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Introduction

The Breaking The Brand Project was launched in March 2013, based on the principle that for
conservation to be successful on the scale we want, and some might say need, we have to take
account of human behaviour. By incorporating behavioural economics, cultural anthropology and
social psychology into conservation strategies we not only get a better understanding of how people
change their mind, but we can proactively steer behaviour change to support people make more
informed choices when it comes to the consumption of illegal/endangered wildlife.

Many people around the world have never listened to conservation messages. Until recent decades
they have simply been trying to survive, so conservation has not been on their radar. People who did
once listen have started to switch off. For too long they have heard the same messages, just being
said more loudly, whilst seeing the natural world become more depleted. The lack of significant,
positive progress has made them apathetic when it comes to taking action.

Large conservation is too wedded to ecology and biology. The nature of the illegal/endangered
wildlife trade has, in recent years, changed for many species. In many instances these wildlife
‘products’ have become a luxury product and more focus is needed on the consumers driving the
current demand. Only by understanding the effects of social, cognitive and emotional factors on the
economic decisions individuals make will we have the ability to influence and shape them. We must
put ourselves in their shoes, not simply demand they listen to our opinions. By delivering a message
in a currency that the other party relates to, even if it does seem distasteful to us, we can start, re-
start or change the conversation. This can lead to behaviour change in purchasing and lifestyle
decisions.

This is the objective of Breaking The Brand. By understanding the motivation of the primary users of
illegal and/or endangered wildlife products, we aim to build campaigns to influence the patterns of
purchasing behaviour — our initial target will be focusing on the demand for rhino horn in Viet Nam
(and throughout Asia) which is causing the current killing spree.

Breaking The Brand’s Research

By mid-2013, Breaking The Brand began interviewing the primary users of rhino horn in Hanoi and
Ho Chi Minh City. Breaking The Brand’s initial research highlighted that rhino horn users constitute
an ideal target group for a behaviour change campaign, because:

1. Target Group Very Small: number of primary users of genuine rhino horn only 5,000 -
10,000 high status males (though we estimate this has grown between 2013 and 2016 it is
still relatively low, a few tens-of-thousand)

2. Concentrated in Tiny Area: they mainly live and work in Hanoi and Ho Chi Minh City

3. Homogenous in Socio-Economic Composition: newly wealthy Vietnamese businessmen
and government officials, mostly men in their 40s and 50s

4. Reachable Through Advertising: the primary users can be reached through advertising in
selected locations and publications
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5. Non-Addictive Product: consumption of rhino horn does not cause addiction as in the
case of illicit drugs

6. Clear Reason for Consumption: the primary reason to consume rhino horn is to attain and
maintain status within the peer group. Even when rhino horn is consumed in the
millionaire’s detox drink, this is about demonstrating status and respect, not because of a
belief on any health benefits.

7. Only 2 potential factors to Stop Using Rhino Horn:

1) Impact on personal health/wellbeing of self or people | care about/want to
influence

2) Impact on personal status — if the peer group or a higher status group were to
reject rhino horn, the desired status gain would not eventuate and usage would
decline

From a behaviour change perspective this situation is close to an ideal scenario. It mirrors the anti-
fur trade campaigns of the 1980s very closely, including the motivation to consume (status gain). We
know from the anti-fur ads that they were successful in reaching the target group and changing the
behaviour, so we know that similar results are achievable for rhino horn. Obviously, the target group
is quite different in the case of rhino horn users and the advertising needs to take those differences
into account.

Breaking The Brand’s Campaigns

Our primary achievement in the last year was to launch two advertising campaigns in Viet Nam:
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Breaking The Brand’s pilot RhiNo campaign — Is it worth the risk? went live on the 15th September
2014. $30,000 was raised to place 19 adverts in three key business magazines and in the top selling
women’s magazine. It also included two consecutive months in Heritage, the in-flight magazine of Viet
Nam Airlines. The publications we selected ensured the adverts reached the target audience. In
addition, we opted to only use full-page and half-page ads to increase visibility and impact. We were
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on a steep learning curve for the pilot campaign, which involved establishing a relationship with the
ad buying agency in Viet Nam and understanding how to navigate media censorship in Viet Nam. For
more information on the pilot campaign: http://breakingthebrand.org/look-what-you-have-achieved/

For $30K we can place two continuous months of full or half page adverts in ALL these publications. Our follow up, Lunar New Year Holiday

W (most significant holiday and a time when
rhino horn use spikes) RhiNo Campaign: Will
your luck run out? went live on the 16th
January 2015. Full-page adverts were

Title: Saigon Title: Investment  Title: Heritage Title: Shopping &  Title: Capital

Business Bridge Torget: Family Security published in key business, lifestyle (Golf &
Weekend Target: Businessmen & Target: Best Target: All, . . , .

