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Introduction 
Hamenus Lixu Plástiku 
Hamenus Lixu Plástiku (HLP), also known as Reducing Plastic Waste, is a three-year program aimed to limit the 
generation of plastic waste and support a Civil Society Organization (CSO)-inclusive circular economy for plastic 
waste resulting in a cleaner, healthier, and more prosperous Timor-Leste. HLP aims to achieve this through two 
parallel and linked interventions: 1) increase awareness of climate change and the environment, and support 
the circular economy of waste management through CSO supported initiatives and 2) establish the plastic waste 
circular economy through the support of CSOs and local businesses.

A critical aspect of this goal is for Mercy Corps to work with the Secretary of State for the Environment (SSE), 
Ministry of Education, Youth, and Sports (MOEYS), and CSOs to implement an evidence-based, nationally-
endorsed, coordinated campaign to increase awareness of climate change and the environment and support 
plastic waste management. While past campaign efforts have generated participation and interest, the strategies 
were not evidence-based and generally lacked coordination among stakeholders. To address this, the HLP 
program aims to bring together diverse stakeholders under a CSO-inclusive group to create a coordinated and 
evidence-based approach to awareness raising and social behavior change (SBC).

Plastic Waste in Timor-Leste
Plastic waste is recognized as a significant and growing challenge in Timor-Leste.1,2 Around Dili especially, plastic 
waste is visible and increasingly causing blockages to storm drains and exacerbating damage caused by heavy 
rain falls.3

One billion plastic bags and 125 million plastic bottles are used and discarded annually in Timor-Leste through 
various waste-disposal means, including burning, littering and illegal dumping.4,5 Over 120 tons of waste is 
delivered to the Tibar dump site in Dili per day, of which plastics account for nearly 20% of all waste dumped; 
plastic bags alone are 13%.6 It is estimated that 8,000,000 plastic water bottles are imported into Timor-Leste 
every month7 and that plastic containers constitute between 4–6% of total waste based on mass.  

These statistics show a clear need for concurrent waste management systems, infrastructure and practices,8 
along with social and behavior change to help reduce the use of plastics and the negative impacts from not 
disposing of plastic waste responsibly. Whilst reducing plastic bag use alone will not address these problems, 
raising awareness through reducing single plastic use and improved individual practices around disposal have 
been shown to contribute to improved environmental practices more broadly, actively encouraging advocacy  
to improved government policies and practices.9 

Social and Behavior Change 
There have been few efforts in Timor-Leste at public awareness around 
reducing consumption and improving waste disposal, but these have largely 
been ad-hoc, not sustained, centered in Dili and not focused on social 
and behavioral change.10 The Ministry of Education lacks the resources 
to create tested Reduce, Re-use and Recycle (3Rs) educational materials 
and supporting options for reducing plastic waste and proper disposal are 
lacking.11 The private sector has identified that high-potential, social impact-
oriented business growth opportunities could fill this technical gap.12

The findings from this study 
are intended to be used 
by Mercy Corps, and 
relevant partners, to help 
inform social and behavior 
change communications 
strategies and materials.
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CAUTION: Campaigns focused on reducing plastic bag use can have adverse and unintended 
consequences. These consequences have been seen globally with the use of cheap, reusable 
bags sold at supermarkets that are environmentally worse than single-use plastic bags (when 
only used a few times before disposing of them) and cotton bags from new materials. Any 
interventions should rely on repurposing existing materials and being explicit in that messaging. 

The minimum number of times the following bags need to be reused in order not to 
have a higher 1) contribution to climate change and 2) overall environmental impact 
than a LDPE (plastic) bag that was used in a shop and then reused as a waste bin bag.  

Type of bag Impact on 
climate change 

Overall environmental 
impact 

Non-woven polypropylene (PP) bags 6 times 52 times 
Woven polypropylene (PP) bags 5 times 45 times 
Recycled polyethylene terephthalate 
(PET) bags 

6 times 52 times 

Polyester bags 2 times 35 times 
Biopolymer bags 0 times 42 times 
Unbleached paper bags 0 times 43 times 
Conventional cotton bags 52 times 7,100 times 
Organic cotton bags 149 times 20,000 times 

Any campaign should also consider the broader context. 
The majority of waste collected in Timor-Leste is organic and 
biodegradable, if treated correctly; campaigns should provide 
viable options for people to reduce waste overall.

Waste type taken to Tibar Average

Green/Garden waste 33.0%

Paper/Cardboard 18.0%

Plastic bags 13.0%

Food waste 12.0%

Soil and dirt 11.2%

Other Plastic 5.0%

Miscellaneous 5.0%

Glass 2.1%

Other Metal 1.1%

Builders Waste 0.6%

Aluminum 0.2%

Hazardous Waste 0.0%

Table 1.	Type of bags and impact

Table 2.	Waste taken to Tibar by category

Image 1. Rubbish washed up 
after rains in an empty field 
usually used for playing soccer 
in Beto Tasi, Dili, by Antonio 
Marques, December 2021, © SSTL
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Objectives 
The study aimed to identify enablers, barriers and current behaviors about plastic use, disposal and social 
activism through a mixed methods approach. The objective of the study was to get a better understanding into 
what types of people are more likely to be early adopters, and what factors are important in early adoption. 

The quantitative survey developed for the purpose of the study focused on three key areas:

1.	 Consumption of single-use plastics, and specifically plastic bags: this was done with the assumption that 
plastic bag use is an indicator of willingness to adopt environmentally conscious attitudes and actions, 
providing insights into other areas

2.	 Waste disposal – specifically looking at burning plastic
3.	 Informing Mercy Corps’ social and behavior change communication (SBCC) strategy on reducing plastic waste 

Study framework
HLP’s social and behavior change (SBC) approach aims to understand, through evidence-based approaches: current 
attitudes, knowledge, behaviors, and practices around recycling and waste management in Timor-Leste; the 
behaviors HLP is attempting to change; the influencers, barriers and facilitating factors over these behaviors; and 
the core target audience for its future campaign efforts. To develop this understanding a landscape analysis and 
literature review was first completed (July 2021), which guided the design of this formative research into current 
behaviors, and enablers and barriers to change.

The landscape review assessed the study context 
and found behavioral economics and applied 
behavioral change theories13 to be the most 
relevant frameworks to guide the study. The study 
was then designed with reference to the model of 
social and behavioral change components as 
described in Figure 1 and Table 3.

Subjective Norm

Attitude

Awareness
Personal Norm

Control
Intention

Opportunity

Behavior

Methodology 

Current 
behaviors

what are people currently doing 
and what is driving people who are 
very active in positive environmental 
behaviors? 

Attitudes what kind of attitudes do people 
have and are some barriers and/or 
enablers?

Subjective and 
descriptive 
norms

what are they and what impact 
can we see them having on their 
behaviors? 

Sense of 
control/agency

do people feel that they can be part of 
the solution? 

Personal 
norms

what are the norms of people who are 
active? Can we identify early adopters 
and their characteristics? 

Awareness 
(knowledge)

does this have an influence on 
intention or behavior?

Intentions 
(commitment & 
future wishes)

Are people generally committed? What 
are some of the factors that influence 
people’s commitments and intentions?

Opportunities what do people need to translate 
intention into behavior? 

Personal norms (PN) – what I think I should do

Subjective norms (SN) – what I think other people think I 
should do

Descriptive norms (DN) – what I think other people do
Table 3.	Social and behavioral change components 
considered in this study

Figure 1. Adapted from a model of social and 
behavioral change
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Social behavioral change theories highlight that for most people, subjective norms are the most motivating 
factor. Innovators and early adopters are usually motivated strongly by personal norms and less so by descriptive 
norms. Descriptive norms are more important for the rest of the population (especially late adopters) and start 
to have a real effect when a tipping point is reached, and enough people start to adopt the behavior. Many SBC 
communication (SBCC)  strategies focus on the late majority, putting in a lot of effort for little reward by not having 
targeted campaigns.14 

The study was designed in the context of Mercy Corps’ aims and within the diffusion of innovation curve 
framework: the study looked primarily at what the personal norms are because that’s what early adopters 
are motivated by and that’s who any SBCC strategy needs to be targeting. The study also tested the impact of 
subjective and descriptive norms in the context of their importance as the most motivating factor for the early and 
late majority of people (adopters).

Figure 2. Adaptation of the diffusion of innovation curve

Study design
The study used a mixed development and data collection approach combining a quantitative survey, field 
observations and key informant interviews. 

Behavior questions were developed in a collaborative process, through consultations and in-depth interviews with 
international and local NGOs engaged in environmental management (Mercy Corps, UNDP, Permatil and Rotary 
Club Timor-Leste), as well as volunteer environmental groups involved in reducing single-use plastics and beach 
clean-ups (May–December 2021). Guiding questions were identified and then specific questions were written and 
refined through piloting. All development was done in Tetun language. 

Images were incorporated into the survey to gauge emotional responses, known to be important in plastic-waste 
campaigns,15 and add more depth to the understanding of personal norms. Graphics developed for use in the 
survey are shown in Annex 1.

Opportunistic interviews targeting consumers investigated why they did or did not use plastic bags, and what 
they thought about efforts to reduce plastic, and interviews with stakeholders involved in environmental issues 
contributed to a broader understanding of the context and existing initiatives. 

Innovators: will design products such as repurposed 
plastic goods, they are highly influenced by personal 
norms
Early adopters: will have a high take up of innovators’ 
designs, influence other people and set trends
Early majority: will follow the lead of the early adopters 
when it becomes easy and they have the opportunity. 
They will be influenced by social and subjective norms, 
but need the opportunity. 
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1.	 Data Collection
The quantitative survey (13–18 October 2021) used 
both multiple choice and ranking questions (see 
Annex 2 for full list of questions). The survey utilized 
the Kobo Toolbox online platform to share the survey 
easily through mobile phones, which was especially 
useful during Covid-19-related restrictions. Surveys 
were shared through NGO, volunteer, personal and 
professional networks including through social media 
(Facebook, WhatsApp).

Observations were conducted at shopping sites 
throughout Dili (November–December 2021), including 
supermarkets (W4, Leader, Lita, Centro and Mie Mart) 
and local markets (Taibesi, Manleuana, Bidau). 

