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1. Background and Objectives
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The large-scale consumption of wildlife parts, products, and derivatives across the globe is increasingly being recognized as a driving factor toward 

substantial declines in populations for many species.Mainland China (hereafter referred to as òChinaó in this report) is thought to be one of the largest 

markets, leading conservation professionals to explore the potential for targeted advocacy, social marketing, and behavior change campaigns to deliver 

real and rapid impact in reducing this demand. WWF has implemented several behavior change interventions in recent years to reduce demand for 

illegal wildlife products like ivory, pangolin scales, rhino horn, and tiger bones. Consumers including outbound tourists, collectors, businessmen, and 

traditional medicine users have been targeted in those behavior change interventions.

Within this context, a ògame-changingó ban on commercial processing and trade in elephant ivory was implemented by the State Council, Chinaõs 

Cabinet on 31 December 2017. TRAFFIC and WWF commissioned GlobeScan before the ban became effective in 2017 to conduct the largest-ever ivory 

consumer research in China. This research has been conducted annually using the same methodology and surveying consumers in the same 15 cities. 

We believe this to be the most in-depth, longest-running research project into consumer demand for ivory to date.
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In mid 2021, WWF commissioned GlobeScan to conduct research to 

build upon previous consumer analysis and to generate up-to-date 

insights about ivory consumption and consumer perceptions toward the 

ivory ban after its implementation (December 31, 2017). This study 

follows previous research conducted by GlobeScan in 2017, 2018, 2019, 

and 2020 on both the pre- and post-domestic ivory ban in Mainland 

China. We identify target consumer groups, products, and drivers of 

consumption that need to be addressed as a priority and provide data for 

designing, developing, and delivering interventions. By continuing to 

monitor the perceptions and actions of Chinese consumers, WWF can 

incorporate changes in consumer behavior into their latest demand 

reduction campaigns and thereby increase the effectiveness of these 

campaigns.

Research Objectives ðContext
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Research Objectives

The objectives of these studies ðthe Pre-ban survey (2017) and Post-ban 

surveys (2018, 2019, 2020, and 2021) ðhave remained consistent and 

can be summarized as follows: 

Å Understand to what extent the implementation of the ban and other 

factors have impacted ivory purchase and if observed trends are 

continuing over time.

Å Measure the awareness and perceptions of the ban and its influence 

on the decision-making processes of buyers and/or potential buyers.

Å Identify the key consumer/buyer segments of elephant ivory (products) 

before the implementation of the ban, and track if their perceptions, 

awareness, and purchase behavior is changing after the ban.

Å Track the size of these segments to see whether the strength of the 

influence of the ban changes over time.

Å Identify the prevalence of ivory purchase in the 15 selected target cities 

and the changes over time.

Å Identify the major motivations driving these purchases and the 

deterrents that buyers perceive.

Å Analyze psychosocial and socio-demographic characteristics, attitudinal 

dimensions, and other aspects of each consumer segment in order to 

gain insight into:

A. The specific triggers, motivations, and drivers for each 

segmentõs use or purchase of each of these products;

B. The underlying desire to purchase or own ivory and the barriers 

which will deter (potential) buyers from future purchase;

C. The awareness and attitudes of each consumer segment toward 

legislative provisions, penalties, and other deterrents restricting 

or prohibiting the use of these products.

Å Test various concept messages (in the Pre-ban Survey) and campaign 

awareness/effectiveness (in the Post-ban Surveys) as input for future 

ivory demand reduction communication and behavior change 

interventions.

Note on COVID-19 in 2020 and 2021 surveys: While COVID-19 undoubtedly affected the actions, perceptions, and opinions of the people surveyed 

in this study, in order to keep the questions comparable with previous years, we did not specifically address the pandemic inour questionnaire.
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Survey Design

This study uses quantitative data collection to answer the research 

questions. Quantitative data collection provides robust, comparable results 

that allow for analysis of trends and preferences across a large geographic 

area. These data can be used to spot trends in ivory consumption, beliefs, 

knowledge, and attitudes. This five-year study is the first long-term, 

comparable study of the purchase behaviors and attitudes toward ivory 

products among Chinese respondents from a consumer perspective. 

Consumer Sampling

According to China Internet Watch, the national internet penetration rate in 

China is over 70 percent, but in urban centers it is estimated to be 77 

percent, with different genders, ages, and education levels well 

represented online. This has led China to be one of the most Internet-

driven economies in the world. As with the 2017, 2018, 2019, and 2020 

surveys, the 2021 survey utilized the ability of online research to gain 

insights from a wide variety of respondents. Respondents could answer the 

survey either on their smartphones or on their computers, at their 

convenience. 

The 2021 survey was conducted between the 16th of July and the 20th of 

August. Respondents from an online panel were invited to participate in 

the online survey via email. The survey had a questionnaire with a median 

length of 14 minutes. 

Survey respondents could indicate the city in which they live from a list of 

15 cities ðBeijing, Shanghai, Guangzhou, Chengdu, Xiamen, Kunming, 

Fuzhou, Xiõan, Shenyang, Tianjin, Nanning, Chongqing, Nanjing, Jinan, and 

Shenzhen. This allowed for a broad geographic range of respondents while 

still focusing on the key areas known to be of importance in the ivory trade. 

For this survey, the cities have been reclassified into layers (not related to 

China city tiers) as per TRAFFICõs definition in 2017, in order to adequately 

reflect the trade of ivory in China (see Slide 10). Any respondents under 18 

years of age and those not living in one of the 16 selected citieswere 

screened out and were not allowed to participate in the survey. 

Research Design
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Demographics (%) Travel Behavior (%) Socio-economic Status (%)

Gender Education

Age Monthly Personal Income

Employment

Marital Status

S2. Age; S3. Gender; S4. Monthly personal income; S5. Education; Q36. Current martial status; Q38. Employment; Q39. Travel behavior; Q44c. Travel plans post-COVID [2021 New Question]; Q44d. Places 

intend to visit [2021 New Question] ðWeighted data

Base: Total sample in 15 selected cities, n=2,000

9

47

44

High (RMB 20,000+)

Middle (RMB 8,000ð

19,999)

Low (<RMB 8,000)

Total Sample Profile ðPost-ban Survey 2021

Quotas were placed on age, gender, and city, 

and òsoft quotasó were placed on education as 

per previous surveys. These quotas are based on 

the Mainland China general population sample 

and were updated in 2021 to reflect current 

population changes according to Chinaõs 2021 

census. As a result of these demographic 

changes in China, the 2021 sample has more 

respondents who are highly educated and have a 

high income (see slide 75).

As with the demographic profiles from previous 

years, the respondents of the 2021 survey were 

selected to be representative of the national 

population of Mainland China and the 

demographics after weighting deviate less than 1 

percentage point from the nationally 

representative demographics (See Slide 75).

The majority of respondents have received a mid-

level of education, are married, are employed full 

time, and earn between RMB 8,000 and RMB 

19,999 monthly. Eight percent of respondents 

are regular travelers (see note on travel), and 

those who will have travel plans will primarily go 

to France, Australia, and Japan.