Target: Businessmen Vietnam Airlines  selling women’s  skewed to male |_|fe Magaz”']e) a nd women's magaz”’]es for 5
Businessmen Circ: 65,000 Circ: 175,000 mag Circ: 75,000

Circ: 30,000 Issued: Weekly Issued: Monthly  Circ: 100,000 Issued: Daily Weeks |ead|ng up to the |unar New Year on
Issued: Weekly Issued: Weekly

the 19th February 2015. This included a full-
page advert in Heritage Magazine throughout February, a time when many wealthy Vietnamese are
travelling to see family for the Lunar New Year holiday.

We are particularly pleased that for 3 of the 4 months from
beginning of November 2014 to the end February 2015 we
had full page RhiNo adverts in Heritage Magazine. Vietham
Airlines has about 300 daily flights to 21 destinations
domestically and to 28 internationally. The airline increases
capacity to cope with the demand for Vietnamese New Year,
Viet Nam's most important celebration. Hundreds of extra
flights are scheduled during this period; in 2013, the carrier
added an extra 174,000 seats. We know that by placing an
advert in the magazine we are targeting some of Viet Nam’s wealthiest citizens and the demographic
group that can afford to buy genuine rhino horn. Again the Lunar New Year adverts focused on health
anxiety in the text, discussing the horn infusion process. We also added some information on the
human costs of wildlife poaching in 2 of the 4 adverts from the campaign:

In ongoing conversations with our target group we
were hearing an increasing sense of ‘shame’ as we
discussed the human toll of the poaching crisis.
People were not empathetic to the death of
rangers, their view being “They chose to do that job,
they could work somewhere else” but emotion was
triggered when BTB discussed the families. Talking
about wives becoming widows and children
fatherless generated reactions and questions so we
decided to add this to the message.

The cost of this Lunar New Year campaign was higher given the time of year when there is much more
competition for advertising space and publications charge premium rates. It was vital to advertise at
this time of the year as rhino horn use spikes during this holiday; 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 called
‘millionaire’s detox drink’ increases markedly due to the nature of the celebrations. For more
information on the campaign: http://breakingthebrand.org/vietnamese-new-year-campaign-will-
your-luck-run-out-goes-live/
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A total of $58,000 was spent in producing (purchasing images, photography) and publishing the first
two campaigns; with over $55,000 spent on publishing ads in Vietnamese media. Commercial rates
had to be paid in all publications as:

1. These are premium magazines for our target group which means that BTB is competing with
local and international luxury brands for the advertising space.

2. We had to ensure BTB’s adverts were published in the section/location of the magazine where
they would be seen. In speaking to NGO’s who had negotiated pro-bono or reduced rates,
they informed BTB that the publication location had been detrimental to their campaign as
they had been placed in a much less visible part of the publication.

Breaking The Brand’s third RhiNo Campaign: What does a wildlife criminal look like? was launched
on the 4th January 2016 This was the first Breaking The
oFS 8 WILDLITE B Brand campaign aimed at triggering ‘status anxiety’ in the
primary users. Since starting our interviews, with the primary
users of rhino horn in 2013, status anxiety — if using rhino
horn would diminish user’s status in the eyes of their peers —
was one of only two reasons given that would cause this
group to stop using rhino horn quickly enough to save the
rhino from extinction in the wild.
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As with Breaking The Brand’s two previous campaigns, over
80% of our adverts target businessmen, the remaining
targeted affluent women; often the wives of the
businessmen buyers/users.

The adverts asked: What does a wildlife criminal look like?
and highlighted to people that if they had bought rhino horn
recently it will have come from an illegally killed rhino.

