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The Value of Wildlife Crime

ÅWildlife crime is the4th 
largest transnational crime 
in the world

ÅIn 2011 it was estimated to 
be worth US$17 billion

ÅHigh-ǾŀƭǳŜ ΨǇǊƻŘǳŎǘǎΩ ς
rhino horn: ~US$65,000/kg

ÅTraffickers moving from exploiting interest to 
manufacturing interest

ÅThis is not BAU, a new strategy is needed 



Return On Investment 
Security measures are recurring, huge 
expenses (vast land areas to protect).
Complex supply chain and high value of 
ΨǇǊƻŘǳŎǘΩ ƳŜŀƴ ƭŀǿ ŜƴŦƻǊŎŜƳŜƴǘ 
expensive and corruption limits 
effectiveness  

Understand consumption motivation 
and pattern means demand reduction 
is possible



Why did the market for rhino horn 
change?

Å Low levels of poaching in 
South Africa for over 15 
years

Å Lƴ мффо /ƘƛƴŀΩǎ D5t 
enters period of steep 
growth

Å In 2003 Viet Nam enters 
period of steep growth

Å What happened since 
2007?

Å TRAFFIC 2012 Report and 
other research indicates
rhino poaching driven by 
exponential growth in 
demand primarily from 
Viet Nam



The Market Context 
and The Customers 
Å 70% of the population of Viet 

Nam is under 35 years.

Å Fast growing market for luxury 
goods and brands.

ÅAspirational and status 
conscious.

ÅHigh inequality, small 
percentage of extremely 
wealthy.

ÅRhino horn is status symbol. 

Å >90% of rhino horn purchased is 
fake.

ÅRising prices turn rhino horn 
into an investment / store of 
value.



High Status Males

Å Senior Businessmen/Finance 
Professionals/Government Officials.

Å Group values rarity and expense 
rather than perceived medical 
properties.

Å Acquiring rare produce associated 
with money, power and skill. 

Å Rhino horn gift used to demonstrate 
respect and competence when 
negotiating deals. 

Å Gifts used to influence and obtain 
preferential treatment from those in 
positions of power.

Å Historically people have developed an 
interdependent self-concept vs. 
independent self-concept and, as a 
ǊŜǎǳƭǘΣ ȅƻǳ ŎŀƴΩǘ Ǉǳǘ ǇŜǊǎƻƴŀƭ 
preferences before group objective ς
loss of face - peer group pressure

Primary User 1  

Only 2 motivators to stop using:

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

Å Negative impact on health from using 
rhino horn.

άL ǿƻǳƭŘ ōŜ ƘŀǇǇȅ ǘƻ ōǳȅ ǘƘŜ ƭŀǎǘ ǊƘƛƴƻ 
ƘƻǊƴΦέ {ǘŀǘŜƳŜƴǘ ŦǊƻƳ ƻƴŜ ƻŦ ǘƘŜ ǳǎŜǊǎ L 
interviewed. Price is not a problem.

άL ǘǊǳǎǘ Ƴȅ {ƻǳǘƘ !ŦǊƛŎŀƴ {ǳǇǇƭȅ /Ƙŀƛƴέ

5ƻƴΩǘ ǎŜŜ ŦŀǊƳŜŘ ǊƘƛƴƻ ƘƻǊƴ ŀǎ ŀ ǎǳōǎǘƛǘǳǘŜ 
product



Affluent Women

Å Believe in fever-reducing qualities of 
rhino horn - in line with use in 
Chinese/Vietnamese medicine.

Å Keep small quantities at home in case 
child gets a high fever.

Å Also buy for aging parents.

Å Relatively recent trend.

Å Unclear if using fake vs. genuine rhino 
horn. 

Å A group heavily influenced by social 
media.

Å Small individual quantities but large 
group size.

Å Interested and aspire to celebrity 
mothers.

Å Again very status conscious 
and aspirational. 

Primary User 2 

Primary motivator to stop using:

Å Negative impact on family health from 
using rhino horn.

