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The document summarises the first 12 months of the Breaking the Brand project. This project was created
to address the spiralling demand for rhino horn from Viet Nam, which is the primary driver of the current
killing spree in Africa and Asia. Our sole focus is on demand reduction by targeting the primary users of genuine
rhino horn in Viet Nam. We do not attempt to target the groups that are most likely using fake rhino horn.
Similarly, our approach is not targeted as an awareness raising campaign or an education campaign. There are
many other organisations doing awareness raising and education incredibly well. We are a team of volunteers
based in Melbourne, Australia and auspiced by the Perth based SAVE African Rhino Foundation.
This work has been undertaken with the support of many individuals around the world who we will attempt
to thank at the end of the document. However, before we go any further we must single out some individuals
for a special mention.

With special thanks to:

Nicholas Duncan, Founder of The SAVE African Rhino Foundation
Together with

An and Tuyen
Without the support of these 3 people, we could not have achieved so much so quickly and
we are extremely grateful to them for giving us access to their networks.

Contact Information:

Lynn Johnson
Founder, Breaking the Brand Project
www.breakingthebrand.org
lynn@breakingthebrand.org
+61 418 124 660 (mobile)
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Executive Summary
The document summarises the first 12 months of the Breaking the Brand project. Our sole focus is on demand
reduction by targeting the primary users of genuine rhino horn in Viet Nam.
We have achieved the following milestones in the first 12 months of operation:
1. Established clear user profiles of the primary groups using genuine rhino horn in Viet Nam through
telephone interviews with several users in Hanoi and Ho Chi Minh City and gained further insight
through the support of individuals in the Vietnamese community in Melbourne.
2. Analysed and established the motivations to use rhino horn.
3. Analysed and established the motivations to stop using rhino horn.
4. Shared and cross-checked our analysis and findings with representatives of established conservation
organisations – including TRAFFIC, FFI, The Rhino Rescue Project together with independent
conservationists and zoologists.
5. Translated the motivations to use and stop using rhino horn into designs for adverts to directly
target the two primary user groups.
6. Established a relationship with an international advertising agency (Grey Group) who are doing probono work to help create behaviour-change adverts to target the primary users.
7. Completed the process of creating the first 5 adverts including photo shoot and translation into
Vietnamese.
8. Selected target publications for the adverts and established relationship with media buying agency in
Viet Nam.
9. Raised over USD$ 20,000 via donations, two crowd-funding campaigns and fundraising events.
10. Established an internet presence by creating a website: www.breakingthebrand.org and a social
media presence on Facebook, Twitter and Pinterest.
11. Built a strong relationship with the key people in the SAVE African Rhino Foundation.
12. Invited to present pilot campaign and the behaviour change model at annual Zoos and Aquarium
Association Conference in Auckland in March 2014 to over 120 representative of zoos and
aquariums worldwide.
13. In response to several requests, created workshop on the behaviour change model and methods
used in creating the Breaking the Brand campaign to help other conservation organisations deliver
effective and targeted behaviour change campaigns
14. Built relationships with conservancies, conservation groups and individuals committed to saving the
rhino in South Africa, Kenya and Zimbabwe.
15. Started the process of gaining mainstream media exposure with the help of freelance writers,
authors and other supporters together with recent commitment from MacGregor Public Relations
to do media strategy and support pro-bono.
Our focus for the next 12 months is going to be on fundraising and increased media profile. We are aiming
to raise USD$250,000 to keep the adverts running in Viet Nam over at least a 6 months period. We are
aiming to launch the pilot campaign as soon as we have raised USD$30,000 and once we have secured
market research support from TRAFFIC in Viet Nam to track the effectiveness of the ads. As a volunteer
organisation, 100% of funds raised go towards the campaign.

Defining the Problem in 2013/2014
The project was launched in February 2013 with the document ‘Project Proposal - Breaking the Rhino Horn
Brand in Vietnam’ which was sent to several people working in the conservation space for comment and
feedback.
Before going in to detail about the project outcomes to date, it is necessary to look at what has happened to
rhino poaching rates since early 2013.