Data analysis methods are available in Annex 3.

2.	Sampling
The sample for the survey had the following 
characteristics:

Area Dili

Age 17–45

Sex & gender All

Education High school/university

Environment Some awareness, care

Occupation Studying, working or 
some qualifications

Social media fluency Literate, use often

A total of 103 survey responses were considered valid 
and analyzed. Full characteristics of respondents are 
available in Annex 4.

Over 60 consumers were observed and a total of 28 
short interviews were completed with consumers.

3.	Limitations 
The sample size does not reflect a representative 
sample, but provides insight into the knowledge, 
attitudes, behaviors and intentions of people. Covid-19 
restrictions that were in place throughout the duration of 
the study period limited opportunities for in-person data 
collection methods and the overall sample size. During 
observations, many people declined to participate in 
short interviews as they were busy or had children with 
them. Opportunistic interviewing is considered likely to 
be more effective if people asking the questions are in 
uniform and clearly associated with an NGO. 

The findings section is organized around the 
applied behavior framework, looking at the findings 
on current behavior (plastic use and disposal), 
knowledge, attitudes and norms, control and 
intentions. These are then looked at with a more 
focused lens as barriers and motivators. The final 
section of the report provides some strategic and 
specific recommendations based on the findings.

1.	 Use of plastic bags
Whilst the majority of respondents did not regularly 
accept plastic bags, knowledge about plastic did not 
correlate to refusing to use a plastic bag but having a 
sense of control did have an influence. When people 
think that their own actions count, they are more 
likely to take positive action. See Annex 5 for further 
details of correlations between actions taken and 
SBC components.

Figure 3. Accepting of a plastic bag when shopping 

When asked why people didn’t want to take a bag, 
pollution was by far the most common reason 
and forgetting was the most common reason for 
accepting a plastic bag when shopping. 

Findings

Current behaviors and 
future preferences
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Observations and 28 interviews at different supermarkets and markets around Dili support the findings, with 
roughly the same percentage not taking plastic bags. 

•	 Only a few people purchased point of sale (POS) bags
•	 Most took their own bags or if only getting a few items, carried them in their hands 
•	 POS: people are asked whether they would like to purchase a bag (a change from past practices 

of just putting them in the bags and adding the cost onto the purchase). Lita store regularly asks 
people if they would like cardboard boxes where they have a large number of items.  

Over 15 people were observed at markets, and all but one took plastic bags from the vendors. Observations 
suggested that paying for reusable bags had much less influence than just being asked if they wanted one. 
However, the cost of a bag may be a significant factor in Timor-Leste where the price equivalent could be a small 
meal or bunch of vegetables.

Bags at supermarkets aren’t free anymore, you need to think about the cost of buying them 
again and again. My parents often give me money to pay for vegetables and other things, so I 
should really just take my own bag (male, student, 22 years old)

2.	Waste disposal

Why do you choose this option? (select up to 3, unranked)
What do you do with your 
rubbish currently? % Very Easy People 

always do it
It’s the 

cleanest way
Gets rid of 

plastic Nearby

Throw out (rubbish bin) 83% 42% 12% 45% 23% 16%

Bury 6% 67% 0% 67% 17% 0%

Burn1 6% 33% 0% 33% 33% 0%

Repurpose* 3% 0% 0% 0% 0% 0%

Recycle* 2% 0% 0% 0% 0% 0%

*these categories were not in the question and therefore ‘why?’ was not asked. The question intended to capture what people 
did with most of their waste, with subsequent questions addressing recycling.

Table 4.	Survey responses to questions about current methods of waste disposal

•	 The majority of respondents use a rubbish bin and see it as being easy and clean (see highlights in Table 4)
•	 The other disposal methods are under-represented, but the ease of the 

method is important for many, as well as being clean. 
	◦ Especially burying scores high on those reasons, 67% for each of clean and easy
	◦ There is a belief that burning rubbish gets rid of plastic 

1 Compared to the Mercy Corps HLP Baseline, respondents are half as likely to burn their rubbish (baseline = 12%). The difference 
in methodology (the baseline collected household information, whereas this survey asked for individual actions) may account for this 
difference and reveal conditional preferences for not burning waste (that is, their household might burn their waste, but these respondents 
would prefer not to if they have a choice).

Those people observed as more likely not to take a plastic bag from the shop were:  
·  Women 
·  With a car and/or children 
·  Appearance and time of shopping suggesting returning home from work
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Future preferences for waste disposal

No (n=41) Yes (n=62) Said would change, but doesn’t suggest a 
different disposal method (n=57)

Would you prefer to do something else 
with your trash than this? 39.8% 60.2% 47%

2 Throughout this report, ‘baseline’ refers to the Mercy Corps Hamenus Lixu Plástiku Household Baseline, February - March 2020

In the future what would you prefer to 
do with your rubbish? (n = 62)

%

Throw out (rubbish bin) 55%
Recycle 15%
Repurpose 13%
Burn 10%
Bury 8%
Throw out (street/river) 0%
Other 0%

See Annex 6 for correlations with current behavior

Table 5.	Respondents’ future preferences for  
waste disposal

Of the 51 people who currently throw out their 
rubbish into bins but are wanting to change, 28 said 
that they would like to throw their rubbish into bins. 
It’s possible that although they want change, they 
do not know what the alternative or possibilities 
are. They do show an interest in recycling and 
repurposing. 

While the numbers are low, people saying that they 
would prefer to burn/bury in the future suggests that 
people see burning and burying rubbish as a suitable 
and favorable method of disposing rubbish, including 
plastic waste. 

Responses suggest that people are not completely 
satisfied with current waste disposal through 
throwing into bins. Interviews with people suggest 
they are not happy about most of the roadside 
rubbish collection points – they’re often overflowing 
and not well maintained, animals pick up the rubbish 
and scatter it all over the place and rains often wash 
it into roads, drainage areas and other private and 
public spaces.

Image 2. An overflowing roadside rubbish collection point 
in Kampung Baru, Dili. Antonio Marques, December 2021,  
© SSTL

3.	Recycling & repurposing
There is a clear interest in recycling, but also a clear difference between people who have heard of recycling 
options and those who have taken waste to a recycling point. This is consistent with the baseline2 finding, that 
most people who recycle have people coming to their house to pick the waste up. The results indicate that people 
want to recycle but don’t know where, when and how.

Figure 4. Survey respondents recycling knowledge, behavior and future preferences
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RESPONDENTS WHO REPORTED MORE 
ACTIONS TO REDUCE PLASTIC USE  

(see Annex 7)

•	 People aged 30-34 reported the highest 
number of actions to reduce plastic use (2.54 
actions per person) 

•	 Women reported a higher number of 
actions to reduce plastic use than men 
(2.33 actions per person)

•	 While more younger people responded that 
they always do more to reduce plastic, older 
people take a higher variety of and more 
actions.

•	 Salaried workers have the highest variety 
of activities to reduce use and waste (2.54 
actions)

•	 Unpaid working people score high on always 
doing something (73%) 

•	 Across all the variables, university students do a 
bit better than secondary school graduates

Repurposing for use or art was raised 
by a number of respondents, with 
flowerpots being among the favored 
options. Follow-up on repurposing 
showed that people get satisfaction 
from being creative and contributing 
to reducing waste, and being 
considered as innovators.

Image 3. Plastics repurposed as 
flowerpots around Dili. © SSTL

Positive actions to reduce plastic use and waste 
Compared to the baseline, the respondents were 4 times 
more likely to take positive actions to reduce plastic use 
(the baseline didn’t ask about current actions to reduce 
plastic waste). This finding suggests that the sample 
demographic is more likely to be proactive in reducing 
and addressing plastic waste, and therefore be early 
adopters who can influence others.

Respondents were more likely to engage in positive 
actions to reduce plastic waste than plastic use, 
suggesting that people focus on reducing plastic use, 
and/or less awareness about how individual actions can 
contribute to reducing plastic waste.

These findings reveal opportunities for SBC 
communication to focus on where people are taking 
some action (taking their own bag and bottle rated 
highest) but could be doing more, i.e., increasing 
awareness of possible actions and transforming 
awareness into action.

Figure 5. Survey responses to: Why do you think plastic pollution happens? (Image-based, multiple-choice question);  and Do 
you take positive actions to reduce plastic use/impacts of plastic waste? (Yes/No, multiple-choice question for types of actions)

Actions to reduce plastic use % who took 
this action

Take own bag 30% 69%
Take own bottle 24% 52%
Refuse plastic bag 16% 35%
Avoid styrofoam/
similar containers

12% 26%

Choose non-plastic 
packaging

12% 25%

Refuse plastic straws 6% 13%

Actions to reduce impact of 
plastic waste

% who took 
this action

Not littering 83%
When I see plastic waste, I pick it 
and throw in proper waste bins

53%

Reuse plastic 48%
Clean-up beach/other places 28%
Not throw cigarette butts on the 
ground

16%

Other (awareness raising, 
reusing for plants or art)

4%
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People had high knowledge about the negative impacts of plastic 
generally, but not specifically with regards to the amount of plastic they 
used or impact on wildlife (see Annex 8 for full knowledge scores). 

Knowledge has some correlation with taking positive actions, which 
might suggest that an increase in knowledge will also lead to an increase 
in positive actions. Overall, people had stronger knowledge on mitigating 
plastic waste on an individual basis, rather than systematic approaches 
or reducing plastic use.3 Respondents think it’s really important for 
people to act themselves, with quite low expectations of the government 
taking action – just over half think that government control could 
contribute to a cleaner environment. Encouragingly, only 4% expressed 
the belief that a clean environment is not possible. Annex 5 details the 
results of correlations analysis between actions and SBC components. 

An important question raised by these findings is whether further 
knowledge would correlate to more actions, or actions being taken more 
frequently. This could be the focus of a pilot program, where people in 
the demographic are invited to receive training to responding to plastic-
waste, including increasing awareness about:

3 See Annex 9 for image-based questions on knowledge

	▸ what plastic is and what it’s made from

	▸ length of time it takes for plastic to break down 

	▸ amount of rubbish dumped every day 

	▸ impact on wildlife 

Most importantly though, people need more information on what they can do to reduce plastic use and waste – 
individual actions, collective actions and advocacy to government. 