68

3

10

2

2

14

Full-time employment

Part-time employment

Freelancer

Business owner

Full-time student

Retired

49

51

Female

Male

5

21

18

22

16

19

18ð20

21ð30

31ð40

41ð50

51ð60

61 +

59

33

8

Never

Occasionally

Regularly

17

80

2

Single

Married

Divorced/widowed

17

55

28

High

Middle

Low

27

68

6

Yes when possible again

No

I donõt know

Travel plans post-

COVID in the future

Note on travel. Travel was greatly disrupted in 2021 but Regular Overseas Travelers are defined by their general 

travel habits, not their recent travel frequency, i.e., this category does not refer to people who traveled regularly in 

2021 or 2020.

18

17

14

12

11

9

France

Australia

Japan

Canada

Brazil

South Korea

Countries they plan to visit
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Geographic Scope

Definition: City Layers

Cities were divided into Layers 1, 2, and 3 per 

WWF/TRAFFICõs definition (from 2017; these have 

been kept the same for comparability) to reflect 

the ivory trade and consumption in major cities in 

China. Grouping cities by layers allows for 

comparisons on the dynamics of ivory trade to be 

made between types of markets (cities).

WWF/TRAFFIC nominated these cities as being 

strategic and active centers of the ivory trade in 

China in 2017, rather than being representative of 

China as a whole. This is different from a 

geographical spread as used in other surveys of 

wildlife purchase. Hence, the data in the report are 

centered on these selected cities rather than 

being representative of the whole country.

Hangzhouwas reported to be a possible important 

market for ivory trade in 2019 and was added to 

the survey with n=200 respondents in 2019 and 

2020 but was not included in the 2021 survey.

Coverage by City

The (weighted) sample achieved by Layer in the 2021 Post-ban Survey is as follows:

Å n=1000 in Layer 1cities (Beijing, Shanghai, Guangzhou, Chengdu) 

Å n=500 in Layer 2cities (Xiamen, Kunming, Fuzhou, Xiõan, Shenyang, Tianjin)

Å n=500 in Layer 3cities (Nanning, Chongqing, Nanjing, Jinan, Shenzhen) 

Å Hangzhou was included in 2019 and 2020 but not in 2021.

Beijing

Tianjin

Shanghai

Shenyang

Jinan

Nanjing

Hangzhou

Fuzhou

Xiamen

Guangzhou

ShenzhenNanning

Chongqing
Chengdu

Xiõan

Kunming

Layer 2 cities

Layer 1 cities

Layer 3 cities

Only included in 

2019 and 2020
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Analysis Deployed: Market Segmentation

Market segmentation is a statistical process that divides a broad target 

market into a subset of smaller segments, or groups, based on natural 

points of differentiation between consumers in that market. In order to 

identify homogenous groups of customers in terms of their behavior, 

intentions, attitudes, and motives, we have developed a custom 

segmentation using the Decision Tree statistical algorithm (see slides 79ð

80).

Why Perform a Market Segmentation?

A market segmentation provides organizations with targeted intelligence on 

discrete groups of consumers, providing evidence to support positioning 

and communication strategies for target consumer segments. This allows 

us to identify swing groups for strategic communications. We can also track 

these segments over time and see how public perception shifts between 

years. 

Segmentation Analysis: Methodology Used 

The model developed in 2017 was also used in subsequent years to 

predict the likelihood of buying ivory after the ban is imposed, and to 

identify segments of respondents sharing similar patterns of responses to 

the question on past purchases, intention to purchase, and advocacy for 

ivory consumption.

Input variables include: attitudes, motives, and barriers to purchase; past/ 

future intention to purchase; and agreement/disagreement with the ban. 

Based on this predictive modeling, we have identified three distinct 

segments: Diehard Buyers, Ban-influenced Citizens, and Rejectors.

This segmentation is a different indicator than the Ivory Purchase Index 

(IPI) (see explanation on the next slide), which was also deployed. While 

both indicators use different methodologies to be compiled, they share 

common input variables. Both indicators include past and future purchase, 

measured before and after the respondents read the notice of the ban in 

the survey. However, the segmentation also includes attitudes, motives, 

and barriers, unlike the IPI.

Respondents are not re-interviewed between years to assess their personal 

shifts between segments. Rather, the segments and the shifts between 

them are indicative of general trends, not individual changes. 

Segmentation Analysis ðPost-ban Surveys 

In order to recreate the segments (e.g., Diehard Buyers, Ban-influenced 

Citizens, and Rejectors) identified in the Pre-ban poll, statistical algorithms 

were used and extracted using Discriminant Function Analysis (see slide 

81).
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Analysis Deployed: Ivory Purchase Index

Ivory Purchase Index: Definition 

For this survey, we have recreated the Ivory Purchase Index developed in 

the Pre-ban Survey. 

Å The Ivory Purchase Index can be considered as a barometer or a 

measure of purchase intention or attractiveness. 

Å It allows us to customize strategies and messages for specific sub-

groups, e.g., buyer segments, city layers, age groups, etc. 

Å The Ivory Purchase Index helps to see the overall picture, i.e., who are 

the most persistent ivory buyers. 

How Is it Compiled? 

Å The Index is an aggregate measure that distils many indicators down to 

a single number enabling quick comparisons across buyer segments, 

city layers, age groups, etc. 

Å The Ivory Purchase Index was developed by reducing all attributes that 

were related to past and future purchase of ivory down to three 

dimensions: 

Á Past purchase 

Á Future purchase 

Á Impact of the ivory ban (i.e., future purchase of ivory after 

implementation of the ban and recommendation to purchase 

ivory after implementation of the ban). 

Å It is a sum of these three dimensions/sub-indices, based on a 10-point 

scale, with 1 being lowest (least persistent in buying ivory) to 10 being 

the highest. 
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2. Key Findings
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Overall Stated Ivory Purchase Behavior

Retail store in China (56%)

Market stall in China (52%)

Short-term trips overseas (37%)

Past Purchase Incidence Trend (%)

118
1414

18
22

19

2726

43

20212020201920182017

Future Purchase Intention (Total %)

Top Ivory Purchase Channels:

Before mentioning the ivory ban

After mentioning the ivory ban

Self-reported purchase of ivory in the past 

12 months has increased from 2020 levels 

(12%) to 15 percent in 2021 but remains 

lower than 2019 levels (17%). 

Å The order of the top three ivory purchase 

channels has changed, with market stalls 

climbing and overseas purchase dropping. 

Retail stores have also become 

significantly less popular but remain the 

most-used channel. 

Å Among those who have bought ivory in the 

past, almost half are occasional or òone-

timeó buyers, but similar to 2020, nearly 

30 percent claim to buy ivory once every 

one to two years or even more frequently.

ÅOver half of respondents who had bought 

ivory in the past 12 months had bought it 

as a gift for a friend, family member, or 

business contact, but more people bought 

it for themselves than in 2020 (33% in 

2020 vs 43% in 2021; data not shown).

Å Intention to purchase ivory in the future 

has increased slightly but remains lower 

than any year except 2020.