Triggering status anxiety is not the same as triggering the fear of law enforcement. The approach
taken in the ads is to diminish the businessman’s reputation in the eyes of his peers and the
networks of people he aspires 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 opportunities.

The advert also pointed to the fact that while in the past the 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 rhinos’ destruction is driven by the target group’s desire to purchase rhino horn, the buyers must
see themselves for what they are, wildlife criminals. The advert finishes with: If you buy rhino horn,
you are a wildlife criminal.
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Publications and Costs

rEEs = . From launch, on 4th January 2016, to

Investment Review

the last publication in July 2016, the
campaign published 21, full-page
advertisements and 2 editorials in a
number of key business and lifestyle
publications. The campaign also covered
the critical Viethamese Lunar New Year
holiday, a time when the rhino horn use
spikes. The cost of the campaign was
$45,000 (Australian dollars).

International Trade Agreements

; In this campaign, for the first time, we
also decided to target English language magazines, namely Vietnam Investment Review (VIR), a
weekly publication targeting 40,000 business leaders, economists and senior government officials in
Viet Nam.

The reason for choosing VIR is that around the world several free trade
and empty gestures . L. . .
N agreements are currently in negotiation which could benefit the

ﬁ Vietnamese economy. For instance, the Trans Pacific Partnership (TPP)

involving 12 nations including the USA and Viet Nam. Of the 12 it has

T been assessed that Viet Nam has most to gain from the TPP, so the
public image of its business community now matters as they gain
exposure to Western elites and consumers. We will continue to use VIR
in our next campaign. For more information on trade agreements and
Viet Nam http://www.bloomberg.com/news/articles/2015-10-
08/more-shoes-and-shrimp-less-china-reliance-for-vietnam-in-tpp

Victims of useless potions

Breaking the Brand’s Message Too Sensitive for Heritage Magazine

One key difference between this campaign and our first two campaigns is that Breaking The Brand
wasn’t able to publish the campaign in Heritage Magazine, which we had done previously with
campaigns 1 and 2, starting in 2014. The third campaign was due to launch in October 2015, but
after 3 months of negotiation with the Central Committee of Propaganda and Education and
Heritage Magazine, the Breaking The Brand campaign was deemed too sensitive for Heritage
Magazine, the inflight magazine of Vietnam Airlines.

Given that Breaking the Brand is a volunteer organization and all the administration and research
cost are covered either by the founder, Lynn Johnson, or by BTB volunteers themselves, no funds
have been available to date for an evaluation of the campaigns. Feedback on the campaigns from a
number of stakeholders is covered in the second year report: http://breakingthebrand.org/wp-
content/uploads/2015/05/Breaking-The-Brand-Project-Second-Annual-Report.pdf As a result of this
funding model, 100% of donations to BTB have gone in to producing and publishing the Viet Nam
campaigns.
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Breaking The Brands’ Forth RhiNo Campaign: The World is Watching

. ZERo
wl ARA

Prior to launching this
campaign, on 15™ August
2016, BTB spent time
learning from 40 years of
anti-smoking campaigns in
relation to the frequency
of audience exposure to
ads that is required to
achieve behaviour change.
This research has found
that audiences are more
likely to absorb the
messages if they are
exposed to at least 12 ads
per quarter. The adverts
need to be relevant to the

target group and elicit sufficient emotion if they are to have a chance of triggering a behaviour
change. Behaviour change is more likely if exposure increases to 30 ads per quarter. We have been
very fortunate to have sufficient donations for campaign 4 to be able achieve an exposure rate of up
to 30 ads per quarter for the first time in our campaigning. The image shows examples of
publications in the first 2 months of the campaign; the full campaign will run for a minimum of 4

months in Viet Nam.

Breaking The Brand would like to the opportunity to evaluate this campaign, based on the principles
learnt from anti-tobacco behaviour change research. The evaluation methodology is described in

the next section.