The survey demographic can be considered as:

	✓ motivated 

	✓ likely to be innovators and/or early adopters, and 

	✓ have a desire to influence other people as well as take action. 

The results give some good insights into attitudes and norms 
that encourage positive actions:

	▸ Most people often thought about plastic waste (Figure 7), 
showing a broad awareness of plastic waste, and also 
indicative of how visually prominent plastic waste is in Dili.  

	▸ Correlations were found between positive attitudes and 
actions – people who had a sense that change could happen 
were more likely to engage in positive actions. 

	▸ Those who did the highest number of actions had negative 
views on what other people do (descriptive norms), 
reinforcing that personal norms are a much stronger 
motivating force, along with subjective norms – what we 
think other people expect us to do.

Knowledge

Attitudes

Figure 6. Image used of burning trash 
and multiple-choice answers 

Most people recognized burning 
trash as an unfavorable option but 
concerningly a large minority of 
people think that burning rubbish is 
clean and eliminates trash (Figure 6).

Figure 8. Whether people often think about plastic

Dominant feelings (3 highest index)
Positive image Negative image

Proud Sad 
Happy Embarrassed 

I contribute to this Angry
Figure 7. Positive and negative imagery in survey4

4 See Annex 10 for image-based questions on attitudes
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Having a sense of agency is an 
important aspect of behavior 
change – if people feel that the 
situation is hopeless, then they 
are less likely to take personal 
action or engage in advocacy.5 
Respondents who believed 
that their actions made a 
difference were more likely to 
take personal action, and more 
likely to attribute responsibility 
to the government as well as 
individuals. Encouragingly, people 
are optimistic that change can 
happen and that plastic waste 
management is a high priority.

The average number of individual 
actions taken is higher for people 
that say the government is 
and/or should be responsible, 
showing a positive correlation 
between taking action and belief 
that governments should be 
responsible (Figure 10). 

5 See Annex 11 for control index score

Respondents are highly committed to wanting to take future action – 
wanting to do more than they currently are:

I want to make a 
commitment to reduce 
plastic waste (can select 
all relevant)

% % %

100%
Committed and 

are already 
doing

Intention 
but not 

doing yet
Committed to activism 
(aggregate) 98%  

Use reusable water 
bottles 98% 69% 29%

Not accept plastic bags/
use bote/own Bags 95% 90% 6%

Telling others about the 
impact of plastic 95%   

Cleaning the beach/other 
places 90% 28% 63%

Not to burn plastic/waste 80%  
Advocating to the 
government 77%  

Reusing plastic items 76%  

Control

Commitment & future wishes 

The low number of responses 
saying that the government 
should be responsible 
also indicates that people 
are unlikely to take on 
advocacy or activism aimed 
at changing government 
responses (Figures 9 & 10).

Figure 9. Responses to questions around control over plastic waste

Figure 10. Correlation between taking 
individual actions and belief that 

governments should be responsible

Table 6.	Respondents’ future 
preferences around waste
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Barriers

The social norms that were tested showed that the majority of 
respondents already have positive social norms around reducing 
plastic waste. Other people not engaging in a behavior was also 
not a barrier (see Annex 12 for a full list of tested social norms).

1.	 Barriers to reducing plastic use
The key barriers that emerged from the survey for reducing 
plastic use were forgetting and, for both use and waste, not 
feeling like it would make a difference and needing options to 
be convenient and easy. 

2.	Barriers to not using plastic bags 
The survey findings are supported by the observations and 
interviews with people who purchased or asked for plastic 
bags6: 

•	 Forgot own bag
•	 Hard to carry things on a motorbike without a bag
•	 Most were aware of environmental impacts and 

didn’t want to contribute to the problem, but took 
a plastic bag when there was not an alternative.

Plastic bags weren’t seen as particularly favorable, but free, 
convenient and sometimes they can be used for other purposes.7 
People didn’t really care if other people saw what they had  
bought, so that is unlikely to be a factor in changing behavior.  

3.	Barriers to reducing the impacts of plastic waste
The top three reasons when people answered ‘no’ to committing to 
an individual action8 (n=58) are shown in Figure 11. A lack of a sense 
of agency (control) emerged as a key barrier to taking action, with 
some consideration for how easy it is (convenience). Taking action 
is also seen to be ‘hard’ (17% responses).

4.	Barriers to improved waste disposal
Most people are aware that burning waste is dangerous, 
although a significant minority also didn’t know the harmful 
effects of burning plastic waste. Increased awareness may 
contribute to a reduction in people burning waste but it’s 
important that this is combined with an alternative that is 
practical and reliable. 

It’s encouraging that most people would like to dispose of their 
waste responsibly; and at the same time, curious that some 
people who are currently disposing of their waste in collection 
points said they would prefer burning and/or burying. 
Interviews with a local environmental NGO might  
help to explain this (see quote at right).

6 See Annex 13 for full list
7 See Annex 14 for responses to “What is good about plastic bags?”
8 See Annex 15 for full list

“I usually take my own bag or if I’m 
buying a lot of vegetables, take an 
empty rice sack. But sometimes you just 
need to buy one if you end up getting 
more than you expected.”  
(Female, business owner, 40 years old)

Figure 11. Reasons for not committing 
to individual actions 

“Your plan to get rid of plastic waste is 
good, but it’s impossible because we 
can’t get rid of plastic from this world. 
If you want to take the initiative to get 
rid of plastic, then maybe you should 
try making sure that your water bottles 
and cans aren’t made of plastic!” 
(Survey respondent)

Table 7.	Reasons for receiving a plastic bag

Why taking a 
plastic bag?  
(can select 
multiple options)

n % % who 
selected 

this

Forgot to bring 
own bag 21 30% 66%

The shop owner 
just gives them 16 23% 50%

It’s easy to carry 14 20% 44%

“It’s better to burn the rubbish in a place 
that’s a bit remote – that way we can get 
rid of it. Otherwise, it goes to the dumpsite 
in Tibar, gets mixed up with all the other 
rubbish and burnt – the pollution from this 
is bad for the communities around it, and 
creates so much smoke and air-pollution. 
We encourage people to bring their own 
water bottles, but there’s always some 
rubbish: some plastic bottles, cigarette 
butts, instant noodle and other packaging, 
plastic bags, cans and cartons from drinks 
– so we dig a hole and burn it to be more 
environmentally friendly.”



12

Motivators

Options that are clean and convenient were the dominant 
motivators for reducing plastic waste, as well as a sense of 
contributing to positive outcomes.

1.  Motivators for reducing plastic use
For people who are already always or sometimes taking 
positive actions, the two dominant feelings were “proud” and “I 
contribute to this”. The importance of peer group influence 
was high for people who were already using their own bags. As 
motivated early adopters, they also have a desire to influence 
their friends and take action (Annex 10).

2.  Motivators for not using plastic bags
Being prepared and planning to go shopping was a factor for the 
majority of people who took their own bags, and and saying they 

hadn’t planned on shopping for those who forgot. Observations 
suggested paying for reusable bags was less of a motivator for 
shoppers than being asked if they want one, although some 
respondents indicated that the cost of a bag is a consideration 
for some people in Timor-Leste. For those that would not take a 
plastic bag when offered, environmental concerns ranked as  
the highest.

3.  Motivators for reducing the impacts of  
plastic waste

Knowledge about the impact of plastic waste is important to 
understand the plastic waste problem, however knowledge on its 
own doesn’t translate into action. Personal and subjective (peer 
group) norms were more strongly correlated than knowledge with 
positive actions; descriptive norms (what we think most people 
do) do not correlate to action. There are positive correlations 
between the number of actions taken and:

•	 People’s sense of control/agency 
(positive correlation, high) 

•	 People saying the government should take 		
responsibility (positive correlation, high), and

•	 Knowledge (positive correlation, medium) (Annex 5). 

4.  Motivators for improved waste disposal 
Waste disposal is something that people do think about, and they 
want ‘clean’ and ‘easy’ options for waste disposal. When planning 
recycling or repurposing initiatives, this existing consciousness 
provides an existing opportunity: people want to do it, especially if 
they know it’s the most effective way to reduce plastic waste –  
BUT there should be a convenience to it and they need to have 
enough information about how to do it. 

“Buying bags can be a good contribution 
for the people selling them because some 
are selling bags at the market like the ones 
you get at the supermarket and by buying 
them, you’re helping them earn some 
money. But the bags at the supermarket 
are 15 or 25 cents, so I always take my 
own bag.”  
(Female, business owner, 40 years old)

Table 8.	Reasons for not taking a plastic bag

Why not taking 
a plastic bag? 
(can select 
multiple options)

n % % who 
selected 

this

Don’t want to use 
plastic/pollute 
the environment

56 40% 79%

It’s easy to carry 
in my hand

36 26% 51%

I don’t like use 
plastic

20 14% 28%

It’s not heavy  
at all

12 9% 17%

Taking my own 
bag

7 5% 10%

If I’m going to 
drink it straight 
away, I don’t 
need one

5 4% 7%

Other 3 2% 4%
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The findings from this study about how the different elements that contribute to behavioral change relate to 
reducing plastic use and waste are intended to guide the design and development of Mercy Corps’ SBCC strategy. 

SBCC should target the demographic identified as early adopters, who:

•	 are highly motivated and already care about the environment, 
•	 want to be more active in reducing plastic use and waste, and 
•	 are likely to follow their friends’ lead and to influence their peers. 

Attention should be on shifting people to ‘always’ engage in positive behaviors through increasing 
the SBC elements of awareness, attitude, control and subjective and personal norms. 

Remember that taking action needs to be easy, convenient and known to be effective.

COMPONENT FINDINGS IMPLICATIONS FOR SBCCS 

AWARENESS Subjective knowledge is 
high, factual knowledge 
is fairly low

Increasing knowledge about the negative impacts of 
plastic on the environment and wildlife, as well as 
health, together with alternatives is likely to influence 
and drive positive action, including advocacy to others. 

ATTITUDE Correlation between 
positive attitudes and 
actions 

Increase sense of positivity through focusing on what 
change is possible. 