Ivory Purchase Rate (Past 12 months)
31

14
17

12
15

2017 2018 2019 2020 2021

Bought ivory as a gift for friend / 

family / business contact56%

Bought ivory in the past 12 months15%

36 12 24 21 7

Only one 

time

Every 6ð10 

years

Every 3ð5 

years

Every 1ð2 

years

>1 per 

year

Ivory Purchase Frequency (%)
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5
2

4 5
9

2017 2018 2019 2020 2021

54
43

34
22 20

2017 2018 2019 2020 2021

The ivory ban

Buyer Segments: Purchase Behaviors

Rejectors
Ivory Purchase Index (10-point Scale)

Past-12-month Ivory Buyers (%): Future purchase intention:

11%
Before prompting 
Ivory ban

0%
After prompting 
Ivory ban

Diehard Buyers
Ivory Purchase Index (10-point Scale):

Past-12-month Ivory Buyers (%): Future purchase intention:

73%
Before prompting 
Ivory ban

100%
After prompting 
Ivory ban

Ban-influenced Citizens
Ivory Purchase Index (10-point Scale)

Past-12-month Ivory Buyers (%): Future purchase intention:

39%
Before prompting 
Ivory ban

0%
After prompting 
Ivory ban

Buyer Segments Distribution
Among the buyer segments, the proportion 

of Ban-influenced Citizens has become 

smaller, while Diehard Buyers and Rejectors 

have grown slightly.

Å The proportion of Ban-influenced Citizens 

continues to decrease slowly as it has for 

the last two years.

Å Although the proportion of Diehard Buyers 

has increased, their Ivory Purchase Index 

score has declined dramatically. This 

decline can be attributed more to their 

lower past-12-month purchase rates than 

their intention to purchase in the future. 

Å Ban-influenced Citizens have decreased 

in their past purchase rates and future 

intention to purchase, resulting in a 

steadily declining Ivory Purchase Index 

score.

Å Rejectors are increasing in their past 

purchase rates and future purchase 

intention (6% in 2020 to 11% in 2021). 

1.23 1.08ʺ 1.26ʸ 1.41ʸ 1.67ʸ

Rejectors

Ban-influenced

Citizens

Diehard Buyers

(%)

2017 2018 2019 2020

5.72 5.23ʺ 4.63ʺ 4.02ʺ 3.56ʺ

2017 2018 2019 2020

7.17 6.03ʺ 6.96ʸ 7.22ʸ 5.60ʺ

2017 2018 2019 2020

61
49 48

58

45

2017 2018 2019 2020 2021

50

72
64

72 73
31

14 22
20 16

19 14 14 8 11

2017 2018 2019 2020 2021

2021

20212021
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Awareness of and Attitude toward the Ivory Ban

Top Sources of Awareness

Offline channel

Onlinechannel

Impact of the Ivory Ban

Make me avoid buying any 

wildlife products

Make me completely stop 

buying ivory

Make me buy less ivory

Make me buy other 

materials (non-wildlife 

products) instead

83%

81%

65%

51%

Spontaneous mention of the ivory ban has 

remained steady at 3 percent. The prompted 

recognition of the ivory ban has increased 

from 40 percent to 44 percent since 2020.

Å In 2021, as in 2020, 88 percent of 

respondents believe that the buying and 

trading of ivory in China is illegal (data not 

shown). Although respondents are aware 

that ivory sale is illegal, spontaneous 

identification of the 2017 ivory ban 

specifically has declined since 2018 (8% to 

3%) and prompted awareness of the ban 

has fluctuated.

ÅOnline channels are the dominant sources 

of awareness about the ivory trade ban, as 

they were in previous years, though 

TV/screen has increased since 2020.

Å Respondents strongly believe that the 

effects of the ban will be positive and 

believe it will make them avoid ivory or all 

wildlife products. An increasing number of 

people, however, believe that there is no 

suitable alternative to ivory that can take its 

place on the market (17% in 2020 to 21% 

in 2021).

1

News portal

31%
2

TV/screen

32%

4

Social media

35%

Mobile news 

apps 34%

3

85 88 88

46 
41 

48 
40 44

4
8 7 3 3

2017 2018 2019 2020 2021

The ivory ban

Awareness of illegality and the Ban

Prompted knowledge 
of ban (%)

Spontaneous 

knowledge of ban (%)

Top alternatives to ivory: 

Gold (34%) and silver (26%)

say there is no suitable 

substitute for ivory21%

Awareness of 
illegality (%)
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Awareness of and Attitude toward Campaigns

22%16%

Spontaneous Campaign Awareness of Elephant 

Protection Among the Total Sample

I made a commitment to protect

elephants and avoid ivory purchase (43%)

I will share information about 

animal protection (42%)

I will convince others not to buy ivory 

(42%)

Top Three Reactions to the 

Ma Weidu Campaign:

Spontaneous campaign awareness has 

remained relatively steady in 2021 and is 

highest among the target group of Regular 

Overseas Travelers.

ÅWhen prompted, 15 percent of respondents 

say they have seen the Ma WeiduCampaign 

(see note on slide 61), up from 11 percent 

in 2020. The groups with the highest 

campaign recall are Diehard Buyers (27%), 

past-12-month ivory buyers (29%), and 

Regular Overseas Travelers (34%).

Å Sixty-seven percent of Diehard Buyers 

report that they found the video to be 

persuasive, though this is higher among 

Rejectors (84%) and Ban-influenced Citizens 

(72%) (data not shown). Positive attitudes 

toward the video are lower than they were in 

2020 by an average of 8 percentage points. 

Opinion/behavior change, however, remains 

steady (data not shown).

Å Thirty-six percent of Diehard Buyers report 

that they learned something useful from the 

video and 32 percent say that the campaign 

will make them convince others not to buy 

ivory.

22%

recall seeing the Ma WeiduCampaign 

video when prompted15%

think that it is persuasive80%

78%

Most Impressive Element of the Video 

The Poached Elephants

2018 2019 2020

of respondents who planned to buy ivory 

changed their mind after learning about the laws and seeing 

the Ma Weidu Campaign

66%

20%

2021

think that it is memorable
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3. Analysis

3.1 Segmentation of the Market
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Segmenting the Market

Segments are derived using predictive modeling that takes ivory purchase, intention to purchase, attitudes, motives, and barriers toward ivory into account 

(see slides 79 - 81). Segments tend to have broadly similar characteristics each year. Below are the characteristics for the 2021 segments: 

Å Rejectors are those who are least likely to purchase 

ivory. They are closely aligned with the general 

population in demographics, and the proportion of 

higher educated, higher income Rejectors has 

increased since previous surveys. A small number 

of Rejectors bought ivory in 2021 (9%) or intend to 

buy it in the future (11%), though this number has 

grown. One-quarter of Rejectors say they want to 

buy ivory a lot less than they did three years ago. 

This group of Rejectors are more likely to be from 

Layer 1 cities and have a higher income and 

education than the rest of the Rejectors.

Å Rejectors strongly agree on the necessity for legal 

control over the ivory trade. They are also the most 

likely to convince others not to buy ivory.

Å Almost half of Rejectors know about the ivory ban 

once prompted. This awareness is acquired mostly 

through social media, news apps, or TV/screens. 

They strongly believe that the ban is important. 

Å Fifteen percent of Rejectors have seen the Ma 

WeiduCampaign and it resonates strongly among 

the segment once they have seen it. 

Å Ban-influenced Citizens are those for whom the 

ivory trade ban in China plays a strong role in their 

decision making. They have lower ivory purchase 

rates than Diehard Buyers and their past-12-month 

purchase had been decreasing significantly over 

the last five years. 

Å Compared with Rejectors, Ban-influenced Citizens 

are less likely to see the control of ivory trade as 

necessary and have the lowest support rate for the 

ban. Before being prompted about the ivory ban, 

39 percent of this segment said they are likely to 

purchase ivory in the future. After being prompted 

about the ban, this percentage dropped to 0. 

