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The Evolution of Breaking The Brand to Nature Needs More

Summary ReportAugust 2017

Dr Lynn Johnsan
Founder Breaking The BrandMature Needs More

This reported is dedicatdd:

The men and women who have sacrificed their lives to protect the @mwiildlife and
naturalenvironmens.

To those who continue to do so and face danger, intimidamaithreats from the
people who want to exploit& plunder the natural world for peonal, financial gain.

Wewill never be able tthank you enough for tncommitment you have all made.

Contact Information:

Lynn Johnson

Fouwnder, Breaking the Brand & Nature Needs More
www.breakingtheband.org& www.natureneedsmore.org
lynn@natureneedsmore.org

+61 418 124 660 (mobile)

Melbourne, Australia
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Introduction

Breaking The Brand (BTB) was ceelath early 2013&Project Proposal Breaking the Rhino Horn Brand
in Viet Nandhttp://breakingthebrand.org/wpcontent/uploads /2014/05/ProjecProposalBreaking

the-RhineHorn-Brandin-Vietham.pdj to helptackle therapidly rising demand for rhino horn from Viet
Nam and the resulting exponential rise in poaching of rhineginlyin South Africdut throughout

range coutries in Africa and Asia
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The aim of the project was to test and fill a gap in the
overallconservation strategytp gather detailed knowledge
of the primary buyer/user motivations for wanting rhino
horn and what might motivate them to stop buyinit the
start of this poject in 2013, this narrow, uséocused,
demand reduction type campaigningas seen to be a
missing part of the overall stratedkiighlighted by red box)
It was never BT aim to create awarenesaising or
education campaigns, as tleenservation sectonas been
doing thesesuccessfully for many years.

Similarly BTBwas only ever interested imesearching the
people who were buyinggenuingrhino hornas they are
the only people whare relevant in designing the BTB
campaignsOur research has never targeted the people
who couldrt afford genuine rhindiorn or were likely to be
buyingdakedhorn. Research frona 2012 TRAFFIC Report:
(http://www.trafficj.org/publication/12_The SouthAfrica

VietNam RhinoHorn Trade Nexus)didicated that 90%

of what is sold as rhino horn in Viet Nam is fake.

Basic Test to Differentiate Demand Reduction from Awareness Raising and Education

The campaign targets a broad, general population to make them
(more) conscious about the (scale of the) problem

Educates segments of population who don’t currently use rhino
horn e.g. children, students or educates general populatien to
highlight limiting belief e.g. like finger nails, no medical benefits
Educates groups that can influence the current users of rhino
horn to stop e.g. government officials, traditional Chinese
medicine practitioners, police, doctors, judiciary etc.

Educates user demographic group (who may or may not be
using rhino horn) in a way that encourages them not to start
using or discourages them from starting to use rhino horn.

Elicits emotional response in user demographic group in a way

they will challenge/reject the people they know who are using

Challenges
Beliefs rhino horn (move to action).

Elicits emotional response in the current user groups such that
they become conscious about the implications of and

opposition to their use of rhino horn.

DR=
Demand

Reduction - . f
Elicits emotional response in the current user groups to such a

level that it triggers them to stop using rhino horn in a time
frame that is useful to save the rhino from extinction in the wild

Once BTB had clearly gathered this
information,the aim wado create
demand redudbn campaigns that
elicited a sufficiently highemotional
responsean the primary user groups
that mighttriggera change in
purchasingoehaviout

These campaigns were creatbyl
linking ideas fronbehaviairal
economics social psychology,
behaviour chang models and
cultural anthropologyto
consenation outcomesOnly by
understanding the effects of social,

cognitive and emotional factors on the economic decisions individuake do we have the ability

influence and shapéhem; this is something theusiness and the advertising industry has been using for
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years to trigger people to spend (Dec 20k#p://breakingthebrand.org/byharnessig-humans

reptilian-brainrwe-have-a-chanceto-savethe-rhino/).

By delivering a messageadrcurrency that the buyer/users relate, even if it does seem distastéfio
us, wehave the best chance @figgering a behaviour change in purchasing and lifgstdecisions.

Breaking The Brandas created explicitly as a Projécsomething that has a defined starting and end

pointi and not an organisatiorit wasanticipated that the need for Breaking The Brand would diminish

as:

1. The large conservation agensievith significant donor funding, learned how to produce
genuinedemand reduction campaigmather than relying on awarenesaising and education

campaigs in demand side countries and as a result,

2. The demand reduction campaigns created led to a reduadt poaching.

This meahfrom the outset that BTB wold not only createdemand reduction campaigns, but also
share our research and work openbnd engage with théroader conservation sector about how to
designdemand reduction campaigngiven ther historical focus on awarenesaising and education,

not demand reduction.

Over thelastfour years it became increasingly clear that, other
than a small number of individualslargeconservatioragencies
and donor agencieshe willingness to learn in thsector is quite
limited (February 2016nttp://breakingthebrand.org/howmuch
is-spenton-rhino-horn-demandreductioncampaignsand
September 2016nttp://breakingthebrand.org/itis-time-for-
large-conservationdonorsto-take-demandreductionseriously)
and collaboration is largely neexistent (but constantly talked
about).

Most of this can be explained by the prevailingpert mentality
of the people working in these organisations aniading
model whichgenerallydoes not allow fuds for professional
development (April 201 http://breakingthebrand.org/wantto-
know-why-conservationis-failing-read-on/)

While there has been some social validation of demand
reduction strategies in largeoservation and with donorshe
lackof understanding of the comparative differencetiveen
demand reduction, awarenesgaising and education is still great
Fa rhinos, this has implications the unnecessaty slow
progress of reducing the demanghich provides ammunition
for the pro-trade lobby groupgJanuary 2015:
http://breakingthebrand.org/poorquality-demandreduction
campaignsand-strategieswill-provide-ammunitionfor-pro-
trade-lobby-groups).

Oviginat fanguage: Engish CoP17 Doc. 18.1

CONVENTION ON INTERNATIONAL TRADE IN ENDANGERED SPECIES
OF WILD FAUNAAND FLORA

s

Severteent meeting of the Conference of the Partes
Johannesburg (South Atica). 24 September ~ 5 October 2016

Strategic matiers

1. Thes document has been subitted by the United States of America

Compare points 16 & 17 with point 12
in USA submission to CoP17. :
https://cites.org/sites/default/files/eng/
cop/17/WorkingDocs/E-CoP17-18-

01.pdf

Points 16 & 17 states: Demand
reduction strategies are most effective
when é identifying and prioritizing
target consumer groups, products
and drivers of demand é Campaigns
should prioritize and targ et those
consumer groups that have the

most significant influence on illegal
trade.

Then Point 12 goes on to call
Operation Game Change, a demand
reduction campaign _ which, given the
target group it clearly is not (it should
be classed as education or awareness
raising).

.

o

Operation

i :

Game

Change/WildFe .

0 Prs,
vame Wiy
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However, itneeds to be acknowledged that the combination of a massive investment ipaatihing
measues, better law enforcement and

demand side countrgampaigns,

including BTB campaigns, has led to a

change in poaching levels. In South Africi -8
rhino poachings no longer rising

exponentially and appears to have

plateaued (at least for now). This is a

huge turnaround from the situation 4

years ago, whethe extinction of rhinos ) rrl L

in the wild,within 6-8 yearswas a real possibility.

Actual Rhines poached In sa mEsponaal Fit 2 End 2014

2w

E

While there is understandable scepticism of the figures reported by the South African government, if
you apply an exponential fit to the losses between 2001 and 2014, Soutia AMais heading toward

2000 rhinos being poached in 2016. Now the government can hide some losses to drought and natural
causes, but it would be difficult to hide 1000 rhinos lost to poachers

It is time to take stock and revisit the original purpose ofatirlg BTB and what the next steps should
be. This report outlines

1 The results BTB haxhieved since the last repdirom May2015

1 More detailed observations of the sector addmand reduction initiatives

1 Learnings about the supplyide and pretrade lobly and the impact of the underlying ideology
(free trade, neoliberalism, sustainable use) which underpins not just the funding of conservation
agencies, but also the systems in placémmtectdendangeed species (like CITES, IUCN, WWF
and the GEEtc).

The latter, the alpervasive ideology of neolibalism and free trade, has contributéd the decades of
non-outcomes and failure from the conservation sectan tackling the illegal wildlife tradehis topic
will be explored more fully in this report ad the implications foour future focus and work

It was this insight that informed the BTB
teamthat working on demand

reduction alones not enoughWe also
need tocreate an alternative model of

Overall Objective Nature Needs More: Create a different system for dealing with the Megal Wildlife Trade
Genuine Collaboration New Conversation & Funding
Nature Needs More 1. Campaigns to trigger new dialogue

about alternative solutions,
re-engage disenfranchised who have

Facilitate workshop with
collaborators from a wide range of
stakeholders to design real-world

project, including resources, rollout lost hope and highlight how

plan and budget . New institutions {large conservation . H H
. ‘ Genuine S 2 [ conservation which is NOTbased on
. Draw collaborators into the ‘Beacons Collaboration .

of Hope' projects Funding are letting wildlife down.