CONTROL Correlation between 
sense of control and 
action

Increasing people’s sense of agency and control 
will likely lead to an increase in positive behaviors, 
including influencing others. Campaigns should include 
advocacy to the government and private sector, as well 
as behavioral change, and link reducing plastic use to 
larger initiatives.

SUBJECTIVE 
NORM

Strong association 
between subjective 
norms and behavior 

Target specific groups using images of their peers; 
initiatives supporting collective activities not just 
targeting individual action; encourage peer activism.

PERSONAL 
NORM

Strong association with 
personal norms and 
action 

Feelings of pride and positively contributing to change 
are influential; SBCC can leverage these emotions to 
drive behavior change. 

INTENTION High People need guidance on what they can do, tips on 
how to do it and reminders and/or nudges along 
the way – stickers on the front door to take a bag, 
messages at POS, and frequent, visible reminders. 

OPPORTUNITY Correlation between 
awareness of options 
and having opportunity 
and taking action 

Those with more opportunity were more likely to 
engage in positive behaviors. This will probably 
contribute to translating ‘sometimes’ taking actions 
into ‘always’, and intentions into behaviors by 
providing clear examples of what people can do.

SBCC Strategy Guidance
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SBCC Focus
The three factors that have the most influence over behavior are Awareness, Control and Opportunity. These 
factors should be the key focus of the SBCC strategy as the necessary preconditions for desired behavior change. 
Broadly, these factors can be addressed through:

•	 Raising awareness to strengthen personal norms
•	 Including holistic approaches to increase sense of control, i.e., advocacy to government
•	 Translating intention into behavior through presenting opportunities for conversion

How do we know if SBCC is working?
Monitoring is essential to look at whether change is actually happening, rather than only measuring outputs. It 
is crucial to identify some key indicators for strategic approaches that can be measured easily and regularly over 
time, such as the number of actions people are undertaking or actioned commitments from government and 
the private sector. Importantly, effects need to be long-term and sustained, involving local groups who will take 
ownership of the action beyond the project lifespan.

Figure 12. Key components of the SBC model for the SBCC strategy 
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Recommendations
#1 Targeting the most likely early adopters 

•	 Professionals, with existing environmental concerns, aged 24–45, women 

•	 Workplaces such as larger NGOs that have a high population of the above 

•	 University and high school students 

•	 Run a pilot program, inviting people in the target demographic to receive awareness training to 
respond to plastic waste, including: what plastic is and what it’s made from; length of time it takes for 
plastic to break down; characteristics and amount of rubbish dumped every day; and impact on wildlife 

#2 Customizing communications

•	 Develop specific SBCC for different target groups considering design, language and media 

•	 Promote materials through strategic networks and locations to reach specific audiences

•	 Learn from successful SBC campaigns for plastic waste and use reduction, and adapt all SBC campaign 
and communications design and approaches to be distinctly Timorese

•	 Use consistent messaging and terminology with other related government and civil society campaigns, 
where possible, to reinforce messages16

•	 Use images and people that are similar to the target group to reinforce identification  (e.g., for school 
students, use images of other students; for older, professional audiences, show relatable people with a 
car/motorbike, office wear, etc.)

•	 Continue raising awareness in schools with materials designed to educate children and young adults

#3 Specifying action 

•	 Provide concrete examples of individual actions 
	◦ Promote recycle/repurpose images and ideas to motivate individual actions
	◦ Creative upcycling and repurposing ideas for the home (e.g., using bags, boxes, sacks, etc.)

•	 Practical information materials should show clear alternatives to poor plastic use and disposal: 
	◦ separating types of waste can reduce overall waste (organic waste can be treated differently to 

plastic and other toxic wastes)
	◦ what can (garden waste) and shouldn’t (plastic, tin, etc.) be burnt and alternative disposal methods
	◦ what can be recycled and where to take recyclables

•	 Advocacy and activism 
	◦ Encourage people to be activists to their peers and family 
	◦ Provide ways to advocate to government and private sector
	◦ Use case studies of what has worked in other countries to support advocacy efforts

#4 Promoting good norms 

•	 Being environmentally aware and contributing to social change 

•	 Use positive images and messaging 

•	 Tap into the dominant pro-active emotions of ‘pride’ and ‘contributing’

•	 Promote good norms at shopping-outlet decision points targeting consumers and proprietors
	◦ Posters/painted images at POS with messages such as ‘Do you really need that bag?’
	◦ Awareness raising for retail managers and staff building on the positive gains achieved to date
	◦ Encourage uptake of using discarded boxes and packaging at POS
	◦ Cost/benefit in SBC communications – ‘What’s the cost of a plastic bag?’ (images of environmental 

pollution and alternatives)
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#5 Catalyzing commitments 

•	 Engagement in public events and recognition through social media 
	◦ Leverage public and beach cleanup days to generate visibility and motivate commitments

•	 Public declarations and follow-through from visible companies, groups and individuals

•	 Maintain commitments through long-term positive reinforcement SBC messaging (five-year strategy 
rather than one-off or short-term trending campaigns)

•	 Distribute reminder materials
	◦ Stickers for people to put on their front doors ‘Remember to take your bag!’
	◦ Images reminding people to always take a reusable bag ‘just in case’ (e.g., keep one in their 

school, work or personal bag, or in their vehicle)

•	 Connect actions to broader advocacy and initiatives (e.g., recycling, advocacy to government or 
retailers for commitments to change)

#6 Showing it matters 

•	 Learn from successful campaigns connecting individual actions to global change (‘Think global, act 
local’; ‘It’s only 1 straw, said 6 billion people’)

•	 Contextualize plastic use and waste as part of a larger plastic problem and show solutions
	◦ Images that show successful repurposing/remanufacturing (e.g., the number of plastic bottles 

repurposed into pavement materials, or other future products)
	◦ Recycling messages that focus on taking responsibility for plastic use (‘When you can’t avoid 

using plastics, you can avoid them ending up on the streets’ )

•	 Focus on the cumulative effect of many positive actions (‘Be the change you want to see’, ‘Be part of  
the solution’)

	◦ Visually demonstrate the combined effect of multiple individual actions, e.g., taking own bag + 
reusable water bottle + refusing plastic straws, etc.

•	 Reward positive actions and initiatives through competitions and media

•	 Test visual materials that clearly show the negative impacts of plastics with alternatives:
	◦ On animals from discarded plastic 
	◦ On the environment due to break-down process (micro-plastics are never completely gone)
	◦ On sanitation and health (entering food chain, pollution, etc.)

#7 Promoting a circular waste economy 

•	 Advocate to government for better management of waste collection sites and/or improved  
community management 

	◦ Maintenance of collection points and reducing overspill

•	 Advocate to private sector and government for the creation of recyclables collection points at large 
employment sites and shopping centers

•	 Involve local artists to paint clear and attractive signage to raise awareness and generate interest in 
collection points for recycling 

•	 Support production of stylized reusable bags with hooks that can be put on key rings

•	 Support and promote groups to re-purpose plastic banners (spandok), second-hand clothes, cloth 
bags, rice sacks and other materials that can be obtained cheaply or for free

•	 Encourage and connect retailers with suppliers to make re-purposed cloth bags available at POS
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Images used in the survey  
Design by Edy Ramos @ edyramosart@gmail.com via SSTL 
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Sample of images developed but not used   
Design by Edy Ramos @ edyramosart@gmail.com via SSTL 
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Annex 10 
Image based questions on attitudes  
 


 


   
Image 


Correlation with bag 
users 


Image based questions on attitude. Multiple 
choice: up to 5 responses     


n % n Bag 
users 


% Bag 
user 


I like to do this to influence other people Positive PN 79 77% 56 71% 
This person loves the environment/ 
contributes to positive change Positive DN 78 76% 55 71% 


It makes me think about doing it Positive PN 44 43% 28 64% 
People rarely do this Negative DN 36 35% 25 69% 
My friends do this Positive SN 32 31% 28 88% 
People only do this when it's trending Negative DN 10 10% 8 80% 
Many people do this Positive DN 7 7% 3 43% 
This person is arrogant Negative DN 5 5% 3 60% 
If we do this, people will mock us Negative SN 2 2% 1 50% 
Only people from other countries do this Negative DN 1 1% 0 0% 


 
 
 


 
 


Multiple choice: up to 5 responses 
    


n % n bottle 
users 


% bottle 
user 


I like to do this to influence other people Positive PN 79 77% 46 58% 
This person loves the environment/ 
contributes to positive change  Positive DN 75 73% 47 63% 
It makes me think about doing it Positive PN 38 37% 29 76% 
My friends do this Positive DN 31 30% 23 74% 
People rarely do this Negative SN 23 22% 20 87% 
Many people do this Positive DN 17 17% 5 29% 
People only do this when it's trending Negative DN 9 9% 7 78% 
Only people from other countries do this Negative DN 5 5% 0 0% 
This person is arrogant Negative SN 2 2% 0 0% 
If we do this, people will mock us Negative DN 0 0% 0 - 
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How do you feel about these images? 
The following two images, one positive and one negative, were used to test how people 
feel – this information can be used to reinforce SBCC1, drawing on the dominant 
positive sentiments, and avoiding provoking feelings that were expressed for the 
negative image.  


       
 
These questions used a ranking system – where respondents had to drag the responses 
and place them in order from highest to lowest. Surveys that maintained the original 
order were discarded, assuming that people didn’t complete the exercise. The learning 
from this is that ranking is probably not an appropriate tool when people are doing the 
survey themselves. The remaining 35 valid responses are presented here.  
 


