumerators continued conducting post survey in control site.  The difference between pre and post survey are enumerators, because 7 new enumerators were recruited and they helped carried out the surveys and some of old enumerators did not have a chance to conduct post survey and survey period, because the pre survey for both campaign and control sites were conducted between June to July, however, the post surveys were implemented between September to October. Some of the questions which were in pre survey, but not related to any analysis were omitted in post survey.
Table 1: Background information on the pre-and post-campaign surveys
Campaign site
	District
	Survey sample size
	Pre-Campaign Surveys collected
	Number of enumerators
	Post-Campaign Surveys collected
	Number of enumerators

	Government officers (army, policemen, wildlife crime mobile team and other government officers)
	126
	105
	10
	133
	13

	Hunters (Village police and militia)
	118
	132
	10
	126
	13

	Viengthong
	24
	24
	10
	24
	13

	Pong Hai
	22
	22
	10
	22
	13

	Kaw  Kiang
	15
	15
	10
	15
	13

	Tan Hiang
	11
	11
	10
	11
	13

	Na Vieng
	21
	21
	10
	21
	13

	Na Twoun
	29
	29
	10
	29
	13

	Phou Vieng
	15
	15
	10
	15
	13

	Thad Hiam
	25
	25
	10
	25
	13

	Muang Hiam
	13
	13
	10
	13
	13

	Som Phan Thong
	20
	20
	10
	20
	13

	Na Phone
	11
	11
	10
	11
	13

	Phiang Done
	9
	9
	10
	9
	13

	Nam Sat
	11
	11
	10
	11
	13

	Phone Saad
	19
	19
	10
	19
	13

	Nam Phoung
	12
	12
	10
	12
	13

	Sa kok
	13
	13
	10
	13
	13

	Done Khoun
	16
	16
	10
	16
	13

	Long Ngua Ba
	26
	26
	10
	26
	13

	Nam Neurn
	16
	16
	10
	16
	13

	Buam Fat
	12
	12
	10
	12
	13

	Houay Duen
	16
	16
	10
	16
	13

	Phongsong
	14
	14
	10
	14
	13


Control site

	District
	Survey sample size
	Pre-Campaign Surveys collected
	Number of enumerators
	Post-Campaign Surveys collected
	Number of enumerators

	Government officers (army, policemen, wildlife crime mobile team and other government officers)
	54
	54
	10
	
	9

	Village police and militia
	120
	120
	10
	
	9

	Sam Sum
	9
	9
	10
	9
	9

	Houay Chor
	20
	20
	10
	20
	9

	Oum Brink
	19
	19
	10
	19
	9

	Pou Kong
	11
	11
	10
	11
	9

	Pou Keow
	15
	15
	10
	15
	9

	Pou Kang
	20
	20
	10
	20
	9

	Vieng Xay
	13
	13
	10
	13
	9

	Muang Muay
	36
	36
	10
	36
	9

	Don Keaw
	19
	19
	10
	19
	9

	Vang Kham
	8
	8
	10
	8
	9

	Nam Soy
	22
	22
	10
	22
	9

	Nong Kham
	20
	20
	10
	20
	9

	Sop Hueng
	11
	11
	10
	11
	9

	Vieng Tong
	28
	28
	10
	28
	9

	Dtum Ming
	10
	10
	10
	10
	9

	Sae
	24
	24
	10
	24
	9

	Viengkham
	43
	43
	10
	43
	9

	Vang Bai
	17
	17
	10
	17
	9

	Vang Hueng
	12
	12
	10
	12
	9

	Hat Yao
	11
	11
	10
	11
	9

	Phone Savang
	8
	8
	10
	8
	9


b. Comparability of two surveys
Table 2: Independent Variables to Assess Comparability of Pre-and Post-Campaign Surveys
Campaign site
[image: image18.emf]Pre-campaign level Post-campaign level

Difference (in 

percentage points)

Chi-Square (X

2

) 

Significance

Male =  36.40 35.40 -1.00

Female =  63.60 64.60 1.00

Illegal hunters =  21.50 20.50 -1.00

General villagers =  60.80 57.90 -2.90

Government officers =  17.70 21.60 3.90

15 to 20= 9.30

5.90

-3.40

20 to 24=

16.60 12.70

-3.90

25 to 29= 

17.90 19.00

1.10

30 to 34=

16.70 14.50

-2.20

35 to 39 = 

14.10 16.90

2.80

40 to 44=

6.50 8.30

1.80

45 to 49=

8.00 8.30

0.30

50 to 54= 

5.90 5.50

-0.40

55 and older =  

5.00 9.00

4.00

Buddhism =

38.00 42.40

4.40

Animism =

61.80 57.60

-4.20

Other =

0.20 0.00

-0.20

Hmong = 14.10 13.20 -0.90

Khamu = 30.90 28.30 -2.60

Lao Loum = 3.70 3.70 0.00

Urban =

38.90 58.40

19.50

Rural =

38.40 27.60

-10.80

Suburban or mixed 

residence =

22.80 14.00

-8.80

Residence type

> 95

significant

Ethnicity 

<95 

not significant

Variable

<95 

not significant

<95 

not significant

<95 

not significant

< 95

not significant

Gender

Target audience 

group

Age group

Religion


[image: image19.emf]Pre-campaign level Post-campaign level

Difference (in 

percentage points)

Chi-Square (X

2

) 

Significance

1 person =

2.90 0.30

-2.60

2 people =

2.00 2.40

0.40

3 people =

5.90 5.40

-0.50

4 people =

12.80 12.50

-0.30

5 people =

16.30 16.90

0.60

6 people =

18.20 22.30

4.10

7 people =

15.40 12.40

-3.00

8 people =

8.50 9.90

1.40

9 people =

3.60 4.70

1.10

10 people =

6.20 7.80

1.60

11 and more =

8.30 5.40

-2.90

Family size

<95

not significant

Variable


Control site

[image: image20.emf]Pre-campaign level Post-campaign level

Difference (in 

percentage points)

Chi-Square (X

2

) 

Significance

Male =  63.20 63.70 0.50

Female =  36.80 36.30 -0.50

Illegal hunters =  20.00 22.30 2.30

General villagers =  67.60 62.60 -5.00

Government officers =  12.40 15.10 2.70

15 to 20= 3.50

8.20

4.70

20 to 24=

11.90 10.50 -1.40

25 to 29= 

17.90 15.40 -2.50

30 to 34=

15.80 14.60 -1.20

35 to 39 = 

15.10 19.10 4.00

40 to 44=

10.30 6.80 -3.50

45 to 49=

8.40 9.10 0.70

50 to 54= 

7.70 7.20 -0.50

55 and older =  

9.50 8.90 -0.60

Buddhism =

25.60 27.50 1.90

Animism =

74.40 71.90 -2.50

Other =

0.00 0.20

0.20

Hmong = 14.40 14.20 -0.20

Khamu = 60.20 56.10 -4.10

Lao Loum = 25.40 29.60 4.20

Other = 0.20 0.00 -0.20

Urban =

39.60 37.50 -2.10

Rural =

60.10 62.50 2.40

Suburban or mixed 

0.40 0.00 -0.40

Ethnicity 

<95 

not significant

Religion

< 95

not significant

Residence type

< 95

not significant

Variable

Gender

<95 

not significant

Target audience 

group

<95 

not significant

Age group

<95 

not significant
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Significance

1 person =

0.50 1.20

0.70

2 people =

2.10 3.00 0.90

3 people =

9.10 7.00 -2.10

4 people =

17.20 13.50 -3.70

5 people =

17.00 18.10 1.10

6 people =

17.30 16.80 -0.50

7 people =

14.50 13.70 -0.80

8 people =

7.90 9.10 1.20

9 people =

4.40 7.20 2.80

10 people =

4.90 4.90 0.00

11 and more =

5.10 5.40 0.30

Family size

<95

not significant

Variable


Pre and post survey are the most comparable, the two sites have the same gender, age group, target audiences, religion, residence type, family size, geographic, ethnicities and National Protected Area (NPA) management (Map 1 and 2).  There is no difference between two locations with an exception of residence type in campaign site show statistic significance change between pre and post, it should be the same because the location and sample size were conducted in exactly the same and the campaign manager was the one who trained enumerators to tick the boxes of residence. I believe the campaign manager made wrong calculation regarding residence type, because the campaign manager was who made the decision which village fell in which category (urban, rural and suburban and mixed residence) and these categories were ticked by the campaign manager not the enumerators. Since everything is comparable, I am confident to say that all my survey data is valid and can be compared for significant changes between pre and post campaign shifts.
c. Qualitative Research
I collected two qualitative research interviews; the method of the research was one on one interview, one hunter and one general villager were interviewed how they would think about the campaign. 

The hunter thought it was a very focusing on social marketing campaign, because NPA staff especially campaign team members have had regular contact with local villagers. He emphasized about the barrier of the change, he said that if we keep doing good job like this the wild animal in the NPA will increase; in addition, he used to be illegal hunter and trader, but he now stops. He gave information how the perpetrators moving around, who are key perpetrators and reported illegal activities, his report led to arrested perpetrators one week later.
The general villager emphasized on social marketing campaign, he said himself and other people haven’t seen this kind of campaign in the town, he said it is good activities so people know legality of using natural resources, especially wildlife.

The information that I got from these two people told me that the campaign is in the right track regarding the social marketing activities, events and materials. And it also told me that the patrolling and enforcing the district wildlife regulation must be maintained unless group of audiences whom were moved to stage of behavior change have high potentials to their previous stage of behavior.

Map 1: Campaign Site





Map 2: Control Site
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6.2 Barrier Removal
a. Management options
Three key behavior changes that we would like to change at the campaign site are reporting illegal activities (general villagers), hunt legally (illegal hunters) and enforce the regulation strictly (government officers). The management strategy to achieve these behavior changes is to motivate general villagers to give peer pressure on illegal hunters by reporting illegal activities and government officer respond to the reports from general villagers would increase the cost of illegal hunting and wildlife trade.  To do so, the facility had to be provided for both general villagers and government officer for taking actions.  The creation of providing hotline number might be the best option to facilitate this management, this method was initially used by ongoing patrolling and it seemed to work well. The hotline was set up and available 24 hours per day. Campaign in the other hand promoted the hotline number to 36 villages in the campaign site through social marketing event, activities, community visit, printing materials and media.
b. BROP detail
The purpose of this project is to reduce the illegal hunting threat to five species of ungulates (Guar, Sambar Deer, Serow, Muntjac and Wild Pig) in village use areas and NPA core zone at Viengtong district in the NEPL NPA. The expected results will be the stable growth of the ungulates populations, which constitute the prey of the Indochinese tigers and key factor in the survival of the last tigers in Lao (currently estimated at 7-23 tigers). The ungulate populations will be monitor by occupancy monitoring team and to reduce illegal hunting in both village use area and NEPL NPA core zone. This will be monitored by number of infractions regarding illegal hunting of ungulates which will be reported every month by ranger substations and WCU.