By the end of 2013, 1,004 rhino had been killed in South Africa alone, another 50% increase over the prior
year. As a result of the exponential rise in poaching, awareness of the problem has reached a tipping point.
Large funds have now been donated to protection, raising awareness, education and conservation. This has
enabled many conservancies to run 24x7 armed guard protection for each and every one of their rhinos. As
yet this increased focus and funding has not impacted the poaching rates significantly.
There has also been an increase in focus on the demand reduction side. Most current demand reduction
campaigns fall under awareness raising and education campaigns. Whilst these are great for changing values
and beliefs in the long term, they are unlikely to create the rapid behaviour change required given the critical
situation. When considering the primary users of illegal and endangered wildlife products, three of the best
campaigns developed that are likely to impact users and move beyond a general public awareness are:

Education for Nature Viet Nam - Killing tigers
will not impress anyone - Video
This is a perfect example of a campaign to target
users of the product. Peer pressure and
rejection by your peer group for using illegal or
endangered wildlife products is the best way to
get a more rapid behaviour change.
http://www.youtube.com/watch?v=AcLmhJ
6Ihp0

WildAid Ivory Pledge
Similarly, a higher status group will influence the
behaviour of people who aspire to this group
and who currently purchase ivory products.
This campaign was launched by WildAid in
China recently and is a great way of supporting
government efforts and curbing the ivory trade
and demand.
http://www.wildaid.org/news/china%E2%8
0%99s-top-business-leaders-say-no-ivory

Humane Society International training with
Hanoi Women’s Association and business
groups
http://www.hsi.org/news/press_releases/2014/
04/vietnam-business-and-womens-groupsreceive-wildlife-training-040214.html
The program aims to educate businesspeople in
Viet Nam.

Whilst there have been tentative steps to influence demand, not all have been successful.
To understand what is likely to work in terms of demand reduction, we need to contrast the different
approaches and analyse the consumption behaviour based on a suitable model.

Behaviour Change vs. Education vs. Awareness Raising
One of the things that has become apparent is that there is a lot of confusion about what constitutes a
behaviour change initiative, education initiative and awareness raising initiative when it comes to targeting the
users of illegal wildlife products.
The current situation with rhino poaching means, in the first instance, that a rapid demand reduction strategy
is required. When a campaign requires rapid results it must speak to the people causing the problem in a
currency they will respond to. The campaigns designed must speak to each specific type of user and not focus
on anyone else beyond that user.
Too many campaigns calling themselves behaviour change could be more accurately classed as education or
awareness raising campaigns. These campaigns tend to highlight the problem of rhino poaching (often but not
always assuming an affinity with the animal) or they focus on the fact that rhino horn has no efficacy in treating
fevers, cancers, hangovers etc.

Targeted behaviour change campaigns are constructed on an entirely different premise – they focus on what
the user is really purchasing. In the case of rhino horn our analysis has concluded that the users are purchasing
status in the eyes of their peers and superiors.
Targeted behaviour change campaigns can quickly change the purchasing behaviour of the user at which the
campaign is directed, especially if they utilise the proven trifecta of generating fear, uncertainty and doubt
about for example the safety of the product being consumed.
However, this immediate impact is not sustainable without ongoing campaigns educating future potential users
and maintaining awareness with the general public that this could easily become an issue once more.
We have two great historical examples of this approach where immediate behaviour changes occurred, but
there has been some reversal of what was once achieved - the fur trade and HIV/AIDS campaigns.

For the behaviour change message to be effective with the actual user they need to elicit an immediate
emotional response in the person; to do this they are generally controversial. A perfect example of this is the
anti-fur campaign of the 1980s by Lynx (now Respect For Animals). These campaigns were accused of being
sexist, which they are not. They simply target the people wearing fur coats and, in the main, they are women.
Initial advert 1980’s

Recent advert

Going After The Users Not Only The Poachers

The rhino horn supply chain is complex (Appendix A) and awash with money. This is unsurprising and mirrors
other illegal wildlife products and illicit drugs. Any good that is of such high value on a per-gram basis will