Beacons Of
Hope

teacons OF Hope

Real World Projects

~

. Tiered Basic Income
Wodel linked to
conservation, rewilding,
rehabilitation in a range
country

w

. Magnificence project in
Asia (funded by Asian
Dener)

. Create ‘Beacons Of Hope"

Undoing
Commodification

Undoing commaodification

1. Undermine the wildlife
trade and sustainable use
ideology when it is driven
by greed and ignores lack
of ecological sustainability

™

Create dialogue around
alternative approaches to
protecting wildlife, e.2.
animal property rights
and non-human rights

3

Breaking The
Brand

ealing The Brand

. Collapse demand for

several iconic species

. Demonstrate effectiveness

of campaign techniques

Demonstrate value of
‘genuine’ collaboration
with social sciences,
business, open-minded
NGOs

Re-inventing
Magnificence

Re-lnventing Magnificence

I

Elicit the key emotional and
self-perception factors that
create and sustain the desire
to contribute to the public
good

Use those findings to recruit
new donors to nature,
particularly in demand-side
countries

w

and status of contributing to
nature related causes

Breaking Th&randi Third Annual Report 2017

. Increase the public perception

sustainable use anffee trade.We
havedecided to call this model arttie
associated no#profit organisation
Nature Needs More
(http://natureneedsmore.org).

The aimof Nature Needs More is to
provide an endo-end alternative tahe
current ways to tackle the illegal wildlife
trade, including:
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1 Continuingtargeted demand reduction indtives in destination countries, the primary focus still
being the rhino

1 Researching how to rdirect the desire of consumers to a different retatship to nature, re
inventing Magnificencdn the first instance, théocus being consumers who buy wildlife
products for luxury/status giving purposes.

1 Designing and piloting a basic income model, linked to conservation outcomes, to support
communites around higtvalue conservation areas

The exact nature of the model and its components will evolve over time, but the underlying ideology is
diametrically opposed to the free trade/sustainable use mantra that has brought so much démage
wildlife andthe planet

Breaking Th&randi Third Annual Report 2017 Page| 6



BreakingThe Brand

This section covers the results of Breaking The B{@m@&since the publication of the last report in
April 2015:http://breakingthebrand.org/wp :
content/uploads/2015/05/Breaking’ heBrand
ProjectSecondAnnuatReport.pdf which
summarised BT® first 2 demand reduction
campaigns in Viet Nam. These two campaigns
focused on health anxiety, highlightirthe horn
infusion process that had beenlled out in South
Africa:

Pilot RhiNo campaigin Is it worth the risk?
launchedl15th September 2014.

Lunar New Year RhiNo Campaign: Will your luck r
out? Launched 6th January 2015

A total of AU$58,000 was spenbf these first two
campaigns, in producing (purchasing images,
photography) and publishing the first two s
campaigns; with oveAU$55,000 spent on publishing Breaking The Brand of Rhino Horn in Viet Nam

adverts in Vietnamese media. Commercial rates Second Annual Report (March 2014-April 2015)

applied as publication was in premium magazines,

whichmeans that BTB is competing with local and international luxury brands fadbertising space.
BTB paid commercial rates to ensadverts were publishetin the section/locatiorof the magazine
where they would be seen by our target group; in speakingG@s who had negotiated prbono or
reduced rates, they informed BTB that it had been detrimental to their campaign as they had been
placed ina much less visible part pfiblicatiors.

BTB still believes that exploiting the health anxiety associatddmvino horn infusion is the most
effective and fastest stratggof achieving demand reductidor rhino horn in Viet NamwWhile this

process is being consistently undermined by any group supporting tradé BEBonse was to move to
status anxiety camgigns as a way to reduce the demand in Viet N&fa.still observe that health

anxiety and status anxiety are the only two reasons the primary user groups would give up rhino horn
in the short term.

RhiNo Campaign 3: What Does A Wildlife Criminal Look2li&unched on the 4th January 2016.

Since starting our interviews, with the primary users of rhino horn in 2013, status ainifetging rhino

horn would diminishthe useits status in the eyes of their pedrsvas one of only two reasons given that
would cause this group to stop using rhinorhoAs with Breaking The Brafsdwo previous campaigns,

over 8% of our adverts target businessmen, the remaining targeted affluent women; often the wives of
the businessmen buyers/users.

The adverts asked: What ds a wildlife criminal look like? and highlighted to people that if they had
bought rhino horn recently it wilhost likelyhave come from an illegal killed rhinbriggering status

Breaking Th&randi Third Annual Report 2017 Page|7
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anxiety is not the same as triggering the fear of law enforcemgthte uses interviewed were not
worried about prosecution as they felt they were above the law given their status in Viet N@he
approach taken in the advertgasto diminish the businessmég reputation in the eyes of his peers and

the networksof people he aspes to be a part of.

Like all businessmen around the world, our target group is worried about the loss of their brand and
reputation, and any resulting loss of career and business opportunitiBise advert also pointed to the
fact that while in the pasthe focus had been on the poachers and traffickers of rhino horn, now more
and more people are paying attention to the buyers. Given that the ri@idestruction is driven by the
target groups desire to purchase rhino horn, the buyers must see themselvesat they are, wildlife
criminals. The advert finishes with: If you buy rhino horn, you are a wildlife criminal.

A WILDLIFE

AT DoESmOK TIKE?

WH
CRIMINAL

Who do you see? A businessman cementing a deal or
a man desperate to impress who has become the last link
in an illegal chain?

Worldwide public opinion is becoming focused on the
Vietnamese elite and asking: Who are the real wildlife
criminals? If your reputation is damaged because you are
known to use rhino hom, it may impact opportunities for
you in the future.

Any recently bought rhino horn given as a business gift will
almost certainly have come from a rhinoceros that was killed
illegally. To date the focus has been on the poachers and
criminal syndicates who traffic the hom. But now more and
more people are scrutinising the buyers.

Allthis illegal activity and wildlife destruction is driven by
the act of purchasing rhino horn. Together with poachers
and traffickers, users of rhino horn must see themselves for
what they are.

She is wealthy, she has family and she buys rhino hom. She buys
it for son and aged parents to support their health, or for her
husband to use as a gift in business.

Any recently bought rhino horn will almost certainty have come
from a rhinoceros that was killed illegally. To date the focus has
been on the poachers and criminal syndicates who traffic the
horn. But now more and more people around the world are
asking: Who are the real wildlife criminals?

All this illegal activity and wildlife destruction is driven by the
act of g rhino homn. Together with poachers and
traffic| of rhino horn must see themselves for what
they are.

“‘ ' Ifyou buy rhino horn
you are a wildlife criminal.

The adverts triggered additional donations, which meant a third advert could be testedtasf zis

campaign.

For the frst time BB was able to create editorial in Vietnam Investment Revieweekly, Eglish
language magazine, target at business leaders, economists and senior government officials,
circulation 40,000In addition we augmented the published campaign with a smalelewriting
campaigrto 20 of the most influential businessmén Viet Nam.

Breaking Th&randi Third Annual Report 2017
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Additional advert

o selest e
victims \estures

~

i > |

Vietnam
Investment Review
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Victims of useless potions
and empty gestures

Editorial in Vietnam Investment Review

Letter campaign to 20 of the most
influential businessme in Viet Nam:
http://breakingthebrand.org/wp
content/uploads/2016/04/Lettetto-
VietnameseBusinessmen.pdiVe felt the
timing was right for this initiative given
the emergence of the Panama Papers
and Uraoil, together with the TPP.

We targeted all the same magazines that
were previously used, but Heritage
Magazine, the inflight magazine of
Vietnam Airlines (a Statewned

enterprise) refused to publish the advert
unless BTB softened the messaging ef th
advert to a point we believe it would be
rendered useless; BTB refused to do this.

In total, with the addentaffunds raised
this enabled BTB to publigi fullpage &
2 editoriab over 20 weekghe budget for
this campaign was AU$45,000.
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RhiNo Campaig 4: The World is Watchintaunched 4July 2016

The timing, title ad messaging of this campaign weleveloped tocoincide with2 key events related
to the lllegal Wildlife Trade

1. CITES Conferences of the PartieslZaJohannesburg October 2016
2. 3"Internationd Wildlife Trade comfrence in Viet Nam November 2016

In addition, theWildlife Justice Commssionpublic hearing in Thelaguein November 201&lso
increased the global understanding of Viet N@mole in the in the current rhino killing spree.

With these 3 eents and thencreased mention of Viet Naas a key user group in the global press, BTB
felt it was time to point out to the users that they were no long#ying under the rad&i Prior to 2014,
mostWestern/English speaking MSidverage vas about China, TCM and aphrodisiacs, not Viet Nam
and status symboldn campaign 4, BT&blely focusing on #hbusinessman user withseparate adverts.

