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The Value of Wildlife Crime

AWildlife crime is thedth
largest transnational crime
In the world

gsl Aln 2011 it was estimated to
be worth US$17 hillion

AHigh@ | f dzS WJINP R dz
rhlno horn: ~US$65,000/kg

ATraffickers moving from exploiting interest to
manufacturinginterest

AThis is not BAU, a new strategy is needed



Complexity: The Protection—Supplv—Demand Chain

Local (Conservancy/National Park/Village)

Protection

& Rhino security

® Anti-Poaching

® Protecting villagers from
poaching crime gangs

e Tagging homns

e ctc

Local Economic Interests

e Community Education

e Community stake in
animals via tourism etc

o Community leaders

* Network of informers

e cic

Law Enforcement

* Anti—corruption measures
* Arrest/prosecute poachers
* Arrest/prosecute buyers

e efc

Country of Origin

Monitoring

Detection

Law Enforcement

ReturnOnlnvestment

Security measures are recurring, huge
expenses (vast land areas to protect).
Complex supply chain and high value of
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expensive and corruption limits
effectiveness

e Tracking Shipments e Airports and ports . Nationa_l and o

 Tracking middlemen e Other border crossing international legislation

o Tracking Smugglers ® efe ® Anti-corruption measures gonsun;cr
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® Tracking powerful &
corrupt players,
®cte

& Arrest/prosecute middle-
men and smugglers
e efc

Transit Countries

Monitoring

o Tracking Shipments
o Track local agents

o Tracking Smugglers
e etc

Detection

® Airports and ports

o Other border crossing
e efc

Law Enforcement

* National and
international legislation

* Anti-corruption measure

* Arrest/prosecute local
agents and smugglers

* efc

Destination Country

Anti-Corruption
National & International
Legislation
Tracking and Detecting lllegal
Shipments Across Boarders
Lucrative Business for Poacher/
Trafficker Network

Security and Anti-Poaching
Law Enforcement &

Understand consumption motivation
and pattern means demand reduction
IS possible

Monitoring Detection Law Enforce- Community

® Shipments o Airports ment Support

¢ Local agents * Ports * Nat & inter * Raise aware-

& Distributors o Other border legislation ness of general Consumer
® Retailers crossings * Anti-—corrup community Demand

¢ Powerful & e efc measures * Education of
corrupt players ® Arrest/ general )

& cte prosecute community

smuggler etc e efe
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why did the market for rhino horn
change?

A Low levels of poaching in

South Africa for over 15
Rhinos Killed by Poachers in South Africa years
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o i period of steep growth
- —m A What happened since
H 20077
P Y - A TRAFFIC 2012 Report and
g Ee e e S T AT T TES Tes Tem e B TN Te= TEm B e TESC RO RN TN RN R . .
1950 1991 1992 1993 1994 1995 1996 1997 1998 1999 2000 2001 2002 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 Other researCh |ndlcates
I ! f rhino poaching driven by
China’s GDP enters Viet Nam’s GDP enters Wild rhinos extinct exponentia| growth in
period of steep growth period of steep growth in Viet Nam demand prlmarlly from

Viet Nam



The Market Context
and The Customers

A 70% of the population of Viet
Nam is under 35 years.

A Fast growing market for luxury
goods and brands.

A Aspirational and status
conscious.

A High inequality, small
percentage of extremely
wealthy.

A Rhino horn is status symbol.

A >90% of rhino horn purchased is
fake.

A Rising prices turn rhino horn
Into an investment / store of
value.




PrimaryUser 1

Only 2 motivators to stop using:

A

A
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Negative impact on personal status as a A
result of using/giving rhinborn.

Negative impact on health from using
rhino horn.
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interviewed. Price is not a problem.
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High Status Males

A Senior Businessmen/Finance

Professionals/Government Officials.

Groupvalues rarity aneéxpense
rather than perceived medical
properties

Acquiringrare produce associated
with money, power andakill.

Rhinohorn gift used to demonstrate
respect and competence when
negotiatingdeals.

Gifts used to influencand obtain
preferential treatment from those in
positions ofpower.

Historicallypeople have developed an
thg. 2
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PrimaryUser 2

Primary motivator to stop using:

A Negative impact on family health from
using rhino horn.
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asks me to buy rhino horn for them,
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Affluent Women

A Believe in fevereducing qualities of
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rhino horn- in line withuse In
Chinese/Viethamesmedicine.

Keepsmall quantities at home in case
child gets a higfever.

Also buy for aging parents.
Relativelyrecenttrend.

Unclearif using fake vs. genuine rhino
horn.

A group heavily influenced by social
media.
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Influencing Consumption

A Private sector has accumulated
massive expertise in influencing
consumption¢ marketing,

Thelen pibe Msds advertising, social psychology,
b coldbbetvo behavioural economics,
neuroscience
A Applies 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???
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Globally many people say they
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Are we so different?

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

Fake bag = $200

Real bag = $2,000+

Same bag! Same material!
Difference: STATUS SYMBOL

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

Can YOU tell the difference?
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Analysis: Future Trends

1 E o
: “As more people acquire wealth, the use
of luxury brands to define one’s social
‘ ‘ J and financial position is becoming
less and less relevant.”