attract a continuous stream of willing poachers, traders, middlemen and smugglers hoping to become rich or
simply escape poverty for a few years.
It should therefore come as no surprise that law-enforcement, anti-poaching or anti-smuggling measures
alone rarely work, even if they manage to apprehend significant players in the supply chain. Whilst millions of
dollars are being spent on the ground in Africa on anti-poaching units, drones and even military interventions,
they have not managed to dent the exponential rise in the poaching rate observed over the last 5 years. Given
previous experience from the war on drugs it can be expected that the recent massive injection of funds will
temporarily slow down poaching in 2014/2015 before the traders and smugglers can build up their poaching
tactics to counter those measures.
Because the amounts of money being made are so high (a single rhino horn weighs 3-4 kg and can cost up
to USD$500,000 on the black market) it would be unreasonable to expect that the smugglers are quietly
going to give in to high-tech anti-poaching measures such as drones and 24x7 armed patrols that have already
been rolled out across many conservancies.
From our perspective, this spending needs to be augmented urgently with targeted demand-reduction
measures that will address the exponential increase in demand coming out of Viet Nam. If demand can be
reduced or even halted, the supply chain collapses instantly, as it relies on the end users being willing to pay
ever-escalating prices.
We know from TRAFFIC and our own research that the rhino horn users constitute an ideal target group for
a behaviour change campaign:
1. Target Group Very Small: number of primary users of genuine rhino horn only 5,000 - 10,000 high
status males
2. Concentrated in Tiny Area: they 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
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; any alleged health benefits are a secondary consideration
7. Only 2 potential factors to Stop Using Rhino Horn:
1) Impact on personal health/wellbeing – creating Fear/Uncertainty/Doubt campaign as pilot
based on rhino horn being poisoned in Africa to deter poachers
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 80s very closely, including the motivation to consume (status gain). We know from the antifur 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 our case and the
advertising needs to take those differences into account.

Behaviour Change Model and Campaign Design
As individuals we are not fixed in our nature, we evolve and adapt due to different life circumstances and are
able to deal with greater intellectual and emotional complexity. Spiral Dynamics is one of the models used to
describe this evolution. This model is the most applicable to the situation involving the users of rhino horn, as
it is sensitive to both the reason to consume (status) and the underlying cultural drivers. It can further describe
why the demand has exploded in response to recent economic growth.
According to developers of Spiral Dynamics, Graves, Beck and Cowan, our core values progress and regress
over time depending upon the life circumstances we find ourselves in. The research undertaken over many
years has uncovered that this model works on the individual level and also on the level of a group or even
whole societies; it also established that this model is independent of culture, which led them to believe that it
is associated with the ‘deep structure’ of our consciousness.

Spiral Dynamics Levels

The diagram shows different value levels. Each colour corresponds to a values level. The diagram should be
interpreted as ‘transcend and include’, meaning that as a person gains access to the next level, they don’t lose
access to the values of the previous levels.
Within the model, individuals (and cultures) do not fall clearly in any single category (colour). Each person
embodies a mixture of the value patterns. At the same time it is useful for a person to understand the highest
level of values development that they have reached.
In Australia, for instance, it is estimated that about 50% of society has evolved primarily in to orange, 25%
primarily in to green and 20% primarily in to blue. Similarly it is estimated that approximately 1% of the
world’s population is sitting primarily in yellow and less than 0.1% is the percentage given for turquoise.

Spiral Dynamics is not a linear or hierarchical model; stages of progress and regression over time are
dependent upon the life circumstances of the person. Attaining higher stages of development is not
synonymous with attaining a ‘better’ or ‘more correct’ values system. All stages co-exist in both healthy and
unhealthy states, whereby any stage of development can lead to undesirable outcomes

Application of Spiral Dynamics to Conservation
From the above descriptions of the values levels we see that conservation is firmly rooted in green. The
conservation movement coincided with the large-scale emergence of the green values level in the 1960s. Yet
at the same time the dominant move in values at the global scale today is from blue to orange, not from
orange to green. The big transitions in countries like China, India and Viet Nam are all from BLUE
(Confucian/Communism or caste system) to ORANGE (capitalism). This needs to be taken into account when
addressing conservation and illegal wildlife trade issues in those countries.
The basic emotion the conservation movement aims to elicit is empathy. This explains why most campaigns
use animals because an empathetic response is anticipated. Yet the orange and blue value systems place
humans above all other species on the planet. This is reflected clearly in charitable giving in OECD countries,
with over 90% of funds donated going to human causes.
What works in each values system for conservation:

Breaking The Brand was informed by this model when creating our pilot rhino campaign.

Pilot Campaign Adverts and Target Locations
Based on the understanding of the two primary user groups of genuine rhino horn (Appendix B) we
developed an initial set of 5 ads in conjunction with the international advertising agency, Grey Group.
Businessman Advert 1

Aim of Businessman Advert 1:
•

Tarnish the act of giving rhino horn by making the giver and the act look desperate and needy.

•

Tarnish the prestige of the person giving rhino horn.