The Desperate Follower The True Leader The World is Watching

THE DEgL 14,

THE GIFT THAT
YOUR Coppy

SHANES A NATION.

PROTECT OUR REPUTATION.

T Pyrs
NY AT Rrsg.

ﬂ\‘ % “\\‘ v
The advert highlights that True leadersre above such In this image Vietnamese
suppased leaders, who accept cheap gestures and desperate businessmen and a Western
gifts of illegal rhino horn to attempts to buy status and businessman are sharing rhino
shore up their status, are not  influence.True leaders do horn in the form of a
real leaders; they are desperatt need of symbols of reassuranc dnillionairets detox drinkas a
needy followers. celebration to seal a business

True leaders are people who  deal.

The behaviour is sefferving have gained the inner self

and speaks of weak people wh confidence and virtue to reject Both local and international

are anxious to be seen as part the aspirational consumption o businesses in Viet Nam are

the elite. their peers vulnerable if enior managers
engage in these illegal practice

More background on the design for this campaign can be seen via:
http://breakingthebrand.org/campaigns/
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BTBwas ableo publish 35 fulpage adver, over 16 weekghe budget for this ampaign was
AU$69000.We added a new magazine: Forbes Viethamonthly, Viethamese language magazine,
targeting government, businessmen, investors, circulation: 25,000

Fprb"“""" T

L" FOr‘%wemam
%

-

' CHUYEN DONG

RhiNo Campaign 4he World is Watchingas thefirst campaign BTB had published that reached the
recommended number ofarget audience ratingooints

(TARPS) to give a campaign the best Chance of trIGUENNG @ oot s
behaviour change in théarget audienceDUring 2015 aNd - s comen oo resmsrcsenpne

2016BTB Founder Dr Lynn Jobnsstarted to research the
learnings from anttobacco, road safetgndworkplacesafety

*  Research consistently shows that messages that evoke high negative emation regarding the
health effects of smoking are more effective than messages that are typically less
emationally evocative.

u

= Anti-industry messages have shown success though there has been limited use of these

campaignsncluding interviewing some of thesearchers pes i

working in this fieldSome of the learnirgwere covered in
July 2015 blogdiscomfort Triggers Behaviour Qi
http://breakingthebrand.org/discomfortriggersbehaviour
change/and more recently December 2016 bld&gnpirical
Evidence Shows The Way
http://breakingthebrand.org/empiricakvidenceshowsthe-

way/

With theinsights providedirom anti-tobacco, road safety

+  Genting the right level of

" campaign frequency or
intensity while campaigns are

By e —
[T Sy
on air is also crucial for
optimising campaign
investment.
*  Studies SUEests an average
of at least 1200 Target
Audience Ratings Points
[TARPs] per quarter, (or

exposure of the entire adult
| population to around 12 anti-
smaking ads over 3 months) is

o emo  mwen  wn

needed to change adult
smaking behaviour

= Greater effects are observed as the intensity increases - probability of quitting and staying

Quit after about L year was 41% wnen not exposed o any anti-smoking ads, 52% when
exposed to approximately 1100 TARPs per quarter, and 74% when exposed to aver 3500
TARPS per quarter, after holding other potentially influentisl f2ctors constant

= Emotionally intense {negative) messages require fewer TARPS o be recalled than those

lower in emotional intensity. More cost effective and greater RO

Airing intensely negative ads motivated more smokers 1o call Quit-lines who wer less ready

0 quit or who had lower confidence in quitting.

= How-to-quit, positive or humorous ads were least likely to be perceived effective far

motivating quitting.

andworkplace safetyBTB developedmevaluation process
which can be seen viattp://breakingthebrand.org/howto- e e
evaluatea-demandreduction-campaign/Ilin rolling out Gt ramone ot mewore v reseners

“Negative massaging campaigns 80 the grunt work. Positive messaging £3mpaigns make them palatable for

campaign four, BTBad hoped to carry out both quantitative ===

Quote from paper

& use of
behaviour and to reduc
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surveys and qualitatevinterviews with the target group in Viet Nam. The interviews and the survey
were designed to be invitation only to ensure that only the right demographic was targeted for
evaluation purposesThe right denographic in BTB definition is the group of peog who, should they
choose to purchase rhino horman afford to purchase genuine rhino horn and are unlikely to be
buying fake rhino horn.

Itis critical to measures what is relevant and not simply doeasurement for measurement sake

something that iglone far too much across all sectors including business, government and academia.

One way the conservation sector is conducting surveys that are irrelevant is interviewing and surveying
people who dod have the financial means of purchasing illegal Wédroducts. For example, a recent

survey of supposed consumers of rhino horn in Viet Nam surveyed people whose average salary was less
than US$300 per month. This makes no sense when the price of rhino horn is qugtedtatr than

US$65,000 perck

Unfortunately, BTB could not gsufficientsupport frommembers othe target group to conduct the
evaluation for RhiNO campaignWe are planning to do an evaluation at the end of Campaign 6.

RhiNo Campaign 5: The Gift Of Bad L(tekgeted letter writing campaign for Lunar New Year)

As a volunteer organisation, BTB did not have the capacity to raise funds for the 2016/2017 Lunar New
Year period, but we wanted to do something at this important time period. The Lunar New Yeds (Tet)
the most important pulic holiday in Viet Nam. There is a superstition that how well things go in the
preparation for the holiday and over ttgeday celebration wilimpact personal and professional success

in the year ahead, particularly in relation to health, prosperity aagginess.

Rhino horn use spikes during Tet. It is given as a gift to gain favours with managers and business
contacts in the weeks leading up to the holiday and use in the so dalilibnaireds detox drink
increases markedigiue to the nature of the elebrations.As a result, BTB created an advert and a
targeted letter which was sent, by mail, to 40 of the most influential businessmen in Viet Nam

The Gift of Bad Luck Reputation Letter Pack

THE GIFT OF BAD LUCK X

the letter and the pack:
http://breakingthebrand.org/wp-
content/uploads/2017/01/Reputation-Letter-
LNY-2017-Pack.pdf
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More background on the dggn for this campaign can be seen via Jan 2017 Blogpstyis a very
expensive gift. Dal expectit from cheap peoplenttp://breakingthebrand.org/honestyis-a-very-
expensivegift-dont-expectit-from-cheap-people/

RhiNo Campaign 6: Think: Is Rhino Horn Putting Your Reputation At Risk?

With campaign 6, BTB wanted to build on the status anxietgsage associated withsing business
reputation and brandas a result of using rhino horn to try to seal ingss deals.

Even though the poaching figures are still tragically high, the fact that rhino poaching is not growing
exponentially anymore may mean that at least some Vietnamese businegsagmave lost their
interest in rhino horn. As interest may be mmg, the risks of continued use could start to outweigh the
(status) benefits.

BTB advertsvarn those who continue to consume that this may now have a negative impact on their
business brandseputations and opportunitiessee last paragraph of the adveBe warned; your

reliance on rhino horn may be your undoing. As business opportunities start to dry up you will come

to realise that you are being rejected. Your weakness and desire to impress is poisoning your business
brand and your reputation

AWAY
ARE YOU GIVING
YOUR REPUTATION.

K THAT POISONS
EPUTATION .

THE DRIN
YOUR R

f rhino horn is no longer invisible. Over
hs the world has learnt who the
re and no longer tolerates those few
vho use it to buy status and favours.

Your use of rhino horn is no longer invisible. Over
the last 12 months the world has learnt who the
key buyers are and no longer tolerates those few
Vietnamese who use it to buy status and favours.

n with fragile egos who have to buy
influence with rhino horn because they cannot
seal a deal on merit.

They see men with fragile egos who have to buy
influence with rhino horn because they cannot
seal a deal on merit.

ontinue to use rhino horn

S i So if you continue to use rhino horn your business
s likely to crash. It's

reputation is likely to crash. It's not only global
opinion leaders but also forward-looking local
businessmen who see the use of rhino horn as a
sign of weakness and commercial incompetence

Be warned; your reliance on rhino horn may be
your undoing. As business opportunities start to dry
up you will come to realise that you are being
rejected. Your weakness and desire to impress is
poisoning your business brand and your reputation

ﬂ\‘ v

Think: is rhino horn putting your reputation at risk?

u are being
toim

Think: is rhino horn putting your reputation at risk?
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Far this campaignBTB has been able to raise $1120,00 making it our biggest campaign ever. Launched
on 7" August 2017, the adverts will run continually until March 2018, in all the magazines used in earlier
campaign.

An additional magazine is being tedt®r this campaignThis
weekly, Viethamese languageagazinds more geared towards
enterprise ownersand the trade economy; circulatioid0,000.

Over the 2017/2018 Lunar New Year period the print advert
used will be the one created for RhiNo campaigiitte Gift Of
Bad Luckcreated for the targeted letter writing campaign.