Breaking The Brand — Campaign Evaluation
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Campaign 4 — Evaluation

With the roll-out of our 4™ RhiNo campaign in Vietnam, Breaking The Brand would like to take the
opportunity to do the first quantitative and qualitative evaluation on our campaigns in Viet Nam. It is
important to Breaking The Brand and the future success of the demand reduction/behavior change
strategy, that this evaluation provides a relevant measure of any impacts or changes in the target
group. One reason we haven’t done an evaluation to-date is not only lack of funding, but spending
the time doing the pre-work to ensure that we don’t measure for measurements sake; to read more
on this: http://breakingthebrand.org/how-to-elicit-and-measure-behaviour-that-people-dont-easily-

admit-to/

The desired evaluation has both a quantitative and qualitative component.

1. The qualitative component is based around the interviewing skills developed by Leadership
Mastery over two decades of business coaching and consulting; which has required a
corporate cultural anthropological approach.

2. The quantitative component has been developed from research in to anti-tobacco, road
safety etc campaigning and their approach to measuring perceived effectiveness in the
target groups. Namely, an evaluation which measures four subscales:

a. ‘Message Acceptance’
b. ‘Negative Emotion’

c. ‘Perceived Effectiveness’
d. ‘Behavioural Intention’

The evaluation process first checks that the person is paying attention to the ad in question.
The next stage is to check if the message in the ad is personally relevant to them. Then the
evaluation process checks for an emotional and/or behavioural response.

Evaluation Objectives

The overall objectives of the campaign evaluation are:

1. To determine the level of reach of the Breaking The Brand ads within the target group
demographic — what percentage of the target audience saw AND read the ads in the
publications we used

2. To determine the perceived effectiveness of the Breaking The Brand ads

Evaluation Method

Method 1 (Quantitative Evaluation): 50-150 members of the target group for the campaign 4 ads in
Viet Nam to complete an anonymous online evaluation form on the effectiveness of BTB ads

Method: Online survey administered via Survey Monkey (invitation only)

Target Group: 500 business people in Viet Nam with high disposable income (expect 10-30% return
rate)

Sourcing of Target Group: FFl database, ANZ Bank, McKinsey, SAB Miller, Coca Cola etc
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Method 2 (Qualitative Evaluation): Get 10-25 members of the target group for the campaign 4 ads
in Viet Nam to participate in 1-on-1, face-to-face interviews.

Method: Free-flowing face-to-face interview of 20-30min
Target Group: business people in Viet Nam with high disposable income
Sourcing of Target Group: FFl database, ANZ Bank, McKinsey, SAB Miller, Coca Cola etc

Whilst the quantitative method will test for reach and perceived effectiveness, the detailed
interviews will be used to test different ads from different campaigns (including previous BTB
campaigns and campaigns by TRAFFIC, ENV, WildAid) to elicit which (if any) of those ads the
interviewees respond to in relation to a behavioral intention as a result of viewing the ads. The
interviews will also be used to elicit future campaign strategies by testing different methods for
triggering status anxiety in relation to rhino horn use.

Online Questionnaire

Q1: Do you read any of the following magazines (tick all that apply) Tick (V)
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Mon qua lam nhyc quéc thé

Vin c6 nhang ngubi trong 56 ching ta bl dua vao thé phi c6 gang

mua sit6n trong bang simg 1 gidc. BGng the, nhang nguot khic cang

s4n s3ng tiép nhan thal nay.

Sty e s G oy i,
 phil su16n trong, i cong dng doanh nghigp toan cduma

mmmmmammmummmummw

Tl nutc nha v trén khdp the g, cing ngay cang kho dung thi cho

mot 118 nhd cic nhan vat chop bu nguo1 Vgt it chdp nhang iy

‘chusn to3n cAu v8 b3o vé dong vat hoang d3 nham thda man sy them

muGn ciia ho trong wéc tieu thy sing t2 gisc.

May man thay, c3c nh lanh d30 thuc thy ca Viét Nam 63 ddt khost tf
chéinhang hanh dong tu ot nay khi ching ta dang budc v3o thit ky
i i higp dinh thiong mal quGc 6, ho dang mang dén san khsu the
9i61 nhang gid trl xing d3ng tiI "HON NGOC BONG Nam A”

Hay suy nghi that ky tru6c khi d3u doc s to3n ven clia minh bang sing
18 giéc. C3 thé it dang doi theo.

4

N mua, ting hog nhan sing té iac, ban 1 191 pham vé dng vt hoang da.

THE GIFT THAT
HANES A NATION.