Choice order 1st 2nd 3rd 4th 5th 6th Index 
Proud 60% 23% 6% 11% 0% 0% 186 
Happy 9% 51% 20% 11% 9% 0% 154 
I contribute to this 23% 17% 37% 14% 6% 3% 150 
Light 6% 3% 23% 31% 34% 3% 107 
This should be 
controlled by 
government 


3% 3% 6% 26% 46% 17% 84 


I don't feel anything 0% 3% 9% 6% 6% 77% 54 
 


 


                                                             
1 Reducing Plastic Pollution: Campaigns That Work, Insights and examples to maximize the effectiveness 
of campaigns for sustainable plastic consumption by the One Planet Network provides some excellent insights 
into factoring in emotions and responses when developing campaigns  
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Choice order 1st 2nd 3rd 4th 5th 6th 7th Index 
Sad 51% 20% 23% 3% 3% 0% 0% 215 
Shy 23% 46% 11% 14% 3% 3% 0% 197 
Angry 11% 14% 23% 29% 17% 6% 0% 160 
Heavy 9% 6% 31% 29% 17% 9% 0% 152 
This should be 
controlled by the 
government 3% 9% 3% 9% 43% 23% 11% 107 
I don't feel anything 3% 6% 6% 6% 6% 26% 49% 78 


 
 
 








Annex 11 
Control index score 
 
The survey asked a range of questions to gauge people’s sense of agency and control 
over reducing use and waste. These were then used to form an indexed score. The 
higher the sense of control, the more likely people are to take action. Average score is 
21.25 out of a possible 28, or 76%  
 
The response to these statements were then used to create a control index score. Out 
of a possible score of 3, the average score was 2.05, indicating a medium-low sense of 
control/agency in reducing plastic use and waste.  
 


  N=103 % 


-1 
Pessimistic - Nothing will 
happen 


4 
4% 


0 Neutral 10 10% 
1 Limited level of control 65 63% 
2 Moderate 21 20% 
3 High level of control 3 3% 


 
Percentage that answer more government than 
individual actions contributing to cleaner environment  


n % 
3 3% 


 








Annex 12 


Tested social norms 
 


Statement on 
norms 


Findings on characteristics and correlations  


My friends do this 
Enabler – yes 


People already using bags responded much higher to this, 
showing the importance of subjective norms and using peer 
groups to influence behavior 


People rarely do 
this 
Barrier – no  


People already using bags are more likely to think that most 
people don’t do this – again, indicating that they are early adapters 
and not influenced by what most people do (descriptive norms). it 
may also suggest that they are more conscious of not enough 
people using their own bags/bote  


People only do 
this when it's 
trending 
Barrier – yes   


The high number of people already using their own bags may 
show that they are people who have been active in trying to 
influence others, either through campaigns or personally. They 
therefor see patterns of behavior where people are more likely to 
use a bag when it’s a trending issue, but that drops off when there 
is less media attention 


If we do this, 
people will mock 
us  
Barrier – no  


Most people don’t think that using a bottle, bag and/or bote is 
embarrassing 


This person is 
arrogant  
Barrier – no  


Not found to be a barrier   


It makes me think 
about doing it   
Enabler – yes  


People who are already using bags responded more to this, again 
reinforcing that images using peer-groups may be appropriate to 
act as a ‘nudge’ for people to also adopt the behavior 


 








Annex 13 
Reasons for taking a plastic bag 


Why taking a plastic bag? (can select multiple 
options) 


n % 
% who 


answered 
yes to this 


Forgot to bring own bag 21 30% 66% 
The shop owner just gives them 16 23% 50% 
It's easy to carry  14 20% 44% 
It's hard to refuse a plastic bag 7 10% 22% 
Don't want your stuff to get wet 5 7% 16% 
I don't think about it 4 6% 13% 
I don't want people to see  2 3% 6% 








 
Annex 14 
Attitudes about plastic bags 
 


What's good about 
plastic bags? (n=32, 
multiple options) 


1st 2nd 3rd 4th Indexed (if 1st 
is 4 points) 


I can use it for something 
else 


36% 27% 27% 9% 
32 


Don't need to pay for 
them 


36% 27% 18% 18% 
31 


People don't see what we 
buy 


0% 27% 55% 18% 
23 


It's easy to carry our things 27% 18% 0% 55% 24 
 








Annex 15 


Reasons for not committing to individual actions 


Why are you not interested to do these 
things? 


N = 
(58) % 


The government must take responsibility 
for this 26 31% 
I don't believe that I myself can change 
anything 23 27% 
There’s nothing that I can do individually 15 18% 
Hard to do 14 17% 
I don't think it's a big deal 4 5% 
I'm embarrassed to do it 2 2% 
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Annex 2 
Survey Questions 
 


type label::English (EN) label::Tetun (TET) 


note 


This survey was created with the 
financial support of the European Union. 
Its contents are the sole responsibility of 
Sustainable Solutions Timor Leste and 
Mercy Corps, and do not necessarily 
reflect the views of the European Union. 
 
This survey will take about 15 - 30 
minutes and ask about your opinion, 
knowledge and feelings regarding plastic 
and plastic waste itself. 
 
The results of the survey are able to 
contribute to programs to reduce and 
manage plastic waste in Timor-Leste. 


Peskiza ida ne'e kria ho apoiu finanseiru 
husi Uniaun Europeia. Ninia konteúdu mak 
responsabilidade úniku husi Solusaun 
Sustentável Timor-Leste no Mercy Corps, 
no la nesesáriamente refleta hanoin sira 
husi Uniaun Europeia. 
 
Peskiza ida ne'e sei han minutu 15 - 30 no 
sei atu husu kona-ba Ita-boot nia hanoin, 
koñesimentu no sentimentu liga ho 
plástiku no fo’er plástiku.  
 
Rezultadu sira bele kontribui ba programa 
sira atu redús no jere lixu plástiku iha 
Timor-Leste.  


select_one 
yesno 


Do you agree to take this survey? Ita-Boot prontu atu tuir peskiza ida ne'e? 


note 


We really appreciate your time to fill out 
this survey, so that we can be helped to 
provide assistance on how people can 
contribute to reducing plastic waste even 
better. 


Ami apresia tebes Ita-Boot nia tempu atu 
halo ida ne'e, hodi ami bele ajuda ami atu 
fornese asisténsia kona-ba oinsá ema bele 
redús fo'er plástiku sira di'ak liu tan.  


text 


If you're not ready to take this survey, 
you can close it now. You can open it at 
another time, but you don't have to.  
 
If you have any questions, you can 
contact the person who sent it to you. 
Thank you for your time.  
 
Please write to use if you have any 
questions or comments. If you don't have 
any, you can close the survey now.  


Se ita la prontu atu tuir peskiza ne'e, bele 
taka agora. Karik iha duvida, ita bele 
kontaktu ba ema ne’ebé haruka peskiza ida 
ne'e ba Ita-Boot. 
 
Se ita hakarak halo tempu seluk, ita bele 
loke fali - maibé la iha obrigasaun.   
 
Obrigada ba tempu. Favór ida hakerek ba 
ami se iha pergunta ou hanoin ruma. Se la 
iha, bele taka tiha peskiza ne'e agora.  


         
begin_group Personal Info Informasaun kona-ba ita nia an 


  How old are you? Ita-boot idade hira?  


select_one sex What is your gender? Ita bot nia jéneru? 


text Other: Please write down Seluk: favór ida hakerek 


integer How many people live with you? Ema na'in hira hela iha ita nia uma?  
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integer How many children do you have? Ita iha oan na'in hira? 


select_one 
yesno 


Do you identify as having a disability? 
Ita-Boot identifika an hanesan ema ho 
defisiénsia? 


select_one edu 
What is the highest level of school you 
attended? 


Ita-boot nia nivel edukasaun ikus liu mak 
saida? 


select_one 
category  


Please choose the one most relevant to 
your work and source of income, if any: 


Favór ida hili ida ne’ebé relevante ba ita nia 
servisu no rendimentu: 


select_one 
category1 


Where do you work? 
Ita servisu iha fatin saida? 


text Other - What kind of job? Seluk - Servisu saida? 


select_one 
category2 


What do you do for an income? 
Ita halo saida hodi buka osan? 


text Other - what do you do for income?  Seluk - halo saida hodi buka osan? 


select_one 
category3 


What work or activities do you do? 
Ita halo servisu ou atividade saida? 


text Other - What kind of job? Seluk - servisu saida? 


select_one 
category4 


Where do you receive the income from?  
Ita simu osan husi ne’ebé?  


text 
Other - what is the source of your 
income? Seluk - simu osan husi ne’ebé?  


select_one 
category5 


Are you studying or looking for work? 
Ita-Boot estudu ou buka servisu? 


select_one 
yesno  


Do you receive any subsidies from the 
government (like veterans or parental 
support?) 


Ita-boot simu subsídiu ruma husi governu? 
(hanesan idozu, veteranu, bolsa da Mae) 


end_group Personal Info Informasaun kona-ba ita nia an 


begin_group Behaviour Hahalok 


note 
Next question about your treatment to 
plastic 


Pergunta tuir mai husu kona-ba ita nia 
tratamentu ho plástiku  


select_one 
Q55 I often think about plastic waste  Ha’u hanoin beibeik kona-ba fo’er plástiku 


select_one 
freq I'm doing something to reduce plastic use 


Ha’u halo buat ruma hodi redús uza 
plástiku 


select_multiple 
redus 


What are you doing to reduce your use 
of plastic? 


Saida maka ita halo hodi redús uza 
plástiku?  
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select_multiple 
redus 


What do you want to do to reduce the 
use of plastic? 


Saida maka ita hakarak halo hodi redús uza 
plástiku?  


text 
Others - What are you doing to reduce 
your use of plastic? 


Seluk - Saida maka ita halo hodi redús uza 
plástiku?  


text 
Others - What would you like to do to 
reduce the use of plastic? 


Seluk - Saida maka ita hakarak halo hodi 
redús uza plástiku?  


select_one 
freq 


I'm doing something to reduce the 
impact of plastic waste 


Ha’u halo buat ruma hodi redús impaktu 
husi fo’er plástiku 


select_multiple 
impact 


What are you doing to reduce the impact 
of plastic waste? 


Saida maka ita halo hodi redús impaktu 
husi fo’er plástiku? 


select_multiple 
impact 


What do you want to do to reduce the 
impact of plastic waste? 


Saida maka ita hakarak halo hodi redús 
impaktu husi fo’er plástiku? 


text 
Others - What are you doing to reduce 
the impact of plastic waste? 


Seluk - Saida maka ita halo hodi redús 
impaktu husi fo’er plástiku? 


text 
Others - What do you want to do to 
reduce the impact of plastic waste? 