Nam Et – Phou Louey (NEPL) National Protected Area (NPA), WCS-Laos decided we would focus our Barrier Removal efforts on 4 major activities to reduce illegal hunting threats:

1. Develop a Wildlife Crime Unit that will be responded to reports from informant networks.
2. Develop an ongoing Informant Network will be the key component of the barrier removal activity
3. Increase law enforcement to make sure the general villagers would change their behaviors; the government official must change their behavior first by responding the report from the general village and enforce the wildlife district regulation strictly.
4. Implement Gun Licenses is one of the key actions this activity would make sure people who carry guns are gun carried authorized.
The assignment of officers who will work with Wildlife Crime Unit (WCU) by concerned government agencies

At the BROP Workshop on the 8 July 2009, the Nam Et – Phou Louey National Protected Area, District Police Office, District Agriculture Forestry Office, District Finance Office and District Commerce Office had committed to send the name list of officers who will directly work with WCU. Since this workshop the only office who sent the name list to the NEPL NPA was DFO. At the BROP follow-up meeting on the 21 August 2009, all the concerned government agencies have given the name list of their officers who will work with the WCU.

NEPL NPA will take the lead on this process by working closely with the DPO, DAFO, DFO and DCO to compile the name list of the officers who are assigned and process the documentation before presenting it to the District Governor for an official acceptance and signature.

The assignments of people to oversee and are responsible for the WCU and its government agencies. 
WCU Leader Committee

1. Mr. Xayasine Xongyongya, Assistant Manager of NEPL NPA, Team Leader
2. Mr. Bounton Bounmisay, Deputy Head of DAFO
3. Mr. Impon Haimisouk, Deputy Head of DFO
4. Mr. Khamla Southida, Deputy Head of DPO
5. Mr. Kaepet Ladapon, Acting Head of DCO
WCU Technical Staff

1. Mr. Khamvanh Panthavong, DAFO, Team Leader

2. Mr. Sitong Vongpothong, NEPL NPA

3. Mr. Ponpet Duangsompong, DFO

4. Mr. Tongkham Ngiemmaloum, DFO

5. Mr. Xiengnom Pongpaserth, DPO

6. Mr. Hang Sonkham, DPO

7. Mr. Soupansay Ponmixay, DCO

8. Mr. Sisavath Lorvongkham, DCO

The officers in the name list above have been given to NEPL NPA on the 21 August 2009. 2009 and the NEPL NPA has compiled in the same day.

The members of WCU need to work hard and closely with two key government clusters, firstly, Local Party Strengthening Team, secondly, village policemen group in 35 target villages. The reason to work closely with these two proposed government clusters is because they have been working and staying closely with local villagers. Therefore they would be able to give better ideas regarding who should members of WCU to work with. Given that develop informant network is challenge for the members of WCU should they find good informant network they would be success in the mobile patrolling and they would not find the risk of inaccurate reporting from bad informant network. The campaign will help to disseminate the information to general people in each community.

Reassign WCU
The District Governor has already signed the reassignment for WCU on the 24th September 2009. The endorsement of the district govern is crucial because the WCU will easily carry out the patrolling based on this endorsement.
The WCU under the guidance of the district and the NPA will support law enforcement patrols based on the informant networks in 35 villages. This method will strongly depend on the report of the informant network. The WCU will rush to the places where are reported by the informant networks. This method has been shown the successful results based on the report from mobile patrolling team in the fiscal year 2008-09. This method will work well should the WCU have good cooperation with informant networks. The informant networks will be pursuit by offering high incentive based on the district regulation on NEPL NPA management. This incentive will secretly be given to specific informant networks by members of WCU. For general people will receive the information regarding the incentive through the campaign. The campaign will help to disseminate the regulation to general people, this way wildlife offenders will not know who are informant network because everyone in each community will have been receiving the information regarding the incentive. This system is complicated because it means the security of the informant networks.  Therefore, government agencies cannot give more details of who will be their informant networks and when they will find and work with them. The proxy indicator of this process might be the record of the reports which will be collected by Mr. Xayasine Xongyongya. The campaign will assist this process by promoting the hot line number for reporting wildlife offenders. The hotline number will be identified when we get it. It is supposed to be done by December 2009. In theory and suggestion from Deputy District Governor during the BROP follow-up meeting on the 21st August 2009 aimed members of WCU to find at least 1 informant network in each village.

The development of ongoing informant network

It was determined at the BROP workshop, that an informant network must be developed by all the members of WCU need to work closely with Local Party Strengthening Team and village policemen group and for general informant network will be carry out through the campaign, the campaign is aim to work closely with Village Group level, Village Authorities and villagers in each target village, the campaign will assistant WCU members to find general informant networks. All the members of the WCU need to find their own informant networks. One member needs to have at least one informant network in each village when the members of the WCU have their own informant network the key issue is to keep top secrete because it means the security of an informant network. On the other hand campaign will assist to find general informant network by disseminating the benefits that people in society will receive if they report to WCU and lead to confiscation venders.

Gun license will be produced and distributed to village militias in every village in Viengthong district. For the village policemen the concern office (Viengthong District Police Office) will work closely with the provincial police office should they are allowed to move on making gun licenses for village policemen. The process of making gun licenses for both village militias and village policemen is not complicated if the provincial level has the same level of understanding with district level. Therefore, the gun licenses for village militias are approved to do. The same thing the district police office will work closely with provincial level for approval.  Based on the discussion with a person in charge of District Army Office, making gun license is depend on the budget, if the District Army Office has enough budget they will able to issue all gun licenses by the end of October 2009.

The law enforcement

By September, WCU members will hold an inner meeting to identify the strategies of the WCU and the fines for wildlife crimes.  So far, government of Laos doesn’t standardize the fines of each wildlife species and wildlife parts. This will be based on the outcome of the meeting which will be held in September 2009 by NEPL NPA and concerned government agencies to identify the average fines to be the base for WCU officer to implement wildlife law and regulation. The average fines of wildlife will be base on the reports of WCU and inputs from government agencies. The trend of the WCU this fiscal year is to focus on reports from the informant network.  This is supported by lessons learned from last fiscal year which has shown most of the infractions were from the reports of informant network and not routine patrols. The DPO, DAFO, DFO and DCO will provide officers for WCU when needed, while NEPL will provide transportation and needed equipments for WCU when needed
Gun license
The GoL Army already has a accepted format of gun license. This action will be moving forward and it is believed to be completed and distributed to village militias by February 2010. The Viengthong District Army will make give special guidance for village headmen on the use of guns, when and how to do patrols before the 26 August 2009.  The NEPL NPA will assist in this process by supporting the costs gun licensing including the printing, issuing and dissemination of special guidance on patrolling. This will be monitored by checking the guns while village militias and policemen are patrolling to find out if all the guns have the license attached. The license will identify the model, serial number and type of the guns by ranger substations officers. 

District Police Office responses to the NEPL NPA about if gun license for village policemen would allow doing by September 2009.

Quarterly meeting
Quarterly meeting need to be carry out, this meeting will follow up all the actions which will be taken by concerned government agencies. But not limited to unexpected meeting whenever an agency recalls for an emergency meeting to improve and develop the WCU.

The NPA and WCU will schedule quarterly follow up meetings to ensure that the WCU is increasing in effectiveness over time and the illegal hunting of ungulates in village use areas and the NPA core zone are decreasing.  This will be monitored by comparing the infractions of illegal hunting to ungulates from existing data from MIST team in the NEPL NPA with reports from ranger substation and WCU officers every month.  The NPA will take the lead in scheduling these meetings with support from the district governor.
COSTS (The funds required are only the initial budget, and the budget standard is USD)

	Serial number
	Project
	Unit price
	Quantity
	Amount
	Source of money available to cover this

	1
	Mobile Patrolling, gun license and quarterly meeting
	50
	15 times x 12 months=160 times/year
	US$8,000.00
	US$2,500 from Tiger Forever and US$5,500 from Rare

	total
	
	
	
	US$8,000.00
	


REVENUE SOURCES

The Wildlife Conservation Society (WCS) committed to fund 28,000 U.S. dollars (of the funds, the core funds for 20,000 U.S. dollars, the barrier removal, gun license and quarterly meeting funds for US$8,000 U.S. dollars). The fund will be charged to TF for about US$2,500 U.S. dollars and Rare provided US$5,500 and the core fund will be charged to WCS Lao.
c. SMART objectives and results for the Barrier Removal stage of the ToC

	Illegal hunter

	ToC
	SMART Objectives
	Metric
	Method
	Baseline (Pre-campaign)
	Result (Post-campaign)
	Change (in percentage points)
	Chi-Square (X2) Significance
	SMART Objective Attainment

	Barrier Removal
	By the end of August 2010, the percentage of general villagers who would respond “Yes” In the past 6 months, have you reported someone who was hunting for trade will increase to 25.0% from 4.8% (so an increase of 20.2pp). (Measured by Q#46).
	Percentage point difference of pre and post survey of target audience
	Compare Q#46 from Pre surveys with post 
	4.80%
	9.30%
	5
	X2 < 95 not significance
	24.75%

	
	Control site
	
	
	13.4%
	10.5%
	-2.9
	
	

	
	By the end of August 2010 the percentage hunters who have heard of anyone receiving a fine for illegal hunting will increase to 72.0% from 61.4% (so an increase by 10.6pp). (measured by Q#44) (used as a proxy for fines given)
	Percentage point difference of pre and post survey of target audience
	Compare Q#44 from Pre surveys with post 
	61.40%
	74.60%
	15
	X2 < 95 not significance
	141.51%

	
	Control site
	
	
	61.4%
	49.1%
	-12.3
	
	

	General villager

	ToC
	SMART Objectives
	Metric
	Method
	Baseline (Pre-campaign)
	Result (Post-campaign)
	Change (in percentage points)
	Chi-Square (X2) Significance
	SMART Objective Attainment

	Barrier Removal
	By the end of August 2010 the percentage of general villagers who have heard of anyone receiving a fine for illegal hunting will increase to 69.1% from 44.9% (so an increase by 14.2pp). (measured by Q#44)
	Percentage point difference of pre and post survey of target audience
	Compare Q#44 from Pre surveys with post 
	44.9%
	68.8%
	23.9
	X2 > 95 significance
	168.31%

	
	Control site
	
	
	38.7%
	33.9%
	-4.8
	
	

	
	By the end of August 2010 the percentage of general villagers who think the incentive for people to report wildlife crime is working will increase to 74.9% from 64.1% (so an increase of 10.8pp). (measured by Q#58)
	Percentage point difference of pre and post survey of target audience
	Compare Q#58 from Pre surveys with post 
	64.1%
	66.1%
	2
	X2 < 95 not significance
	18.52%

	
	Control site
	
	
	69.5%
	71.2%
	1.7
	
	

	Government officer

	Barrier Removal
	By the end of August 2010 the percentage of government officers who think the incentive for people to report wildlife crime is working will increase to 84.9% from 78.0% (so an increase of 6.9pp). (measured by Q#58)
	Percentage point difference of pre and post survey of target audience
	Compare Q#58 from Pre surveys with post
	78.0%
	85.0%
	7
	X2 < 95 not significance
	101.45%

	
	Control site
	
	
	69.8%
	85.9%
	16.1
	
	