There are stl peopie among us whoare driven to ry to buy
respectwith hino hom. Others are equally wiling to accept
“This misplaced desire for status inspires revulsion, not
respect, from the global business community that more
and more Vietnamese businessmen wish to be part of.
Athome and around the world there is 2 growing
intolerance of the small percentage of Viet Nars elite
who disregard global standards of widiife protection to
fuel their lust to consume.

Fortunately our true Vietnamese leaders confidentl reject
this self-serving practice and, 3 we move into the efa of
international trade agreements, they are bringing worthy
values from the ‘Jade of SE Asia to the word stage.

Think long and hard before poisoning your integrity with
hino hom. The world is watching.

4

Hfyou buy, give or recieve thino hom you are a wildife criminal

Bao vé uy tin clia ching 2.

‘Diy 131 46 quyet dinh heu ching ta co nghiém tic vé viec gla nhap
cong dong doanh nghiép the gidt hay khong.

(Cac nha lanh d2o t1én b cliaviet Nam cot khinh nhang hanh i tho bao
i c6 g3ng mua chudc d1a i va nh huéng bang stng tA gisc. Biéu
Ny duoc xem nhi mOt d3u hiéu ot clta s yéu kém; mot giao dich
biithop phap chi g3y ra mol &c cam chi Khong phal si o0 trong.
KhiVidt Nam gia nh3p cong d6ng thuong mal quic t, uy tin cia nhang
nhan vat chop bu trong gidt doanh nhan clia chang ta 58 bi gidm sit
chat che. Cic 461 tic cia ching fa rén toan the gidt16n 3n viec cho va
nhan stmg t8 gi4C nhy MOt 01 3¢ llén quan déin ddng vat hoang da. Do
6, c&c doanh nhan khon kndo ngay nay kinh doanh bang tinh lem
chinh va trung thidc vét c3c A t3c cia ho & day va nudc ngodl
‘Nhutkinh Phat c6 oI nhang hanh 40ng nhd c6 thé mang kal nhang
cong trang lém: Nhang ngudt nhu chang ta néu bac bo viec s dung
50ng t gic nhi mot mon 40 A& thuong huong mua ban thl khong chi
10p b30 Ve uy tin Cl Viet Nam; m con duoc cong nhan nhu cAC nha
anh d30 c3p tien. C3 the gkt dang doi theo.

4

Néumua, ting hoac nhan sing té gidc, ban 1 101 pham vé dgng vat hoang

PROTECT OUR REPUTATION.

I¢s time to decide if we're serious about jining the global business
community.

The crude practice of trying to buy status and infiuence with thino
"hom is despised by Viet Narrs progressive leaders. Itis seen as a
self-senving sign of weakness; an iliegal transaction that inspires
revuision, not respect.

AsViet Nam joins the global trading community the reputation of
our business elite is under scrutiny. Our counterparts around the
wortd condemn the giving and receiving of rhino hom as a wildiife
rime Hence today's smart business people trade i the commodites.
ofintegrity and honesty with their partners here and overseas.

‘As Buddhist teaching says ‘small gestures can result in great merits!
Those of us who reject the use of hino horn as a bargaining chip
are not just protecting Viet Nants reputation; they will be recognised
as transformational leaders. The world is watching

4

Hyou buy, give of recieve rhino hom you are a wildife criminal

Breaking The Brand — Campaign Evaluation

Q2: During the last 3 months, did you notice any of the following ads about rhino horn when reading
these magazines? Tick (V)

Syt thoa thy, Seasr
i quy i o g COnBy

Quy Vi dang nhin vao mt xich cudi cing trong mot chudi cic su kien
b3t hop phap. MOt tho3 thuan duoc déng d3u bang siig 18 gisc mang
fat iéing x3u cho t3t c3 nhang nguh tham 912, v3 c3 cAc rac 161 tim
tang cho cong ty ciia ho.

96 chinh 13 tho3 thuin do nhang ngudt qu3n 1 yéu kém tién hanh,

ngt
o Bt cic b i toan G v b ve 4900 VA hoang 03 ho
dang phai di mat vét nhang rl ro nghiém trong.