BTB hopes that we can find supptwtcarry out both quantitative surveys and qualitative interviews

with the target group irViet Nam, in February/March 2018 as the campaignisicg to an end. We

would welcome hearing from any person or organisation who can help linking us to the relevant target
group (please contadynn@breakingthebrand.o)g

The one initiative that BTB is digagnted it wasH able to bring to fruition in this time frame is the
campaign outlined in October 2014 bl&gving Up Rhino Horn To Be Accepted Into A Higher Status
Group: http://breakingthebrand.org/givineup-rhino-horn-to-be-acceptedinto-a-higherstatusgroup/
as BThelievesthis type of campaign would be very effective with the elite males drivingtineent
rhino killing spree.

Breaking Themand couldidt have achieved any of this without our wonderful supporters:
http://breakingthebrand.org/supportersimany of whom have committed funds to several campaigns.

We cairit thank you enough foyour belief in the BTB approach to reducing the demand for rhino horn
in Viet Nam.
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Presentations andalks

Since publishing our second annual report in May 2015, BTB has been invited to attend and present at
number ofworkshopsBelow highlightgust afew:

1. Luxury Symposium: The University of Melbourne, September 2016

SOl ‘ Given rhino horn is a luxury gooith,
recent years BTB started researching the
history and social psychology of luxury.
The outcome of the research is our focus
on re-inventing magnificece and the
motivation to contribute to the natural

BREAKING THE-BRAND: PRODUCERS AND
GONSUMERS IN A GLOBALIZED WORLD world rather than consuming it, which will

A WORKSHOP OF THE EMPORIUM RESEARCH HUB be OUtllnEd Iater In the document AS a

result of this research, B&Founder, Dr
Lynn Johnson was invited to be keynote speaker at a symposium on luxury eskatption
Relnventing Magnificence: Breaking The Brand of Luxury Wildlife Prodwzs be viewed via:
http://breakingthebrand.org/wpcontent/uploads/2016/®/SymposiuraPresentation.pdf

2. USAID Wildlife Asia Regional Conference on Innovations in Coitddife Trafficking, Bangkok,
March 2017

BTHEs Founder was invited to preseré¢
background tahe BTB campaigns,
including the research behind the design
and our resarch of the primary users of
rhino horn in Viet Nam.

An extended version of this presentation
Demand reduction: a comparative
difference to education and awareness
raising can be seen via:
http://breakingthebrand.org/wp

content/uploads/2017/09/USABangkok.pdf

3. Invited to attend thefirst meeting of theOxford Martin School Programme on The lllegal
Wildlife Trade December 2016

BTHEs Founder was invitd to participate in

the launch meeting of a new collaboration

to tackle the illegal wildlife trade.

Oxford Martin Programme on the lllegal Wildlife
Trade - Launch Meeting Report
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Mainstream and Social Media
Mainstream Media

BTBhas asked the questiots Mainstream Media Contributing To The Ri@idemise(January 2017

Should we legalize the rhino horn trade to South Africa legalizes sales of rhino
rotect rhinos? hinos?

S Couldasalhom arvest andzade ol ohs e s Blog:http://breakingthebrand.org/is
: adesmeine st Mainstreammediacontributingtto-the-rhinos
demise)), particularly in relation to the trade
debate. Since September 20BTB las
periodically contacted journalist to let them
know that from our research that the
Vietnamese buyers driving the current rhino
killing spree doit see horn from a farmed,
domesticated product as substitute product; it
has nostatus.We have had limite response to
. this, which is why in the Jamamy 2017, BTB
wwiverts " highlighted theresults of afguick and dirtp
review of MSM coverage of the trade debate.

el G i v =
e - == Horns of a dilemma: legal trade in rhino
Logalzing the Sale of Rhino Horn May only 10" €OUld save the species
Endanger the Animals More ikt é mtparhed Soac

oo

Over anl8-month period, of the 40 news articles read on the ptivrade/no-trade debate, just one

made merion of the uses preference for a wild product over a farmed harim the main the mdia
provides arecho chamber approach on an old or just plain wrong paradigm. These wets BiBng
regarding the Western/English speaking press coverage of rhimodma Viet Nam. Similarly,
researchers looking at the rhino horn in the Chinese market, fousichdarmisunderstanding/
misrepresentation of the usehttps://www.washingtonpost.com/news/animalia/wp/2016/09/10/rhines
are-havingtheir-hornshackedoff-for-somebodysart-collection/?utm_term=.59d19fd9e41Brom the
article:[Rhino horns] are gived in China a8excellend investments with an intrinsic value rooted in the
rarity of their material, Ga@ study said But you would@ know that from reading Western
newspapers, which is what Gao and his colleagues did. They compared 166 articee€bimése rhino
horn market that were published from 2000 to 2014 in American and British s@urioetuding The
Washington Posd with 332 Chinese news articles from the same period. 75 percent of the Chinese
articles reported on rhino hoéms investmenvalue, and just 29 percent reported on its medicinal value.
On the other hand, 84 percent of Western articles mentioned its medicinal value, and only 6 percent its
investment value.

Social Media

BTB has never used social media to target the elite makemeass of rhino horn in Viet Nam. A review
of our target group by our media partner in Viet Nam, TKL Médig:(/breakingthebrand.org/expert
quidance}, told us this group could not be influesdt by a social media campaign.

From launching BTB in early 2013 we hased social media to shatke research and methodogy
underpinning the campaignBTB has also used social media to comment on issues such as trade and to
keep our supporters infored.

Over the last 2 years we have continuously invested less and less time in to social media (Facebook,
Twitter etc) as we see that it is not a platform suited to the complexity of the ihweBTB team has
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evendebated on several occasionabout wthdrawing from social media completely and clodewn
our accountsPeoplecannot understand thisomplexissue i they are only prepared to get the
information about the problem from a few lines in Facebook and Twittés.were considering if our
social melia presence would just add to tliaoisedcreated on social media, distracting people from
understanding the complexity of the illegal trade in rhino horn.

BTB maintains its social media profile primarily to point people to new bbogdpcus is to engge with
the several hundred @ople on oursubscriber list

Breaking The Brand In The Media

BTBcampaign covered iBBC wildlife Magazine October 2016

AGENDA ANALYSIS

THE OTHER
SIDE OF RHINO
CONSERVATION

SAVING RHINOS FROM EXTINCTION REQUIRES
PEOPLE TO STOP BUYING THEIR HORNS, BUT
THE SCIENCE OF DEMAND REDUCTION IS A
COMPLEX BUSINESS. REPORTS JAMES FAIR.
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cormasmers. 3 THAT EVEN g deand 28 1
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TRT World News Freedom of Species The Wire

FREEDON/ .

‘ ofF SPECIES w|re

https://www.youtube.com/ http://audio.3cr.org.au/3cr/freedomof- http://de9znd9hicg5y.cloudfront.net/w
watch?v=8raHKWN2pvg species/2016/08/21/1300/201608211300 _freemeof- p-
species 64.mp3 content/uploads/2017/08/24075543/T
he-Wire-Thursday24-August

2014veb 01.mp3

For more information on BTB medlaip://breakingthebrand.org/media/
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FurtherLearnings From 4¥rs of BTB

Since launching BTB in March 2@& founder, Lynn Johnsohas engaged witindividuals at a
number of large and spedised conservation agencies workingtbe illegal wildlife trade andin
demand side countrie$Vhile formanyBTB is still seen fisst anotheréarmchair conservationidgroup,
a small number of good relationshipavebeen builtwith individualsinterestedin the experience and
expertise in behaviour chand®TB camffer. Many of these same individuasknowledge the sector
knowsvery little about demand reduction in comparisonéducation and awareness raisirigwhich
the large conservation agencibave a great deal of experience

Over the 4 yearghere havebeennumerous opportunities to talk to and worlith people, mainly
informally, to help withcombating the illegal wildlife trad€8TB has also beenvited to participate and
present at workshops and conferencésis section summarisdise key insights and learningd BTHBs
Founder, Lynn Johnsofnom this engagemeniand the implications for dealing with demand atine
desire to trade in wildlife prducts

Learning 1The core expertise of too manggencies is fundraising angrojects to keeptheir large
donors (nainly governments but alsoprivate) happy

Through observingatterns of behaviour over 4 yeaasid through gaining insider information alo

what is/isrét possible within the large agencies, this is the only logical conclusion. Even contemplating to
run campaigns that may upséddonor is out of the question for most of these agencies, as keeping

the money flowingappears to have prioritpver achieving actual outcome8TB hadeen toldon many
occasions over the yedénat running campaigns that are true demand reduction campaigns and which
use fear/anxiety (such as proven to work in agrtioking and road safety ads) is out of the question
because it mayupset donoré Lets look at st two examples

Example 1in March 201%vhen presenting BTBgpproach at a USAid conferen@enovations in
Counter Wildlife Trafficking Conferencepe question from the adience, a representative from artge
agency working in demand side countries was

AgencyiWhat do you do when a donor will only give money for a campaign that they feel comfortable
with, but isré really a demand reduction campaign

BTBfiDoes the donor want to fund a demand reducticempaign educationor awarenessgaisingo
AgencyfiThey want to say they are funding demand reduction.