Table above consist 9 columns starts from left to right, this table represents the stage of barrier removal (BR) three target audiences illegal hunter, general villager and government officer. This table summarizes percentage point difference of pre and post survey of target audiences. Even though the table doesn’t show many statistic significance changes, however, it shows positive percentage points for all audiences which one BR for general villager shows statistic significance change.
d. Barrier Removal activities with qualitative and quantitative evidence of success for those activities
Before campaign activities were started 1 barrier removal meetings with multiple agencies were held to improve law enforcement and 4 follow up barrier removal meetings with multiple agencies were regularly held during the campaign time period. Alongside with the campaign activities 11 random patrols were conducted by WCU, not too long 82 reports related to wildlife trade and illegal hunting was inspected by Wildlife Crime Unit (WCU) and out of 82 reports 22 cases were closed and fines given. This was because of the mobile patrolling has promptly been done by WCU as the hotline number is on 24 hours per day 7 days per week and the members of Nam Et – Phou Louey (NEPL) National Protected Area (NPA) and multi-agencies supported each other, e.g. often times, they patrolled all night without sleeping, the WCU members has been working hard. 5 random patrols per month were proposed to be implemented during the campaign, but after the campaign started there were not many random patrols implemented because the WCU has been busy with the despondence to hotline number and the WCU members thought we don’t need to do random patrol very often because hotline is our good tools right now. Random patrols were conducted by on the situation like when it rains and hunting time, because during one month hunters know when it is good time to hunt, e,g, during the dark moon, it is opposite with full moon is the best time to hunt and WCU know. Many meetings called by WCU members when the support from the multi-agencies was not well received, especially, police office, the WCU and committee members were promptly responding to the meetings. It was getting better after the meetings. The leader of WCU had hard time involving policemen in his patrols for sometimes, the strategies used campaign manager and the NEPL manager had one on one half informal and formal discussion with the head of the police office and used small amount of the money from barrier removal grant to buy a digital camera for the head of the police station from now on the support from the police office went so good as every single time the leader of the WCU asked for the policemen to do patrol with him. In addition, we have received good cooperation from members of substations and other mobile teams to fill the data regarding reports about wildlife trade and illegal hunting in given form that they receive every month. Then the forms were collected members of the campaign who attend monthly meeting, finally the forms were sent to campaign manager to summary and add to monitoring metric for record. What was not in place during the campaign was gun license system and photo ID for village militia and police, the gun licenses were presented to authorized gun carriers (village militias) by Viengthong district army to one village cluster in campaign site, for the photo ID which is in charge by Viengtong district police, forms for collecting information regarding authorized gun carrier (village policemen) are on board and police office would love to cooperate with the NEPL NPA by issuing authorized gun carriers photo IDs for village policemen, however, the issue relates to inaccurate cost for the photo IDs has been discussing back and forth between the NEPL NPA manager and a representative from police office is not solved.
The Rare barrier removal grant has been used specifically for barrier removal activities; the cost for barrier removal activity has been related to stipend for direct contact staff for barrier removal activity, cost for per diem and fuel for the members of WCU from multiple agencies. Until now the 2/3 of the grant has been spent.  Five occasions that the money that spent by WCU came back to cash box of the account. Regularly, WCU would request money for patrolling both to do random patrol and responded reports, if they succeeded when they patrol and arrest a perpetrator, the expenses for that patrol will be charged to the perpetrator and the certain amount of the money that WCU advanced earlier will be sent to accountant of the National Protected Area office. In the other hand if the WCU don’t succeed in patrol, they don’t find any perpetrators in that case the money is spent out. The cost of implementation of the barrier removal activity is not expensive, because based on the amount of the grant awarded would be able to implement the activity for two years.
e. Critical analysis of Barrier Removal
Since the campaign started more than 250 people have called the hotline number: 82 calls were to report illegal hunting and wildlife trade which led to 22 perpetrators who were arrested and cases were closed. We know this has been working well based on this information, which shows behavior change because people are reporting the right illegal activity via the hotline number.  However, the result of the campaign quantitative post survey doesn’t show statistical significance in behavior change. The percentage point change between pre and post survey is 4.7pp (Figure 1) which leads to the overlapping between the changes in pre and post campaign survey (Figure 2) when frequency error is taken into account. I believe the reason why many people have been calling hotline to report illegal activities but the result of the post survey doesn’t show statistically significance is: To report people who do illegal activities is risky to the personal security of the reporters and this type of behavior is sensitive, because they might be threatened by perpetrators, so the reporters want to be 100% sure that the information they share on reported perpetrators will secretly saved. So when the reporters were asked this question by our survey enumerators directly, they might not have wanted to share that they have reported. However, the number of reports that were received via hotline number are more than 200 incoming calls, 82 calls reporting illegal hunting and wildlife trade which led to 22 cases were fined, prosecuted and closed (Figure 3). The barrier removal activity was well received from the district governor as she reassigned Wildlife Crime Unit (WCU) and assigned committee who would oversee WCU and support wildlife district regulation. In addition, she assigned deputy district governor to oversee the WCU and the committee. You should include this in barrier removal section.
The challenges are; this activity is risky for team members so some of them are not brave enough to express their passion, it hard to find strong leadership person to supervise the WCU and telephone network doesn’t some of the locations at the site it is quiet for reporters to report and WCU members to communicate. The barrier removal activity is great combination of the social marketing campaign given that we would like to change the behavior of general villagers from ignoring illegal activities to report to appropriate government officers if we don’t have barrier to this change won’t work. The challenge for the WCU is full time government counterpart who would take the lead inside the Multi-agency committee, because the key government counterpart who would coordinate this activity should come from the NEPL NPA, this person would do everything to facilitate the action of the WCU and the committee, often time, campaign manager and lead agency partner like Wildlife Conservation Society (WCS) Lao PDR program had to push the WCU members who came from different government agencies and the committee to enforce the regulation strictly and appropriate even WCS and campaign manager were not in the position to do so in term of authority because only government officers has authority to enforce the law and regulation. In addition, the member of WCU who is the staff of NEPL NPA has too much work to do because many times he has to dealt with the patrolling and involved in the committee to solve the cases, he is young and he is not accepted in that role by members of the committee, so he frustrate with such the situation. Even though he tries hard to do his best, many times he patrolled during the night and involved with committee during the daytime and there were call-ins to hotline and he had to patrol the night later without the rest. He is more than happy in a role of taking action by responding the hotline and confronted perpetrators, but he is not comfortable in the role of working with the committee members. The other challenge for the WCU is communication limitation, because of the areas of the NEPL NPA doesn’t receive the telephone signal; it is hard for the informant networks and WCU to communicate. The last, but not least challenge is the perpetrators are very smart and know the direction and area very well and they have been changing their strategies all the time, so the WCU members need to make sure that the strategy to stop the perpetrators is always updated. Fortunately, Telephone Company is planning to settle network in key area. For the idea to have strong leadership government counterparts who would manage the WCU in the future is the issue that we need raise it up to NEPL manager who has the authority to discuss with his vertical line authority.

6.3 Behavior Change
a. SMART objectives
Three behavior changes that were the goal for the Nam Et – Phou Louey (NEPL) National Protected Area (NPA) social marketing campaign, the first behavior change was for general villagers, we wanted general villagers to give peer pressure on illegal hunters by reporting illegal hunting and wildlife trade to appropriate government officers, second change that we wanted to change was the behavior of illegal hunters to hunt legally and the third change that we wanted it to happen was we wanted government officer to enforce the wildlife regulation strictly.
	Illegal hunter

	ToC
	SMART Objectives
	Metric
	Method
	Baseline (Pre-campaign)
	Result (Post-campaign)
	Change (in percentage points)
	Chi-Square (X2) Significance
	SMART Objective Attainment

	Behavior Change 
	By the end of August 2010 the percentage of general villagers who have heard of anyone who stop hunting for trade will increase to 55.5% from 45.5% (so an increase of 10pp). (measured by Q#45)
	Percentage point difference of pre and post survey of target audience
	Compare Q#45 from Pre surveys with post 
	45.5%
	60.1%
	14.6
	X2 > 95 significance
	146.0%

	
	Control site
	
	
	52.8%
	36.8%
	-16
	X2 < 95 not significance
	

	
	By the end of August 2010 the percentage of hunters who have reported someone who was hunting for trade will increase to 20.0% from 9.1% (so an increase of 10.9pp). (measured by Q#46)
	Percentage point difference of pre and post survey of target audience
	Compare Q#46 from Pre surveys with post 
	9.1%
	16.7%
	7.6
	X2 < 95 not significance
	69.72%

	
	Control site
	
	
	13.4%
	10.5%
	-2.9
	X2 < 95 not significance
	

	
	By the end of September 2010 the percentage of hunters who have heard anyone hunting wild animals in NEPL for trade will decrease to 3.5% from 11.4% from (so a decrease of 7.9pp). (measured by Q#48)
	Percentage point difference of pre and post survey of target audience
	Compare Q#48 from Pre surveys with post 
	11.4%
	23.8%
	12.4
	X2  ≥ 95 significance
	-156.96%



	
	Control site 
	
	
	3.9%
	5.3%
	1.4
	X2 < 95 not significance
	

	General villager

	
	 By the end of August 2010, the percentage of general villagers who would respond “Yes” In the past 6 months, they have reported someone who was hunting for trade and selling wild meat will increase to 24.2% from 4.0% (so an increase of 20.2pp). (Measured by Q#46 and 47).
	Percentage point difference of pre and post survey of target audience
	Compare Q#46 and 47 from Pre surveys with post 
	4.0%
	6.5%
	2.5
	X2 < 95 not significance
	12.38%

	
	Control site 
	
	
	6.4%
	3.1
	-3.3
	X2 < 95 not significance
	

	
	By the end of August 2010 the percentage of general villagers who have reported someone who was hunting for trade will increase to 15.0% from 4.8% (so an increase of 10.2pp). (measured by Q#46)
	Percentage point difference of pre and post survey of target audience
	Compare Q#46 from Pre surveys with post 
	4.8%
	9.3%
	4.5
	X2 < 95 not significance
	44.12%

	
	Control site 
	
	
	7.0%
	4.7%
	-2.3
	X2 < 95 not significance
	

	Government officer

	
	By the end of August 2010, the percentage of government officers who say that they have enforced the law regarding the wildlife trade will increase to 35.9% from 25.7% (so an increase of 10.2pp). (Measured by Q#43 and measured by how many cases have been prosecuted to the court).
	Percentage point and number of cases
	Compare Q#43 from Pre surveys with post
	25.7%
	24.8%
	-0.9
	X2 < 95 not significance
	-8.82%