Å They are unlikely to recommend others to purchase 

ivory.

Å Ban Influenced Citizens have the lowest rate of 

having seen the Ma WeiduCampaign. However 

when prompted, it resonates strongly among them.

Å Diehard buyers are those who are least likely to be 

swayed from purchasing ivory. They have a higher 

income than the other segments, have a medium-

high education, and travel more regularly 

compared to the general population. Their past-12-

month ivory purchase rate decreased significantly 

in 2021, though their intention to purchase ivory in 

the future remains significant, despite the ivory 

ban. 

Å Forty-eight percent say they have heard of the ivory 

trade ban when prompted, a significant drop since 

2020. They have the lowest rates of knowledge 

that ivory is illegal to transport internationally. 

Å They have the highest rates of prompted Campaign 

recognition of all segments tested. However, the 

Ma WeiduCampaign does not resonate among 

them as much as for the other two groups.

Rejectors Ban-influencedCitizens Diehard Buyers



20 Base: Total sample in 15 selected cities, 2017 Survey / 2018 Survey / 2019 Survey / 2020 Survey / 2021 Survey : n=2,000 (Weighted data)

50

72

64

72
73

31

14
22

20 16

19 14 14 8 11

2017 2018 2019 2020 2021

Buyer Segments Distribution ðFive-year Comparison

Implementation 

of the ivory 

ban

Rejectors

Ban-influenced

Citizens

Diehard Buyers

(% of Respondents)

The segment size of Diehard Buyers in 2021 remains 

lower than 2017, 2018, and 2019, but has 

increased in size significantly since 2020. 

With the 2021 census, the proportion of the 

population (and therefore the respondents in this 

survey) that are higher-educated and more affluent 

has increased (slide 22). These updated 

demographics, combined with a greater ability for 

people to purchase ivory in 2021 compared to 2020 

since national easing of lockdown measures, may 

contribute to the overall increase in this segment 

size. 

Rejectors remain the largest proportion of the 

population, with a non-significant increase from 72 to 

73 percent. 

Ban-influenced citizens have decreased significantly 

in segment size (20% in 2020 to 16% in 2021).
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Base: Total sample in 15 selected cities, 2017 Survey / 2018 Survey / 2019 Survey / 2020 Survey / 2021 Survey : n=2,000 (Weighted data)

Buyer Segments Distribution by City Layer

50

72
64

72 73

31
14 22

20
16

19 14 14 8 11

2017 2018 2019 2020 2021

Total (%)

Layer 1 cities: Beijing, Shanghai, Guangzhou, Chengdu 

Layer 2 cities: Xiamen, Kunming, Fuzhou, Xiõan, Shenyang, Tianjin

Layer 3 cities: Nanning, Chongqing, Nanjing, Jinan, Shenzhen

52

68
64

71 77

33 13
22 20 11

16 19 14 8 12

2017 2018 2019 2020 2021

Layer 2 Cities (%)

53

70
63

70 72

28 17 22 20 15

18 14 15 10 12

2017 2018 2019 2020 2021

Layer 1 Cities (%)

44

79
65

76 72
35

11 22
18 22

21 10 13 5 6

2017 2018 2019 2020 2021

Layer 3 Cities (%)

Rejectors

Ban-influenced Citizens

Diehard Buyers

Rejectors

Ban-influenced Citizens

Diehard Buyers
Similar patterns are observed in Layer 1, 

and Layer 2; the Diehard Buyers 

segment is increasing slightly 

(statistically significantly in Layer 2 

cities, but not in Layer 1 cities), while 

Ban-influenced Citizens are decreasing 

in number significantly in both groups. In 

Layer 3 cities, no statistically significant 

changes are observed between 2020 

and 2021. 

The Rejectors segment in Layer 1 (72%) 

and Layer 2 (77%) cities has reached its 

largest-ever size. 

Layer 3 cities have maintained the 

smallest segment of Diehard Buyers 

consistently since 2018. 



22

Buyer Segments Profile ðRejectors

S1. City of residence, S2. Age, S3. Gender, S4. Monthly Personal Income. S5. Education. Q39. Travel behavior ðWeighted data

Base: Rejectors in 15 selected cities for 2017/2018/2019/2020/2021, n=1000/ n=1446/ n=1274/ n=1446/ n=1470

*See slide 9 for note on travel

2017 2018 2019 2020 2021
Total

Sample

n=1,000 n=1,446 n=1,274 n=1,446 n=1,470 n=2,000

Female 45 49 48 47 49 49

Male 55 51 52 53 51 51

18ð30 23 22 24 24 25 26

31ð40 19 15 19 18 18 18

41ð50 21 21 23 24 22 22

51ð60 18 18 16 15 17 16

61 and above 19 23 18 19 19 19

High 9 23 7 9 18 17

Middle 63 65 64 64 54 55

Low 29 12 29 28 28 28

High income 12 9 4 6 9 9

Medium income 34 53 32 35 47 47

Low income 54 38 64 59 45 44

Never 32 64 64 55 60 59

Occasionally 49 30 29 39 32 33

Regularly 19 6 7 6 8 8

Layer 1 50 44 46 45 49 50

Layer 2 24 22 23 23 26 25

Layer 3 27 34 31 33 25 25

Gender

Age

Education

Income Level

Travel Overseas

City Layers

As the education level and income of the 

population of China increase, Rejectors have 

higher proportions of respondents with a high 

education and a high income in 2021 

compared to 2020. 

The proportion of Rejectors that live in Layer 1 

cities has increased significantly since 2020, 

as has the proportion of Rejectors with middle 

or high incomes and those with high 

education.

Compared to the total sample (which mirrors a 

nationally representative sample of the whole 

of China), Rejectors in 2021 are closely 

aligned overall with the general population of 

the cities surveyed, as they were in 2020. 

Only in occupation are significant differences 

observed, where significantly more Rejectors 

report that they are retired (16%) than Ban-

influenced Citizens (10%) or Diehard Buyers 

(8%) (data not shown). 



23

2017 2018 2019 2020 2021
Total

Sample

n=628 n=286 n=441 n=391 n=315 n=2,000

Female 52 54 56 51 46 49

Male 48 46 44 49 54 51

18ð30 27 43 28 29 23 26

31ð40 18 26 18 14 18 18

41ð50 25 15 20 15 24 22

51ð60 12 8 16 20 17 16

61 and above 18 8 19 21 17 19

High 10 38 13 9 13 17

Middle 61 52 61 56 57 55

Low 28 10 27 36 31 28

High income 14 13 5 4 7 9

Medium income 43 44 45 34 37 47

Low income 43 44 49 62 56 44

Never 21 41 41 55 66 59

Occasionally 56 43 40 33 27 33

Regularly 23 16 19 12 7 8

Layer 1 42 55 46 47 48 50

Layer 2 24 22 23 24 17 25

Layer 3 34 23 31 29 35 25

Buyer Segments Profile ðBan-influenced Citizens

S1. City of residence, S2. Age, S3. Gender, S4. Monthly Personal Income. S5. Education. Q39. Travel behavior ðWeighted data

Base: Ban Influenced Citizens in 15 selected cities for 2017/2018/2019/2020/2021, n=628/ n=286/ n=441/ n=391/ n=315

Gender

Age

Education

Income Level

Travel Overseas

City Layers

The demographic profile of Ban-influenced 

Citizens has remained consistent with 2020, 

with no major statistically significant 

increases or decreases. As with Rejectors, 

education and income level have risen, but 

for Ban-influenced Citizens, these increases 

are not significant. 