'Nhang ngudt tham gia déu d& bi nguy hiém. Uy tin cia cic nha quin
19C3p cao s@ tiéu ting khi G3c nha doanh nghiép hang d3u Vét Nam
biét vé cic hanh dong d3y tal tiéng cia ho. Cic cbngty quoc 16 s2 phat
051 mat vor phin ing do dOi cita ngu tiéu diing néu cic bo cdo va
nhang hanh dong nay bl va phat tin trong nudc cika ho.

Ca thé it dang doi theo.

(4

Néumua, ting hodc nhin simg té g, ban 1 t0| pham vé dgng vit hoang da.

THE DEAL THAT p
OUR COMpaNy 47 RlsK

You are looking at the Last link in an ilegal chain. A deal
sealedwith thino hom brings shame to al the participants.
and potential problems for their companies

Itis a deal conducted by weak managers. desperate to
e seen to be part of the eiite group, with the compliance
of foreigners operating without principles. By flagranty
disregarding global standards of wildife protection they
are running grave risks.

Everybody involved is vulnerable. The reputations of
senior managers wil be shattered when true Vietnamese
business leaders learn of thei disreputable actions.
International companies face a consumer backlash if
reports of these practices are leaked and become public
in their own countries.

The world is watching.

4

Hyou buy, give or recieve rhino hom you are a wildiife criminal.
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Q3: If yes, which ads did you look at and read? (tick all that apply) Tick (V)

Mon qua im nhyc quéc thé

Van c6 nhang nguoi trong s6.chang ta bl a v3o thé phi c6 ging
mua sy t6n trong bang simg 12 gidc. BNg thas, nhang nguot khic cang
sin s3ng tiép nhan tha nay.

sukhst vong vé dia v d3t khong ding chd nay chi g2y ra mi ic cim,
ch khong phl si o trong, t cong dng doanh nghip todn ciu ma
ngay cang nhiéu doanh nhan Viat Nam mong muGn tham gia.

T3l nuGcnha v3 trén Khdp theé gid, cing ngay cing khd dung th cho
motty 16 nhd cAc nhan vat chdp bu ngud Viet bt chap nhang tiéu
‘chusn to3n ciu v8 b3o vé ddng vat hoang d3 nham thda man sy them
musn ciia ho trong wéc tiéu thy simg té gidc.

May man thay, cAC nha lanh d30 thec thy claViét Nam 62 ddt khodt tir
i nhang hanh dong turlot niy khi ching ta dang budc v3o th ky
ctia cic hiép dinh thuong ma quoc 18, ho dang mang dén san khu the
‘@it nhang gt tr xing dng tl "Hon ngoc B0ng Nam A”

Hay suy nghi that ky tnu6c khi du doc s to3n ven clia minh bang stng
18 gtéc. CA thé gict dang doi theo.

W v

Nétamua, ting hog nhin sing té gdc, ban 1 191 pham vé dng vit hoang da.

THE GIFT THAT
SHANES A NATION.

There e still peopie among us who are diiven to ry to buy
respectwith hino hom. Others are equally wiling to accept
“This misplaced desire for status inspires revuision. not
respect from the global business communiy that more
and more Vietnamese businessmen wish to be part of
Athome and around the world there is 3 growing
intolerance of the small percentage of Viet Nans elite
who disregard global standards of wildiife protection to
fuel their lust to consume.

Fortunately our true Vietnamese leaders confidentl reject
this self-serving practice and. as we mave into the era of
international trade agreements, they are bringing worthy.
values from the ‘Jade of SE Asi to the word stage.

“Think long and hard before poisoning your integrity with
hino hom. The world is watching.

W v

Hyou buy, give or recieve rhino hom you are a wildife criminal

Please take a look at the following ad and then answer the questions below in relation to this ad by

Bao vé uy tin ciia ching 8.

D3y [316c &€ quyét dinh héu chiing ta cO nghiem tiic vé viec gia nhap
g dng doanh nghiép the gidt hay khong.