	
	Control site 
	
	
	24.4%
	28.2%
	3.8
	X2 < 95 not significance
	


Table above consist of 9 columns starts from left to right, this table represents the stage of behavior change (BC) in three target audiences, illegal hunter, general villager and government officer, under neat of each campaign’s SMART is comparable result between pre and post of the control site. This table summarizes percentage point difference of pre and post survey of target audiences. Even though the table doesn’t show many statistic significance changes, however, it shows positive percentage points for all audiences which one BC for illegal hunt shows statistic significance change. Most of the results in control site show lower percentage points and some negative points.
b. Non-Survey Results including qualitative results, quotes, etc.
Since the campaign started more than 250 people have called the hotline number: 82 calls were to report illegal hunting and wildlife trade which led to 22 perpetrators who were arrested and cases were closed. We know this has been working well based on this information, which shows behavior change because people are reporting the right illegal activity via the hotline number.  However, the result of the campaign quantitative post survey doesn’t show statistical significance in behavior change. The percentage point change between pre and post survey is 4.7pp (Figure 1) which leads to the overlapping between the changes in pre and post campaign survey (Figure 2) when frequency error is taken into account. I believe the reason why many people have been calling hotline to report illegal activities but the result of the post survey doesn’t show statistically significance is: To report people who do illegal activities is risky to the personal security of the reporters and this type of behavior is sensitive, because they might be threatened by perpetrators, so the reporters want to be 100% sure that the information they share on reported perpetrators will secretly saved. So when the reporters were asked this question by our survey enumerators directly, they might not have wanted to share that they have reported. 
To reinforce the qualitative results of the campaign, below is the quote from Troy Hansel, deputy director of Wildlife Conservation Society Lao PDRE program: This campaign is successful if it meets the specific objectives set by the campaign from the outset, while leading to the overall goal of reducing threats to the five tiger prey species.  This campaign has met my expectations.  This campaign has built the foundation of change needed to create a critical mass within the target audiences to move from knowledge and attitudes to behavior change and ultimately conservation results.  We see clear examples of success, for example: villagers and illegal hunters have a much greater understanding of the rules and regulations that enable the citizens of Viengthong to hunt sustainably, people of Viengthong report wildlife crime through the campaign hotline, and the WCU (Wildlife Crimes Unit) responds to wildlife crime cases proactively resulting in confiscations, fines and incarceration. We have seen the target audiences (illegal hunters, villagers, and government officials) become more committed to the goals and objectives of the NEPL NPA.  Government officials of Viengthong district have put the NEPL NPA activities into the five year development plan.  The village cluster administration has taken more interest in enforcing the district NPA rules and regulations.  We hear much dialogue and controversy at all levels over campaign messaging, the national rules and regulations, their implementation at the local level, and conservation of the five tiger prey species.  This communication has brought about much attention to previously overlooked problems and issues.  The status quo has shifted, the target audiences are closer to the conservation paradigm that we have in place for NEPL NPA. The campaign manager had a one on one conversation with Mr. Vanh, a substation staff, regarding the effectiveness of the social marketing campaign, Mr Vanh said that the campaign helped local villagers better understand the laws and regulations, the indicator he uses is the reduction of poachers the patrol team see in the patrolling sector as compared to before the campaign.
c. Critical Analysis of Behavior Change
We accomplished in changing behavior among target audiences in some level based on the number of reports and the despondences by the government officers these two key behavior changes that the campaign aimed to reach, because the number of illegal hunters and wildlife traders are very small compare with the number of general villagers and government officers that’s why we would like general villagers to give peer pressure on illegal hunters and wildlife traders by reporting government officers via hotline numbers and it worked very well, I believe this leads to changing in behavior of illegal hunters as the post survey showed statistic significant change (Figure 4). In order to keep moving their behavior change towards maintenance, the needs are government officers must follow and enforce the wildlife district regulation strictly to do so the current barrier removal activity which has been conducting by Wildlife Crime Unit (WCU) will be duplicated at the campaign site. Information relates to informant networks must be kept secretly, this way the informant networks would feel safe and feel their reports are worth it because the appropriate government officers respond their reports and enforce the regulation strongly. Refer to keeping information about informant network is a social norm among multi-agencies representatives who oversee the WCU members and WCU members themselves aware of this norm and everyone in the WCU and committee has the right not to share who are their informant networks
6.4 Threat Reduction and Conservation Results
a. SMART objectives
The conservation result goals for the Nam Et – Phou Louey (NEPL) National Protected Area (NPA) social marketing campaign was to increase tigers prey population by 15% in 2012. The threat reduction goal was to decrease the number of illegal hunters who enter totally protected zone by using the camera trapping and the monitoring system called MIST database.
	ToC
	SMART Objectives
	Metric
	Method
	Baseline (Pre-campaign)
	Result (Post-campaign)
	Change (in percentage points)
	SMART Objective Attainment

	Conservation Result 
	For whole of NEPL NPA site the there will be an increase in prey abundance from 1.86 individuals/km2 in 2007-08 to 2.individuals/km2 in 2012 and 2.6 in 2015 (metric provided by Tigers Forever expert, Emma Stokes)
	Number of prey population
	Compare the baseline data with new data, which will be monitored in 2012.
	1.86/km2
	Prey population will increase 15%. By 2012
	N/A until 2012
	N/A until 2012

	
	For the campaign site (area defined by WCS Lao team), by the end of August 2012 the index of prey abundance / sq km will increase from 0.35 prey/km2 to 0.44 prey/km2. by the end of August 2015  the index of prey abundance / sq km will increase from 0.44 prey/km2 to 0.53 prey/km2 (measured by Occupancy Monitoring Team)
	Number of prey population
	Compare the baseline data with new data, which will be monitored in 2012.
	0.35/km2
	Prey population will increase 15%. By 2012
	N/A until 2012
	N/A until 2012

	Threat Reduction
	Illegal hunting pressure indicator in whole of NEPL will go down from 3.00 (measured in 2007-2008) to 2.02 in 2012 and and 1.50 in 2015.  

	Hunting index from MIST database (manual calculation)
	Compare the baseline data with new data in 2012 and 2015
	3
	2.02 in 2012 and 1.5 in 2015
	N/A until 2012 and 2015
	N/A until 2012 and 2015

	
	The number of people found and/or arrested in the Core Zone (area defined by WCS Lao team) will go down from 85 in 2007/8- to 40% by 2012 and 20% in 2015.
	Hunting index from MIST database (manual calculation)
	Compare the baseline data with new data in 2012 and 2015
	85 in 2007/8
	to 40% by 2012 and 20% by 2015
	N/A until 2012 and 2015
	N/A until 2012 and 2015

	
	By September 2009 the WCU will be endorsed and staff by the district governor.
	Document signed
	Approved by district government with follow up to BROP workshop #1 and #2.
	24-Aug-09
	100%
	N/A
	100%

	
	By the end August 2010 the newly created WCU will have met 4 times.
	Number of successful meetings
	Minutes of meeting by NPA staff
	4 meeting were held
	100%
	N/A
	100%

	
	100% of reports related to wildlife trade and illegal hunting received via the hotline, informant network, multi agency random patrol team or patrols by substation between March and September 2010 will be investigated by the MPA and closed or passed on as appropriate.
	(% of total n of reports received that were investigate by MPA (either closed or became a case)
	Existing reporting methods of  agencies
	0
	22 cases
	N/A
	100%


Based on the verbal conversations with substation members, they thought the threats to wildlife in their sectors have decreased because they don’t find poachers easily like before They thought it might be because the Nam Et – Phou Louey (NEPL) National Protected Area (NPA) applied social marketing campaign at the NEPL NPA that’s why the threats decrease. They reported it is hard to find the poachers right now, it is because they understand the hunting legality so they don’t show up when they saw substation team members, instead the poachers tried to find the secret way to encroach the core zone and it is because the poachers know they will be punished by substation. However, the numbers of poachers have been found recently is not many as before, they thought some of poachers no longer encroached the core zone and hunt legally.
b. Monitoring activities
No full monitoring for conservation result was conducted during the campaign timeline, however, the tiger monitoring was conducted by substation rangers who have been patrolling inside the totally protected zone by collecting the scats of the tigers. And Wildlife Conservation Society Lao PDR program with the collaboration with Nam Et – Phou Louey (NEPL) National Protected Area (NPA) had done two types of monitoring at both campaign and control sites: one monitoring was to measure the population of tigers by using camera trapping and other was to measure the occupancy of tiger prey species by using prey occupancy survey, the baseline data used in conservation result section were from the results of these surveys. We’re planning two tiger surveys in 2011 if the money is available and prey occupancy survey in 2012, the cost to conduct each survey is around $120,000. For the threat reduction monitoring, threat reduction monitoring is ongoing activity at the NEPL NPA, it was set up in 2007. Now there are 8 ranger substations around the totally protected zone, one substation consist 6 to 8 rangers who active 24 hours per day 30 days per month, and the cost to support 8 substations is about $15,000 per month. The substations have been monitoring the threat to the species in the NEPL NPA and the result of their monitoring are in the MIST database and the monitoring covers whole totally protected area of the NPA not just the campaign area. When we isolated only the portion of that the campaign activities covered and the same thing for control site in order to campaign the threat reductions in campaign and control sites, fortunately, it won’t be able to be analyzed in just particular portion instead of the whole area. It is because the patrol effort is too high to compare with the evidences found in isolated campaign and control sites therefore I am not using this data. However, I am thinking about using the data in another way, e.g. manually count the number of poachers whom found by substation members that they report at monthly meeting and compare with baseline data.  
c. “Other” Results
Based on I have heard from some government counterparts, they thought it was a good campaign because it had many materials, activities and events. My boss Dr. Arlyne Johnson who has been working in this site for many years also saw some positive changes in the site, and Ph. D candidate Chanthavy Vongkhamheng who is expert at the site thought the campaign included key component like barrier removal activity. In addition, Nam Et – Phou Louey (NEPL) National Protected Area (NPA) strongly recommended expand the barrier removal activities to more districts. It was the first time in the NPA that both wildlife seller and buyers who live in different district were fined in the same case.
d. Critical Analysis of Threat Reduction and Conservation Results
During the campaign life time monitoring for threat reduction was well implemented, there are two data sets, one is MIST database which include both information from substation and mobile team members which include Wildlife Crime Unit (WCU) and other data set is monitoring metric that I have created for the to track the work which has been implementing by WCU. For the conservation result during this time only tiger’s scats collection has been implemented by the substation members. For both threat reduction and conservation monitoring need time and financial support. At an initial of the campaign we thought using two methods of threat reduction; one was to compare the number of pictures from camera trapping that would be set in three keys to the core zone in campaign site and the same thing in control site so we would be able to compare before and after campaign was implanted in both site. Second method was to use an existing monitoring system at the site called MIST database which incorporate all monitoring records received from substation and mobile team including WCU members to the database every month. Unfortunately, we were not able to use those two methods for our threat reduction.

The camera traps were set in both sites for pre and post, unfortunately, we lost four camera traps two at a time, so we cannot use the data from camera to compare threat reduction and again, my supervisor and Wildlife Conservation Society Lao PDR Program spent a lots of times to isolated grids from campaign and control sites in order to compare threat reduction in both sites (Map 3 and 4), but it didn’t work because the patrol effort is to high compare to the evidence found so we cannot use this method as well. 
We have a good system of monitoring the threat at the both sites. The challenge is how to find a method to compare the threat reduction and conservation result in campaign and control sites? On way to monitoring the threat reductions is monitoring database that I has been using for current campaign which is useful for me when I would like to know to calls to hotline number during the campaign timeline and how many cases were fined, prosecuted and closed. We can also extract the information from MIST database as well to manually compare the information in campaign and control site, this way will requires is time consuming. The challenge for the future is to find a way to compare threat reduction and conservation results in campaign and control sites, this will help finding strong proof for the success of the campaign.
Map 3: Hunting Pressure Campaign Site




Map 4: Hunting Pressure Control Site
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7.0 Summary of campaign effectiveness using Rare’s 3C’s
7.1 Capacity
The capacity to me is a combination of my experience in education and outreach with social marketing techniques that I have learned and implemented during last two years.  I managed this social campaign with the supervision of Pride Program Manager and mentor since the beginning through the end. I am accepted for facilitating conceptual model by staff of Wildlife Conservation Society (WCS) Lao PDR Program and government counterpart. I see what I have change the most in term of social marketing campaign, it is because when see any advertisements, printing materials and campaign messages I always refer to marketing mixed, message strategies, stage of behavior and theory of changes. I might be managing three campaign managers in extend area of current campaign and two campaigns in two districts Viengkham and Hua Muang, this will depend on the success of fundraising which is pending. Below are feedbacks about capacity from my mentor Troy Hansel, Deputy Country Director, WCS Lao Program.
This campaign has brought experiences gained from the previous campaign in Nam Kading from 2005-08 to new heights within the WCS Lao program.  The “new -- improved” pride campaign model has allowed our team to create a well planned social marketing campaign that focuses on specific target groups to reduce threats on the five key tiger prey species.  The “new” pride campaign model has shown to Santi and the team that through careful planning a social marketing campaign is much more than just outreach, but rather a force that stitches all the elements within the conservation program together to reduce the threats facing the key five tiger prey species.