A FEELING EXPOSED
k L “Luxury as a term has become bloated,
W g

overused and meaningless,” agrees
Rebecca Robins, co-author of the book
Meta-Luxury: Brands and the Culture of
Excellence and a marketing director at

— 9 Interbrand. This sentiment was echoed
at the 2013 FT Business of Luxury Summit
in Vienna. Speakers, including Ferragamo

] [T J J USA chairman Massimo Ferragamo and

Moét Hennessy CEO Christophe Navarre,
WIIC‘II it comes to Iifcstvle expressed concern about the dilution

o A > B of luxury as an idea, a position and a
pr ()dll( ls llll(l I"gh (’Illl product. In pursuit of exponential growth

f“Shi()"- consumer taste is and brand awareness, accessibility to
changing around the world. luxury has never been so broad — to the
And luxury labels are point where the word has lost its meaning.

“This becomes particularly acute when
we consider a branded T-shirt produced
in mass volumes is called ‘luxury’, while
the same term is also used to talk about a
one-of-a-kind creation that is handcrafted
and hand-specified, bearing the signature
of the craftsman,” says Robins.

The designers who roll out diffusion

responding to it. Here’s how.

WORDS NIC
ILLUSTRATIONS C#

SANDRE MONTORIOL

ot too long ago, wearing lines like, well, they're going out of
T logo-laden T-shirts was fashion, are the easiest ones to blame.
-l_ de rigueur, but the way we “Diffusion lines create lower price points
s: distinguish and spend on so those who can’t afford the main line
luxurv has changed of late. Recent can still buv into the brand. a bit like

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



Analysis: Emerging Markets

JAMES SCHLOEFFEL v A Traditional market research
(see image)

BROWSE BY TOPIC BROWSE BY PUBLICATION CONTACT

A In addition - archetype
researchuses a unigque blend
of biology, cultural

e anthropology and psychology

1/( to discoverthe hidden cultural

F oY

Generation Luxe: The new luxury consumers

China

Favourite brands: Zegna, Dunhill, Ferragamo

forcesthat pre-organize the

T [| ; {'f\ Profession: Corporate executive for a global company
\
)

A way people behave toward a
product, service or concept.

r
When he's not working he’s ... playing golf (at the Grand Shanghai International Golf & Country Club)

/ |
."f )
- ; k ‘_‘/' Within three years a fifth of all luxury goods will be bought by Chinese consumers; already Louis Vuitton has more stores in China
o than in France and ltaly combined. Meet the new big shot in luxury consumption.

Young, successful and optimistic, the Chinese luxury connoisseur wasn't even born when Deng Xiaoping began opening up China to global markets, kick- A
starting three decades of growth. They're sophisticated, live for the now and are becoming more comfortable treating themselves and showing off their

Unlocks unconsciougtructures
wealth.
Not that all Chinese luxury consumers have cash to burn. According to Yuval Atsmon from McKinsey's Shanghai office, many in China's aspirational middle th at h O | d th e key to al I Of O u r
class will save up to buy luxury items, spending up to 45% of their income. “It's not uncommon to hear stories of people who buy RMB1million {($150,000)

decisiormaking processes.

cars and sleep on the floor of their office”.

Researching and understanding the local culture is essential to gaining a foothold in the luxury market (most international brands now have Chinese-specific
product lines) as is embracing the internet. McKinsey's research showed that, apart from the store itself, the web is by far the most influential marketing
medium.



The Triune Brain Model

The Triune Brain
Model

Speech
Logic
Higher thinking skills
Limbic System
Emotions

Chun-Hori 2007

Status Anxiety / Loss Aversiqiiimbic
Fear of Death / Health AnxietyReptilian

A The waywe rationalizeour
decisions does not reflect how
we makethem - the reptilian
brain is anuch more powerful
influence

A Neocortex mostly just
rationalises decisions made by
the reptilian and limbisystem.

A Becausedhesedrivers remain
unconsciousthey can be
skilfully exploited in marketing
andadvertising.



Using Anxiety Workslobacco

Health Anxiety

SMOKING cayse
MOUTH AND Thaoy
CANCER
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SMOKING Cayses |

3 s BLINDNESS
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DON'T LeT $
CHILDREN BREATHE
YOURSMOKE R i<

Mied cartons of torn, drob brown and current PaCkaging will be available as:
Pater Stuyvesant 20: 200 stick cartons and 5,000 stick shippers.

Pator Stuyvesant 25; 200 stick cartons and 10,000 stick shippers,
k No changes to EANs



Spiral DynamiasValues and Behaviour Change Model

Values drive
beliefs

Yellow Integral MNatural Systems; Self-principle; Multiple Realities; Bellefs drive
Knowladoe behaviour
Orange Strategic Materialistic; Consumerism; Success; Image; Status; ~25%GREEN
Growth; Winners and Losers ~45%0RANGE
Authority Meaning; Discipline; Traditions; Morality; Rules; ~20%BLUE
Live for Later, Saints and Sinners
Viet Nam:
Dominantly
Blue
Emerging
Orange Middle
Beige Instinctive Food; Water; Procreation; Warmth; Protection; Class

Stay Alive



Example :h A When someone who has reach&dREE/gr

ORANGBecomes unemployed, they usually
Effects of regress toREDwithin 6 months

Unemployment A The lack of routine and the isolation means

that an egocentric values systeRELD is re
activated as there is no longer any use for the
| higher values

A When such a person fenters the workplace

- ﬁ after longterm unemployment, they usually
o cannot go back t& RANGEr GREEstraight
; Step 2 away
a A In the first instance they are looking for
& HLLE security after the extended insecurity BIED
S t and unemployment;, that means they are
looking forBLUE
Step 1

A Programs helping the loagrm unemployed
need to offer aBLUEenvironment (safe with
clear structure and rules)

End Point RED