(Cac nha anh d20 160 bO i Vit Nam col khinh nhang hanh v tho bao
i/ c6 g3ng mua chudc dla viva anh hudng bang siing 18 giac. Diéu
iy duoC xem nhis mot du hieu ot cia sy yéu kém; mot giao dich
biithop phap chi g3y ra mo c cim chit Khong pha s ton trong.
KhiViet Nam gia nh3p cong d6ng thuong mal quac t8, uy tin cia nhang
‘nhan vat chép bu trong gidt doanh nhan cla ching ta s2 b gidm sit
chatche. Cic 061 téc cia chiing ta trén toan th gict16n 4n viec cho va
nhn siing 12 gisc nhu ma 101 i ién quan dén dong vat hoang da. Do
6, cic doanh nhan khon khéo ngay nay kinh doanh bang tinh liem
chinh va trung thc vé1 c3c doi tc cla ho & dy vA nudc ngod.

‘N Kinh Phat c6 néi mhang hanh dng nhd c6 thé mang fai nhang
ong trang e Nhang ngudt nhu ching 2 néu bic bd wiec s dung
sing t2 gic nh mot mon d0 dé thuong huong mua ban thl khong chi
i3 b30 Ve uy tin cia Viet Nam; ma con duoc cong nhan nhu cic nha
tanh 030 c3p tién. C3 thé giét dang dol theo.

W %

Néumua, ting hode nhin sing té gidc, ban 1 10| pham vé dgng v3t hoang di.

PROTECT OUR REPUTATION.

Its time to decide if wefre serious about joining the global business
‘community.

The crude practice of trying to buy status and influence with rhino.
hom s despised by Viet Nans progressive leaders. It i seen as a
self-serving sign of weakness; an ilegal ransaction that inspires
revuision, not respect.

s Viet Nam joins the global trading community the reputation of
‘our business elite is under scrutiny. Our counterparts around the
‘wortd condemn the giving and receiving of thino hom as a wildife
‘crime. Hence today's smart business people trade in the commaciites
of integrity and honesty with their partners here and overseas.

‘As Buddhist teaching says ‘small gestures can resul in great merits!
Those of us who reject the use of hino horn as a bargaining chip
are not just protecting Viet Nan's reputation; they will be recognised
as transformational leaders. The world is watching.

ﬂ“ v

Hyou buy, give or recieve rhino hom you are a wildife criminal

U thod thy g, i
an khién o5,
at e omgy

Clia quy vi gip i

Quy v dang nhin v3o mat xich cudi cling trong mot chudl cic su kién
it hop phip. MOt thod thudn duioc dng dSu bang simg té gl mang
i tiéng xu chott c nhang ngudt tham gia, va c3 cAcrac 61 tiém
tang cho cong ty cliaho.
‘96 chinh 13 thod thuan do nhang nguo quan yéu kém tién hanh,
cichtrang
tron bt chip cic tieu chusn todn ciu vé b3o vé dong vat hoang d3, ho
dang phl 461 mat vét nhang rl ro nghiém trong.
Nhong ngudt tham gka déu dé bl nguy hiém. Uy tin cda cicnha quin
1§ C3p cao 5@ tiéu ting khi cic nha doanh nghiép hang du viet Nam
biét va cic hanh dong day tal iéng ciia ho. Cic cong ty qudc t&'s2 phai
361 mat ver phan tng dlr ol i ngues tiéu ding néu c3c b3o clo vé
nhang hanh dong nay bi o i va phat tn trong mudc cia ho.

CA thé gitn dang doi theo.

w v

Néwmua, ting hodc nhan simg t gidc, ban 1 10l pham vé d0ng vat hoang d3.

THE DEar 1y,
AT py
YOUR COMPANY Aiugsz

You are looking at the Last ink in an illegal chain. A deal
sealedwith hino hom brings shame to 3l the participants.
and potential problems for their companies.

It a deal conducted by weak managers, desperate to
beseen to be part of the eite group, with the compliance
of foreigners operating without principles. By flagrantly
disregarding global standards of wildiife protection they
are running grave risks.

Everybody involved i vulnerable. The reputations of
senior managers will be shattered when true Vietnamese
business leaders leam of their disreputable actions.
Intenational companies face a consumer backiash if
reports of these practices are leaked and become public
i their own counties.

The world is watching.