The methodical approach used in this pride campaign has helped several outreach staff and NEPL NPA administration better understand the importance of monitoring, targeting, testing and implementing a social marketing campaign.  The different sections within the NEPL NPA now plan activities more holistically than before.  In the past activities were often viewed as either outreach or enforcement, but now staff see the clear linkages and synergies that can make stronger conservation impacts through inter – sector planning and cooperation.  

The campaign manager of this campaign was able to increase his own capacity from his previous experience working with the WCS education and outreach team.  Since Santi had worked with the Nam Kading campaign he was somewhat familiar with aspects of a pride campaign.  He and his team are able to plan, implement and assess a social marketing campaign from start to finish.
7.2 Constituency
CAMPAIGN DEVELOPMENT
After I have been engaging with Social Marketing Campaign in Nam Et – Phou Louey National Protected Area for over two years I believe I have reached all three primary target audiences (illegal hunter, general villager and government officer), by using the social marketing techniques. However, two changes that I would have changed were: first illegal hunter workshops timeline, second was two social marketing materials (poster) and third was puppet show. 
Illegal hunter workshops which were included village militias and policemen who were identified as illegal hunter they are under the supervision of community leader in horizontal line and district army camp and police office in vertical line and the community leaders are under the supervision of district administration office chief in vertical line, at the workshop communities’ leaders (village headman) were also invited. The workshops were designed for dissemination of legalities of using modern weapons by district army camp and police office. In the same time the district administration office chief was also presented at every workshop in order to gain participatory from leaders from all the communities. The workshops were a great way to gain ownerships from both leaders and illegal hunters so they would be able to bring back what they had learned from the workshops to their community members and involved with the campaign team members when we visited the communities. However, the workshops were conducted after first village visit. What I would have done differently was to conduct illegal hunter workshops before community visits. Because community leaders whom were at the illegal workshops suggested the campaign team to bring campaign activities and materials to their communities, so the campaign team would be the guest of the community leaders, then they will make sure that they motivated their community members to participate with the campaign activities and facilitated regarding with logistic and traditional, because community leaders are fluent their communities
The second activity that I would have changed was puppet show based on the feedback of my team members who had been performing the puppets and recommendation from other partners and educators, to conduct puppet show need too many people and the puppets were too small to get attention of the audiences. Community members did not have a chance to participate in the show because it took time if we want the community members to perform as puppet show characters; in addition, they need to remember the scripts of the storyline. After, I would have used the same storyline but switch from puppet show to role-play which we would be able to involve community members for some characters which doesn’t to remember long script of the storyline.

The last change that I would have changed was an order of the picture in the poster, the way I would like the target audience to look at the poster was begin from 5 factors of the smart hunter, then started with use the right tools all the way in order to the last picture of people having meal on the left hand side of the poster, because if they would have been followed the order which would like it to be 5 picture would be combine as a simple sentence “use the right tools to hunt managed species in village use zone out of mating season for eating only.” This is the key message for illegal hunters, it would be easy for them remember; however, the way audience reacted was opposite direction, one reason because the way audience read is from left to right. Two changes that I believe I would make are: print sticker of number 1 to 5 and place them below each picture in order to use posters that we have left for follow up campaign and reorder and make new posters for future social marketing campaigns.

SOCIAL MARKETING
Campaign activities were the most effective:

· Concert, it is quite expensive, however, it is a powerful event to deliver key messages to audiences in one time.

· Bags, the cost is reasonable and this giveaways will last long for many years, the opportunity for the messages will be delivered to audience is longer.

· Awnings, the cost of the awning is cheap and the size of the slogan and key message on the awning is big and high potential to capture attention from people who see them.

· Stickers, the last long mobile print materials is cheap, however, it can keep the momentum of the campaign fever by reminding audiences with the key message on it for many months and it will be presented almost every corner of the site, because the it goes with the vehicle wherever the vehicle goes.

· Campaign song, the price is reasonable; however, the use of the campaign song is last for long time, in addition, it also includes all the key messages and slogan of the campaign as well as support points.
Campaign activities were the least effective:

· Viengtong TV program, at this point it is less effective because we didn’t this activity and the coverage of the audience is limit to the audience who stay in town.

· Note book, because the big portion of the target audiences have low literacy, the note book is unlike story book because the attraction of the story book higher.

The activities that we would like to repeat in the future are concert, bags, t-shirt, awning, campaign song, posters, pledge for conservation, stickers, illegal hunter workshop, spot on public. Additional activities that I think they would be good activity species booklet, the booklet would help audiences better understanding what are common, managed and prohibited species which will guide them to make the right decision of hunting and study tour; this idea is from many government counterparts the idea is to take some village leaders to visit any villages or places where an example of natural resources management is well organized, it could be in and around the Nam Et – Phou Louey (NEPL) National Protected Area (NPA) itself or somewhere else. Hence is the cost of the activity is very high. And I would like to take some time to explore what stuff that people see them and use them for daily basis so we can use that stuff to deliver the key messages.

7.3  Barrier Removal and Behavior Change

BARRIER REMOVAL
Since the campaign started more than 250 people have called the hotline number: 82 calls were to report illegal hunting and wildlife trade which led to 22 perpetrators who were arrested and cases were closed. We know this has been working well based on this information, which shows behavior change because people are reporting the right illegal activity via the hotline number.  However, the result of the campaign quantitative post survey doesn’t show statistical significance in behavior change. The percentage point change between pre and post survey is 4.7pp (Figure 1) which leads to the overlapping between the changes in pre and post campaign survey (Figure 2) when frequency error is taken into account. I believe the reason why many people have been calling hotline to report illegal activities but the result of the post survey doesn’t show statistically significance is: To report people who do illegal activities is risky to the personal security of the reporters and this type of behavior is sensitive, because they might be threatened by perpetrators, so the reporters want to be 100% sure that the information they share on reported perpetrators will secretly saved. So when the reporters were asked this question by our survey enumerators directly, they might not have wanted to share that they have reported. However, the number of reports that were received via hotline number are more than 200 incoming calls, 82 calls reporting illegal hunting and wildlife trade which led to 22 cases were fined, prosecuted and closed (Figure 3). The barrier removal activity was well received from the district governor as she reassigned Wildlife Crime Unit (WCU) and assigned committee who would oversee WCU and support wildlife district regulation. In addition, she assigned deputy district governor to oversee the WCU and the committee. You should include this in barrier removal section.
The challenges are; this activity is risky for team members so some of them are not brave enough to express their passion, it hard to find strong leadership person to supervise the WCU and telephone network doesn’t some of the locations at the site it is quiet for reporters to report and WCU members to communicate. The barrier removal activity is great combination of the social marketing campaign given that we would like to change the behavior of general villagers from ignoring illegal activities to report to appropriate government officers if we don’t have barrier to this change won’t work. The challenge for the WCU is full time government counterpart who would take the lead inside the Multi-agency committee, because the key government counterpart who would coordinate this activity should come from the NEPL NPA, this person would do everything to facilitate the action of the WCU and the committee, often time, campaign manager and lead agency partner like Wildlife Conservation Society (WCS) Lao PDR program had to push the WCU members who came from different government agencies and the committee to enforce the regulation strictly and appropriate even WCS and campaign manager were not in the position to do so in term of authority because only government officers has authority to enforce the law and regulation. In addition, the member of WCU who is the staff of NEPL NPA has too much work to do because many times he has to dealt with the patrolling and involved in the committee to solve the cases, he is young and he is not accepted in that role by members of the committee, so he frustrate with such the situation. Even though he tries hard to do his best, many times he patrolled during the night and involved with committee during the daytime and there were call-ins to hotline and he had to patrol the night later without the rest. He is more than happy in a role of taking action by responding the hotline and confronted perpetrators, but he is not comfortable in the role of working with the committee members. The other challenge for the WCU is communication limitation, because of the areas of the NEPL NPA doesn’t receive the telephone signal; it is hard for the informant networks and WCU to communicate. The last, but not least challenge is the perpetrators are very smart and know the direction and area very well and they have been changing their strategies all the time, so the WCU members need to make sure that the strategy to stop the perpetrators is always updated. Fortunately, Telephone Company is planning to settle network in key area. For the idea to have strong leadership government counterparts who would manage the WCU in the future is the issue that we need raise it up to NEPL manager who has the authority to discuss with his vertical line authority.


BEHAVIOR CHANGE
We accomplished in changing behavior among target audiences in some level based on the number of reports and the despondences by the government officers these two key behavior changes that the campaign aimed to reach, because the number of illegal hunters and wildlife traders are very small compare with the number of general villagers and government officers that’s why we would like general villagers to give peer pressure on illegal hunters and wildlife traders by reporting government officers via hotline numbers and it worked very well, I believe this leads to changing in behavior of illegal hunters as the post survey showed statistic significant change (Figure 4). In order to keep moving their behavior change towards maintenance, the needs are government officers must follow and enforce the wildlife district regulation strictly to do so the current barrier removal activity which has been conducting by Wildlife Crime Unit (WCU) will be duplicated at the campaign site. Information relates to informant networks must be kept secretly, this way the informant networks would feel safe and feel their reports are worth it because the appropriate government officers respond their reports and enforce the regulation strongly. Refer to keeping information about informant network is a social norm among multi-agencies representatives who oversee the WCU members and WCU members themselves aware of this norm and everyone in the WCU and committee has the right not to share who are their informant networks.

7.4 Threat Reduction and Conservation Result

During the campaign life time monitoring for threat reduction was well implemented, there are two data sets, one is MIST database which include both information from substation and mobile team members which include Wildlife Crime Unit (WCU) and other data set is monitoring metric that I have created for the to track the work which has been implementing by WCU. For the conservation result during this time only tiger’s scats collection has been implemented by the substation members. For both threat reduction and conservation monitoring need time and financial support. At an initial of the campaign we thought using two methods of threat reduction; one was to compare the number of pictures from camera trapping that would be set in three keys to the core zone in campaign site and the same thing in control site so we would be able to compare before and after campaign was implanted in both site. Second method was to use an existing monitoring system at the site called MIST database which incorporate all monitoring records received from substation and mobile team including WCU members to the database every month. Unfortunately, we were not able to use those two methods for our threat reduction.

The camera traps were set in both sites for pre and post, unfortunately, we lost four camera traps two at a time, so we cannot use the data from camera to compare threat reduction and again, my supervisor and Wildlife Conservation Society Lao PDR Program spent a lots of times to isolated grids from campaign and control sites in order to compare threat reduction in both sites (Map 3 and 4), but it didn’t work because the patrol effort is to high compare to the evidence found so we cannot use this method as well. 
We have a good system of monitoring the threat at the both sites. The challenge is how to find a method to compare the threat reduction and conservation result in campaign and control sites? On way to monitoring the threat reductions is monitoring database that I has been using for current campaign which is useful for me when I would like to know to calls to hotline number during the campaign timeline and how many cases were fined, prosecuted and closed. We can also extract the information from MIST database as well to manually compare the information in campaign and control site, this way will requires is time consuming. The challenge for the future is to find a way to compare threat reduction and conservation results in campaign and control sites, this will help finding strong proof for the success of the campaign.