BTBfiYou showhem the difference between threpotential adverts (demand reduction vs. awareness
raising/education). If they still want to fund tfevareness raising/education advert, then you can say
thatés ok, butknow it is not demand reduction and will not have the desired effect of slowing poaching
quickly and that they cahrepresent themselves as funding demand reduction, because they aré not.

AgencyfiWhat do you do if they want to give you money still, but for what is an awareness
raising/education campaign that thestill want to represent as demand reduction

BTBfiThen you havéo havethe courage to walk away from the donation

The respasewas nervous laughter from the audience.
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Example 2Email from another agency in the same lines:

AgencyfiThere is a lot of talk about demand reduction and yet the majority of funding still goes towards
awareness raising. School kids and students avgagm to be the obvious groupkpersonally think

this is just as much about educating the funders as it is the organisatioasi tell you how many

people come to me and they wanotfund education of school kidd/Vhat can you daj

BTB response wams the same lines as exampleBITB has never andill never letdonor draluesbor
sensitivitiesdictate the themes of our campaign¥.es, we have donors who are uncomfortable with
our messages, but they have been educated as to why we are taking tmsaappFor BTB, our
campaigns are about getting results, not about protecting donor sensitivities and as apresetiding
that more is being done to target key rhino horn user groups thamig the case.

More information about this issue can be fudiin several blogs including:

1 How Much Is Spent On Rhino Horn Demand Reduction Campéiggisfary 2016):
http://breakingthebrand.org/howmuchis-spenton-rhino-horn-demandreduction-campaigns/

Awareness Raising Campaigns— Estimated Spend US $10 Million Education Campaigns— Estimated Spend Less than US$5Million

tr

Campaigns That Have The Potential To Trigger Behaviour Change
Spend less than US$70,000

Campaigns Challenging Beliefs Current Users—Estimated Spend Less
than US$1.5 Million

1 Reflections Leading in to CoRBeptember 2016Nttp://breakingthebrand.org/reflections
leadingin-to-copl7/

Learning 2Thelarge conservation agenciasant to believe that only positive messages trigger
behaviour change

This point is related to the previous one and may just be a rationalisation of the underlying fear to upset
donors. As a group, pretty much all the agesdB hasbeen in contact withsubscribe to a model of
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human behaviour change that implies the users of illegal wildlife products dnedtelpeddto aim for
digher valuedand hence renounce their previous use.

Partly this is a misunderstanding of somehs behaviour changeesearch. Muctof the current
research comes from the health sector, for example:

1 To ensure that peple who have found a lump go to hawancer screenintgsts, programsise
positive (not scary) messaging. Makes perfect sense foraityeet goup as you doé want to
scare them away from doing the test

1 To encourage people into a new behaviour, such as brushing their, teatte it positiveand
fun. Again, mies sese for the target group, make it eaging and a positive behaviour to
adopt.

These positive messaging models have become
pervasive This is of course an ovgeneralisation

and discounts the fact that people can equally  [eETErn P~

change their behaviour as a result of featich s R
companies and advertising has been using for ; g
years,in everything fromantibacterial handwash
to anti-tobaccocampaigns

SMOKING

More information about this can be fourid
several blogs, including:

9 Discomfort Triggers Behaviour Change (Ja.,
2015):http://breakingthebrand.org/discomfortriggersbehaviourchange/

9 Empirical Evidence Shows The Way (November 2@i8)/breakingthebrand.org/empirical
evidenceshowsthe-way/

1 By Harnessing A Hum@Reptilian Brain We Have A Chance To Save The(Rkitember
2014):http://breakingthebrand.org/byharnesinghumansreptilian-brainrwe-have-a-chance
to-savethe-rhino/

Learning 3Donors have a limited understanding of demand reduction and prefer notitack the
boatb

Again, related to point 1 & 2, hilst there has been a considerable increase in funétinglemand

reduction campaigns from both government donors (such as USAid) and private donors, there appears
to bea lack ofwillingness to educate themselves around what demand reduction actually means and
what type of campaigns have been successfutheincontexts based on the type of users and their
motivations to consume.

There is much that can be learnt fraamti-smoking and road safety campaigns that can be applied to
the illegal wildlife consumption. Because of the lack of ceesdor engagemerdnd the narrow,
academic view prevalent in the conservation sector, there has been very limitedemgat with social
sciencesThis equally applies to donors and a good example that highlights the lack of donor
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understandings inone of the submissiongrom the USAo CoP 17
https://cites.org/sites/default/files/eng/cop/17/\WorkingDocsHEoP1718-01.pdf

Firstly, take a look at poirit7, which state:

1 As cakd for in the UNGA resolutiodemandreduction campaigns should be wetargeted,
species specific and countigpecific as demand for the same species even in countries with
similar cultural backgrounds can be different. Demand for elephant ivory and Hairn is a
good example; speculation can be a key driver in one country, but not necessarily in a
neighboring countryCampaigns should prioritize and target those consumer groups that have
the most significant influence on illegal trade

Then go back tpoint 12

1 The United States Embassy in Viet Nam, in partnership with the Government of Viet Nam, the
Government of South Africa, and civil sociédyinched Operation Game Change, a demand
reduction campaigrthat included a series of public outreach et&focused especially on
reducing consumption of rhino horn.

Operation Game Change is NOT a demand reduction campaign by Breaking Tiie &itenid, but it is
NOT a demand reduction campaign based on thein criteria from pointl7. Here is dink to (peration
Game Changénttps://www.facebook.com/operationgamechange/photos_stream

mmm

Gamo
Chr-;o VidFe

You can see from the images, this is not a demand
reduction campaign. It targets young people
meaning it does NOT target those consumer groups
that have the most influence on the illegal trade.

While awarenessaising campaigns and education
campaigns are valid strategiesd they will ensure
that any behaviour change becomes a sustainable
change as result of educatinghe next generation,
S T M8 they should not be confused with the types of
targeted demand reduction campaigns that are currently required.

Aconsequence of this is that the conservation organisatbat have been spending quite substaaiti
amounts on campaigns aiming to reduceeiest in rhino horn now have gao explain to donors why
so much money has yielded little result. Undoubtedly the gexplanationfor this lack of progressill

be the behaviour change is complex and slow.

It certainly doesi have to be, particularly since the primary target group in Viet Naom a behaviour
changeperspectivejs close to an ideal scenaribhe primary motivation to consume is clédait is to

gain status in the eyes of their peers. In didoh, the user group is small, homogenous, concentrated in
just two cities andtan be reached via print medislore information about this can be found in:

1 Itls Time For Large Conservation & Donors To Take Demand Reduction S&episiyber
2016):http://breakingthebrand.org/itis-time-for-large.conservationdonorsto-take-demand
reductionseriously/
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Learning 4Demand reductiorreceivesvery little funding and mosbof what it does getis not even
spent an@enuineddemand reductioncampaigns

Most of the money spent on reducing the poaching of rhinos (and elephants) goes to protection
measures on the grounid range countries. Aetailed report by the World Bank Gro@@NALYSIS OF
INTERNATIONAL FUNDING TO TACKLE ILLEGAL WILDbBIFE TRADE
(http://documents.worldbankorg/curated/en/695451479221164739/pdf/11026K P-lllegatWildlife-
TradeOUQ9.pdf) finds that the vast majority of the USD $1.3bn spent between 2010 and 2016 went to
protection and law enforcement and only 6% went to communication and awareness, wHiddeisic
demand reduction campaigns:

FIGURE 10. Cumulative IWT Commitment Amounts by Intervention Category, 2010-2016

Communications and awareness (CA) 79
Research and assessment (RA) 88

Policy and legislation (PL) development $103

Promoting sustainable use and alternative $199
livelihoods (SL)

Law enforcement (LE) $253

ITW Intervention Category

Protected areas (PA) management 3609
| | | | | |

$— $100 %200 $300 $400 $500 $600 %700
Cumulative ITW Funding Committed (2010-2014) in USD % millions

Most of this money flows from governments (through the Global Environment Facility, the GEF
https://www.thegef.org/) to governmentgof the recipient countries)

What thisdoes neanisthat money allocated to demand reduction may disappear as quickly as it
appeared unless the major recipient agencies (sus IFAW, WildAid, TRAFFIC, HIScatc
demorstrate that their campaigns can trigger the requireshsumer behaviour chang&his is not likely
whenawareness raising or education campaigns sold agdemand reductiom

Learning 5Lack of strategic thinking in the large conservation sector, almost 100% of their work is
either tactical or academic

A further observation of thagencies working on the illegal wildlife trade is that most oftthieking

and workis either tactical, brand related or acadenildere isa distinct lack of strategic thinking, which
is crucial to solve eomplexproblem ofthis scalethe illegalwildlife trade is estimated to be worth
$20bn annuallyln addition, while there is funding made available for research, publications and
attendinginternational meetings andonferences, thee isalack ofprofessional developmerior
employees As a resultirom a wildlife trade perspectivéhere is not the perequisite expertiséo
respond to:
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1. The changing nature of luxury consumptigvhich has had a major impact on wild)ifes a
result ofthe rapid economic growth iSE Asiand Chinasince the 1980s

2. Evdving political agendasind the dominance of a neoliberal, free trade mindset since the 4980
and which plays a critical role in funding

At the same time, thlargeagencies understand quite clearly that future funding is more dependent on
brand perception than producingputcomes.Hence the current model of academic research, tactical
project work and brand building is working from a fundraising perspective. The agencies can use the
academic research to promote using @vidence baseflapproach, even if Wat they do in practice

does not follow the research prescriptions.