Ban-influenced Citizens are less likely to 

report that they travel regularly abroad (pre-

COVID) compared to 2020 (7% in 2021 vs 

12% in 2020).

Compared to the total sample (which mirrors a 

nationally representative sample of the whole 

of China), Ban-influenced Citizens are the 

least likely to say they want to travel abroad in 

the future ð19 percent say they have travel 

plans abroad after COVID-19 compared with 

25 percent for Rejectors and 49 percent for 

Diehard Buyers (data not shown). They are the 

most likely to live in Layer 1 cities and are 

more likely to report lower income and 

education. 
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2017 2018 2019 2020 2021
Total

Sample

n=372 n=268 n=285 n=164 n=216 n=2,000

Female 54 43 43 59 55 49

Male 46 57 57 41 45 51

18ð30 28 22 29 25 29 26

31ð40 16 23 18 23 23 18

41ð50 17 31 20 19 18 22

51ð60 17 12 14 17 10 16

61 and above 21 12 19 16 19 19

High 9 33 15 18 20 17

Middle 63 62 56 73 59 55

Low 27 5 29 10 21 28

High income 15 13 8 13 14 9

Medium income 42 61 42 45 62 47

Low income 42 26 50 41 24 44

Never 18 38 36 20 38 59

Occasionally 52 36 41 51 45 33

Regularly 30 27 23 29 14 8

Layer 1 46 45 50 56 57 50

Layer 2 19 33 22 24 29 25

Layer 3 35 23 28 20 17 25

Buyer Segments Profile ðDiehard Buyers

S1. City of residence, S2. Age, S3. Gender, S4. Monthly Personal Income. S5. Education. Q39. Travel behavior ðWeighted data

Base: Diehard Buyers in 15 selected cities for 2017/2018/2019/2020/2021, n=372/ n=268/ n=285/ n=164/ n=216

Gender

Age

Education

Income Level

Travel Overseas

City Layers

Compared with 2020, Diehard Buyers in 2021 

are significantly more likely to have low 

education, though this segment also maintains 

the highest levels of highly educated 

respondents.

The proportion of Diehard Buyers in the low-

income bracket has decreased significantly since 

2020, while those with middle incomes have 

increased significantly. 

Compared to the total sample (which mirrors a 

nationally representative sample of the whole of 

China), Diehard Buyers are more likely to reside in 

Layer 1 cities, have a higher income, and a higher 

education. 

Diehard Buyers travel more regularly than other 

segments although the proportion of Diehard 

Buyers who describe themselves as Regular 

Overseas Travelers (pre-COVID) has decreased 

significantly since 2020. Diehard Buyers are the 

most likely segment to say they will travel in the 

future ð49 percent say they have travel plans 

abroad after COVID-19 compared with 25 percent 

for Rejectors and 19 percent for Ban-influenced 

Citizens (data not shown).
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3.2 Ivory Purchase Behavior
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3.75

2.35

2.82
2.39 2.39

1.23 1.08 1.26 1.41 1.67

5.72

5.23
4.63

4.02

3.56

7.17

6.03

6.96
7.22

5.60

2017 2018 2019 2020 2021

Base: 2017/2018/2019/2020/2021 Total Sample, n=2,000; Rejectors, n=1,000/ n=1,446/ n=1,274/ n=1,446/ n=1,470; Ban-influenced Citizens, n=628/ n=286/ n=441/ n=391/ n=315; 

Diehard Buyers, n=372/ n=268/ n=285/ n=164/ n=216

Ivory Purchase Index ðFive-year Comparison (Total and Segments)

Ivory Purchase Index (10-point Scale)

Rejectors

Ban-influenced

Citizens

DiehardBuyers

Total Sample

Implementation 

of the ivory ban

Decreases are being seen in the Ivory Purchase 
Index scores of Diehard Buyers and Ban-influenced 
Citizens.

The Diehard Buyers segment has seen a large 
decrease in their Ivory Purchase Index (IPI) score. 
While this is likely attributable to a combination of 
factors, the increase in size of the Diehard Buyer 
segment, with the decrease in Regular Overseas 
Travelers (a group previously identified as having a 
higher-than-average IPI score), likely has an impact. 

Rejectors, by contrast, have seen an increasing 
proportion of people in the segment living in Layer 1 
cities with higher education and income since 2020 
ðall factors that contribute to a higher IPI score. 

Ban Influenced Citizens have continued to see 
decreases in their IPI score in almost linear fashion. 
This group has seen no major changes to its 
demographics (slide 23) and the reduction in size of 
this group (slide 20) is consistent with their 
continued decrease in IPI score. 
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2017 2018 2019 2020 2021

Total Sample 3.75 2.35 2.58 2.39 2.39

18ð30 3.85 2.90 3.05 2.38 2.33

31ð40 3.68 3.16 3.01 2.74 2.58

41ð50 3.54 2.31 2.55 2.35 2.13

51ð60 3.38 1.87 2.42 2.48 2.51

61 and above 3.80 1.32* 2.95 2.06 2.50

Never 2.46 1.63 1.94 1.56 1.87

Occasionally 3.78 2.85 3.46 2.93 2.95

Regularly 4.65 4.79 5.06 4.88 3.86

Layer 1 3.63 2.71 2.99 2.51 2.62

Layer 2 3.43 2.35 2.75 2.37 2.21

Layer 3 4.17 1.81 2.61 2.24 2.13

Age

Travel Overseas

City Layers

Base: 2017/2018/2019/2020/2021 Total Sample, n=2,000

Ivory Purchase Index ðOther Sub-groups

*Note: In 2018, we had relatively few respondents aged 61 

and above in our sample. In other years, we were able to 

interview a larger number of this elderly category and 

therefore the specific +61 category for 2018 should be 

reviewed with caution.

Ivory Purchase Index (10-point Scale)Ivory has maintained a lower attractiveness to 

younger respondents than was observed in 2020 

and has decreased for Regular Overseas 

Travelers. 

The overall Ivory Purchase Index has remained 

steady, despite a greater number of higher 

education / higher income respondents in the 

2021 survey compared with previous surveys (to 

align with Chinaõs most recent census).

The Ivory Purchase Index has reached its lowest 

levels among the young respondents, particularly 

those aged 18ð30 and 30ð40 since the 

measurement started, meaning it is less 

attractive to this age group.
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Purchaseof Ivory in Past 12 Months ðFive-year Comparison (Total and Segments)

Past-12-month Purchase of Ivory

(% of Respondents)

Q2e. Have you bought ivory, or any product or object made of ivory, for yourself or someone else, in the past 12 months? ðWeighted data

Base: 2017/2018/2019/2020/2021 Total Sample, n=2,000; Rejectors, n=1,000/ n=1,446/ n=1,274/ n=1,446/ n=1,470; Ban Influenced Citizens, n=628/ n=286/ n=441/ n=391/ n=315; 

Diehard Buyers, n=372/ n=268/ n=285/ n=164/ n=216

Rejectors

Ban-influenced

Citizens

DiehardBuyers

Total Sample

Implementation 

of the ivory ban

The total purchase of ivory in the past 12 

months has rebounded statistically 

significantly from 12 percent in 2020 to 15 

percent in 2021, though remains lower than in 

2019 (17%).