Seluk - Saida maka ita hakarak halo hodi 
redús impaktu husi fo’er plástiku? 


end_group Behaviour Hahalok 


      


begin_group Awarnesess Hahalok: soe 


select_one lixu 
What do you do with your rubbish 
currently?  


Agora daudaun saida mak ita halo ho ita 
nia lixu? 


text 
Others - What do you do with your 
rubbish? 


Seluk - Hakerek saida maka ita halo ho ita 
nia lixu 


calculate 
 


  


select_multiple 
reason Give reasons why you ${calc}? 


Fo razaun tanba saida maka ita ${calc}?  


text Another reason: Please write Razaun seluk: favór ida hakerek  


select_multiple 
reason Give reasons why you do this? 


Fo razaun tanba saida maka ita halo ida 
ne'e?  


text Another reason: Please write Razaun seluk: favór ida hakerek  


select_one 
yesno 


Would you prefer do something else with 
your trash than do this? 


Ita prefere atu halo buat seluk ho ita nia 
lixu duke ida ne'e? 


select_one 
yesno 


Would you prefer do something else with 
your trash than ${calc}? 


Ita prefere atu halo buat seluk ho ita nia 
lixu duke ${calc}? 


select_one lixu 
In the future what would you prefer to 
do with your rubbish? 


Iha futuru saida mak ita prefere atu halo ho 
ita nia lixu? 
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text 
Others - Write what would you prefer to 
do with your rubbish in the future ? 


Seluk - Hakerek saida maka ita hakarak 
halo ho ita nia lixu iha futuru 


select_one 
yesno 


Have you heard there are options for 
recycling in Dili? 


Karik Ita rona ona kona-ba opsaun atu halo 
resiklajen iha Dili? 


select_one 
yesno 


Previously, have you experienced 
bringing your waste to the recycling 
place? 


Antes ne’e, Ita iha ona esperiénsia lori ita 
nia lixu ba fatin resiklajen?  


select_one 
yesno 


Are you interested in taking your rubbish 
to the recycling bin? 


Ita interese atu lori ita nia lixu balu ba fatin 
resiklajen iha futuru? 


   


note 


**Thank you! Following are some 
questions about your knowledge of 
plastics!** 


**Obrigada! Tuir mai maka pergunta ruma 
kona-ba koñesimentu kona-ba plástiku!** 


end_group Awareness Hahalok: soe 


      


      


begin_group Knowladge about plastic Koñesimentu kona-ba plástiku!  


note 


Please answer the following questions 
based on your thoughts or knowledge. 
After answering the question you can see 
if your answer is right or wrong below! 


Favór ida hatán ba pergunta sira ne'e tuir 
ita nia hanoin no/ou hatene. Bainhira 
hatán ba pergunta sira ne'e, ita bele hare 
iha kraik se los ka lae! 


select_one 
los_salah 


1. Plastic bags are not good for the 
environment 1.Saku plástiku la di'ak ba ambiente 


select_one 
los_salah 2. Better to burn plastic to get rid of it 


2. Di'ak liu atu sunu lixu plástiku hodi 
halakon plástiku  


select_one 
los_salah 


3. If we reduce plastic use, we can reduce 
waste in Timor Leste 


3. Se redús uza plástiku ita bele redús lixu 
iha rai Timor 


select_one 
los_salah 4. Plastic made from oil 


4. Plástiku halo husi mina-rai 


select_one 
los_salah 


5. Burying plastic will not completely get 
rid of plastic 


5. Hakoi plástiku labele halo lakon plástiku 
total 


select_one 
tinan 


6. For how many years did experts think 
that there would be more plastic than 
fish? 


6. To'o sá tinan Siénsia sira hanoin tasi iha 
plástiku barak liu ikan? 


select_one 
tinan2 


7. How many years do you think it will 
take for plastic to break down? 


7. Tuir ita nia hanoin, presiza durasaun 
tempu tinan hira ba plástiku to'o nia rahun 
? 


select_one 
tibar 


8. How much plastic waste is wasted in 
the Tibar rubbish dump every day? 


8. Sasán plástiku hira mak soe iha Tibar lo-
loron? 
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select_one 
manutasi 


9. How many seabirds regularly eat 
plastic? 


9. Manu-tasi hira mak han tiha ona plástiku 
beibeik? 


note 


**Want to know which answer is 
correct? You can see the results when 
you complete the survey!** 


**Hakarak hatene saida maka los? Ita bele 
hare ona ita nia rezultadu bainhira peskiza 
hotu ona!** 


end_group Knowladge about plastic Koñesimentu kona-ba plástiku!  


      


      


begin_group Feelings about environment Sentimentu kona-ba ambiente  


note 
**Please see the following picture and 
answer according to the question** 


**Favór ida hare ba imajen sira tuir mai no 
hatán tuir pergunta** 


select_multiple 
lixu 1. This can be happen if you do what? 


1. Ida ne'e bele akontese se ita halo saida? 


text Others: Please write Seluk: Favór ida hakerek 


select_multiple 
action_pos 2. This can be happen if you do what? 


2. Ida ne'e bele akontese se ita halo saida? 


select_multiple 
action_neg Why does this happen? 


Tanba sá ida ne’e bele akontese? 


note 
**Why can rubbish make the ocean this 
dirty?** 


**Tanba sá lixu bele halo tasi fo’er hanesan 
ne’e? ** 


note 


If we dispose of waste properly into the 
trash bins this risk will be reduced. But if 
we throw it on the streets or bury it, the 
trash can still end up in the ocean 
 
__It takes a lot of action to reduce and 
clean up plastic, including actions that 
each of us can do, as well as the 
government__ 


Se ita soe ho di'ak ba iha lixu fatin risku ba 
ida ne'e menus ona. Maibé se soe ba bee 
dalan ou hakoi, lixu bele nafatin ba iha tasi 
laran 
 
__Presiza asaun barak hodi redús no 
hamoos plástiku, inklui asaun sira ne’ebé 
ita ida-idak bele halo, no mós governu bele 
halo__ 


select_multiple 
opinaun How do you feel about this action? 


Oinsá ho ita nia sentimentu bainhira halo 
asaun ne'e?  


select_multiple 
opinaun How do you feel about this action? 


Oinsá ho ita nia sentimentu bainhira halo 
asaun ne'e?  


rank sente_pos How do you feel about this action? 
Oinsá ho ita nia sentimentu bainhira halo 
asaun ne'e?  


rank 
sente_neg How do you feel about this action? 


Oinsá ho ita nia sentimentu bainhira halo 
asaun ne'e?  
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select_multiple 
reaction How do you feel about this action? 


Oinsá ho ita nia sentimentu bainhira halo 
asaun ne'e?  


end_group Feeling about environment Sentimentu kona-ba ambiente  


      


begin_group Plastic Bags Saku plástiku  


select_one 
yesno 


When you go to the store to buy small 
items, do you usually taka a plastic bag? 


Bainhira ita ba loja hodi hola sasán ki'ik, ita 
bain-bain foti saku plástiku? 


select_multiple 
bag_yes Why? 


Tanba sá?  


text Others: Please write Seluk: Favór ida hakerek 


select_multiple 
bag_no Why? 


Tanba sá? 


text Others: Please write Seluk: Favór ida hakerek 


rank bag_pos What's good about plastic bags? Saida maka di’ak kona-ba saku plástiku?  


text Others: Please write Seluk: Favór ida hakerek 


end_group Plastic Bags Saku plástiku  


      


begin_group You agree or disagree Ita konkorda ou la konkorda  


note 
**Please select if you strongly agree, 
agree, disagree or strongly disagree for 
the following 8 statements** 


**Favór ida hili se iha konkorda tebes, 
Konkorda, la konkorda ou la konkorda liu 
ba deklarasaun 8 tuir mai**  


select_one 
likert Plastic waste is difficult to control 


Fo'er plástiku susar atu kontrola 


select_one 
likert 


Plastic waste is the responsibility of the 
government 


Fo'er plástiku maka governu nia 
responsabilidade 


select_one 
likert 


Everyone must act to reduce plastic 
waste 


Ema hotu-hotu tenke foti asaun atu redús 
fo'er plástiku  


select_one 
likert 


We ordinary people can't do anything 
about this 


Ita ema ki'ik la bele halo buat ida ba ida 
ne’e  


select_one 
likert We have to start with ourselves 


Ita tenke hahú husi ita nia an rasik  


select_one 
likert It's easy not to use a lot of plastic Fasil atu la uza plástiku barak  


select_one 
likert 


There are more important things in this 
country than the plastic waste issue 


Iha asuntu seluk iha ita nia rai ne’ebé 
importante liu duke asuntu fo'er plástiku  
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end_group You agree or disagree Ita konkorda ou la konkorda  


      


begin_group Commitment Komitmentu 


select_one 
yesno 


I want to make a commitment to reduce 
plastic waste 


Ha'u hakarak halo kometimentu atu redús 
fo'er plástiku  


note 
Please indicate whether you'd think 
about doing any of the 8 actions:  


Karik bele hili se ita iha hanoin atu halo tuir 
asaun sira 8 tuir mai:  


select_one 
yesno You make a commitment to: 


Ita halo komitmentu atu: 


select_one 
yesno Use reusable water bottles Uza kantíl be 


select_one 
yesno 


Not accept plastic bags / Bring Bote / 
Own Bags La simu saku plástiku / Lori bote/ saku rasik 


select_one 
yesno Telling others about the impact of plastic 


Ko'alia ho ema seluk kona-ba impaktu husi 
plástiku  


select_one 
yesno Advocating to the government Halo advokasia ba governu  


select_one 
yesno Cleaning the beach/other places Hamos tasi ibun/fatin seluk 


select_one 
yesno Reusing plastic items Uza fila fali sasán plástiku 


select_one 
yesno Not to burn plastic/waste La sunu plástiku / lixu  


select_multiple 
commit_no 


Why are you not interested to do these 
things? 


