Breaking The Brand
to Stop The Demand

Dr. Lynn Johnson
Founder, Breaking The Brand Project

The objective of Breaking The Brand is to use
behavioral economics to influence the consumption
of illegal/endangered wildlife products.
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Great Examples of Behaviour
Change Campaigns

Poor bitch.
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Viet Nam Driving
Current Rhino
Poaching

* 70% of the population under 35
years.

* Rhino horn is status symbol in a
very status conscious society.

* High inequality, small
percentage of extremely
wealthy.

* Fast growing market for luxury
goods.

* 90% of rhino horn purchased is
fake.

* Supply cannot keep up with
rising demand. .




Primary User 1

Only 2 motivators to stop using:

* Negative impact on personal status as a
result of using/giving rhino horn.

* Negative impact on health from using
rhino horn.

“I would be happy to buy the last rhino
horn.” Statement from one of the users
interviewed.

“I' trust my South African Supply Chain”

High Status Males

Senior Businessmen/Finance
Professionals/ Government Officials.

Group values rarity and expense
rather than perceived medical
properties.

Acquiring rare produce associated
with money, power and skill.

Rhino horn gift used to demonstrate
respect and competence when
negotiating deals.

Gifts used to influence and obtain
preferential treatment from those
in positions of power.




Primary Users Research by TRAFFIC
A typical user is Mr L:

* A48 year old property developer.
* Married for 24 years with a mistress.

* Large four-bedroom house in the Ciputra (see
images) area of Hanoi.

* He has two children aged 19 & 21.

e Heis focused on his social status and wants to
be seen as a leader.

* Recommendations from his social/business
circles are extremely influential.

* Career, success, financial security, family
preservation, social status and peer lifestyle
are top priorities for him.

* He believes that rhino horn is a badge of
wealth, power, social status and hard work.




Primary User 2 Affluent Mothers

* Believe in fever-reducing qualities of
rhino horn - in line with use in
Chinese/Vietnamese medicine.

* Keep small guantities at home in case
child gets a high fever.

e Also buy for aging parents.
* Relatively recent trend.
* Unclear if using fake vs. genuine rhino

Babies to | S b horn.
Billionaires y - S T

They grew up amid:

* A group heavily influenced by social
media.

* Small individual quantities but large
group size.

* Interested and aspire to celebrity

Primary motivator to stop using: mothers.

« Negative impact on family health from * Again very status conscious
using rhino horn. and aspirational.




Why do they

think rhino horn
= status???

* We can’t relate to their
motivation to consume
‘eround up finger nails’

* Are we so different?

*  Why do people believe a
Louis Vuitton handbag =
status???

* Fake bag=5200

* Real bag =520,000

* Same bag!

» Difference: STATUS SYMBOL
WHY?

Can YOU tell the difference?



Spiral Dynamics — Values and Behaviour Change Model

MNatural Systems; Self-principle; Multiple Realities;
Knowledge

Yellow Integral

Materialistic; Consumerism; Success; Image; Status;
Growth; Winners and Losers

Orange Strategic

Authority Meaning; Discipline; Traditions; Morality; Rules;

Live for Later, Saints and Sinners

Food; Water; Procreation; Warmth; Protection;
Stay Alive

Beige Instinctive

Values drive
beliefs

Beliefs drive
behavior

Australia:
~25% GREEN
~45% ORANGE
~20% BLUE

Viet Nam:
Dominantly
Blue

Emerging
Orange Middle
Class




Conservation Movement

* Based on GREEN values system
(Empathy, Egalitarian, Caring)

e Support base is GREEN
* Donors are GREEN

e Donations are based on GREEN values

* Hence:
* Focus is on empathy with the animal
* (Can’t relate to motivation of users (ORANGE) or poachers (RED)
* Not prepared to single out the primary users for fear of being seen as racist
* Not prepared to engage in strategies that may alienate (cause discomfort in)
the support and donor base. Political Correctness emerged with
GREEN
* Result:
* Money spent on strategies that don’t impact or change the user