άLŦ Ƴȅ ŀƎƛƴƎ ǇŀǊŜƴǘ ƻǊ ǇŀǊŜƴǘ-in-law 
asks me to buy rhino horn for them, 
ŎǳƭǘǳǊŀƭƭȅ L ŎŀƴΩǘ ǎŀȅ ƴƻ ŜǾŜƴ ƛŦ L ŘƻƴΩǘ 
ōŜƭƛŜǾŜ ƛƴ ƛǘΦέ

ά.ŜƛƴƎ ŀōƭŜ ǘƻ ǘŜƭƭ ǘƘŜƳ ǘƘŀǘ ǘƘŜ ƘƻǊƴ ƛǎ 
poisoned is the only way I feel I can 
ǇǳǎƘ ōŀŎƪ ƻƴ ǘƘŜ ǊŜǉǳŜǎǘέ



Influencing Consumption

ÅPrivate sector has accumulated 
massive expertise in influencing 
consumption ςmarketing, 
advertising, social psychology, 
behavioural economics, 
neuroscience

ÅApplies to all goods from fast food 
to luxury cars

Key strategies that apply to rhino horn are:

1. Status Anxiety (peer pressure, keeping up)

2. Fear of death/loss of loved one (miracle cancer cure)

3. Personal health anxiety (chi, detox drink)

4. Loss Aversion (investment, store of value)



Why do they think rhino horn = status???

Å Globally many people say they 
ŎŀƴΩǘ ǊŜƭŀǘŜ ǘƻ ǘƘŜ ƳƻǘƛǾŀǘƛƻƴ ǘƻ 
ŎƻƴǎǳƳŜ ΨƎǊƻǳƴŘ ǳǇ ŦƛƴƎŜǊ 
ƴŀƛƭǎΩ

Å Are we so different?

Å Why do people believe a Louis 
Vuitton handbag = status???

Å Fake bag = $200

Å Real bag = $2,000+

Å Same bag! Same material!

Å Difference: STATUS SYMBOL

Å Status symbols are a social 
agreement, which can be 
changed as values or even 
tastes evolve

Can YOU tell the difference?



Analysis: Future Trends

Luxury labels invest millions dollars to monitor 
customer evolution e.g. ostentatious evolving to  
more understated trend  



Analysis: Emerging Markets 
Å Traditional market research 

(see image)

Å In addition  - archetype 

researchuses a unique blend 

of biology, cultural 

anthropology and psychology 

to discoverthe hidden cultural 

forcesthat pre-organize the 

way people behave toward a 

product, service or concept.

Å Unlocks unconscious structures 

that hold the key to all of our 

decision-making processes.



The Triune Brain Model

ÅThe way we rationalize our 

decisions does not reflect how 

we make them - the reptilian 

brain is a much more powerful 

influence

ÅNeocortex mostly just 

rationalises decisions made by 

the reptilian and limbic system.

ÅBecause these drivers remain 

unconscious, they can be 

skilfully exploited in marketing 

and advertising.Status Anxiety / Loss Aversion ςLimbic
Fear of Death / Health Anxiety ςReptilian



Using Anxiety Works - Tobacco  

Health Anxiety Status Anxiety 



Spiral Dynamics ςValues and Behaviour Change Model

Values drive  
beliefs

Beliefs drive 
behaviour

Australia:

~25% GREEN

~45% ORANGE

~20% BLUE

Viet Nam: 

Dominantly 
Blue 

Emerging 
Orange Middle 
Class



Example 1 ς
Effects of 
Unemployment

ÅWhen someone who has reached GREENor 
ORANGEbecomes unemployed, they usually 
regress to REDwithin 6 months

Å The lack of routine and the isolation means 
that an egocentric values system (RED) is re-
activated as there is no longer any use for the 
higher values

ÅWhen such a person re-enters the workplace 
after long-term unemployment, they usually 
cannot go back to ORANGEor GREENstraight 
away

Å In the first instance they are looking for 
security after the extended insecurity of RED
and unemployment ςthat means they are 
looking for BLUE

Å Programs helping the long-term unemployed 
need to offer a BLUEenvironment (safe with 
clear structure and rules) 

Intervention -
BLUE

Starting Point - ORANGE

End Point - RED
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