Fo razaun saida maka ita la iha hanoin atu 
halo buat ruma?  


end_group Commitment Komitmentu 


begin_group Result Rezultadu  


note 


**Want to know your results from the 
questions above? You can see if you 
answered right or wrong!** 


**Hakarak hatene ita nia rezultadu hosi 
pergunta sira iha leten? Bele hare se ita 
hatán los ou lae!** 


note **Correct answer ${result_yes}** from 9 **Rezultadu Los ${result_yes}** husi 9 


note 


__If you see something not correct, 
please don't change it because it helps us 
to provide correct information about 
plastic__ 


__Se ita hare balu la-los, favór ida keta 
muda tanba ida ne'e ajuda ami atu fahe 
informasaun lo-los kona-ba plástiku__ 
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note 


1. Plastic bags are not good for the 
environment **True**, plastic is bad for 
the environment 


1. Saku plástiku la di'ak ba ambiente? 
**Los**, plástiku estraga ambiente duni 


note 


1. Plastic bags are not good for the 
environment? **actually plastic can 
damage our environment** 


1. Saku plástiku la di'ak ba ambiente? 
**Tuir lo-los plástiku bele estraga ita nia 
ambiente duni** 


note 


2. It's better to burn plastic waste to 
eliminate it: **Actually burning plastic is 
not good for our health and will not 
disappear in the ground** 


2. Di'ak liu atu sunu lixu plástiku hodi 
halakon: **Tuir lo-los sunu plástiku la di'ak 
ba ita nia saúde no la lakon iha rai** 


note 


2. It's better to burn plastic waste to 
eliminate it: **You answered 
correctly!** Burning plastic is **not 
good** for our health and doesn't 
destroy it completely 


2. Di'ak liu atu sunu lixu plástiku hodi 
halakon: **Ita hatán los!** Sunu plástiku 
**la di'ak** ba ita nia saúde no la lakon iha 
rai 


note 


3. If we reduce the use of plastic, we can 
reduce waste in Timor Leste? **That's 
right!** We can all take part in reducing 
domestic plastic 


3. Se redús uza plástiku ita bele redús lixu 
iha rai Timor? **Los!** Ita hotu bele hola 
parte redús plástiku iha ita nia rai 


note 


3. If we reduce the use of plastic, we can 
reduce waste in Timor Leste? Sometimes 
we don't realize that our behavior can 
have an impact. **Actually we can all 
take part in reducing plastic in the 
country** 


3. Se redús uza plástiku ita bele redús lixu 
iha rai Timor? Dala ruma ita la sente katak 
ita nia hahalok bele fo impaktu. **Tuir 
loloos ita hotu bele hola parte redús 
plástiku iha ita nia rai** 


note 


4. Plastic is made from oil: **That's 
right!** Therefore, the process of making 
plastic also has a negative impact on the 
environment and cannot be eliminated 


4. Plástiku halo husi mina-rai: **Los!** 
Tanba ne'e prosesu halo plástiku mós fo 
impaktu negativu ba ambiente no la bele 
halakon ona 


note 


4. Plastic made from kerosene: 
**Actually plastic is made from oil. The 
process of making plastic also has a 
negative impact on the environment and 
cannot be eliminated** 


4. Plástiku halo husi mina-rai: **Tuir loloos 
plástiku halo husi mina-rai duni. prosesu 
halo plástiku mos. fo impaktu negativu ba 
ambiente no la bele halakon ona** 


note 


5. Burying plastic cannot completely 
eliminate plastic: **Actually, even 
though plastic is reduced to small pieces; 
plastic never goes away** 


5. Hakoi plástiku labele halo lakon plástiku 
total: **Tuir loloos, maski plástiku rahun 
ba ki'ik ; plástiku nunka lakon** 


note 


5. Burying plastic cannot completely 
eliminate plastic: **That's right!** 
Actually, even though plastic is reduced 
to small pieces; plastic never goes away 


5. Hakoi plástiku labele halo lakon plástiku 
total: **Los!** Maski nia sai ki'ik, plástiku 
rahun ba ki'ik ; nunka lakon 
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note 


6. How many years until the experts 
think that there would be more plastic 
than fish in the ocean? **Actually, 
according to experts and some existing 
research, by 2050 there will be more 
plastic than fish in the sea** 


6. To'o sá tinan siénsia sira hanoin tasi iha 
plástiku barak liu ikan? **Tuir loloos, tuir 
matenek no modelu sira ne’ebé iha, iha 
tinan 2050 ita nia tasi iha plástiku barak liu 
ikan** 


note 


6. How many years until the experts 
think that there would be more plastic 
than fish in the ocean? **That's right!** 
Actually, according to experts and some 
existing research, by 2050 there will be 
more plastic than fish in the sea 


6. To'o sá tinan siénsia sira hanoin tasi iha 
plástiku barak liu ikan? **Los!** Tuir 
matenek no modelu ne’ebé iha, iha tinan 
2050 ita nia tasi atu iha plástiku barak liu 
ikan 


note 


7. How many years will the plastic 
completely disappear? **Actually, 
although plastics reduce into smaller 
pieces, they never go away** 


7. Han tinan hira to'o plástiku lakon total? 
**Tuir loloos, maski plástiku bele sai ki'ik, 
nia nunka lakon**  


note 


7. How many years will the plastic 
completely disappear? **That's right!** 
Although plastics reduce to smaller 
pieces, they never go away 


7. Han tinan hira to'o plástiku lakon total? 
**Los!** Tuir loloos, maski plástiku bele sai 
ki'ik, nia nunka lakon  


note 


8. How many plastic items are dumped at 
the Tibar dump-site every day? 
**Actually, every day, more than 
7,200,000 plastic items are dumped in 
Tibar** 


8. Sasán plástiku hira soe tiha iha Tibar lo-
loron? **Tuir-loloos, kada loron, liu tiha 
7,200,000 sasán plástiku soe tiha iha 
Tibar** 


note 


8. How many plastic items are dumped at 
the Tibar dump-site every day? **That's 
right!** Actually, every day, more than 
7,200,000 plastic items are dumped in 
Tibar 


8. Sasán plástiku hira soe tiha iha Tibar lo-
loron? **Los!** Liu tiha 7,200,000 sasán 
plástiku soe lo-loron iha Tibar!  


note 


9. How many seabirds often eat? 
**Actually, more than 90% of birds in the 
sea often eat plastic** 


9. Manu-tasi hira han tiha plástiku beibeik? 
**Tuir-loloos, liu tiha 90% manu-tasi han 
plástiku beibeik** 


note 


9. How many seabirds often eat? 
**That's right!** More than 90% of birds 
in the sea often eat plastic 


9. Manu-tasi hira han tiha plástiku beibeik? 
**Los!** Liu tiha 90% manu-tasi han 
plástiku beibeik 


end_group Result Rezultadu 


begin_group 
Thank You! We really value your time! 


Obrigada! Ami apresia tebes Ita-Boot nia 
tempu! 


note 
We really value your time and inputs. 
When we have the survey data ready, 
we'll send you a link.  


Ami apresia tebes Ita-Boot nia tempu atu 
partisipa iha peskiza ida ne'e, no bainhira 
relatóriu ida ne'e hotu ona, ami sei haruka 
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**When you're ready, just press 
"submit" and that's it!** 
 
**You can now save this, if it isn't 
finished yet and finish It another time** 
 
If errors come up, it's probably because a 
question or two were missed. Please go 
back and answer them, and then press 
submit. 
 
Depending on how fast your internet 
connection, it will takes several minutes 
to send this survey. 


link ba Ita-Boot.  
 
**Bainhira hotu ona, favór ida click 
'submit'!** 
 
**Se hakarak kompleta iha tempu seluk, 
bele "save draft" no uza link hanesan hodi 
fila no kompletu iha tempu seluk** 
 
Karik iha error (mean) mosu favór ida hare 
ba pergunta sira ne’ebé seidauk kompletu 
karik, depois bele hili 'submit'.  
 
Depende ba rede internet nia lais, nia han 
minutu balu to'o peskiza ida ne'e ne haruka 
ona. 


note 
 


Obrigada barak ba tuir peskiza ida ne'e. Ita 
bele hare tuir pajina 
www.facebook.com/mercycorpstimorleste  


end_group Commitment komitmentu 


 








Annex 3 
Data analysis methods 
 
Data was exported from Kobotoolbox into excel, and errors were removed and/or adjusted. 
Of the 105 responses received, 103 were considered valid.  
 
Correlation analytics were conducted using SPSS.  With some questions ranking was used as 
an option, but those that had not ranked them were removed. Where people had the option 
to specify ‘other’ – such as in the question related to what people would like to do with their 
rubbish, similar answers were collated and put as their own category; re-purposing and 
recycling, for example.  
 
For the analysis using only continuous variables, the Pearson correlation coefficient (PCC) 
can be established. Pearson values are classified as: Small (weak correlation or association): 
0.2 to 0.39; Medium: 0.4 to 0.69; or Large: 0.7 to 1. Note that these brackets vary across 
publications. The results of the survey were then used to inform more targeted discussions 
with individuals.  
 








Annex 4 


Respondent characteristics 
 


Sex/gender No. % 
Female 52 50% 
Male 51 50% 
Work 


 
  


Work for a salary  65 63% 
Non-salaried income  11 11% 
Work, but don't receive an income  11 11% 
Don't work, but receive an income  1 1% 
Don't work, and don't receive an 
income*  


15 15% 


Education 
 


  
None 0 0% 
Primary 0 0% 
Pre-Secondary 0 0% 
Secondary  17 17% 
University 86 83% 
Age group 


 
  


20 - 24 11 11% 
24 - 29 37 36% 
30 - 34 28 27% 
35 - 39 21 20% 
> 39 6 6% 


*the majority of these respondents are involved in volunteer groups and activities  
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Annex 5 


Correlations  
The cells highlighted in green below show correlations between number of actions and: 


• People’s sense of control/agency (positive correlation, high)  
• People saying the government should take responsibility (positive correlation, high) 
• Knowledge (positive correlation, medium)  


 
For the analysis using only continuous variables, the Pearson correlation coefficient (PCC) can be established. Pearson values are classified as: Low (weak 
correlation or association): 0.2 to 0.39; Medium: 0.4 to 0.69; or High: 0.7 to 1. Note that these brackets vary across publications. 
 
