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The document summarises fiseondl2 months of the BreakingelBrand project. This project was

created to address the spiralling demand for rhino horn from Viet Nam, which is the primary driver of the
currentrhinokilling spree in Africa and Asia. Our sole focus is on demand reduction by targeting the primary
usersof genuine rhino homn Viet Nam. We do not attentpttarget the gups that are most likeling

fake rhino horn. Similarlyr approach is néd run awareness raisongn education campaigrhere are

many other organisations doing awarendsg eaid education incredibly well. We are a team of volunteers
basednainlyin Mdbourne, Australia and suppokigdhe Perth based SAVE African Rhino Foundation.

To ensure that we maximise the effectiveness of our campaigns we constantly consatertéxaviahe
the rhino poaching crisis is changing ove&tmikarlywe have endeavoured to educaieselves on the
changing nature of wildlife trafficking.

This work has been undertaken with the suppuogrof individuals around the world who Weatiémpt
to thank at the end of the document. However, before we go any further we must single onrichatee ind
for a special mention.

With speciahanks to:
Nicholas Duncan, Founder of The SAVE African Rhino Foundation
together with
An and Tuyen
and
Nigel Dawson and Ran@&nnon, CeDirectors of Three Wise Men

Without the support of thes@&ople, we could noakie achieved so much so quickly.

Contact Information Dr. Lynn JohnsoRounder, Breakindnd Brand Project
www.breakingthebrand.org
lynn@breakingthebrand.org
+61 418 124 660 (mobile)
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Executive Summary

Thisdocument summarises gexond2 months of the BreakinigeTBrandBTB) project. Our sole focus
is creating and delivering effed@weand reductiocempaigns targeting the primary users of genuine rhino
horn in Viet Nam.

We have achieved the followintgstones duririge March 204 6 April2015 period

1. Raised $58,000 to deliver two pilot demand redwetiopaignssing health anxiety around rhino
horn infusion as the main motivation to achieve reduced demand. The campaigns ran for 5 months
in a number of key business, airline and women magazines in Viet Nam.

2. Continued tolgareand crosghecked ounseranalysjsgiemand reduction insightsibroader
findings witfepresentatives eétablished consetiga organisatiodsncludingepresentatives at
TRAFIC, FFI, WildAct Viet Nana the Rhino Rescue Project together with independent
conservationists and zootsgis

3. Travelled to South Africa, Viet Nam and Kenya to further our understanding of the current situation
in relation to combating rhino poaching and rhino horn demand.

4. Presented to the UNODC Wifé and Timber Crime workshoBangkok.

5. Refined our defiion of demand reduction and shared our insights with other organisations seeking
the same aims in Viet Nand China

6. Expanded our media profile through blog posts, interviews, social media and running the
crowdfunding campaigns

We also continued toilwiour relationstspvith established players in the rhino conservatiamdieiel

have analysed tirgerplay between donors, established conservation strategies, wildlife trafficking and the
user behavioumhishas led us to conclude that we aradgeaidifficult situation in relation to successful
demand reduction because of thetmade stance of the South African government and the targeted
campaigns farlegalised trade undertaken by thdnade lobby in South Africa. Our current conclasion i
thatpotentially effectidemand reduction efforts can and will be diminished and underminedgasas

there is a prospect ofegjalised trade.

While thedcusof this report e last 12 monthmot everything can be covered to maintain rkiyckind
to keep the report reasonably short. The report is presented in four sections:

Section 1: B T BRiino Horn Demand Reduction (RhiNo) Campaign in Viet Nam

Sectia 2: Understanding the Impact Demand Bduction of I\ Aspects of the Conservatidn
Supph@ DemandChain

Section 3: The Evoltion of the Breaking The Brangjdet
Section 4: Conclusion and Next Steps

Our focus for the next 12 monttid beexpanding the tHahdevaluation of demand reduction messages.

This means testing statusetynxnessages in addition to health anxiety rmnpduesititative and qualitative
evaluation techniques that are designed to work for illegal activities and consumption of illegal products. We
aim to run one or two such testdmeasure campaigns in Viet Nalatén2015. We will furthetork on

a clearedefinitiorof what constituteemand reduction andewaluation methodology for scahmpaigns.