Further, by sticking to a scientific baalmost exclusivelground ecology and biology, they camntinue
to ignore the fact that conservatiois 90% about peoplé human behaviour, sdéalogy, economics and
politics. This narrow focus on biology, ecology and protected areas means that théyldve to tackle
the really difficult questions that will shape the future of wildlife on the planhbuman population
growth, exponential econoin growth and the commaoditisation of nature.

This lack ostrategic abilityis nicely covered in the PwC
publication(http://www.pwc.co.uk/services/humanesource
services/humaresourceconsulting/underyour-noseten-ways
to-identify-and-retain-transformationleaders.htm), where they
highlight that problems can be divided in to 3dkén Tame,
Critical and Wicked. Many of the problems that leaders face that
require transformational change in their organisations can be
classified aswicked problem& BTRcertainly believethat many
of the problems facing the conservation sector carclassified
asdvickedd We need leaders with strategic intuition, who
recognise (covert) agendas and deal with them surgically. These same people need to be able to
influence stakeholders to tackle priorities, no matter how difficult, not symptoms.

More information on this can be found in:

1 Want To Know Why Conservation Is Failing? Re&d @ypril 2017):
http://breakingthebrand.org/wantto-know-why-conservationis-failing-read-on/

1 Conservation vs. Wildlife Traffickers. Who do you think will win the war in wildlife crime?!
(March 2015)http://breakingthebrand.org/conservatiowvswildlife-traffickerswho-do-you-
think-will-win-the-war-in-wildlife-crime/

1 The Elephant In The Room (August 20Mi://breakingthebrand.ag/the-elephantin-the-
room/
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Supply Side Effects and The Free Trade Ideology

Certainly, when launching BTB2013, therewasa navetéin believing the stakeholdersvho
understoodthe current rhino crisis, would all be equally committedatanting to stop the demand for
rhino horn.BTBquickly learnt that the desire to stop the poaching and the desire to stop the demand
where two very separate issues for soméhis section covelgst sane of the factorsaroundthe desire
to supply, the lack of undet@nding(or lack ofdesire to understande currentnature of the demand
and the market.

Primary Riyers and Trade

Since interviewing the primary users of rhino harstarting in 2013 it quickly became apparent that
they dond seefarmed rhino hornas asubstitute product, it has no status to themihilst BTB
understand that rhinos can be farmed anggularlyde-horned, if the horns from these rhinos are not
seen as a substitute product by the wesltiliethameselite males who have beatriving the curent
poaching crisis, thenading in farmed hormvill not stop the poaching, it will only expand the demand
and the market.

The wealthy Vietnamese elitdhino horn uses,who can afford to buy

Wenuindl I ¢ A f R,aNd0tergsted iIKRaIY f R GUHLINBIRWR & 2
while thatdemand remains the poaching will contindeo ensure that

this is what they are getting, one strategy is to ask for the tail and/or

ears to be presented to them with the horn, so they know it is most

likely 2 KI @S 02 Y 3hing. DiReYs statedial they Rust

their supply chan to get them horn from wild rhino.

BTB hasvritten about this on several occasioimeluding(September
2015 http://breakingthebrand.org/farmedrhino-horn-not-seenas
substitute-product/).

Protrade groups have chosen to avdids critical issue. They prefer to focus on the demand for rhino
horn from Traditional Chinese Medicine (TCM) users instgatd; CMis not the primarymarket for

genuine rhino hornthat is driving the current poaching crisi$ieTCM market uses mostly horn sold in
powdered form and, based on TRAFFIC research, is supplied mainly by fake rhino horn (water buffalo
horn from China). Prrade groups ignore the fact that fake horn dominates the TCM market and also
AJy2NBE GKS FIF OO0 OGKFG GKS NBIFf dza S NgervigdafurepRheWg A £ R
LlJdza K F2NJ F fS3IFfAEASR GNIFRST GKAA AayQil I &dzNLINR

Qx¢
(2N @)

Sadly, the lackf investigative media means the question about what

the primary userg I y (i K| &y Qdilon@@iShé yeardinz©tke

poaching crisis startedn an analysis ahedia articles that covered the

trade topicover an 18y 2 y (tikhé&fr@me, of the 40 newsarticles read

2dzad 2yS YIRS YSY itehcd fpr advild prodictovelzd S NI &
farmed horn.The reality is, a fundamental questiappears to have

been forgotten.Whilst not all of these articlesere protrade, you have

G 2 HsarailNstream mediaontributing to the demise of the rhino,
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given its echo chamber approacgh(danuary 201)7 http://breakingthebrand.org/ismainstreammedia
contributingto-the-rhinosdemise/

The Desire to Supply Drives Demand

With a complex issue such as legalising the trade in a currently illegal wildlife pribghagts to analyse

the motivations of the various players involved, asthesb f f SR WNJI G A 2 yhenfsput 6 SO2y 2 YA
forward can be adjusted to fit favoured outcomes. The question of the legalisation of the trade in rhino

horn is immensely compkeAND involves a massive dowrsidk ¢ the risk of rhino extinction in the

wild if the protrade strategy is flawedwvhich Breaking The Brand believes to be the case.

In speakindo several people working on th@ino horn demandgroblem, locally in Viet Nam in October
2014,BTB I & G2t R 0 KI {-trddendetiade delatsdvadnle kesi thingNBwing the
Viety  YSaS D2@SNYyYSyiQa NBalLkRyasS G2 GFrO1ftAy3a O2yadzyl

Why would any government target its high net worth citizens, who are the
primary users of genuine rhino horn, when:

1. These are the business people and entrepreneurs driving Vie | Y §% \
rapid economic growth and

2. What they are ding could be made legal in 203he South African
Government decides to take the ptoade route.

As people stated, the prtrade debate in South Africa effectively neutralises
law enforcement based suess in Viet Nanilhis situation is no doubt made worse with the recent
legalisation of a domestic trade in rhino horn in South Africa.

Lets look at the pretrade strategy from twangles:

1. Do the primary users driving the current rhino killing spree amsrsa farmed product as a
substitute product?
2. What needs to happen in the illegal supply chain for the legal trade to stop po&ching

1. Demand Side and Current Consumer Desire

From the paper Understanding Urban

BEvidencehas beercollected overseveralyears regarding the Vietnamese B o i Mt i Vit
busines/elite culture and its desire for 'wild'. Unfortunately, people Implications for Conservation Actians: For

i A i i i f a ‘super-elite’ segment of Vietnamese
interested in trading rhino horn close to ignore thigactor. society, whose members consume wild
sourced animals to convey status and
wealth, farmed sourced wild meat is not

Dr Rebecca Druypf Flora &Fauna Internationalwas oneof the first to A AT SO Sy
document this in 2009 and 201#ungry for Siccess: than consumer produe charaderistes necdedto

symbolically convey status and

demand for wild animal products in VietnanSimilar work, published in 2016|| wea!th-expense and rarity. Indeed, it is

possible that the availability of substitutes

highlights the & & A NB T 2 NJ FUndemstantling Qrbdd@niRuud@oei | i the market i casing these consumers

to place increased emphasis on finding the

Wlld Meat |n V|etnam |mp|lcat|0nS fOI’ Consel‘vatlon ACtIOﬂS re.lrer, wild s.pecimens to assert inter-group
http://journals.plos.org/plosone/article?id=10.1371%2Fjournal.pone.01347i[ e s and face, Mo

combined with a willingness and ability to

pay rising prices, this could incentivize the
exploitation of the last rare, wild
individuals of farmed species, or
alternatively, shift demand to those species
whose biology precludes their being
farmed.
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BTB acknowledgehat this research is not specific to rhino hohrowever:

a. If NGOs want an evidence basmgproachthenwhy have they not done this research
specifically for rhino horover the last 7 years as the poaching crisis took hold?

b. WhyO | yddservation groupmake an intuitive link from the research in to the wild meat
restaurant trade in Viet Nam; the dadittustomers they researched, who want wild sourced
meat, are the same elite users group who buy rhino horn.

c. Remember thata significant number of high status
males will not be interviewed in such a way that th
answers about their illegal use of rhinorin can be
recorded for scientific research and publication. It |
would be like asking tofevel businessmen and
public servants in the West/English speaking
countries to talk about their levels of cocaine use, for scientific research and publication.

d. They gnore the Rio precautionary principle: Importantly, Principle 15 of the 1992 Rio

5SOtFNFdA2y aSGa 2dzi GKS t NBOFdziA2yl NE ! LILINE

irreversible damage, lack of full scientific certainty shall not be used as a reason for
postponing measures to prevent environmental degradation.