Map 3: Hunting Pressure Campaign Site




Map 4: Hunting Pressure Control Site
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8.0 Follow up Concept Note and Revised COWP
	I. General Information

	1. Applicant eligibility: (Rare Alumni Fund grants in 2010 are ONLY available to Pride campaign manager alumni and in special cases, Pride partner organizations that have continued the Pride campaign if the original campaign manager has left the organization. Eligible alumni for 2010 are defined as individuals who have completed a Pride campaign. “Original Pride partner organizations” are defined as the original local partner organization that sponsored the first Pride campaign.)  
Are you a Pride campaign manager alumnus currently employed by the original Pride partner organization? Yes__X_  No___
Are you a Pride campaign manager alumnus currently employed by a new partner organization? 

Yes___  No_X_

If “No” to 2 questions above, are you a representative from an original Pride partner organization with a new campaign manager? (i.e. if the Pride alumnus has left the organization and a new campaign manager is implementing the proposed project)
Yes___  No_X_
If “No” to all 3 questions above, please contact Rare Alumni Fund staff as your Application may not be eligible for this fund. 



	2. Applicant contact details: (The Applicant must be the project leader for the proposed project in this Application. Please enter the Pride campaign manager alumnus or Pride partner organization representative filling out this form. Pride alumni must be sponsored by a legally registered partner organization such as an NGO, local institution, government department to act on their behalf as recipient of a Rare Alumni Fund grant.)
Full name: Santi Saypanya

Title/Position within the organization: Conservation Education and Outreach Project Manager

Organization: Wildlife Conservation Society Lao PDR Program

Complete mailing address: 

PO Box 6712

Unit 15, House No. 173

Sisavth Tai Village, Chathabouly District

Vientiane, Lao People's Democratice Republic (Lao PDR)
Country: Lao People’s Democratic Republic (Lao PDR)

Telephone: (with international codes) +85621 215400

Cell: (with international codes) +85620 55622239

Fax: (with international codes) +85621 215400

Email: ssaypanya@wcs.org 

Skype: wcs.org_ssaypanya

	3. Partner organization contact details: (Please enter the organization that will receive and manage the grant. Organizations must be legally registered with a bank account in the organization’s name and support this Application project completely. In addition, partner organization representatives are required to sign the Rare Alumni Fund “Statement of Endorsement” in Appendix A.)
Partner organization: Wildlife Conservation Society Lao PDR Program
Complete mailing address:

PO Box 6712

Unit 15, House No. 173

Sisavth Tai Village, Chathabouly District

Vientiane, Lao People's Democratice Republic (Lao PDR)
Country: Lao People’s Democratic Republic (Lao PDR)
Telephone: (with international codes) +85621 215400

Fax: (with international codes) +85621 215400
Website: http://www.wcs.org/laos
Name and title of the person that will sign the agreement and will be responsible for the implementation of the grant: (the Executive Director of other high level representative with authority to take on new projects and accept grants) 

Full name of partner organization signing authority: Arlyne Johnson Ph. D

Title/Position within the organization: Country Director

Telephone: (with international codes) +85621 215400

Cell: (with international codes) +85620 55528519
Email: ajohnson@wcs.org 

Skype: wcs.org_ajohnson



	4. Project summary: (not to exceed 3 sentences below)
Project title: Nam Et – Phou Louey (NEPL) National Protected Area (NPA) Social Marketing Campaign

Project site name and location: Nam Et – Phou Louey (NEPL) National Protected Area (NPA), Viengthong district, Houaphan Province, Lao PDR

Total USD$ amount requested from Rare Alumni Fund: 9,750



	


(Please complete all answers below briefly, with a maximum of 1 or 2 paragraphs each.)
	II. Review of Initial Pride Campaign 

	5. Please summarize results from your initial Pride campaign: evidence of success that shows how supportive constituencies were created in your target site. (These are results relating to K+A+IC in your Theory of Change or “Knowledge”, “Attitude” and “Interpersonal Communication.” Provide results such as # of volunteers, # of petitions signed, # of environmental groups or clubs created.) 

· The result of the concert is the quick indicators of the campaign, the crowd was estimated more than 5,000 people attending the event, after, the concert more than 182 call ins to hotline number
· Hotline number “+856 20 54800400” were displayed at 36 villagers at the campaign site.
· 10,000 copies of smart hunter posters were produced and given to every household and illegal hunter in 36 communities at the campaign site.

· 5,000 copies of story books were produced and given to every household in 36 communities at campaign site.

· 50 copies of awning were produced, given and displayed at appropriate households in town. There was a concern regarding the slogan of the campaign “Hunt for eating – Do not hunt to extirpation” by the district authorities, the campaign team responded to the concern immediately by printing 20 copies of 1,500 x 2,000 cm of posters, given to households which received awning before, the meaning on poster is the definition of campaign slogan.

· 2,000 copies of note books which included slogan, key messages and supporting point were produced and given to all target audiences at the campaign site.

· 2,000 copies of campaign song albums were produced and given to every household which has CD/DVD player.

· Four versions of campaign songs have been displaying at the district public address system (Loud speakers) at least one time per day.

· 2,000 copies of stickers promoting hotline number were produced and given to everyone who has motorbike and car.

· 1,000 copies of stickers promoting five factors of smart hunters were produced and given to everyone who has motorbike and car in the area where telephone network is not available.

· Puppet show was implemented at 36 villages, one completed secondary school and two army based camps at the campaign site.

· The campaign team was conducted two communities visit at 36 villages at the campaign site.

· Campaign materials were displayed at the booth on the Wildlife National Day on July 13.

· Campaign mascot appeared in front of hundreds of children around the town on occasion of International Children and National Plantation Days.

· One radio spot was produced and has been displaying through the district public address system (Loud speakers in town)

· 500 t-shirts and 500 bags promoting hotline number and reporting illegal hunting and wildlife trade were produced and given to 1,000 people at the campaign site.

· 75 jackets promoting hotline number were produced and given to district leaders.

· Five illegal hunters workshop were conducted.

· 36 illegal hunters workshop follow were implemented in each community in 36 communities.

· Two government officer workshops were conducted.

· Three Barrier Removal Operational Plan meetings were carried out.

· 2,562 copies of Pledge for Conservation were produced and 2,562 households, government officers and illegal hunters pledged in front of campaign mascot.

· Five press release regarding cases which were solved by multi agencies committee were broadcasted through the district public address system (Loud speakers)

· 3 billboards were produced and displayed right at the town of the campaign site.

Results

After, activities, events, printing medias and media above were applied at the campaign site. The most significant changes are Interpersonal Communication of two target audiences illegal hunters and general villagers in term of Interpersonal Communication (IC) which what I would like to move them from the previous stage Attitude (A). this is what I believe they were influenced by multi-campaign materials, media, events, activities and workshops.
The reason why Interpersonal Communication for government officers didn’t go up because soldiers were most part of government officers that were interviewed, but the activities that we implemented at the army camps were just a few weeks before we do post survey. This is what I believe it is influent the percentage point change in the interpersonal communication among the government officers. But I know and many people at Wildlife Conservation Society (WCS) and Nam Et – Phou Louey (NEPL) National Protected Area (NPA) do that government officers have been talking about the campaign in term of the materials, events, activities and slogan of the campaign. In every meeting with the government officers they had discussed about these.

Knowledge and attitude pretty much the same, it is fairly to explain that education and outreach activities has been implemented in those control and campaign sites since 2005. It is not surprise me that the percentage points of knowledge and attitude in both site are so high. What is surprise me is some of the percentage points in control site regarding knowledge and attitude are higher than in campaign site, I believe there might have some confusion in some questions especially about attitude and knowledge. 

To me the campaign met my expectation, because I would like to move the target audiences from attitude to interpersonal communication and the percentage point showed the satisfied results. However, many results didn’t meet many the SMART objectives that I have set for the campaign, I don’t think the SMART objectives were set too high so many of them were not met, it is interesting to me apart from my early explanation I think the social marketing materials, activities and the standard of collecting survey have to be revisit for better understand and future development of the campaign team and hopefully, it would guide to the better and clear reason why some met and some didn’t meet the SMART objectives and why the percentage points in control site went up but it went down in campaign site. One other factor was mobile team and two substation members from control site attend NEPL NPA monthly meeting, the mobile team member has been developing informant networks in almost every village in the control site, he might raise the up the important of wildlife and why villagers should have reported illegal activities to mobile patrolling 



	6. Please summarize conservation results from your initial Pride campaign: evidence of success that shows how were threats reduced or mitigated. (These are results relating to “BC”, “TR” and “C” in your Theory of Change, or “Behavior Change”, “Threat Reduction” and “Conservation.” Provide results such as # of new hectares protected, # of reduced forest fires, # of new demonstration plots created.)
· 653 hectares was endorsed as school forest, this school forest will be run by lower and upper secondary school students

· Agreement of establishment of Wildlife Crime United was signed by District Governor

· All high ranking position of the district pledged for conservation that they will follow up on all hunting and wildlife trade criminal cases, because I am a dedicated government official who does not buy or sell wildlife.

· More than 300 call ins to hotline number, the call relates to illegal hunting and wildlife trade are 47 reports. These 47 reports were responded by Wildlife Crime Unit.  8 cases were solved, 7 cases were solved and fine given by multi agencies committee and one case was prosecuted to the Office of Prosecution. All of the cases were successful because of the report to hotline number.

· The multi agencies committee didn’t focus only the offenders who were arrested, however, they follow up with target audiences who sell wildlife to these offenders. 

· The hotline number is available 24 hours per day.

· There were more people who don’t have telephone and or access to telephone came to report to the Wildlife Crime Unit in person.

· More report to the substations where is located the communities where the campaign materials and activities were implemented.

Results

Since the campaign started more than 250 people have called the hotline number: 82 calls were to report illegal hunting and wildlife trade which led to 22 perpetrators who were arrested and cases were closed. We know this has been working well based on this information, which shows behavior change because people are reporting the right illegal activity via the hotline number.  However, the result of the campaign quantitative post survey doesn’t show statistical significance in behavior change. The percentage point change between pre and post survey is 4.7pp (Figure 1) which leads to the overlapping between the changes in pre and post campaign survey (Figure 2) when frequency error is taken into account. I believe the reason why many people have been calling hotline to report illegal activities but the result of the post survey doesn’t show statistically significance is: To report people who do illegal activities is risky to the personal security of the reporters and this type of behavior is sensitive, because they might be threatened by perpetrators, so the reporters want to be 100% sure that the information they share on reported perpetrators will secretly saved. So when the reporters were asked this question by our survey enumerators directly, they might not have wanted to share that they have reported.
Even though the post survey didn’t show the significant change in behavior, but we have strong evidence to prove that the behavior of the audience has change, especially, the change in behavior of two target audiences government officers and general villagers, given that the behavior of general villagers is reporting and enforcing the district regulation for government officers. More than 82 reports via hotline number related to wildlife trade and illegal hunting, these reports were responded by government officers and 22 cases were fined, prosecuted and closed, this is the actual indicator that the behavior changes were happened in two target audiences. This is proof of my campaign Threat Reduction and Behavior Change of Multi-Agency Committee and WCU.

	7. Please summarize the next steps articulated in your campaign Final Report. (These are the follow-up recommendations needed to achieve conservation results after the initial Pride campaign.) 

· We are planning to expand our effort to extended area of the same town of the campaign site, given that we are satisfied with the early results of the current campaign. The extend area of the campaign is one more portion of the district where current campaign were implemented, the extend area is as big as current campaign in term of population, geographic and number of villages.
· We will use the same concept to apply to the extended area of the campaign site.

· We will keep supporting barrier removal activities right at the campaign site.

· We will keep track on monitoring matrix of the campaign.

· We will follow up illegal hunter workshops with five village clusters at the current campaign site.