We will also monitor the evolving market for rhino horn and any changes to the custohwalmse

looking to buy genuine rhino horn. This will enabdecontinue to targeboney m the strategiethat

providethe highest return on investment from a demand reduction perspective.
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Section 18 B T B Rhéno Horn Demand Deduction (RhiNo) C ampaign in Viet Nam

Problem Update

The Breaking The Bran(BTB) project was launetiin February2013 with the documentd Pr oj ect
Proposat Breakinghe Rhino Horn Brand in Viea Mfditp://breakingthebrand.orgfegntent/uploads
/2014/05/ProjeeProposaBreakinghe-RhineHorn-Brandin-Vietham.pdfand has so far focussed

exclusively on running demand reduction campaigns in Viet Nam to break the escalating demand for rhinc
horn which is driving the poaching ire/inid AsiaA first year report was written to coverfitise 12

months of operation tife projechttp://breakingthebrand.orgfamtent/uploads/2014/05/Breakirie-
BrandProjeciTheFirst12-Months.pdf

Before going tim deail abouthe project outcomdsr the last 12 monthsis necessary tonsider how
the context for the rhino poachingidhas changed in this time pefiiogarticular:

1. Poaching rates hau=
contirued to grow and it.,| "
wonot be un_
2015 that we will be abl
to state definitivaithey ™
are sl growing .
exponentially or not. |
Unofficial figures comir s
out of South Africtor
2015 indicate growth i~
probably still exponentic *
Evidence from other countries in Afrlca and AS|a for example a recent increase in poachlng rates in
Namibiaalsopoints towards a continuengponentidhcrease in demand.

o Exponential fit ta 2013 Exponential fit to 2014

333

2. The South African government haptad a thinlyeiled pretrade stance
http://www.news24.com/Green/NewstBrayselitsmassivehinahorn-stockpilen-2016
20150210

3. Horn infusionwhichthe Viethamese consumers are most worried abastactively targeted by
the pretrade lobby in South Africa (&) the aim to fully discredit the horn devaluation technique
and stop infusianghe infusion projettitially lost some grouindhe secondalf of 2014but as
of eary2015 is beginning to rebuild.

4. Anecdotal evidence from btith South African and Viethamese suppoftBreakinghie Brand
alleges Spro-trade representatives have limis Viet Nan and there is emerging testimtbiay
they have actively countered thedr New Year BTB advertising campaigrsecond campaign
profiling the horn infusion process.

5. The SA prdrade focus iseutralising any attemptsth®y Viethamese governmémtargethe
users of genuine rhinerh who are some of the wealthiest and most influentialip&6etéNam.

These changes metrat the context for BTdhd our campaighss shifted fno our initial findings in
early/mid 2013Certainly what has become cleahas there are a number iofluential groups and
individuale/ho, while happy to save rhinbave no desire to see the demand for rhino horn dirAsish.
we wait for the outcomes of WGETES (CoP17) in 20d€garding a legad trade in rhino horn or coff
sale of the stoclga rhino horr(similar to the ivory sale in 20868)oth government and private hands,
effectively this is causing:

1. Policingprosecution of the users of rhino horn todugected
2. The opportunityo activdy undermingootentially effectidemand redttionmessageandensure

that thedemand and value of rhino hopréserved
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3. The ¢eation of new demand in the anticipation oflavelfall due speculation on the trade or
one-off sal®f rhino horn

Thisb hol di ng debate is eonfusiiifte messhge in demand side couraridsis likely to be
contributing to thimcreased rhino poaching ratés. cannot see how demand reduction efforts can be
successful if the speculation around trade legalisation is allowedttshpmrkidte sedfvident that both
potentiabuppliers and traffickers will do anything to preserve their market and their income stream, it should
be even morselfevident that those who stockpile horn today do so at considerable expense and therefore
expect this inveséent to pay off handsomely in the near future. Any attempt to reduce demahgkor deva

the product will be fought

More generally, with the increased profile of poaching and wildlife crime there is a growing level of extinction
anxiety in the public ddmarhis is resulting in an increase in donations to the wildlif®sarctione this

increase in donationgll with an increasdevel ocrutinyAny strategig¢bat could work to save animals

but the conservati on ebeingttaprisk adsersédtpoliticaly corgecollde c a u s e
have future consequendésextinction anxiety tips in to public outrage. This is detailed more in:
http://breakingthebrand.org/conservatsavildlifetraffickersvho-do-youthinkwilkwinthe-warin

wildlifecrime/

The above statements will be discussed in much mdna detarelevant sections of the refButfirst
we would like to outlineé campaigns BT in Viet Nam.