As with the Ivory Purchase Index (previous two 

slides), the Diehard Buyers segment has seen a 

large decrease in their past-12-month purchase 

rates of ivory. While this is likely attributable to 

a combination of factors, the increase in size of 

the Diehard Buyer segment and the relative 

lack of travel are likely to be factors.

As with the Ivory Purchase Index, the increase 

in purchase rates among Rejectors may 

partially be attributable to the increasing 

number of wealthier, more highly educated 

respondents in this group. The Rejectors who 

would otherwise be categorized as Ban 

Influenced Citizens are in tat group because of 

their lower likelihood to recommend ivory 

purchase.  
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Purchaseof Ivory in Past 12 Months ðOther Sub-groups

2017 2018 2019 2020 2021

Total Sample 31 14 17 12 15

Female 32 16 17 16 15

Male 29 13 17 9 15

18ð30 31 22 19 13 14

31ð40 28 24 20 18 18

41ð50 30 12 13 12 9

51ð60 30 9 10 11 18

61 and above 34 1 22 7 17

High 26 28 26 26 24

Middle 31 9 16 14 14

Low 32 8 16 3 11

High income 31 24 29 25 31

Medium income 38 15 22 20 17

Low income 25 10 13 6 9

Never 15 4 6 2 7

Occasionally 34 21 23 18 24

Regularly 40 45 48 44 36

Layer 1 30 20 20 14 17

Layer 2 28 11 16 11 13

Layer 3 34 7 14 10 12

Gender

Age

Education

Income Level

Travel Overseas

City Layers

Q2e. Have you bought ivory, or any product or object made of ivory, for yourself or someone else, in the past 12 months? ðWeighted data

Base: 2017/2018/2019/2020/2021 Total Sample, n=2,000

Past-12-month Purchase of Ivory

(% of Respondents)The increase in past-12-month purchase of 

ivory was mostly driven by males, who in 

2021 equal females in their purchase rates 

as well as older respondents and low-

education respondents. 

The data from 2020 more closely resemble 

the breakdowns from 2019, indicating that an 

initial reaction to the COVID-19 lockdown 

measures in China may have impacted ivory 

purchase rates and the subsequent easing of 

restrictions has led to a return to  the trend 

that was taking place pre-COVID, i.e., a more 

gradual decline of ivory purchase. 

Regular Overseas Travelers have seen another 

decrease in their past-12-month purchasing 

habits, possibly indicating that the lack of 

travel with the associated ivory purchase is 

having an effect on this group. 
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1

Purpose of Last Ivory Purchase in Past 12 Months

Q2h. Thinking of the last time you bought ivory, what purpose did you buy it for? ðWeighted data

Base: 2021 Past 12 months Ivory Buyers, n=298; City layer 1/layer 2/layer 3, n=173/67/58; Regular Overseas Travelers, n=61; Rejectors/Ban-influenced Citizens/Diehard Buyers , n=139/62/97

2020 Past-12-month Ivory Buyers, n=245; City layer 1/layer 2/layer 3, n=131/51/63; Regular Overseas Travelers, n=80; Rejectors/Ban-influenced Citizens/Diehard Buyers , n=65/85/94

Purpose of Last Ivory Purchase in Past 12 Months 

(% of Past-12-month Ivory Buyers)

Compared to 2020 past-12-month ivory buyers, a 

statistically significantly greater proportion of those 

who bought ivory in 2021 bought it for themselves 

to keep (43% in 2021 vs 33% in 2020), compared 

to those who bought it as a gift (56% in 2021 vs 

66% in 2020). 

The increase in respondents buying ivory for 

themselves comes primarily from Layer 2 and Layer 

3 cities and sees an increase among all three 

segments. 
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15
1

2020 Past-12-month Ivory Buyers 2021 Past-12-month Ivory Buyers 

City Layer 1

City Layer 2

City Layer 3

Regular Overseas Travelers

Rejectors

Ban-influenced Citizens

Diehard Buyers
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9
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Only one time Every 6ð10 years or less frequently Every 3ð5 years Every 1ð2 years More than once per year

Ivory Purchase Frequency

Q2g. How frequently do you buy ivory? ðWeighted data

Base: 2021 Ever bought ivory, n=481; City layer 1/layer 2/layer 3, n=282/104/95; Regular Overseas Travelers, n=88; Rejectors/Ban-influenced Citizens/Diehard Buyers, n=270/96/115

2020 Ever bought ivory, n=387; City layer 1/layer 2/layer 3, n=193/82/112; Regular Overseas Travelers, n=102; Rejectors/Ban-influenced Citizens/Diehard Buyers, n=160/121/106

Ivory Purchase Frequency

(% of Ever-purchased Ivory Buyers)

The overall purchase frequency 

of ivory in 2021 closely 

resembles purchase frequency 

in 2020, though the differences 

between city Layers in 2020 are 

not apparent in 2021.

As in 2020, Regular Overseas 

Travelers and Diehard Buyers 

buy ivory more frequently than 

other groups in 2021. 

Ivory purchase frequency is not 

as different between city Layers 

as it was in 2020. 

35 12 19 28 6

36 12 24 21 7

2020 Ever Ivory Buyers 

2021 Ever Ivory Buyers 

City Layer 1

City Layer 2

City Layer 3

Regular Overseas Travelers

Rejectors

Ban-influenced Citizens

Diehard Buyers

City Layer 1

City Layer 2

City Layer 3

Regular Overseas Travelers

Rejectors

Ban-influenced Citizens

Diehard Buyers
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Ivory Products Bought and Change in Desire for Ivory

The most popular ivory items bought are 

décor/sculptures and pendants. The majority of

people have not changed in their desire to own 

ivory over the past three years.  

For most groups, the majority ofpeople have not 

changed in their views about buying or owning ivory 

in the past three years. More people are likely to 

say that their desire for ivory has gone down rather 

than up in this time period. However, Diehard 

Buyers are more than three times as likely to say 

their desire for ivory has increased in the past 

three years (47% say their desire has increased) 

than they are to say it has decreased (15% say 

their desire decreased). More than half (56%) of 

past-12-month buyers have increased in their 

desire to buy ivory in the past three years.

Q2F. [2021 New Question] What ivory products did you buy?ðWeighted Data

Base: Ever bought ivory, n=481

Q5D. [2021 New Question] Has your desire to buy/own ivory changed over the past 3 years?ðWeighted Data

Total Sample, n=2,000

37

36

27

26

22

22

21

17

16

14

13

11

Décor/sculpture

Pendant

Necklace

Folding fan

Chopsticks

Bangle

Earring

Hanko/stamp

Handle or knife cover

Ring

Paiza/paizi/gerege

Cigarette holder

Ivory Products Bought 

(% of Those Who Bought Ivory 

Products) 

Note: Change in desire to own ivory does not 

consider the base level of desire, i.e., a respondent 

who has never wanted ivory and a collector who has 

always wanted ivory may both say there has been 

òno changeó in their desire over the past three years.
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23
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21

24

4

8

8

18

8

9

8

5

13

8

4

7

11

12

59

52

59

71

30

60

66

37

25

28

9

11

6

7

22

5

17

25

29

22

6

8

3

4

14

3

9

22

27

19

Total

City Layer 1

City Layer 2

City Layer 3

Regular Overseas

Travelers

Rejectors

Ban Influenced

Citizens

Diehard Buyers

P12M Buyers

Ever Buyers

A lot less Slightly less No change Slightly more A lot more

Changes in Desire To Own / Buy Ivory over 

the Past Three Years  

(% of Respondents)
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Ivory is beautiful and appealing

Ivory is of high collection value, I want to collect

more

Protect elephants / they're national protected

animals

Ivory is valuable, precious, and they have good

quality

I want ivory

Ivory increases its value over time

I can afford ivory now while I can't before / I'm rich

Ivory brings good health, luck, and fortune

Gifts for family/friends

I see people and friends have ivory (and some of

them recommend it)

Reasons Why Respondents Changed Their Desire to Buy Ivory

Ivoryõs beauty and collectability are the 

top-stated reasons for respondents 

having a greater desire for ivory than 

they had three years ago. Respondents 

also cited the protection of elephants as 

a reason for wanting ivory as they 

seemingly believe the purchase of ivory 

is linked to elephant conservation. The 

illegality and protection of animals are 

the stated reasons why people became 

less attracted to ivory in the same time 

period.  