We ca i  Nifd péo-tratig’groups to do this investigation.

Pro-trade groups have made it clear that they don’t care about understanding the
nature if the current demand. In the pro-trade video: https://vimeo.com/135540882
one of their go-to ‘experts’, Michael ‘t Sas-Rolfes states “Rhino horn and these other
products are status goods, they are prestige goods. What they are used for is hardly
relevant. The fact is people are willing to pay extremely, extradentary high prices for
them.”

2. The llegal Supply Chain

Letls park the whole issue of the users not seeing a farmed product as a substitute panducbk at

the supply chainFor a legal trade to be effective in ggatedgoal of eliminating or significantly
reducingi poaching it must displace thidgal trade. For this to occtine current participants of the
illegal trade must be déncentivised to coninue their illegal activities. This must occur right through
the value chairfrom the poacher on the ground to the criminals further up the smuggling and trading
process.

The problem with assessing the economics of an illegal supply chain is that by thegtyorices

throughout the chain are very hard to uncover, other than the final price of the product. However, these
prices across the supply chain are vital in understanding whether a legal trade would be effective in
making illegal supply unprofitableecause for as long as the illegal supply serprofitable it will
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continue;illegal trade will dways existif it is profitable. In the same way that the prtrade lobby have
shown no desire to understand the true mature of the demand they have not detraiad that they
have considered thi@hole of the supply chadissuein pushing for a legal trade.

Lets unpick this a little morelhe South African prrade lobby hagproposeda sacalledéSmart Tradé
model wherehorn would be sold at US$30,000rgélogram. This is to keep prices high enough that
firstly it is profiable for rhino ownersand secondlfthey say}o avoid an expansionary movement of
demand at dower price

Now, remember fopoaching to besignificantlyreduced this legal supply ost render illegal supply
unprofitable along the supply chainWhat this assumes is that purchasing rhino horn at $US30,000 per
kilogram is cheaper than what illegal criminal syndicates can procfmefiom the wild in say, the

Kruger N#onal Park. V@ know very little about prices of wild rhino horn across the value chain from the
on the ground poacher, to the domestic trader, international smuggler etc. However, it is very likely that
the roductbhcan be obtained at a prideelowthe proposediegal narketprice.

The relative competitiveness of the legal and illegal market in this case is determined by the costs of
poaching, bribing, smuggling, laundering compared to the costs of
raising thefarmed rhinoand export, import and selling costs. It is
known that on the ground poachers are paglativelylittle for their
work, and that there are people lining up ready to take the place of
slain poacher in a rhino poaching syndicatedmmunities bordering
national parksSq if the costs of supply it illegal trade are lower
than the legal trade, which they most likely are, poaching will
continue.

Further,in their favouredtrade model the rhino ownersare making the assumption that poachers

wond@ take advantage of thigcartel) controlled, high pice to launder illegal rhio horn in to the legal
market. This clearly defies common sense and shows yet again that the sole purpose of pushing any
legalised trade model is to make money and not stop the poaching .ability to launder illegal rhino

hornin to the South African newly legal domestic trade, may be the catalyst for the recent spike in rhino
poaching.

Protrade representatives also state they would sell to the poachers:

Statement from |zak du Toit, a lawyer representing the rhino owners and listed on pro
-trade website Rhino Alive as one of their ‘Experts in the Field” http://
www.rhinoalive.com/rhino-trade-experts/ In article: https://
www.dailymaverick.co.za/opinionista/2015-12-01-lifting-the-ban-on-rhino-horn-trade
-is-no-victory-for-rhino-owners/ du Toit stated: [If the domestic trade ban was over-
turned] “We would sell [rhino horn] to the poachers to prevent them from killing
rhinos.”
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Irrespective of these two major issues in relation to the effect lefgalised trade on poaching, there are
also numerous problems with the model feamarttradedchampioned by thero-trade group.

The document the prarade groups use as a basis for recommending a trade is:
https://www.rhinoalive.com/wpcontent/uploads/2016/06/MichaeEustaceSmartTrade.pdf

More detail on these issues can be fouindhe following3 recent blog posts

1 Smart Trade No, Foolish Assumptiofes (June 2016)ttp://breakingthebrand.org/smart
trade-no-foolishrassumptionsyes/

1 Trade Legalisation A Greedy Person The Poorest Person In The World (March 2017):
http://breakingthebrand.org/tradelegalisatiora-greedypersonis-the-poorestpersonin-the-
world/

1 Recent Spike In Rhino Poaching (Jun&R0itp://breakingthebrand.org/recentspikein-rhino-

poaching/

Lack of Push Back from Large Conservation

Much more concerning than the lack of detailed analysis from thetqaie groups, given it would not

be surprising for them to take a sedérving approach, is the lack of commentary from global and
specialised conservation grougaotrade groups now havachieveda legal domestic trade in South

Africa and have recentlsonducted a rhino horn auction. Given theommens on the auction ar&fWe
believe] people buy it as an investment and keep it so that they can trade with it as soon as international
trade in rhino horns is openédthey are obviouslgonfidentof getting a legal international trade. So,

why haverd the large, very welfunded NGOs been able to respond and denounce the push for a
legalised trad@ Is it lack of skill or lack of desire?

At the heart of this issue is a conflict that is so great, that meithe agencies nor their dongare

willing to talk atout it. The conflict is that marniarge conservation agenci@sndamentally back the
sustainable use model, which of course implies trade. Whether they do this at the behest of their donors
(mostly goernments and government agenciesy whether they do this becausedf truly believe that

their mission is compatible witésustainabléuse of wildlife isimmaterial Under neoliberal capitalism

there can be ndsustainabléuse sinceneoliberalisnrequiresthe constant expansion of markets and

free tradeto sustain(infinite) growth.

Whenorganisation sayfln principle we support sustainable use BTB would recommend thiahey

are pushed to clarify, dehey mean eo-tourism, hunting, farming, or what gactly? Sustainable use

can only aid conservation if theig arock-solidmechanism that can enforce thBustainablépart

against market forces. Such a mechanism does not exist beyond the establishment of protected areas
used solely for ectourism, but protected areas in many cases éensure sustainable populations, for
example because of the migratory nature of species or the effects ofpmygulation of key species

(such as elephants in Hwange and Chobe).

What is hapening instead is that mangrge, small and specialistGOs pretend that this issue does not
exist or they declareopenly or covertly, thait is dhot in their mandatéto discuss d@egabtrade, but
only to comment on thdillegabtrade.
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By and large they refuse to comment degalbtrade in wildlife, instead focussing their effort on
lobbying governments to use the CITES Conference of the Parties to get the species that play well with
the interested public (large cats, elephants etc.) listed under Appendix 1 and hence stegalrydde.

There are thregerfect examples of this in recent tirge
1. CoP 17 Submission

The customers for rhino honverend mentioned in a submission to CITES CoP17 by key rhino NGOs:
https://cites.org/sites/default/files/eng/cop/17/WorkingDocsH @ PSSC T S, TRAFFIC
CoP1768-A5.pdf When | have discussed this preference for A W SN AR AT

wild horn with individuals workingta key wildlife trade agency, R i St oy APl B CTES St
| was told that an opinion on andegaldtrade is not within their """ :
mandate, so they didih make it part of their consumer

research. Surely, what is right for the animal should be the priority, not the scope of an organisations

mandate?

2. Lack of Challenge to Poor Quality Research

In April 2017 the International Trade Centre published a paper titled: Demand in Viet Nam for
rhinoceros horn used in traditional medicine
(http://www.intracen.org/uploadedFiles/intracenorg/Content/Publications/11 V__ Public%20Informatio
n_Publications 2018017%20Bienn.plf

The ITGan independent arm of the WTO and the Jjidper focuses on Traditional Asian Medicine
(TAM. It states that the ITC conducted a survey of 1,000 consumers of TAM, including 239 people who
seltdisclosed they used rhino horn. So, the first questions must be:

a. Did they interview the users of genuine rhino horn or those buying fake rhino horn?
b. Justhow relevant was their survey group to the tradeArade debate?

The paper itself states (page 54) that the price of illegally poached rhino horn [in Viet Nam] is
US$8,400/100g. So, fistlook at the income of the group surveyed (page 12).

SIS rRER 0 Of the 1000 people interviewed, 950 had andame of less than

: US$882/month (20 Million VND/Month = US$882/Month)S what
does that mean about the grouppurchasing power for genuine
rhino horn?

3 to 5 Million VND

All the ITGQresearchcan say is that some of the 50 people in the

top income bracket surveyed MAY have a sufficiently high
disposable income to afford illegally poached genuine rhino horn.
They caf prove if they surveyed anyone earning a sufficiently high monthly income to guarantee they
were (consistently) buying genuinkino horn in relevant quantities.