	8. What progress has been made to achieve these follow-up activities since the end of the initial campaign? 

Current campaign has just ended and the proposal for follow up and new campaigns was awarded in order to follow up illegal hunter workshops with five village clusters at the current campaign site with the remaining money from barrier removal grant.



	9. Please summarize how this Application supports any of these follow-up activities.  

· The campaign manager of current campaign and expansion campaign will be the same person to take the lead in every aspects of the social marketing campaign, so the concept of the campaign will be applied to new area by using the lesion learned from current campaign. What will not be able to omit from expanded campaign are barrier removal activities, illegal hunter follow up workshop and campaign materials and activities.
· The money that I received from this grant will be used to print some campaign materials, conduct illegal hunter workshops at the extend area campaign site, carry out follow up illegal hunter workshop at the current campaign and I will use the remaining barrier removal grant to maintain barrier removal activity at the current campaign.

	


	III. Theory of Change for Follow-up Project 

	10. Draft Theory of Change

The next 7 (seven) pages contain a “Theory of Change” worksheet. This worksheet will help you understand and develop a Theory of Change for your Follow-up Project. 
If you have already developed a Theory of Change for this project through your Pride Campaign Follow-up Plan or other exercise, please insert that document here. 

Remember, this “Theory of Change” is for your follow-up campaign project. While you may or may not have developed a Theory of Change for your original Pride campaign, think about how the follow-up phase of your campaign can build upon your initial campaign period. What areas of your original Theory of Change still need to be addressed? Which target audiences or threats need extended focus? What new or additional target audiences or threats can be addressed now after the achievements from your original Pride campaign? What new solutions or “barrier removal” tools can be added in the follow-up phase? 

For questions about how to fill out this worksheet, please contact your regional Alumni Coordinator. Rare’s goal is to help you on your path towards sustaining and expanding your Pride campaign work. 




DRAFT THEORY OF CHANGE TEMPLATE:  Hunting of prey for trade and subsistence at Nam Et Phou Louey NPA 

	IC+A+K
	BR
	BC
	TR
	CR

	WHAT DOES 
A PRIDE CAMPAIGN NEED TO COMMUNICATE?
	HOW CAN WE REMOVE BARRIERS TO ADOPTION OF A NEW BEHAVIOR?
	  WHAT BEHAVIOR DO WE WANT TO SEE CHANGE?
	  WHAT IS THE 
PRINCIPAL THREAT TO CONSERVATION TARGET?
	WHAT IS THE 

CONSERVATION RESULT AND TARGET?

	Identify the interpersonal communication needed to adopt the new behaviour.

Increase dialog with all stakeholders about the illegality of hunting tiger prey in the core zone and the hunting by outsiders in the village use areas and the benefits of not hunting to extirpation is to secure food security to local villagers.
	Identify alternate behaviours and the barriers to adopting it (i.e. technological, social, economic, political).

No entry into the core zone.  No outsider hunting of tiger prey in village use area. No illegal wildlife trading in target villages. Local community guidelines for natural resource use in the village use area. Limited use of weapons in the village use area.

Recognition that the cash incentive is lower than the benefit of consumption.

	Identify what behaviour lies behind the threat and which group causes it.

Hunting of prey for trade and subsistence

	Write in principal threat to target that we want to reduce.

Lack of tiger prey caused by illegal hunting and wildlife trade.
	Write in the expected conservation result and conservation target name (this m be a habitat or species).

Increased tiger prey (gaur, sambar, muntjac, wildpig).

	What conversations are needed to encourage people to adopt the new behaviour?

1) The benefits of having more wildlife particularly tiger prey in the core zone and the village use zone of NEPL NPA. 

2) The recognition of resource ownership.

3) The benefit of establishing local community conservation agreements 

4) Only authorized weapon carriers will be allowed to carry weapons


What are the attitudes we want to shift for interpesocnal communication to take place?

1)Willingness to stop going into the Core Zone.

2) Willingness to restrict outsiders from hunting wildlife in the village use areas or core zone of the NPA.

3) Willingness for government officials to limit the weapon use by authorized weapon carriers.
What knowledge is needed to increase awareness and help shift these attitudes?

1) Increased awareness about the benefits received from limiting access to outsiders.

2) Increased awareness about the rules and regulations governing the core zone and village use areas.

3) Increased knowledge about the rules and regulations of the NPA including the use of weapons.


	What alternate behaviours (or actions) might be proposed?

Not hunt tiger prey in core zone

Limit outsiders from hunting in the village use zone and passing through to the core zone, both general villagers and illegal hunters target audiences can legally hunt by following five factors of smart hunters “use the right tools to hunt managed species in village use zone out of mating season for food only”.

What might be some perceived benefits to the groups if behaviour change is made?

More tiger prey species in the village use area for village only consumption

What might be some barriers stopping a change to desired behaviour?

1) Lack of awareness to the sincerity of the government about managing the core zone for biodiversity conservation.

2) Misconception about resource ownership._

3) Weak village rules and regulations.

What barrier removal tools exist and how do you know they will be effective?
1) Dissemination of government rules and regulations regarding the core zone non-use policy.

2) Negotiations with communities about the use of tiger prey in the village use area.  

3) Encourage village committees to create and enforce local community rules and regulations for resources inside the village use area.

Who will provide these tools?

WCS-Lao and NPA staff?
	Which group(s) is responsible for this behaviour and what evidence exists to support this identification?

1) Local community members in and around the NEPL NPA and 2) outsiders who live within 50kilometers of the NPA. 3) government agencies responsible for the control of government weapons.

What evidence exists that this group lies behind the principal threat?

Muntjacs, pigs, and macaques are eaten for subsistence. One study estimated that each household in the NPA annually consumed 141kg of wild meat of which 20% was deer and pigs (ICEM 2003). Given an average of 35 households/village in 98 NPA villages (Schlemmer 2002), this is a minimum estimated offtake of 96,000kg of ungulates annually (28.4 kg/km2), not including offtake by outside hunters or animals traded commercially. In 2005, 42% of respondents in a survey of NPA villages indicated that outsiders also hunt in village areas (A. Johnson; unpubl.data).
Does baseline data exist on this group, if yes how is this data collected (measures and metrics) and how frequently?

Yes, through patrolling reports, prey monitoring schemes. Ongoing monitoring matrix of the current campaign will be kept to track all the indicators of the campaign results.

What other groups might contribute to the threat? Vietnamese wildlife traders, government officials that resist the law.


	What evidence exists that this is a principal threat and that we can reduce it?

Conceptual modelling and threat assessment in 2007 by the NEPL tiger team.

Does baseline data exist on this threat, if yes how is this data collected (measures and metrics) and how frequently?

Yes, numbers of violations by local community and outsiders who violate the laws regarding the core zone and village use zone.
What other threats impact this biodiversity target?

Tiger Prey -- Illegal wildlife trade.
	What evidence is there that it is a high priority for biodiversity conservation?
Prey occupancy survey in the NPA


WCS Laos team proposed to Tiger Forever that the monitoring of tiger and preys are necessary to be implemented.

Does baseline data exist on its current state, if yes how data is collected (measures and metrics) and how frequently?

Prey occupancy survey in the NPA by using ongoing monitoring matrix for current campaign.
For whole of NEPL NPA site the there will be an increase in prey abundance from 1.86 individuals/km2 in 2007-08 to 2.individuals/km2 in 2012 and 2.6 in 2015 (metric provided by Tigers Forever expert, Emma Stokes)

For the campaign site (area defined by WCS Lao team), by the end of August 2012 the index of prey abundance / sq km will increase from 0.35 prey/km2 to 0.44 prey/km2. by the end of August 2015  the index of prey abundance / sq km will increase from 0.44 prey/km2 to 0.53 prey/km2 (measured by Occupancy Monitoring Team)

For the control  site (area defined by WCS Lao team), by the end of August 2012 the index of prey abundance / sq km will increase from 0.42 prey/km2 to a level less than the % increase in the  campaign site (25.71% increase or 0.09) or  0.53 prey/km2. (measured by Occupancy Monitoring Team)


	Using the data from above, please write a narrative articulating your Draft Theory of Change. Include one sentence stating why you think it will be effective.  Max 200 words:

Theory of Change narrative: 

In order to increase the Indochinese tiger population at Nam Et Phou Louey (NEPL) National Protected Area (NPA) and protect the tiger prey (5 species of ungulates: Guar, Sambar Deer, Serow, Muntjac and Wild Pig) the campaign will aim to reduce the threat of illegal hunting (hunting with modern equipment, in the core zone, in other communities’ village use areas, for trade, and hunting illegal species such as Serow, guar and sambar deer).

The Pride campaign will use proven social marketing activities to change the behaviour of 3 main target audiences (illegal hunters, villagers and government officers) in 28 communities in and around the NEPL NPA.

The villagers (who include legal hunters) will be called to report people who hunt illegally as they are robbing the community of their food security. The incentives system for reporters will be improved to support this.

Hunters will be moved to stop hunting illegally through peer pressure from villagers. The risk of illegal hunting will be increased through better enforcement systems (such as the introduction of a gun licensing system and better communication between enforcement bodies and allocation of designated staff) and prosecution.

Government officers will be moved to consider wildlife trade a serious offence and so both following the regulations and enforcing them.

At the end, the campaign’s impact will be measured by pre and post surveys of community members, patrol records of village use zone and NPA core zone observations, camera trapping of hunters entering the NPA core zone, ungulates occupancy survey in campaign and control sites in comparing the numbers of preys in 2008, 2009 and 2012, as well as illegal weapon holders in the NPA and the change in violations of illegal hunting. In order to be a true success, the campaign will have reduced the unsustainable harvest of tiger prey (Guar, Sambar Deer, Muntjac, Wild Pig) in targeted communities.


(Please complete all answers below briefly, with a maximum of 1 or 2 paragraphs each.)

	V. Sustainability Assessment

	11. What is the long-term strategy of your partner organization at this project site? (i.e. is there a long-range site management plan or strategic plan, is there educational outreach incorporated into this plan)
Alongside with this proposed campaign Wildlife Conservation Society (WCS) Lao PDR Program commits to extend five more campaigns in four districts in Nam Et – Phou Louey (NEPL) National Protected Area (NPA) by has already been submitting a proposal to Global Environment Facility to apply four more campaigns in four more district in the Nam Et – Phou Louey National Protected Area. In addition, the NEPL NPA and the WCS have been working together to extend the Memorandum of Understanding with government of Laos to the year of 2015.

	12. How does this project fit within that long-term strategy? 

This project is good fit with the long term strategy of Nam Et – Phou Louey (NEPL) National Protected Area (NPA) and Wildlife Conservation Society (WCS) because we have planned to do campaigns in whole area of the NPA so the financial support of Alumni Grant will contribute to the extended area of Viengthong district (current campaign site), this area includes 28 villages in the extended area of Viengthong district, this alumni grant will contribute the NEPL NPA and WCS to implement campaigns in whole area of the NPA.

	13. How will the project be sustained after the period of grant implementation?
After the campaign implementation this project will continually be followed up by Nam Et – Phou Louey (NEPL) National Protected Area (NPA) and Wildlife Conservation Society (WCS) who apply their commitment to keep putting conservation effort in NEPL NPA.