Among Rejectors whose desire to buy 

ivory increased, the collection value, 

monetary value, and the beauty rank 

most highly among the reasons (data 

not shown).

Q6b [2021 New Question] What changed your intention to buy ivory in the future?[Open-ended answers]

Base: Those who have changed in their desire to own ivory over the past 3 years n = 826 

Self-reported Reasons Why Ivory Became 

More Appealing in the Past Three Years (% 

among Those Whose Desire Increased) 

ð(Open-ended Answers)
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7

5

3

3

3

3

2

1

1

It's illegal

To protect animals

To protect elephants

It's unethical/cruel

Not environmental friendly / protect environment

Elephants are national protected animals

When the buying stops, the killing can too

Related news report / advertisement, etc. / media

exposure

Don't like/want ivory

Worry about elephants becoming extinct

Everyone has a responsibility to protect animals

It's expensive

Self-reported Reasons Why Ivory Became 

Less Appealing in the Past Three Years (% 

among Those Whose Desire Decreased) 

ð(Open-ended Answers)
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China
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In person, from street vendors in

China

Ivory Purchase Channels ðFive-year Trend

Among the channels used to purchase ivory in the 

past 12 months, retail stores remain the leading 

channel, though use of this purchase channel has 

declined since 2020.

Retail stores and travel have seen statistically 

significant drops in 2021 compared with 2020, 

while purchases made from street vendors have 

seen a significant increase.

No significant differences are observed between 

the online channels used in 2020 and those used 

in 2021. 

Live broadcast platforms, a channels first asked 

about in 2021, are the fourth most regularly-

chosen answer after second-hand trade apps. 

*Note: Top channels were selected based on the 2021 data. Not all channels were asked in previous years.

Q3a. Where did you purchase ivory in the past 12 months?; Q3b. Could you please indicate which online source(s) you purchasedivory from? ðWeighted data

(Please note that time frame of question has changed over time to reflect the desired information to be gathered in each study.)

Base: 2021 Past-12-month Ivory Buyers, n=298; 2020 Past-12-month Ivory Buyers, n=245; 2019 Past-12-month Ivory Buyers, n=338; 2018 Ivory Buyers since 2018, n=246; 2017 Ever Ivory Buyers, 

n=958; Online ivory buyers, 2021: n=68 / 2020: n=61 / 2019: n=59 / 2018: n=42 / 2017: n=230

Top Five Ivory Purchase Channels* ðamong Ivory Purchasers (%)

2017 2018 2019 2020 2021

e-commerce platform 81 97 92 75 69

Artefact collection website, app, and 

forum
49 61 62 73 65

Second-hand trade apps / / 23 38 37

Live broadcast platform / / / / 34

Category website (equivalent to Craigslist)  52 36 33 25 28

Social media 34 40 26 21 25

Short video apps / / 21 30 24

Forum (e.g., Baidu forum) / / 23 26 22

Online Channels for Ivory purchase

Among online buyers (%)
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Total Layer 1 Layer 2 Layer 3

Regular 

Overseas 

Travelers

Rejectors

Ban-

influenced 

Citizens

Diehard 

Buyers

(n=298) (n=173) (n=67) (n=58) (n=61) (n=139) (n=62) (n=97)

1 In person, in a retail store in China 62 37 59 61 48 69 59

2 In person, in a market stall in China 47 58 59 54 52 50 54

3
In-person, when traveling out of the country on 

short-term leisure/business trips
43 25 29 51 38 27 40

4 Online 25 25 14 28 21 23 26

5 In person, from street vendors in China 24 15 28 16 23 19 24

6 In-person, at an auction 18 13 12 20 16 16 16

7 In person in China, from a private individual 14 21 15 15 14 16 19

8
In-person, when traveling out of the country on 

long-term trips for work
12 7 3 11 6 10 12

Ivory Purchase Channels ðOther Sub-groups

The purchase of ivory in 

person from retail stores in 

Mainland China occurs less 

in Layer 2 cities (37%) than 

in Layer 1 (62%) or Layer 3 

(59%) cities. 

Online purchase of ivory is 

lowest in Layer 3 cities 

(14%).

Q3a. Where did you purchase ivory in the past 12 months? ðWeighted data

*Time frame of question has changed over time to reflect the desired information to be gathered in each study.

Base: 2021 ivory buyers, n=298; City layer 1/layer 2/layer 3, n=173/67/58; Regular Overseas Travelers, n=61; Rejectors/Ban-influenced Citizens/Diehard Buyers, n=139/62/97

Ivory Purchase Channels ð2021

(% of Past-12-month Ivory Buyers*)
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Jade (21%)
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Natural pearl (20%)
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Alternatives to Ivory
Top Alternatives to Ivory*

(% of Respondents)
The number of people who say that there is no 

suitable alternative to ivory has increased year-

on-year to 21 percent.

After reaching a peak in 2020, gold (34%) and 

silver (26%) have declined statistically 

significantly, while diamond has levelled out. The 

price of gold and silver rose from 2019 to a 5-

year high in late 2020 and declined in 2021, 

potentially contributing to the pattern seen here. 

The popularity of rosewood has seen a significant 

decline since 2020 (17% to 12%).

Other products from animals such as mammoth 

ivory (5%), walrus ivory (5%), narwhal ivory (4%), 

and teeth from other animals (3%) remain low in 

popularity as perceived alternatives to ivory (data 

not shown). 

At 9 percent, synthetic ivory is not in the top 10 

alternatives but is more likely to be chosen by 

past-12-month buyers.

*Note: Top alternatives were selected based on the 2021 data, only showing those >10%  (see legend)

Q8. Now please imagine that elephant ivory is no longer available for purchase. What do you think would be the next best thing to replace elephant ivory? ðWeighted data

Base: Total sample: n=2,000

No suitable substitute 

(21%)

Implementation 

of the ivory ban
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As with past-12-month purchase 

behavior, the increase in future purchase 

intention of ivory (19% in 2020 to 22% in 

2021) is driven by an increasing number 

of Rejectors who intend to purchase ivory 

in the future. 

Although the Rejectors currently find ivory 

unacceptable to purchase, 11 percent 

see a situation in the future in which they 

expect circumstances to be different 

enough that they intend to purchase 

ivory. 

