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The document summarises the second 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 rhino 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 to run awareness raising or an education campaigns. There are 

many other organisations doing awareness raising and education incredibly well. We are a team of volunteers 

based mainly in Melbourne, Australia and supported by the Perth based SAVE African Rhino Foundation. 

To ensure that we maximise the effectiveness of our campaigns we constantly consider how the context for 

the rhino poaching crisis is changing over time. Similarly, we have endeavoured to educate ourselves on the 

changing nature of wildlife trafficking.  

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 

and  

Nigel Dawson and Randal Glennon, Co-Directors of Three Wise Men 

Without the support of these 5 people, we could not have achieved so much so quickly. 

 

 

Contact Information:  Dr. Lynn Johnson, Founder, Breaking The Brand Project 

   www.breakingthebrand.org 

   lynn@breakingthebrand.org 

   +61 418 124 660 (mobile) 

 

http://www.breakingthebrand.org/
mailto:lynn@breakingthebrand.org
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Executive Summary 

This document summarises the second12 months of the Breaking The Brand (BTB) project. Our sole focus 

is creating and delivering effective demand reduction campaigns targeting the primary users of genuine rhino 

horn in Viet Nam.   

We have achieved the following milestones during the March 2014 ð April 2015 period: 

1. Raised $58,000 to deliver two pilot demand reduction campaigns using 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 to share and cross-checked our user analysis, demand reduction insights and broader 

findings with representatives of established conservation organisations ð including representatives at 

TRAFFIC, FFI, WildAct Viet Nam and the Rhino Rescue Project together with independent 

conservationists and zoologists. 

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 Wildlife and Timber Crime workshop in Bangkok.  

5. Refined our definition of demand reduction and shared our insights with other organisations seeking 

the same aims in Viet Nam and China.  

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

crowdfunding campaigns  

We also continued to build our relationships with established players in the rhino conservation field and we 

have analysed the interplay between donors, established conservation strategies, wildlife trafficking and the 

user behaviour. This has led us to conclude that we are facing a difficult situation in relation to successful 

demand reduction because of the pro-trade stance of the South African government and the targeted 

campaigns for a legalised trade undertaken by the pro-trade lobby in South Africa. Our current conclusion is 

that potentially effective demand reduction efforts can and will be diminished and undermined for as long as 

there is a prospect of a legalised trade.  

While the focus of this report is the last 12 months not everything can be covered to maintain readability and 

to keep the report reasonably short. The report is presented in four sections: 

Section 1:  BTBõs Rhino Horn Demand Reduction (RhiNo) Campaign in Viet Nam 

Section 2:  Understanding the Impact on Demand Reduction of All Aspects of the Conservation ð 

Supply ð Demand Chain 

Section 3:  The Evolution of the Breaking The Brand Project 

Section 4:  Conclusion and Next Steps 

Our focus for the next 12 months will be expanding the trial-and-evaluation of demand reduction messages. 

This means testing status anxiety messages in addition to health anxiety and using quantitative 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 test-and-measure campaigns in Viet Nam in late 2015. We will further work on 

a clearer definition of what constitutes demand reduction and an evaluation methodology for such campaigns. 

We will also monitor the evolving market for rhino horn and any changes to the customer base who are 

looking to buy genuine rhino horn. This will enable us to continue to target money on the strategies that 

provide the highest return on investment from a demand reduction perspective.  
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Section 1 ð BTBõs Rhino Horn Demand Deduction (RhiNo) C ampaign in Viet Nam 

Problem Update 

The Breaking The Brand  (BTB)  project was launched in February  2013 with the document:  ôProject 

Proposal - Breaking the Rhino Horn Brand in Viet Namõ http://breakingthebrand.org/wp-content/uploads 

/2014/05/Project-Proposal-Breaking-the-Rhino-Horn-Brand-in-Vietnam.pdf and has so far focussed 

exclusively on running demand reduction campaigns in Viet Nam to break the escalating demand for rhino 

horn which is driving the poaching in Africa and Asia. A first year report was written to cover the first 12 

months of operation of the project http://breakingthebrand.org/wp-content/uploads/2014/05/Breaking-The-

Brand-Project-The-First-12-Months.pdf 

Before going into detail about the project outcomes for the last 12 months, it is necessary to consider how 

the context for the rhino poaching crisis has changed in this time period. In particular: 

1. Poaching rates have 

continued to grow and it 

wonõt be until the end of 

2015 that we will be able 

to state definitively if they 

are still growing 

exponentially or not. 