Viet Nam Advertising Campaign

Our primaryachievemerin the last year was to lautveh advertising campaigns in Viet: Nam

Breaki ng ThRhiNoBampaigd I & wopth theiskavent live on the 15t8eptember 2014.
$30,000was raisetb place 19 adverts in three key busmegmzineandinthe t op sel | i ng
magazindt also includevo consecutive months in Heritage, tiféght magazine of Viet Nam Airlines.

The publications we seleceadsure the adverts reaetithe target audience. In addition, we opted to only

use fulpage and hgttige ads to increase visibility and iripactiereon a steep learning curve for the

pibt campaign, whidhvolved stablishp a relationship with the ad buying agency in Vieandam
understanding how to navigate media censorship in ViEbNarare information on the pilot campaign:
http://breakingthedind.org/lookvhatyouhaveachieved/
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For $30K we can place two continuous months of full or half page adverts in ALL these publications. OUI‘ f0||OW Up, Lunar NEW Year RhINO
= G Campaign: Will your luck run owtht live on
the 16th January 20Jullpage advertsere

=k

o
Tiee kv 00

" publishedn key business, lifesi@®If & Life
B T Magazihg nd womends weekgazi nes
oo <l s gl =il e leading up to the lunar New Year on the
:::::ze-.nd :n:n‘::ssmen S:T:::T::nis ::;:'neg'::r:ens ::;Eve:d,l\:’male 19th February 2015 ThIS |nC|UCEdUHpage
Gr=30000  lemmdiWeoky lsved:Monhly Gre100000  tsued: Doty advert in Heritage Magazinghroughout
Issued: Weekly Issued: Weekly

February, a time when many wealthy
Vietnamese are travelling to see family flonrthe New Yedroliday.

We are parcuérly pleased that for 3toé 4 months from beginning if November 2014 to the end February
j 2015 we had full page RhiNo adverts in Heritage
MagazineVietnam Airlines has about 300 daily
flights to 21 destinations domestically and to 28
internationally. €hairlines increases capacity to
cope with the demadrfor Vietnamese New Year,
Viet N\am's most important celebration. Hundreds
of extra flights are scheduled during this period; in
2013, the carrreadded an extra 174,000 seats.
We know that by placingavert ithe magazine

we are targeting some Vet \an més weal t hi
citizens anthe demographic group that can afford

to buy genuine rhino horn.

Again the Lunar New Year adverts focused on health anxiety in the text, diduussinfysiien 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
target group we were hearing
increasingenseo f 0 s ha
discussed the human toll of
poaching crisis. People were
empathetic to the death
ranger s, t he
chose to do that job, they col
wor k s 0 me wh et
emotion was triggered when B
discussed the families. kihgl
about wives becomingidows
and chileen fatherless generat
reactions and questions so
decided to add this to tl
message.

i EIM
(] 7o cave 1O IS

VALTR e

The cost of thisunar New Yeatampaign was higher given the time of year when there is much more
competition foadvertising space and publicatluerge premium rates. lswitalo advertise at this time

of the yeaas hino horn use spikes during this holtdaygiven as a gift to gain favours with managers and
business contacts in the weeks leadingluetoth ol i day and use in the so
increases markedtipe to the nature of the celebrations. For more information on the campaign:
http://breakingthebrand.org/vietnarmeseyearcampaigmwvillyourluckrunout-goeslive/
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A total of $58,000 was spent in producing (purchasing images, photography) and publishing the first two
campaigns; with oves3000 spent on publishids in Viethamese mediammercial ragdhad to be
paid in all publicaticas

1. These are premium magazines for our target group which meanB fkampeting wittocal
andinternational luxury braridsthe advertising space

2. Wehad t o e adventsvere pBblisBedl s the section/location of the magaeretivey
wouldbe seenin speakitgo NGOG0 s wh o hbamb orrecduced ratgtlzey ikfatmed r o
BTBthatit had been detrimental to their campasginey had been placed in a nheghvisible
part of the publication.

All theadvertswere producedwith the creative (and ploono) support of Nigel
Dawson and Randal Glenn@Go;Directors of Three Wise Ménttp://www.three
A wisemen.com.au/whavevedone/prinicollatera)/ Their offer of continued
# involvement on this projésiery much appreciated.