M Less than 3 Million VND W Betw

m Between 5 to 10 Million VND m Betv,

More than 20 Million VND m Did

Source: ITC survey

If you just look at the wealthiest monthly income quoted, then a person earning this would need to
spend their entire monthly income to buy 10grams of rhino hd#olv relevant do you think this group
is to informing the tade/no-trade debate?
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This paper was quoted in The Econonfigips://www.economist.com/news/financeand-
econonics/2172167Yjust-likely-it-would-spurdemandfurther-endangerinecreaturemight BTEs

guestion is, where were the criticisms of this research and paper from global and specialist NGO who
would know thatthese income levels of the people interviewed makem irrelevantto the trade

debate? BTEs response to the research and be found in blddgroad of Bollocks (April 2017):
http://breakingthebrand.org/aload-of-bollocks/

3. Response to Rhinodfh Auction

In August 201,7John Hume conducted the first legal online auction of rhino horn in South Africa, after
the domestic trade was legalised earlier in the year. The auction was advertised in ahaGt Viet
Nam and the auction website waskmglish, Mandarin and Vietnamese

Whilst there was a lot of MSM coverage of the auction, dlabal,specialist IWT and rhino NG@sre
either silent or said very littleSome saidtey didrit want to give the auction more airtimso that
fewer peoplewould get to know about it angarticipate.Giventhe marketing campaigns of the pro
trade groups andhe fact that theMSM gave the auction plenty of coveragecause of its noveltsind
controversyvalue, this invalided th&lG s detés ignore ibstrategy

When NGOs did discuss the auction, it wasstlydone around very narrow arguments:

9 About the timing of the auctiomnd lack of process controtor example it was donkefore any
clear rules and permit systems for a domestic trade have been estatblisi®outh Africa
9 No real market for rhino horn in South Africa

The question is why do NG® keep to such narrow arguments, and seem to ignore the critical
factors?While we have discussed previously not saying anything to upset donors who are pro
Gushinable uséletés consider another reason, outlined in the bldéant To Know Why Conservation Is
Failing? Read @n(April 2017)http://breakingthebrand.org/wantto-know-why-conservatioris-failing-
read-on/ In this blogBTB outlines the need for professional development in the conservation dector
support the development of strategic thinking capabilities and a move away from the limitations of the
specialist, gpert.

We give aranalogy from Vikram MansharamdnLecturer at Yale Universityif we think in terms of a
forest, corporations around the world have come to value expertise and, in so daingcreated a
collection of individuals studying bark. Therare many who have deeply studied its nooks, grooves,
colouration, and texture. Few have developed the
understanding that the bark is merely the outermost layer of a
tree. Fewer still understand the tree is embedded in a forest.
Conservations response tbe rhino horn auction feels like this
Gtudying barkanalogy.

For more information on thisee blog The Elephant In The
Room (August 2017Mttp://breakingthebrand.org/the
elephantin-the-room/
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Implicatiorsfor BTBand theEvolutionto Nature NeedsMore

Breaking The Brand was launched in early 2013 to carry out research into the primary users of wildlife
@roductDH(for want of a better word) antb create demand reduction campaig that resonate with

the theseusers and trigger a behaviour change. Using a combination of all the leading research into
behavioural economics, social psychology, cultural anthropology and behaviour chaegeer with
adapting successful strategiased in antismoking and road safety campaigaed with over 20 yearg
experience workig in corporate cultte changeexecutive cachingand business strategy consulting

was only our intention to do a couptéd demonstration projects, whilst simultaneslyworking with

large conservatin to support them in understandirtpe benefits of well tageted demand reduction
campaigns

It became apparent in the intervening years that, while the social validation of the demand reduction
process is happening, praggs is too slow within the globahd specialistonservation players. Whilst

much of what they work on can be commended, when it comes to the wildlife trade, they are lumbering
when they need to be nimble; and there are too few signs that they are witlitearn fast enough for

the wildlife we care about. If they cérmove faster to save the icongpecies currently under threat

how will they save the resttheir reports consistently drive home thargency of thecrisis, while

internally they maintaintheir dusiness as usuéhpproach

Largeconservationn its current incarnatiomas become aelfsustainingsystem and given how the

illegal wildlife trade has evolved to be so commercially ruthless, the current system appears to have only
a limited reévance in solving the whole of the wildlife trade problem. What has become crystal clear

over the last 4 years is that the Breaking The Brand campaigns cannot succeed at the small scale we can
fund and that the beliefs, perceived constraints and behavaiuhe neo-liberaldonors pro-trade lobby

and largeconservatioragences outlined in the previousectionsof the reportundermine the success of

the rhino demand reduction campaigrTrhese factors will also undermine the success of demand

reduction campigns in general, when applied to other species.

Large conservation (and its government agency partners) rec&/&tn in funding to fight the illegal
wildlife trade between 2010 and 20%Xtm large donors aloneyet the successs are few and far
between. The system seems more concerned with gelservation than with beingsefulwhen it
comes to tackling the demand for illegal wildlife products

As a result,lie Breaking The Brand team Haeen considering what is needed to create a new way of
doingwildlife conservationWe decided

that Breaking The Brand will be & m 2 Z ,
incorporated in to Nature Needs More ‘

(NNMY) http://natureneedsmore.org/ NATURE NEEDS MORE

over the course of 20¥Z018.

To create lasting change and not justidded, infrequent and often temporary victories, we:

1. Carit continue to wok on demand reductioin isolation fromthe supply sideand the push for
legalised trade

2. Need to move away frorthe sustainable useleoliberal model of conservatiomvbich in
esserte says thafif it pays it stay§,
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3. Need tochange the nature of the conversation with the interested public and draw attention to

the flawed assumptions that lead to failure of the current system

Need to move away from tax deductibility as the key ivation to donate to a cause

5. Create a new story of our relationship with the natural world that does not start from a position
of superiority and that does not commodify wildlifend

6. Need to think differently about the way poverty is addressed in thedtly poor) range
countries as theld development = jobs + prosperdynodel is no longer valid in a world wigh
massive surplusf labour.

»

Whilst these are significant
objectives, we do not presume that
we will be alone in driving this new
way of thinking about conservation
and we further believe that the
timing is right toevolve how we think
Why notlet me stay, even if I don’t pay? While you about and dowildlife conservation
work.

can't think of anything else to use but a sustainable trade
model, we continue to die. Your strategies are not working.

We need some new ideas to protect our futures. For . .
instance, let's work on a tiered basic income model The main reason ’Imat our agenda

linked to conservation, so you stop treating me like a in this space ia|igned with the

commodity. Let's accept that Nature Needs More. current political struggle to end the

reign of reoliberalism in the fields of
economics and politics.

Populations in the countries with the worst excesses dfliberalismhave now reached a point where
they are actively canvassing new options, be it in the forigpopulisndor éGocialisn@ Anything kut
more of the same seems to be the primary message in the search for better answers at this time.

During such transitions, which seem to be happening evesfy@B@ears, it becomes possible to create

and embed new stories that will guide us on the largestle for the next cycle. As the old storiese

their spell and relevance by colliding with a lived reality that no longer fits the myth, people briefly
search for new andoetterbanswers. Propositions that wetampossibl&become entirely feasible

virtually overnighti see the current discussions about a Universal Basic Income, an idea that is literally
centuries old but which was out of the question for as long as work = waaghthe main paradigm of
capitalism.

We hope thatby putting forward not jist new stories and ways to think about conservation and
addressing poverty, but alday creating demonstration projects to showcase how these approaches can
work, we will make Nature Needs Moés work relevant beyond the immediate impact on say a species
under threat from the illegal wildlife tradéDbviouslywhat and how we go about this will have to

evolve in response tthe deedbackbwe encounter from those who are not hopelessly attached to the
old thinking or bound by their adherence to a failingteys

In this sense Nature Needs More is sotmuchan @rganisatioor an entity, but an evolving idea.
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NNM Obijectives and Strategy

The main objective for Nature Needs More is to demonstrate that conservation and especially
conservation work addressirfe illegal wildlife trade can and should be done differently to focus on
lasting outcomes that work not just for wildlife, but also the people in range countries living close to
protected areas.

The starting point for such an undertaking is to acknowdeddat hasi& worked:

Relying on CITES and its implementation by signatory countries

Believingthe sustainable usenodelcan withstand market forces

Believing thatdevelopmenband obsbwill get people in range countries out of poverty
Relying on don@&who demand adherence to underlying principteat clash with conservation
objectives(such asfree tradedand dree market$)

pPwnNpE

We are under no illusions that these things caralddressedjuickly, as they are all deeply embedded in
the (still) prevailig current ideology of neoliberalism. Bilie neoliberals started evelopingtheir

ideology in 1947 and had to wait 30 years for it to becomedjweto6paradigm when the post second
world-war order unravelled beginning in the mégventies.

How to best oercome these issues will have to evolve in conjunction with the evolving thinking in other
areas, such as economics and politics. In the first instameare going to pick a number of areas where
NNMwill focus on proactivelghaping this new story:
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