Applying Spiral Dynamics to other
Conservation Issues

All This Heavy Petting r‘ Makes Him Easy Prey

Canned Lion
Hunting

The lion cub petting industry is creating thousands of tame targets for easy execution - don’t call yourself a hunter

To Indulge Our Lifestyle They Losé Theirs

¥ Habitat Loss
&Palm Qil
Production

Another ‘inconvenient truth’ - As unconscious consumers we are pillaging the natural world



Rhino Horn Users

 Rhino Horn Customers
Status Conscious = ORANGE

* Society in Viet Nam is in transition
Confucian/Communist (BLUE) to
Unregulated Capitalist (ORANGE+RED)

e Still different from Western ORANGE:

Male dominated

Peer Group oriented, not purely
individualistic can’t lose face by standing
against group

GREEN fledgling

No cultural affinity with animals

e Result:

Conservation messages are ignored if they are GREEN
Law Enforcement messages are ignored, regressed from BLUE to RED

Can’t go via wives/children — ignored

Influencers - They follow the likes of: Bill Gates, Warren Buffet, Richard Branson
Bill Clinton (No women, no Asian men)



Complexity: The Protection—Supplv—Demand Chain

Local (Conservancy/National Park/Village)

Protection

& Rhino security

® Anti-Poaching

® Protecting villagers from
poaching crime gangs

e Tagging homns

e ctc

Local Economic Interests

e Community Education

e Community stake in
animals via tourism etc

o Community leaders

* Network of informers

e cic

Law Enforcement

* Anti—corruption measures
* Arrest/prosecute poachers
* Arrest/prosecute buyers

e efc

Country of Origin

Monitoring

® Tracking Shipments

® Tracking middlemen

o Tracking Smugglers

® Tracking powerful &
corrupt players,

® ctc

Detection

® Airports and ports

® Other border crossing
e efc

Law Enforcement

¢ National and
international legislation

® Anti-corruption measures

& Arrest/prosecute middle-
men and smugglers

e efc

Transit Countries

Monitoring

o Tracking Shipments
o Track local agents

o Tracking Smugglers
e etc

Detection

® Airports and ports

o Other border crossing
e efc

Law Enforcement

* National and
international legislation

* Anti-corruption measure

* Arrest/prosecute local
agents and smugglers

* efc

Destination Country

Target the Customer

Group 1#: Less than 5,000

Locations: Hanoi and Ho Chi Minh
Motivators: Neg impact on health

and status

Security and Antl-Poaching

Law Enforcement &

Anti-Corruption

National & International

Legislation

Tracking and Detecting lllegal
Shipments Across Boarders

Lucrative Business for Poacher/

Trafficker Network

Consumer
Demand

Consumer
Demand

Buiyaeod-puy pue Knoes

Monitoring Detection Law Enforce- Community

e Shipments » Airports ment Support

¢ Local agents * Ports * Nat & inter * Raise aware-

« Distributors o Other border legislation ness of general

& Retailers crossings * Anti—corrup community

® Powerful & ® etc measures * Education of
corrupt players ® Arrest/ general )

e cte prosecute community

smuggler etc e efe




Businessmen Advert 1

«  Tarnish the act of giving rhino
= horn by making the giver and the
HE LOSES FACE 2 act look desperate and needy.

S0 HE CAN GAIN FACE

e —

- Tarnish the prestige of the person
giving rhino horn.

- Target international companies in
Viet Nam operating in Viet Nam.

- Testif there is any level of
empathy for the rhino from this
user group.
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Locations:

- Light boxes in Hanoi Airport and Ho Chi Minh City Airport.
The focus is either in or visible to the business lounge in - _
domestic and international terminals; in-flight magazines. — -

Vige budn bén simg (6 gige dén Vigt Nam dang lidu digt lodi nay ‘“‘" "

- Business and news magazines, both print and online.



Businessmen Advert 2

A POISON
RHINO HORN CAN |
A BUSINESS RELATIONSHIP. |

MORE AND MORE RHINO HORN IS
BEING INJECTED WITH POISONOUS
TOXINS TO STOP THE ILLEGAL TRADE
AND PROTECT RHINOCEROSES FROM
EXTINCTION.