•

Target international companies in Viet Nam operating in Viet Nam who would worry about their
reputation if local employees are caught receiving rhino in business negotiations.

•

Test if there is any level of empathy for the rhino from this user group.

Locations for advert to be published:
•

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

•

Business and news magazines, both print and online.

Businessman Advert 2

Aim of Businessman Advert 2:
•

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

•

Instil doubt around the risk to important business relationships.

•

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

•

Undermine trust in the product (rhino horn).

•

Undermine trust in the supply chain.
This is a really important point as several users of rhino horn we spoke to stated” I trust my South
African supply chain.”

Locations for advert to be published:
•

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

•

Business and news magazines, both print and online.

Mother and Child Advert 1

Aim of Mother and Child Advert 1:
•

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

•

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

•

Test empathy for the rhino from this user group.

Locations for advert to be published:
•

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

•

Women’s magazines and Health/Wellbeing Magazines.

•

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

Comment:
Of all 5 adverts this has generated most comment. This is because we use the statement ‘To Medicate Her
Child’ as a couple of people have been concerned that it implies rhino horn is a legitimate health product which it is not. With this advert we want to capture the attention of users who do consider rhino horn a
medication/supplement; and to get the attention of these users we have been advised not to directly challenge
a cultural belief. So if one person’s ‘cultural belief’ is another person’s ‘myth’, namely ‘rhino horns link to any
medical value’ how do you debunk a myth?
When you look at psychological research into misinformation, it states that you don’t have to avoid mentioning
the myth altogether.

In the first instance you can activate it in people’s minds before they can label it as wrong or unhelpful. Then
you need to replace the myth with an alternate narrative. This is usually an explanation of why the myth is
wrong or how it came about. We have chosen not to use the right/wrong argument. People have for years
said that there is no medical evidence that rhino horn is useful in the treatment of illness and stated that the
‘myth’ is wrong. This argument hasn’t worked to date. To wait for definitive evidence from medical research
conducted in a way that the users of rhino horn would consider legitimate would take years.

Mother and Child Advert 2

Aim of Mother and Child Advert 2:
•

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

•

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

•

Undermine trust in the product

•

Undermine trust in the supply chain.

•

Highlight giving poisoned rhino horn to any sick family member (including aging parent) could be
detrimental to recovery.

Locations for advert to be published:
•

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

•

Women’s magazines and Health/Wellbeing Magazines.

•

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

Mother and Child Advert 3

Aim of Mother and Child Advert 3:
•

As Mother and Child Advert 2 +

•

Tell more of the story of rhino horn poisoning.

•

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

•

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

Locations for advert to be published:
•

As Mother and Child Adverts 1 & 2

Our goal is to run these adverts in the locations outlined above for at least 30 weeks over 2014/15. To do
this we would need to raise USD$250,000.
We can launch the pilot campaign as soon as we have raised USD$30,000. As a volunteer organisation, 100%
of funds raised go towards the campaign. Based on recommendations from Grey Group Viet Nam, the initial
publications targeted to give the best ROI for this level of funding are:
Publication 1

Title: Saigon Business
Weekend
Target: Businessmen
Circ: 30,000
Issued: Weekly

Publication 2

Title: Investment
Bridge
Target: Businessmen
Circ: 65,000
Issued: Weekly

Publication 3

Publication 4

Publication 5

Title: Heritage
Target: Businessmen &
Viet Nam Airlines
Circ: 175,000
Issued: Monthly

Title: Shopping & Family
Target: Best selling
women’s magazine
Circ: 100,000
Issued: Weekly

Title: Capital Security
Target: All, skewed
to male
Circ: 75,000
Issued: Daily

In addition, we are raising funds to run the adverts in Vietnamese expat communities in Australia, Canada and
the USA. Research in these communities has found anecdotal evidence that rhino horn is still being used
primarily as a health supplement for children. Rhino horn is brought back from travel to Viet Nam when
people travel there for family visits and holidays.

To ensure that the campaign remains fresh and people remain engaged with it we have further campaign
designs in the pipeline. In addition to the current user groups targeted (businessmen and affluent mothers)
we will also create adverts to target:
•

People living with an illness who are using rhino horn

•

People with aging parents who request that their wealthy children buy rhino horn for them.