The number of Ban-influenced Citizens 

who intend to buy ivory in the future has 

levelled out at 39 percent, while Diehard 

Buyers have dropped a non-statistically 

significant amount to 73 percent. 

òVery likelyó + òLikelyó to Purchase Ivory (BEFOREMentioning the Ivory Ban) 

(% of Respondents)

Intention to Purchase Ivory Ever in the Future
Asked before Mentioning the Ivory Ban, with 2017ð2021 Comparison

Q5a. How likely will you be to purchase ivory and/or anything made of ivory in the future? ðWeighted data 

Base: 2017/2018/2019/2020/2021 Total Sample, n=2,000; 

Rejectors, n=1,000/ n=1,446/ n=1,274/ n=1,446/1,470; Ban -influenced Citizens, n=628/ n=286/ n=441/ n=391/315; Diehard Buyers, n=372/ n=268/ n=285/ n=164/216

Rejectors

Ban-influenced Citizens

DiehardBuyers

Total Sample

Implementation 

of the ivory ban
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7
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3
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32
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26
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14

17

23

14

23

22

21

24

18

26

17

6

38

34

44

41

25

47

21

7

Total

City Layer 1

City Layer 2

City Layer 3

Regular Overseas

Travelers

Rejectors

Ban-influenced

Citizens

Diehard Buyers

5 Very likely 4 Likely 3 Neither likely/unlikely 2 Unlikely 1 Very unlikely

* Figure is higher/lower than the numbers that appear in the chart to the left due to rounding

Q5a. How likely will you be to purchase ivory and/or anything made of ivory in the future? ðWeighted data 

Base: 2017/2018/2019/2020/2021 Total Sample, n=2,000; 

Rejectors, n=1,000/ n=1,446/ n=1,274/ n=1,446/1,470; Ban Influenced Citizens, n=628/ n=286/ n=441/ n=391/315; Diehard Buyers, n=372/ n=268/ n=285/ n=164/216

Intention to Purchase Ivory Ever in the Future
Asked before Mentioning the Ivory Ban, with 2017ð2021 Comparison ðOther Sub-groups

Intention to Purchase Ivory (before

Mentioning the Ivory Ban) ð2021 (%)

2017 2018 2019 2020 2021

43 26 27 19 22

39 29 27 19 26

40 27 25 20 19

49 18 26 16 16*

49 58 53 48 43*

4 5 3 6 11*

82 86 59 39 39

81 70 82 76 73*

òVery likelyó + òLikelyó to Purchase Ivory 

before Mentioning the Ivory Ban (%)

Note: Greenindicates the lowest point at which 

the most òpreferableó result is observed

For several sub-groups, intention to buy 

ivory has remained at or near the lowest 

level since measurements began. Other 

sub-groups have seen a significant 

increase in their intention to buy ivory. 

Consumers in City Layers 2 and 3 have 

seen little change in their intention to buy 

ivory in the past year, while those in City 

Layer 1 have seen a significant increase 

in ivory purchase intention since 2020. 

Ban-influenced Citizens have remained 

stable in their purchase intention, while 

Diehard Buyers and Regular Overseas 

Travelers are less likely to buy in the 

future. However, Rejectors have 

increased in their intention to buy ivory in 

the future. 
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Scatterplot Analysis 
Breakdown by Key Sub-groups

ÅSub-groups located significantly above the 

diagonal axis have increased their purchases 

or intend to purchase ivory in the stated time 

period.

ÅThese groups may require further initiatives to 

alter their ivory purchases or intent.

ÅSub-groups located 

significantly below the 

diagonal axis have 

decreased their purchases 

or intent to purchase ivory in 

the stated time period.

ÅThis may indicate the effect 

of the ban or behavior 

change initiatives.

The diagonal axis indicates the 

same percentage as the 

previous measured year (2020 

or 2017). The closer sub-groups 

are to this diagonal, the less 

their purchases or their intent 

to purchase has changed.

This scatterplot analysis is based on òstatedó 

response: the percentage of respondents who claim 

to have bought ivory in the past 12 months for each 

sub-group (% òbought in past 12 monthsó) and the 

percentage of respondents who claim they are likely 

to purchase ivory in the next 12 months.

This analysis provides a picture of the ivory purchase 

evolution in 2021 vs 2020 (past year) as well as 

2021 vs 2017 (pre-ban).

This chart is useful to identify which sub-groups have 

been most influenced by the ban and other factors 

(i.e., those furthest below the diagonal axis) and 

those who are the most persistent and for whom 

messages or actions are required as a priority (i.e., 

those who are furthest above the diagonal axis). 

Groups close to the line may be experiencing minor 

fluctuations; groups farther from the line are 

exhibiting a larger change in their behavior or 

intentions. 



40 Base: Total sample in 15 selected cities, 2021 Post-ban Survey: n=2,000 / 2020 Post-ban Survey: n=2,000 ðWeighted data

INTENTIONto Purchase Ivory in the Future

(Before Prompting of the Ban)

(% of Respondents)

Past-12-month Purchase of Ivory

(% of Respondents)

Past and Future Purchase ðTrends for Key Sub-groups, 2021 vs 2020

Rejectors and respondents in Layer 1 cities 

bought more ivory in 2021 than they did in 

2020 and have a higher intention to 

purchase than they did last year. 

Diehard Buyers and Regular Overseas 

Travelers bought less ivory than in 2020 and 

have a lower intention to buy ivory in the 

future. Intention to purchase ivory among 

Diehard Buyers did not decrease as much 

as their past purchase rates, retaining 

similar levels in 2021 as in 2020.

Regular Overseas Travelers saw a large 

decrease in their past purchase of ivory and, 

to a lesser extent, their future purchase 

intention, potentially due in part to the 

curtailing of international travel.

Rejectors and all three city layers saw an 

increase in their past purchase rates since 

2020. Rejectors and Layer 1 respondents 

see an increase in their intention to 

purchase ivory at any point in the future. 

Total Sample
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INCREASED Past-12-

month Ivory Purchase  
INCREASED Intention to 

Purchase Ivory

DECREASED Past-12-

month Ivory Purchase  
DECREASED Intention 

to Purchase Ivory
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Total Sample
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INTENTIONto Purchase Ivory in the Future

(before Prompting of the Ban)

(% of Respondents)

Past-12-month Purchase of Ivory

(% of Respondents)

Past and Future Purchase ðTrends for Key Sub-groups, 2021 vs 2017

INCREASED Past-12-

month Ivory Purchase  
INCREASED Intention to 

Purchase Ivory

DECREASED Past-12-

month Ivory Purchase  
DECREASED Intention 

to Purchase Ivory

Compared to 2017, only Rejectors show 

an increase in their past purchase rates 

and future intention to purchase, 

though they remain the sub-group with 

the lowest rates for both metrics. 

Ban-influenced Citizens have seen the 

biggest drop in both past purchase rates 

and future purchase intention.

Diehard Buyers see a significant 

decrease in their past-12-month 

purchase behavior, though their 

intention to buy in the future is similar 

to 2017. 

Note: Intention to purchase ivory in the future is separate to the Ivory Purchase Index, which combines a number of factors to reflect a groupõs overall ivory 

purchase persistence. 

Base: Total sample in 15 selected cities, 2021 Post-ban Survey: n=2,000 / 2020 Post-ban Survey: n=2,000 ðWeighted data
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3.3 Awareness of and Attitudes 

toward the Ivory Ban