As part of the Lunar Newafcampaign BTB was delighteoktable to join forces with WildAct Viet
Nam qttp://www.wildaetn.org) and distribute 1,000 of the specially designed red envelopes in the
Melbourne Viethamese community.

BE Wi | dwed endeopes ratbe

| awareness about the impaic
& purchasing wildlife produc
' BTBOs net wor
Vietnamese community
Melbourne fed back that the
& was a lot of chatter at fan
% gatherings where the envelo
were used.

As mentioned a total of $58,000 was spent on our two adveatigraggnsn comparison we have heard
digus®ns quoting cost§ USCH1-2Millionper year to protect a herdagfproximatelyp0 rhingin a large
conservangylepending on location aadain.

Fundraising

Breaking The Brand is a volunteer run project and we all pay our own expenses;100% of the funds raised
went to producing and publishing the campaigns.

The funds raised for both campaigns came via donations, crowdfunding and émey@st @dividual
donations came from:

onga=,_ 9
SAVE '"FFEREN[IE CG-NrFﬁVI}TION SNOCIETQUSTR&LIA. .. ’ m
AFRICAN RHINO 2 % :s z ?.! !

FOUNDATION
FOUNDATION
New Zealand NSW6s Br
$20,000 $6,000 $4,000 $3,000
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Crowdunding was done bdttcally in Australia (Pozible and Givenow) and internationally (Indiegogo).
terms of return on investment it must betsaidjoing down the crofuaiding path has been hard work
and this is something BTB hasndét fully understoo

1. We havendt wor ked Ilikalisharsbur evowtfunding oampameaseivetd h e
donations

2. We have tried helping peoplg@tdthe donationsn perspective by asking them to forego a glass of
wine a weekcup of coffee a weakd other similar initiatives

The crowdfunding raised about 20% of the total funds we raised for both campaigns, but the main donations
came from peoplee directly targeted via email, not from any of the social media followers.

Crowdfunding campaigns tak
lot of effort to prepare and
sustain (viaFacebook, ema
Twitter etc.during the 45 or s
days of each campaign. We
continue to pursuesimilar
fundraising strategies througl
the trial andwaluation phase

I’'m doing the #RhinoCoffeeChallenge. Are You? I’'m doing the #RhinoWineChallenge. Are You?

4
S

If 1 cappuccino/latte costs $4.00, by giving up 1 coffee per If 1 glass of wine costs $8.00, by giving up 1 glass of wine per H

week for 6 weeks, you can donate $24 to our Pozible week for 6 weeks, you can donate $48 to our Pozible 20157 to ralse the funus teSt
campaign: http://www.pozible.com/project /188042 campaign: http://www.pozible.com/project /188042 the Status anXIety cam palgns
If 1000 people from around the world, one person for each If 1000 Australians, one person for each rhino slaughtered in . .
rhino slaughtered in South Africa this year, gave up 1 coffee a South Africa alone this year, gave up 1 glass of wine a week the evaluatlon methodolog 3
week for 6 weeks and donated the money that would raise for 6 weeks and donated the money that would raise enough

enough money to fund our next demand reduction campaign. money to fund our next demand reduction campaign, O n Ce We have CO m p I eted tl

Are you wilng to gve up Are you willag to gve up

trial phase, we wiibcuslarge

il scale donations fromdividua
i SO 3‘ i SR 3‘ wealthy donors to finance t
fultscale rolbut.

nnnnn

0. e, Other crowdfunding ideas BTB has devel
includes an Everyday Hero pack, with our

first oOher od s upptois
e A, W Run report is being finalised

=P
(=% s BTBG&s S u p p o acknewledgec
vl Ul Y http://breakingthebrand.org/supporters/

Results and Feedback

BTBdid not have the funding to conduct a formal evaluation for the campaigns. Instead, we have gathered
informal feedback during our trip & Mam in October/Novemb&014 and analysedcial media and
website actity. The responst the pilot campaign, launcheith 8eptember, wamositive and immediate:

1. By the middle of October 2014 Viet Nam was ranked number 3 in the countries downloading
information from our web site (before campaign launch it was in top the 25pdintehgrene
top 5 since then.

2. Inthe same time frame Ho Chi Minh and Hanoi jumped to the second and third cities following us
on Facebook, this Hasen maintainexhd we get daily support from Vietnamese citizens

3. While in Viet Nam Breaking The Brand wasiewed for TV and newspaper articles, the main
focus ofjuestions was about wanting more knowledge about horn poisoning
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