W v

Hyou buy, give or recieve rhino hom you are a wildiife criminal

using the following 5-point scale (each participant sees 1 of 3 possible ads):

1 ‘strongly disagree’

2 ‘slightly disagree’

3 ‘neither agree or disagree’
4 ‘slightly agree’

5 ‘strongly agree’

Breaking The Brand — Campaign Evaluation
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Q4: This ad is relevant to me or the people | do business with

Q5: This ad shows a situation that is believable

Q6: | agree with the messages in this ad

Q6: The ad makes me feel uncomfortable in relation to the situation depicted

Q7: The people in the ad should be worried about the impact on their reputation

Q8: Seeing this ad makes me likely to talk to someone else about it

Q9: This ad makes me feel more concerned about accepting or consuming rhino horn

Q10: Seeing this ad makes me feel more concerned about increased media attention to rhino horn
consumption

Q11: Seeing this ad makes me less likely to accept or consume rhino horn in the future

Additional questions:

Q12: Do you know anyone who used to consume rhino horn in the past but no longer participates in
rhino horn consumption? (Yes/No)

Q13: Are the people you socialize with in business able to afford genuine wild rhino horn? (Yes/No)

Q14: From what you know about rhino horn, is it easy to obtain? (Yes/No)

The questionnaire responses will be evaluated in line with the 4 groups of questions posed:

1. What percentage of the target audience did the ad reach?

What degree of engagement did the audience have with the ad?

Was the ad relevant to the target audience?

Did the ad produced the desired emotional response and/or behavioural intention?

Pwn

The results of the evaluation will be published on the Breaking
The Brand website and will also be directly shared with the other

ﬂ John E. Scanlon 2 Foliow

First ever Resolution on demand reduction

strategies to combat illegal wildlife trade agencies active in Viet Nam. We hope that this evaluation will
agreed @CITES #CoP17 Committee
contribute to the design of future demand reduction campaigns
Mw; & run by other agencies and will also be useful to the developing
‘\{m iale, . . . .
J»‘*.'"";"j Pt 1 yl interest that CITES has expressed in demand reduction strategies
) TRRYION L a, .
2 W AT i ﬁ\* g*} and campaigns.
AN

JOHANNESBURG 2016

221 nExnEa-a»
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Appendix A: Request for Informal Interview

Breaking The Brand needs your support to get to the right demographic group. It is critically
important that we don’t elicit information from people who can’t actually afford genuine rhino horn.
When this happens it means that the information collected isn’t actually relevant in analysing the
responses to the current campaigns or using the information collected to design future campaigns.

To get a sufficiently large sample of the target group will require that BTB is bridged in to the right
demographic; this is where we request your support. We appreciate that this is a very sensitive
subject area and want to assure both you and your contact that:

1. No personal information will be collected as part of the qualitative or quantitative surveys.

2. Involunteering for the interviews, this in no way indicated that the interviewee is a rhino
horn user, simply that they were part of the demographic group that could afford genuine
rhino horn

3. Even though the company supported the interviews, the evaluation would not formally be
linked to the company if this is not desired

If you would be willing to bridge Breaking The Brand to survey participants, below outlines how we
may be introduced

Draft Email:
Dear...
| wonder if | can ask for your support for an organisation | would like to help.

This organisation, Breaking The Brand, has been doing demand reduction campaigns for rhino horn
in Viet Nam since 2014. They are currently running their forth campaign in the business press and
they would like to get high-quality feedback on their campaigns from people in the right
demographic group to find out if the campaigns resonate and if the messages are effective.

To do this, they would like to talk to people who can afford to buy rhino horn. Please understand by
agreeing to be part of the survey this in no way indicates that the survey participant is a rhino horn
user, simply that they are part of the demographic group that can afford genuine rhino horn from a
wealth perspective. My understanding is that a high percentage of what is sold in Viet Nam is fake
rhino horn and Breaking The Brand doesn’t want to survey people who cannot afford genuine rhino
horn.

| have been supporting their work and would like to help them find the right people to interview.
Getting direct insights on what type of demand reduction messages are most suitable would
immensely contribute to evolving their campaigns and also helping other organisations in designing
demand reduction campaigns.

| wondered if you would be willing to be interviewed for 20-30min by Dr Lynn Johnson, the founder
of Breaking The Brand when she is in Hanoi and HCMC later this year or alternatively if you would be
willing to participate in a short, anonymous online questionnaire?

| would be very grateful if you could support their efforts. Please let me know if you would be willing
to help.

Thank you so much for your consideration.
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