Unofficial figures coming 

out of South Africa for 

2015 indicate growth is 

probably still exponential. 

Evidence from other countries in Africa and Asia, for example a recent increase in poaching rates in 

Namibia, also points towards a continuing exponential increase in demand.  

2. The South African government has adopted a thinly veiled pro-trade stance: 
http://www.news24.com/Green/News/SA-may-sell-its-massive-rhino-horn-stockpile-in-2016-

20150210   

3. Horn infusion, which the Vietnamese consumers are most worried about, was actively targeted by 

the pro-trade lobby in South Africa (SA) with the aim to fully discredit the horn devaluation technique 

and stop infusions. The infusion project initially lost some ground in the second half of 2014, but as 

of early 2015 is beginning to rebuild.  

4. Anecdotal evidence from both the South African and Vietnamese supporters of Breaking The Brand 

alleges SA pro-trade representatives have links in to Viet Nam and there is emerging testimony that 

they have actively countered the Lunar New Year BTB advertising campaign; our second campaign 

profiling the horn infusion process. 

5. The SA pro-trade focus is neutralising any attempts by the Vietnamese government to target the 

users of genuine rhino horn who are some of the wealthiest and most influential people in Viet Nam. 

These changes mean that the context for BTB and our campaigns has shifted from our initial findings in 

early/mid 2013. Certainly what has become clear is that there are a number of influential groups and 

individuals who, while happy to save rhinos, have no desire to see the demand for rhino horn diminish. As 

we wait for the outcomes of the CITES (CoP17) in 2016 regarding a legalised trade in rhino horn or one-off 

sale of the stockpiled rhino horn (similar to the ivory sale in 2008) in both government and private hands, 

effectively this is causing:  

1. Policing/prosecution of the users of rhino horn to be neglected.  

2. The opportunity to actively undermine potentially effective demand reduction messages and ensure 

that the demand and value of rhino horn is preserved. 

http://breakingthebrand.org/wp-content/uploads%20/2014/05/Project-Proposal-Breaking-the-Rhino-Horn-Brand-in-Vietnam.pdf
http://breakingthebrand.org/wp-content/uploads%20/2014/05/Project-Proposal-Breaking-the-Rhino-Horn-Brand-in-Vietnam.pdf
http://breakingthebrand.org/wp-content/uploads/2014/05/Breaking-The-Brand-Project-The-First-12-Months.pdf
http://breakingthebrand.org/wp-content/uploads/2014/05/Breaking-The-Brand-Project-The-First-12-Months.pdf
http://www.news24.com/Green/News/SA-may-sell-its-massive-rhino-horn-stockpile-in-2016-20150210
http://www.news24.com/Green/News/SA-may-sell-its-massive-rhino-horn-stockpile-in-2016-20150210
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3. The creation of new demand in the anticipation of large a windfall due to speculation on the trade or 

one-off sale of rhino horn. 

This ôholding patternõ and debate is confusing the message in demand side countries and is likely to be 

contributing to the increased rhino poaching rates. We cannot see how demand reduction efforts can be 

successful if the speculation around trade legalisation is allowed to persist. It should be self-evident that both 

potential suppliers and traffickers will do anything to preserve their market and their income stream, it should 

be even more self-evident that those who stockpile horn today do so at considerable expense and therefore 

expect this investment to pay off handsomely in the near future. Any attempt to reduce demand or devalue 

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 domain. This is resulting in an increase in donations to the wildlife sector. Over time this 

increase in donations will with an increased level of scrutiny. Any strategies that could work to save animals, 

but the conservation sector isnõt using because they are being too risk adverse and politically correct, could 

have future consequences if extinction anxiety tips in to public outrage. This is detailed more in: 

http://breakingthebrand.org/conservation-vs-wildlife-traffickers-who-do-you-think-will-win-the-war-in-

wildlife-crime/ 

The above statements will be discussed in much more detail in the relevant sections of the report. But first 

we would like to outline the campaigns BTB ran in Viet Nam. 