**. Correlation is significant at the 0.01 
level (1-tailed). 
*. Correlation is significant at the 0.05 level 
(1-tailed). 


Behavior - actions 
to reduce the use of 


plastic (Max=6 


Behavior - actions 
to reduce the 


impact of plastic 
(Max = 5) 


Control - 
(Score range = 


7 - 28) 


Awareness - Portion 
of 9 questions 


answering correctly 


Knowledge - 
composite (range 


from -2 to +3 


Control - Expressing 
control as an 


individual (Max = 3) 


Control -  control 
should be with the 


government 
(Max=2) 


Behavior - actions to 
reduce the use of 
plastic (Max=6 


Pearson Correlation 1 .691** .049 .025 .245** .479** .447** 
Sig. (1-tailed)  <.001 .312 .403 .006 <.001 <.001 
N 103 103 103 103 103 103 103 


Behavior - actions to 
reduce the impact of 
plastic (Max = 5) 


Pearson Correlation .691** 1 -.031 .184* .237** .486** .462** 
Sig. (1-tailed) <.001  .378 .031 .008 <.001 <.001 
N 103 103 103 103 103 103 103 


Control - (Score range 
= 7 - 28) 


Pearson Correlation .049 -.031 1 -.026 .091 .089 -.081 
Sig. (1-tailed) .312 .378  .398 .181 .185 .208 
N 103 103 103 103 103 103 103 


Awareness - Portion 
of 9 questions 
answering correctly 


Pearson Correlation .025 .184* -.026 1 -.015 .177* .117 
Sig. (1-tailed) .403 .031 .398  .441 .037 .119 
N 103 103 103 103 103 103 103 


Knowledge - 
composite (Potential 
range from -2 to +3 


Pearson Correlation .245** .237** .091 -.015 1 .292** .330** 
Sig. (1-tailed) .006 .008 .181 .441  .001 <.001 
N 103 103 103 103 103 103 103 


Control - Expressing 
control as an 
individual (Max = 3) 


Pearson Correlation .479** .486** .089 .177* .292** 1 .716** 
Sig. (1-tailed) <.001 <.001 .185 .037 .001  <.001 
N 103 103 103 103 103 103 103 
Pearson Correlation .447** .462** -.081 .117 .330** .716** 1 
Sig. (1-tailed) <.001 <.001 .208 .119 <.001 <.001  







Page 2 of 2 
 


Control - Control 
should be with the 
government (Max = 2) 


N 103 103 103 103 103 103 103 


Control - Difference 
of Government minus 
Individual control 
score 


Pearson Correlation .139 .014 .078 .111 -.128 .171* -.125 
Sig. (1-tailed) .081 .443 .217 .133 .100 .042 .104 
N 103 103 103 103 103 103 103 


Positive Norms (Max 
= 5) 


Pearson Correlation .459** .449** .080 .028 .225* .621** .465** 
Sig. (1-tailed) <.001 <.001 .210 .389 .011 <.001 <.001 
N 103 103 103 103 103 103 103 


Negative Norms (Max 
= 5) 


Pearson Correlation .119 .188* -.010 -.055 .193* .148 .225* 
Sig. (1-tailed) .116 .029 .460 .292 .025 .068 .011 
N 103 103 103 103 103 103 103 


Personal Norms (Max 
=2) 


Pearson Correlation .354** .397** .047 .008 .125 .474** .353** 
Sig. (1-tailed) <.001 <.001 .317 .469 .104 <.001 <.001 
N 103 103 103 103 103 103 103 


Descriptive Norms 
(Max = 6) 


Pearson Correlation .325** .320** .027 -.035 .251** .382** .391** 
Sig. (1-tailed) <.001 <.001 .394 .363 .005 <.001 <.001 
N 103 103 103 103 103 103 103 


Subjective Norms 
(Max = 2) 


Pearson Correlation .244** .260** .074 .045 .217* .419** .292** 
Sig. (1-tailed) .007 .004 .229 .325 .014 <.001 .001 
N 103 103 103 103 103 103 103 


Descriptive Norms - 
Positive (Max = 4) 


Pearson Correlation .379** .250** .030 .012 .102 .451** .323** 
Sig. (1-tailed) <.001 .005 .382 .453 .154 <.001 <.001 
N 103 103 103 103 103 103 103 


Descriptive Norms - 
Negative (Max = 2) 


Pearson Correlation .136 .229* .012 -.055 .252** .156 .266** 
Sig. (1-tailed) .086 .010 .452 .291 .005 .058 .003 
N 103 103 103 103 103 103 103 


Subjective Norm - 
Positive 


Pearson Correlation .275** .323** .111 .051 .303** .447** .355** 
Sig. (1-tailed) .002 <.001 .132 .305 <.001 <.001 <.001 
N 103 103 103 103 103 103 103 


Subjective Norm - 
Negative 


Pearson Correlation -.057 -.159 -.110 -.010 -.245** -.010 -.151 
Sig. (1-tailed) .285 .055 .135 .459 .006 .461 .064 
N 103 103 103 103 103 103 103 


 








Annex 6 


Correlations with current behavior 


 


In the future what would you prefer to do with your rubbish?  
What do you do with 


your rubbish currently 
n wanting 
to change 


Repurpose* Recycle* Throw out 
(street/river) 


Throw out 
(rubbish 


bin) 


Burn Bury 


Bury 3 0 0 0 3 0 0 
Burn 3 0 2 0 1 0 0 
Throw out (rubbish bin) 51 6 6 0 28 6 5 
Throw out (street/river) 0 0 0 0 0 0 0 


 57 6 8 0 32 6 5 
*neither of these were given in the mulitple choice list of options, but people selected ‘others’ and manually 
entered them  
 








Annex 7 
Actions take to reduce plastic use and waste 
 
The following table shows the frequency and number of positive actions taken to reduce plastic use and plastic waste, broken down by key variables. 
The green indicates higher than average, with yellow indicating higher than average for ‘sometimes’ taking an action.  The control score is measured 
through questions that assess the respondents’ sense of agency and ability to influence situations; and knowledge was scored through nine questions 
related to plastic production, use and impact.  
 


Do you do any actions to 
reduce plastic use? 


  Actions to reduce plastic USE Actions to reduce plastic WASTE Control 
Score (Max = 


28) 


Knowledge 
score (Max = 9) 


n Always Sometimes # Actions Always Sometimes # Actions 


Gender                   
Female 52 48% 44% 2.33 44% 42% 2.33 21.56 5.1 


Male 51 47% 47% 2 55% 37% 2.32 20.94 5.12 
Age group                   


20 - 24 11 73% 18% 1.91 73% 18% 2.3 21.09 4.91 
25 - 29 37 49% 46% 1.92 41% 54% 2 21.51 5.05 
30 -34 28 39% 54% 2.54 50% 36% 2.67 20.96 5.25 
35-39 21 43% 48% 2 52% 33% 2.39 21.14 5.14 


>39 6 50% 50% 3 50% 33% 2.8 21.67 5 
Work                   


Work for a salary 65 40% 52% 2.43 38% 48% 2.45 21.63 4.86 
Non-salaried income 11 45% 55% 1.91 64% 36% 2 20.36 5.91 


Work: No income 11 73% 18% 2.09 82% 9% 2.1 20.45 4.73 
Don't work: receive income 1 0% 0% 0 0% 0% - 16 3 


Don't work: No income 15 67% 33% 1.4 67% 33% 2.27 21.2 6 
Education                   


Secondary 17 53% 35% 1.47 41% 53% 2.25 20.65 5.65 
University 86 47% 48% 2.3 51% 37% 2.34 21.37 5 


Whole sample 103 48% 46% 2.17 50% 40% 2.33 21.25 5.11 
 








Annex 8 


Knowledge scores  


 


Statement n correct % correct 
1. Plastic bags are not good for the environment 96 93% 
2. Better to burn plastic to get rid of it 71 69% 
3. If we reduce plastic use, we can reduce waste in Timor-Leste 95 92% 
4. Plastic is made from oil 60 58% 
5. Burying plastic will not completely get rid of plastic 84 82% 
6. By what year do experts think that there would be more 
plastic than fish in the sea? 


50 49% 


7. How many years do you think it will take for plastic to break 
down? 


39 38% 


8. How much plastic waste is dumped in the Tibar dumpsite 
every day? 18 17% 
9. How many seabirds regularly eat plastic? 13 13% 


 








Annex 9 


Image-based knowledge questions  


The survey asked 9 knowledge-based questions:  
 
Image based questions were used to score knowledge about causes of environmental 
impact: 
 


Why can this happen? n % 


 


   
Bury 21 20% 
Burn 14 14% 
Throw out (rubbish 
bin) 29 28% 
Throw out (street/river) 70 68% 
Other 


4 4% 
Do people know the best way to dispose of rubbish? 28% Know 


 
The following two questions look at knowledge, as well as whether people had a sense 
of responsibility about the situations shown.  
 


 


How can this happen --Clean water 
body, inside and surroundings 
(multiple options)  


n % 


Can happen if people don't litter 79 77% 
This can happen if everyone changes 
their behavior 75 73% 


Can happen if people stop using plastic 59 57% 
This can happen if there is good control 
from government 


57 55% 


Can happen if there are more trash bins 40 39% 
It will never happen 4 4% 


 
 
 


 


How can this happen --Clean water 
body, inside and surroundings 
(multiple options)  


n % 


   
Because people don't take care of the 
land 


80 78% 


Because people litter 73 71% 
Because people use too much plastic 60 58% 
Because the government doesn't control 
waste 


58 56% 


Because there aren't enough trash 
bins/no trash bins 


44 43% 







 
The responses to the positive and negative image were mostly consistent and people 
provided similar causes that were identified before. Littering, too much plastic, but also 
again the role of the government, that apparently is not in control according to 56% of 
the respondents. Using plastic was much lower than waste disposal, emphasizing the 
need for the REDUCE part of the 3Rs. 
 


The following image was presented, and people asked to select up to three responses.  


 
  n % 
It's dangerous 88 85% 
It's an old practice - but there are better 
options 


49 48% 


This will eliminate the trash 17 17% 
It keeps our surroundings clean 10 10% 
It's an old practice - which is good to 
continue  


6 6% 


 