IT IS QUITE POSSIBLE THAT THE
RHINO HORN YOU GIVE TO A POTEN-
TIAL BUSINESS PARTNER WILL GIVE
THEM SEVERE NAUSEA AND DIARROHEA.

ITIS NOT WORTH RUINING A

The trade in rhino horn to Viet Nam is wiping out a species.

Locations: Same as Businessman Advert 1 +

« Internal communications in companies.

Instil fear and doubt about the
possible risk to personal health.

Instil doubt around the risk to
important business relationships.

Raise public awareness of the rhino
horn poisoning strategy for stopping
rhino poaching.

Undermine trust in the product
(rhino horn).

Undermine trust in the supply

RELATIONSHIP WITH POISONED .
RHINO HORN. chain.
i
] i £ DAU BOC B
(NG TE GIAC COTH
?401 QUAN HE KINH DOANH

— ]
Ngay cang c6 nhiéu sting té giac
dang duoc tiém cac chit doc
dé ngan chan viéc buén ban trai
phép va bao vé loai té giac khoi
sw tuyét ching.

Cé kha nang strng té giac ma
ban biéu/téng cho ddi tac kinh
doanh tiém nang s& khién ho bi
nén va tiéu chay trdm trong.

Khong dang dé lam hdng mot
méi quan hé bang sing té giac
bi nhiém doc.

Vie budn ban sting 18 gide Bén Vgt Nam dang oy digt lodi ndy *“‘"h’



Mother and Child Advert 1

- Capture the attention of people
who genuinely believe rhino
horn is a medication suitable for
children (and sick adults).

TO MEDICATE HER CHILD

Given the advert is not gory it
can be used with children and in
schools to help education.

Test empathy for the rhino from
this user group.

) /cé AY DA GIET MOT NGUOIME & o

The trade in rhino horn to Viet Nam is wiping out a specie

Locations:

- Billboards/light boxes in up market shopping areas where
these women shop and where traditional medicine
practitioners are located.

S
L SERE VeI S e S
Vige budn bén simg 1€ gise dén Vigt Nam dang liéu diét lodi ndy ““‘" h'

- Women’s magazines and Health/Wellbeing Magazines.

- Small presence in international airport terminals to target
Vietnamese expats who buy when visiting family.



Mother and Child Advert 2

l’?ilINO HORN CAN
POISON YOUR CHILD.

/

MORE AND MORE RHINO HORN IS
BEING INJECTED WITH POISONOUS
TOXINS TO STOP THE ILLEGAL
TRADE AND PROTECT RHINOCEROSES
FROM EXTINCTION.

THE ONLY WAY YOU WILL KNOW IF
YOUR HAVE POISONED YOUR CHILD
IS WHEN THEY BECOME VERY SICK
WITH NAUSEA AND DIARRHOEA .

ITS NOT WORTH TAKING THE RISK
OF GIVING YOUR CHILD POISONED
RHINO HORN.

The trade in rhino horn to Viet Nam is wiping out a speci

Locations: As Mother and Child Advert 1

SUNG TE GIAC CO THE DAU poC

Instil fear and doubt about the
possible risk to the child’s health

Raise public awareness of the
rhino horn poisoning strategy for
stopping rhino poaching

Undermine trust in the product

Undermine trust in the supply
chain.

Highlight giving poisoned rhino
horn to any sick family member
(including aging parent) could be
detrimental to recovery.
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Ngay cang c6 nhiéu sting té giac dang
duoc tiém cac chat doc d& ngan chan

viéc budn ban trai phép va bao vé té giac
khéi s tuyét chiing.

Céch duy nhét dé ban biét néu 45 dau
dée con minh 13 khi chung tré bénh nang
keém theo bubn ndn va tiéu chay.

That khéng dang khi liéu Iinh cho con
minh bi nhiém déc sirng té gic.