Viet Nam Advertising Campaign 

Our primary achievement in the last year was to launch two advertising campaigns in Viet Nam: 

 

 

Breaking The Brandõs pilot RhiNo campaign ð 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 womenõs 

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 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/  

http://breakingthebrand.org/conservation-vs-wildlife-traffickers-who-do-you-think-will-win-the-war-in-wildlife-crime/
http://breakingthebrand.org/conservation-vs-wildlife-traffickers-who-do-you-think-will-win-the-war-in-wildlife-crime/
http://breakingthebrand.org/look-what-you-have-achieved/
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Our follow up, Lunar New Year RhiNo 

Campaign: Will your luck run out? went live on 

the 16th January 2015. Full-page adverts were 

published in key business, lifestyle (Golf & Life 

Magazine) and womenõs magazines for 5 weeks 

leading up to the lunar New Year on 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 if November 2014 to the end February 

2015 we had full page RhiNo adverts in Heritage 

Magazine. Vietnam Airlines has about 300 daily 

flights to 21 destinations domestically and to 28 

internationally. The airlines 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 Namõs 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 ôshameõ as we 

discussed the human toll of the 

poaching crisis. People were not 

empathetic to the death of 

rangers, the view being òThey 

chose to do that job, they could 

work somewhere elseó 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 ômillionaireõs detox drinkõ 

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/ 

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 BTBõs adverts were published in the section/location of the magazine where they 

would be seen. In speaking to NGOõs who had negotiated pro-bono or reduced rates, they informed 

BTB that it had been detrimental to their campaign as they had been placed in a much less visible 

part of the publication.     

All the adverts were produced with the creative (and pro-bono) support of Nigel 

Dawson and Randal Glennon, Co-Directors of Three Wise Men (http://www.three-

wise-men.com.au/what-weve-done/print-collateral/) Their offer of continued 

involvement on this project is very much appreciated.   

  

As part of the Lunar New Year campaign BTB was delighted to be able to join forces with WildAct Viet 

Nam (http://www.wildact-vn.org/) and distribute 1,000 of the specially designed red envelopes in the 

Melbourne Vietnamese community.  

  

WildActõs red envelopes raised 

awareness about the impact of 

purchasing wildlife products. 

BTBõs network in to the 

Vietnamese community in 

Melbourne fed back that there 

was a lot of chatter at family 

gatherings where the envelopes 

were used.   

As mentioned a total of $58,000 was spent on our two advertising campaigns. In comparison we have heard 

discussions quoting costs of USD$1-2Million per year to protect a herd of approximately150 rhinos in a large 

conservancy, depending on location and terrain. 

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 events. Our largest individual 

donations came from: 

 
New Zealand 

 

NSWõs Branch 

$20,000 $6,000 $4,000 $3,000 

 

http://www.three-wise-men.com.au/what-weve-done/print-collateral/
http://www.three-wise-men.com.au/what-weve-done/print-collateral/
http://www.wildact-vn.org/
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Crowdfunding was done both locally in Australia (Pozible and Givenow) and internationally (Indiegogo). In 

terms of return on investment it must be said that going down the crowdfunding path has been hard work 

and this is something BTB hasnõt fully understood and mastered: 

1. We havenõt worked out how to convert the likes/shares our crowdfunding campaigns receive to 

donations. 

2. We have tried helping people to put the donations in perspective by asking them to forego a glass of 

wine a week, cup of coffee a week and other similar initiatives. 

The crowdfunding raised about 20% of the total funds we raised for both campaigns, but the main donations 

came from people we directly targeted via email, not from any of the social media followers. 

  

Crowdfunding campaigns take a 

lot of effort to prepare and to 

sustain (via Facebook, email, 

Twitter etc.) during the 45 or so 

days of each campaign. We will 

continue to pursue similar 

fundraising strategies throughout 

the trial and evaluation phase in 

2015, to raise the funds to test 

the status anxiety campaigns and 

the evaluation methodologies. 

Once we have completed the 

trial phase, we will focus large-

scale donations from individual 

wealthy donors to finance the 

full-scale roll-out. 
 

 

  

Other crowdfunding ideas BTB has developed 

includes an Everyday Hero pack, with our very 

first ôheroõ supporting the project, just as this 

report is being finalised. 

 

BTBõs supporters are acknowledged: 

http://breakingthebrand.org/supporters/ 

 

Results and Feedback 

BTB did not have the funding to conduct a formal evaluation for the campaigns. Instead, we have gathered 

informal feedback during our trip to Viet Nam in October/November 2014 and analysed social media and 

website activity. The response to the pilot campaign, launched 15th September, was positive 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 25). It has remained in the 

top 5 since then. 

2. In the same time frame Ho Chi Minh and Hanoi jumped to the second and third cities following us 

on Facebook, this has been maintained and we get daily support from Vietnamese citizens. 

3. While in Viet Nam Breaking The Brand was interviewed for TV and newspaper articles, the main 

focus of questions was about wanting more knowledge about horn poisoning. 

http://breakingthebrand.org/supporters/