We are also developing a new suite of adverts targeting the primary user group (businessmen) which does
not contain any rhino images and directly challenges the perceived status gain from consuming rhino horn.
Finally, we are developing a separate campaign to target Vietnamese business students (and alumni) studying
at international universities in the US, UK, Canada and Australia.

Publicity
This section summarises what we have been able to achieve in terms of publicity over the first 12 months.
Website/Blog
We have created a website at www.breakingthebrand.org which details the problem and the campaign. It
also showcases all the media coverage we have received and links to all our social media platforms. We
launched a blog on the site in January 2014 and have posted 7 lengthy blog entries to date. The website has
about 1,000 unique visitors each month.
Speak Out Campaign
We launched the Speak Out for Rhinos campaign in late 2013: http://breakingthebrand.org/take-action/speakout/ We provide sample letters in both English and Vietnamese that visitors to our website or Facebook page
can download, sign and send to their local Vietnamese Embassy. The sample letters have been downloaded
more than 650 times to date and 52 people have posted a selfie of themselves mailing the letter on our
Facebook and Pinterest pages. You can see them all at: http://www.pinterest.com/niasfriends/speak-out-forrhinos-selfies/ We plan to grow this campaign throughout 2014/15 and launch a Celebrity Speak Out for
Rhinos Letter.
Social Media
We created a Facebook page for Nia’s Friends in August 2013. Through regular postings we have been able
to get over 500 Likes in the first 9 months of running the page. The page also provokes conversation through
comments being posted.
In addition we have set up a Twitter account and a Pinterest page. Twitter is evolving slowly, we have only
just passed the 50 follower mark. Twitter will be a focus for the next 12 months, as it is a good tool for building
relationships to gain celebrity support with the aim of leading to larger donations. Pinterest is mainly used to
showcase our Speak Out campaign and the pilot adverts.
Media Coverage
Since March 2014 we have actively courted media outlets to get more mainstream media coverage for
Breaking the Brand. This strategy paid off recently, with coverage in The Guardian, The Daily Telegraph,
3AW Radio Melbourne and The Dodo. Links to all media are provided at: http://breakingthebrand.org/media/
Talks
I was invited to submit a talk to the Zoo and Aquarium Association (ZAA) Annual Conference March 2014.
The conference was hosted by Auckland Zoo and we really appreciated the opportunity to present our
campaign and the behaviour change model behind it. The talk has generated a lot of interest and we have
been approached by other Zoos about educating them on the behaviour change model and how to use it in
the conservation space. A copy of the slides can be found at: http://breakingthebrand.org/wpcontent/uploads/2014/04/ZAA-Talk-v2.pdf
Behaviour Change Workshops for Conservation
As a result of the presentation at the ZAA Conference we have been asked to run behaviour change
workshops for a number of Zoos and conservation organisations. These will be delivered as either on a quidpro-quo basis or as paid engagements, with all funds going to the campaign.

PR Agency
We have recently been introduced to a PR agency, MacGregor Public Relations, who have offered to assist
Breaking the Brand to gain more mainstream media exposure and design a PR/Communication strategy for
the project. This work will be carried out on a pro-bono basis.
This support is vital given the large number of charities, community organisations and individuals who are
active in the rhino conservation space. In the main these activities solely focus on the poaching, conservation
and protection end of the supply chain and, as a result, we have found it is very hard to be heard when talking
about the demand side. Understandably, poaching creates a very strong emotions – anger, sadness – in
people who care about rhinos and endangered African wildlife. Our approach is very rational and cannot
compete in terms of engaging the conservation minded audience.

Fundraising
Breaking The Brand is run by a team of volunteers: http://breakingthebrand.org/about-us/ and, as a result
100% of the donations go directly to creating and publishing the campaign.
Our fundraising efforts have ramped up since completing
the suite of 5 adverts for the pilot campaign in December
2013. Once potential supporters could see the finalised
adverts, rather than the concepts sketches, donations
started to increase. Breaking The Brand has raised funds
using several crowd-funding platforms including:
Pozible (www.pozible.com/niabtb) and
Indiegogo (http://igg.me/at/niabtb).