VIS budn ban sirmg 15 giae én VgL Nam Gang B6u digl Ioai nay ”‘"‘(



Mother and Child Advert 3

FIRST SHE " THEN SHE
KILLED A MOTHER o} POISONED HER SON

It's quite possible that the rhino horn you give to your
sick child will poison him.

In both Africa and Asia they are serious about protecting
rhinoceroses from extinction. So the horns are being
injected with toxins such as organophosphates while on
the live animal.

The poachers know this. If they illegally kill the animals
and sell the horns to dealers in Viet Nam, they know they
will poison anybody who consumes it.

The only way you will know if you have poisoned your
child with rhino horn is when they become very sick with
nausea and diarrhoea. These toxins can also have long-
term effects on the central nervous system and on brain
development.

Why take the risk of giving your child poisoned rhino
horn?

The trade in rhino horn to Viet Nam is wiping out a species. ‘“‘ '

As Mother and Child Advert 2 +
Tell more of the story of rhino horn poisoning.

Highlight the potential consequences of using an illegal
and potentially unsafe product obtained by dubious
means.

Instil fear that the consequences of using poisoned rhino
horn may not be instant but could have long term impact
on brain development etc.

« Locations: As Mother and
TRUGC TIEN CO Ay GIET CHET SAU DO €O Ay LAI AU BOC .
i ST Child Advert 1 and 2

Simg & giac ma ban bdi bb cho dira con bi bénh co kha
néng & dAu ddc cau dy.

O chau Phiva chau A, 8 gidc dang duoc bio vé mot
cach nghiém ngt khdi s tuyét chiing. Vi vy, simg ciia
chiing duoc tiém chit doc nhur thudc trir s3u (organo-
phosphates) ngay khi chiing con song.

Cac tay san trom biét diéu nay, nhung ho vin giét ching
mt cach bt hop phap va bén simg cho cic dai lj &
Viét Nam. Ho khong mang dén chuyén ngudi tiéu thy s&
bi du doc.

in s& biét néu ban
2 khi chiing tr&
budn ndn va iéu chay. Nhirng doc t nay ciing co thé co
anh hudng lau dai trén hé thdng than kinh trung wrong va
sur phat trién ciia ndo bd.

Tai sao lai liéu finh 6 cho con ban bi nhiém déc simg

18 gidc?
Viéc budn bin simg té gidc dén Viét Nam dang éu diét lodi ndy W '



2014 Campaign Goals

Title: Heritage

Title: Saigon Title: Investment

Business Bridge Target:
Weekend Target: Businessmen &
Target: Businessmen Vietnam Airlines
Businessmen Circ: 65,000 Circ: 175,000
Circ: 30,000 Issued: Weekly Issued: Monthly
Issued: Weekly
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Title: Shopping &  Title: Capital
Family Security
Target: Best- Target: All,
selling women’s  skewed to male
mag Circ: 75,000
Circ: 100,000 Issued: Daily
Issued: Weekly

[
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Raise $250K to run all versions of the adverts for a
least 30 weeks—Ilocations in Hanoi and Ho Chi
Minh City, including airports, business locations
and businesses.

Target the right publications for businessmen and
affluent mothers — examples shown.

Separate sponsorship is sought to place adverts in
locations with large Vietnamese expat
community: Melbourne, Sydney, Vancouver, LA.

Media campaign ready to go to database of
interested journalists in: South Africa, Viet Nam,
Hong Kong, UK, US, Canada, Australia.

Response to the adverts will be measured via:
Mainstream media and social media coverage,
Development of survey targeting primary users
with promise of anonymity.

'y
Melbourne, Austra
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For more information: www.breakingthebrand.org

Rhino Poaching
Goals

Help slow poaching growth
rate.

Create Fear/Uncertainty/
Doubt in the minds of the
users of rhino horn products
and their supply chain.

Create fear of reputational
risk for international
corporations if staff are found
to be accepting rhino horn
gifts.

Educate the conservation
space about the benefits of
creating campaigns targeted
at primary customers in
addition to current
education

and awareness-
raising.