	14. Please describe local matching funds or in-kind support for this project. (Line item budget details are requested below in “VI. Grant Request.” Please provide a brief narrative summary here such as staff, volunteers, administrative support, office space, local transportation provided by the partner organization or other funding source.)
The WCS has already recruited two more staff for conservation education and outreach team and is recruiting three more staff to the conservation education and outreach team, the total number of the conservation and outreach team members of existing staff and new staff will be 7 people and one government counterpart of the NEPL NPA and two government counterparts of each district and most of the team members will be based in the campaign sites. Regarding to the total number of the human resources we will be able to split to two campaigns in the same time. The WCS will provide accommodation for conservation education and outreach staff at the site, so they can concentrate on the campaign. The new NEPL NPA building is completely constructed; one big room which fit with about 10 people is provided to education and outreach team. WCS will provide local transportation and per diem for the campaign.
*Please also include as an Appendix to this Application, “Evidence of Match Support.” Evidence can be any documentation that shows the match support is valid such as:

· a letter of proposal acceptance from a foundation

· a letter of support from the local partner organization providing in-kind salary or local administration costs 

· a letter of monetary support from a separate partner organization that has agreed to supply funding for this project

 Please contact Rare Alumni Fund staff for further clarification. 


	VI. Grant Request

	15. What is the total amount in US dollars (USD$) requested from the Rare Alumni Fund for the proposed project for a period of one-year only? (Rare Alumni Fund grants are available in any amount up to USD$10,000 for a one-year period, with the average grant amount ranging from USD$5,000-USD$10,000 )
USD$9,000

	16. Are you requesting multiple year funding? (Applications may be submitted of up to USD$10,000 per year for up to 3 years, when accompanied by evidence of a long-term site strategy. If you do not request multi-year funding now, you may submit a new Application to the next Rare Alumni Fund year instead.)  Yes ___  No _ X __

If Yes, what is the total amount in USD$ requested for Year 2 and Year 3? (Rare Alumni Fund multi-year grants will be distributed yearly after all reporting requirements are complete and the first year results are assessed.)

	17. Please provide an itemized project budget in USD$.  

· Column A: Please list items in categories, (i.e. “Campaign Supplies”) and then specific items (i.e. “1,000 posters”) underneath each main category heading. Suggestions are inserted below, but please feel free to add/delete rows as necessary to match your specific itemized budget.

· Column B: Please list your entire project budget in USD$. This number should equal the total sum of Column C + Column D. 
· Column C: Please list the total amount you are requesting from the Rare Alumni Fund in USD$.
· Column D: Please show how your organization will provide the remainder of your project budget in USD$ or in-kind support. Remember to include your “Evidence of Match Support” documentation as in Question 15, where applicable. 

Please attach additional Project Budget tables for Year 2 and Year 3 if applicable. 

Project Budget – Year 1

Social Marketing Campaign Materials 

A

B (=C+D)

C

D

Item Category

Overall project cost in USD$

Amount requested from Rare Alumni Fund in USD$

Organization match in USD$ or in-kind

(add/delete rows as necessary) 

Item Description

(quantity and cost per unit)

Description

Unit cost

Amount

Remaining barrier removal grant including 2nd half of the grant will be used for barrier removal activities at the current campaign site (more details in table after this table)

4,093

Salaries (Include specific staff position, amount of time required, salary rate)

Mr. Maikain Vilayvanh (Conservation Education and Outreach Project Assistant) 12 months@USD$300/month

200

12

3,600

1,200

1,200

Mr. Dtui Dtavanh (Conservation Education and Outreach Project Assistant) 12 months @USD$300/month

200

12

3,600

1,200

1,200

Campaign Supplies & Materials 

Poster

0.46

2,000

920

920

0

Billboard

250

4

1,000

1,000

0

story book

1.71

2,000

3,420

2,420

1,000

pledge for conservation

0.12

3,000

360

0

360

t-shirt

2.8

500

1,400

0

1,400

Bag

3.05

500

1,525

0

1,525

Jacket

10

50

500

0

500

note book

0.38

2,000

760

0
0

Sticker

0.16

2,250

360

0

360

Awning

11.84

50

592

0

592

Concert and songs

5,000.00

1

5,000

0

5,000

Illegal hunter workshops at new extended campaign site
250
4
1,000
1,000
Illegal hunter follow up workshops 

250

5

1,250

1,250

26,287

13,093
15,537
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Link to digital file:
This is the link to all the blogs which were uploaded to RarePlanet. http://www.rareplanet.org/en/users/santi/blog
This is the link to pre and post campaign survey in word document and SurveyPro file. http://www.rareplanet.org/en/node/25312
This is the link to pre and post campaign questionnaires. http://www.rareplanet.org/en/resource/pre-and-post-campaign-questionnaires?type=campaign 
82 reports regarding illegal hunting and wildlife trade through the campaign hotline, and the WCU (Wildlife Crimes Unit) responds to wildlife crime cases proactively resulting in 22 confiscations, fines and incarceration.





N/A until 2012.
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Post campaign results indicate that 57.3% of general villagers  talked about how to increase muntjac and wild pig populations in their village use area, these discussions increased by 20.1 percentage points compared to a baseline of 37.2% in the campaign site, with an increase of only 5.4 percentage points compared to a  baseline of 38.9% in the control site.





During the campaign 68.8% of general villagers heard of someone receiving a fine for illegal hunting, this is an increase of 23.9 percentage points compared a baseline of 44.9% in campaign site, while in the control site we observed a decrease of 4.8 percentage points compare to baseline of 38.7%.





Following the campaign 9.3% of general villagers had reported someone who was hunting for trade, this increased by 4.5 percentage points compared to a baseline of 4.8% in the campaign site which led to 250 calls to the hotline, of which 82 related to illegal hunting and wildlife trade, in the control site we observe a decrease by 2.3 percentage point from a baseline of 7.0% in control site.








82 reports regarding illegal hunting and wildlife trade through the campaign hotline, and the WCU (Wildlife Crimes Unit) responds to wildlife crime cases proactively resulting in 22 confiscations, fines and incarceration.





N/A until 2012.








Post campaign results show that 48.9% of government officers know that muntjac and wild pig are important sources of food for people, this result increased by 38.8 percentage points compared with the baseline of 10.1% in campaign site, the control site also had an increase of 49 percentage points compared to the baseline of 11.6%.





Following the campaign, 82.0% of government officers say it is easy to report someone for selling wild meat, this perception increased by 15 percentage points compared to baseline data of 67.0% in campaign site, there also was an increase by 7.3 compared to the baseline of 81.4% in control site.





Post campaign results indicate that 32.3% of government officers have talked to someone about people being fined for illegal hunting, these conversations increased by 7.5 percentage points compared to the baseline data of 24.8% in campaign site, followed by a decrease of 18.2 percentage points compared to the baseline data of 33.7% in control site.





During the campaign, 85.0% of government officers think the incentives for people to report wildlife crime is working, this confidence increased by 7 percentage points compared to the baseline data of 78% in campaign site, and this also increased by 16.1 percentage points compared to the baseline data of 69.8% in control site.








Following the campaign, 24.8% of government officers have enforced the law regarding the wildlife trade, revealing a decrease of 0.9 percentage points compared to the baseline data of 25.7% in campaign site, however 82 Hotline Calls related to illegal hunting and wildlife trade were responded to by government officers. For the control site we observed an increase of 3.8 percentage points compared to the baseline data of 24.4%.








Post campaign results show that 15.2% of hunters know using modern weapons and equipments to hunt is the most critical threat to the ungulate populations further influencing their food security in the local villages, however, this knowledge appears to have decreased by a 15 percentage points compared to the baseline data of 30.2% in the campaign site and it decreased by 4.7 % compared to a baseline of 60.2% in control site.





Following the campaign, 84.1% of hunters realize outsiders should not be allowed to hunt in their village use area, this realization increased by 46.7 percentage points compared to the baseline data of 37.4% in the campaign site, in the control site a similar increase of 27.6 percentage points from 65.4% baseline data.   





During the campaign, 70.6% of hunters talked to someone about people being fined for illegal hunting, this an increase of 23.6 percentage points compare with the baseline data of 47.0% in campaign site, and  these discussions increased only by 6.8 percentage points from the baseline of 52.0% in control site.





During the campaign 74.60% of hunters heard of someone receiving a fine for illegal hunting, this increased by 15 percentage points compared to a baseline of  61.4% in campaign site, however in the control site we see a corresponding  decrease of  12.3 percentage points compared to a baseline of 61.4% in the control site.








Following the campaign 16.7% of hunters reported someone who was hunting for trade, this shows an increase of 7.6 percentage points compared to the baseline of 9.1% in campaign site, which led to 250 calls to the hotline, of which 82 were related to illegal hunting and wildlife trade.  In the control site we see a decrease by 2.9 percentage points compared to the baseline of 13.4% in control site. 








Hunters and villagers increase their knowledge of hunting regulations and the importance of following them for food security in the local villages.


Hunters, villagers and government officers become aware of the penalties and risks of breaking wildlife regulations.


Hunters, villagers and government officers know the benefits of following wildlife regulations and benefits of reporting people who break the regulations.





Hunters and villagers feel greater ownership over their natural resources and agree that the hunting regulations are important for ensuring local food security. In particular they agree that hunting for trade is wrong as it robs the local community of their food.


Government officers agree that all forms of illegal hunting and trade are a serious offence and they should be part of the solution rather than the problem.






































Figure 3. Hotline incoming call record





Figure 2. Reporting illegal activities.





Figure 4: Illegal hunters stop hunting for trade





Post campaign results show that 51.7% of general villagers know muntjac and wild pig are important food sources for people, this knowledge increased by 43.4 percentage points compared to a baseline of 8.3% in the campaign site, and an increase of  35.3 percentage points compare to baseline of 9.0% in control site.





Following the campaign, 87.9% of general villagers felt they should not allow outsiders to hunt in their village use area, this sentiment increased by 46.5 percentage points compared to baseline data in campaign site.  With this increase we saw a corresponding decrease of 2.1 percentage points in the control site compared to the baseline of 89.1% in control site.





Hunters and villagers talk to each other about benefits of following regulations for food security and the need and rewards of reporting poachers.


Hunters talk about hunting regulations and penalties and risks of getting caught.


Government officers talk about following and enforcing wildlife crime regulations.





Villagers in each community will report hunters who hunt illegally (using modern weapons and equipments in village use area and NPA core zone and/or hunting for trade) through hotline number.


Government officers endorsed by the District Governor (these are about 20 officers) will improve the enforcement system with regards to wildlife trade through closer collaboration, better role division and enforcement procedures.





Hunters will only hunt legally (hunt muntjac and wild pig in village use area using traditional equipments for food) and will stop hunting in the core zone, with modern equipment, for trade, and in other people’s village use areas)


Villagers, hunters and government officers report all illegal hunting to WCU.


Government officers will follow and enforce the wildlife regulations (stop buying illegal bush meat, trading ammunition, and accepting bribes).





Illegal hunting (hunting with modern equipment, in the core zone, in other communities’ village use areas or for trade, and hunting illegal species) of tiger prey species is reduced or eliminated





Tiger prey (Guar, Sambar Deer, Serow, Muntjac and Wild Pig) Prey population will increase 15% by 2012.





Figure 4: Illegal hunters stop hunting for trade





Figure 3. Hotline incoming call record





Figure 2. Reporting illegal activities.





Figure 1. Reporting illegal activities.





82 reports regarding illegal hunting and wildlife trade through the campaign hotline, and the WCU (Wildlife Crimes Unit) responds to wildlife crime cases proactively resulting in 22 confiscations, fines and incarceration.





N/A until 2012.
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� Mr Thongphat from the Department of Forestry will likely become the Director General for the Department of Forest Inspection.  He is from Viengthong District.  It will be possible to obtain national recognition for complying government officials.
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