Other donations have come via http://www.givenow.com.au/savefoundationniasfriends, or via The SAVE
African Rhino Foundation. Members of The SAVE African Rhino Foundation must be acknowledged for their
support. Additional donations have also come via fundraising lunches and the sale of ‘Rhino Force’ bracelets.
As a result we have raised over of USD$20,000 in the last 6 months. We believe that given we are a new
project, that is not currently well known, this has been a successful start to the fundraising effort. At the same
time, we are aware that we require in the vicinity of USD$250,000 to fund a full-scale advertising campaign
in Viet Nam in 2014/15. We have not yet been able to attract a number of larger donors. Similarly, we are
also aware that our approach will largely preclude funding from foundations and philanthropic trusts, as it may
be seen as too controversial for many.
By focussing on our media profile we aim to raise awareness of the campaign. Similarly, as we move into our
second year our reputation and credibility is growing in the conservation space and beyond. As a result we
believe we will have a better chance of approaching wealthy philanthropists and donors who will see the
value in our approach. We are searching for donors who can see the benefit of the Breaking The Brand
project and its ability to complement the anti-poaching and conservation measures that already attract tens of
millions in funding.

Next Steps
Our aim for the next 12 months is to run the advertising campaign in Hanoi and Ho Chi Minh City for a
minimum of 30 weeks; and to evaluate the impact of the campaign using market research. This means the
Breaking The Brand team will have to raise in the region of USD $250,000 to be able to target all the locations
outlined previously in the document. Given that crowdfunding cannot achieve the sorts of amounts needed,
we intend to pursue more traditional avenues of fundraising such as events, targeting wealthy donors and
enlisting celebrity support.
In the first instance our aim is to increase our profile in the mainstream media and to continue to build our
social media reach. We will focus on Facebook and especially Twitter to reach celebrities who may become
supporters for our campaign.
Furthermore, we will continue to build our relationships with Zoos, conservation organisations and
conservancies in Africa; we would like the opportunity to work more collaboratively with such organisations.
As we have demonstrated to-date we are open to sharing our learning, the behaviour change models we use
and our ideas for targeting the users of rhino horn. We will continue to share our insights and ideas.
There is a further need to broaden our relationships with Vietnamese organisations and supporters in Hanoi,
Ho Chi Minh City and beyond. It is important to us to work collaboratively with agencies and people on the
ground in Viet Nam. We would appreciate their support and insights in assessing the impact of the campaign
as it is rolled out. In addition, our team will continue to build relationships with Vietnamese expat communities
in Australia and establish a dialogue with Vietnamese MBA students.
In order to conduct a formal evaluation of our campaign we will approach a number of Australian Universities
to explore the possibility of a student designing a process to measure the impact and success of the campaign
and conduct the necessary research.
To end this report, we want to share a letter from David Attenborough which we received in response to
introducing our project to him and which provided a great boost to our spirits and resolve to continue our
contribution to the effort of saving rhinos from extinction in the wild:

Appendix A – The Complexity of the Problem

The Breaking The Brand project focus in this protection-supply-demand chain is the section highlighted in
red.

Appendix B – Primary Users

Primary User 1

High Status Businessmen





Only 2 motivators to stop using:





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

Primary User 2

Affluent Mothers







Primary motivator to stop using:


Negative impact on family health from using
rhino horn.

Senior Businessmen/Finance
Professionals/ Government Officials.
Group values rarity and expense rather
than perceived medical properties.
Acquiring rare produce associated with
money, power and skill.
Rhino horn gift used to demonstrate
respect and competence when
negotiating deals.
Gifts used to influence and obtain
preferential treatment from those in
positions of power.





Believe in fever-reducing qualities of
rhino horn - in line with use in Chinese
/Vietnamese medicine.
Keep small quantities at home in case
child gets a high fever.
Also buy for aging parents.
Relatively recent trend.
Unclear if using fake vs. genuine rhino
horn.
A group heavily influenced by social
media.
Small individual quantities but large group
size.
Interested and aspire to celebrity
mothers.
Again very status conscious
and aspirational.
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Madelon Willemsen, Naomi Doak, Amanda Embury, Andrew Parker, Brooke Squires, Fiona Gordon, Jenny
Gray, Katie Parlow, Lorinda Hern, Natasha Anderson, Nick Lynch, Peter Allison, Tammie Matson, Rachel
Lowry, Richard Vigne, Rebecca Drury, Tony Park and Pamela Sutton-Legaud.
To Anna Allwright and MacGregor Public Relations for coming to our aid in creating a PR plan.
To our donors and the businesses who have supported the Breaking the Brand campaign, many of whom
are acknowledged on our web site at: http://breakingthebrand.org/supporters/
We hope that 2014/15 will bring more positive
news for wild rhinos in both Africa and Asia.

