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Kill the extinction message. Loss
generates apathy, not action.

Source: https://www.wearefuterra.com/wp-content/uploads/2015/10/Branding Biodiversity.pdf

Celebrate our love of nature. It is

add action

Always partner Love and Need
messages with Action. Once your
audience is inspired, they will
want to know what to do.
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SC74 Doc. 34 (Rev. 1)
Annex 3
(English only / seulement en anglais / Gnicamente en inglés

Cims

REV 1: FINAL DRAFT Guidance for CITES Parties to Develop
and Implement Demand Reduction Strategies to Combat
lllegal Trade in CITES-listed Species

September 2021
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With respect to how the target audience perceives the current behaviour, this could inform action to:
a) Increase the barriers: Perception of risk from penalties, deterrents, social or legal sanction
b) Remove the benefits: Prestige / peer, familial or friend respect, admiration, or approval

With respect to how the target audience perceives the desired behaviour, this could inform action to:
a) Decrease the barriers: Ensuring alternate products/ ways to fulfil buyer desire/ motivation
b) Increase the benefits: Recognition and reward for making the right consumer choice

An example of this is provided as follows, recognising that responses will vary for each target audience;]

CURRENT BEHAVIOUR:
Buying ivory jewellery e.g., bangles and
beads, when overseas travelling for
leisure with friends

DESIRED BEHAVIOUR:
Buy locally made and sustainably certified
artisan and traditional craft products for
oneself and as gifts for others

Benefits

Barriers

Benefits

Barriers

Intrinsic

(E -G
capability,
needs,
motivation)

Beauty / value:

Expensive and
perceived to be
beautiful as a
material, for its
‘pure’ colour,
texture, and
durability.

Concern of fakes:

May not be certain
how to tell fakes
from the real thing,
and have heard
that many fakes
are offered to
tourists especially.

Authentic:

Rather than a
generic / mass
produced style,
have something
unique/ reflecting
local skill and
craftmanship.

Desirability:

The buyer is not 100%
sure they will be the
envy of their friends /
their peers will
approve of their
purchase on social
media ‘moments’.

Extrinsic
(E.g.,
Opportunity,
enabling
environment)

Peer approval:

Friends will be
jealous /
celebratory and
share their own
purchases.

lllegality:

Risk of being
caught carrying
products back
home / across
borders.

Family approval:

Parents believe
much better to
own something
legal and
celebrating skills.

Availability:

Hard to acquire in
some of the areas
visited: need the tour
to go to certain
locations.

5 (ERAET RS ME|S4tL4T)  htosicies.orgsites/default/files/ena/com/sc/74/E-SC74-34.pdf

https://cites.org/sites/default/files/eng/com/sc/74/E-SC74-34-A3-R1.pdf
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Benchmarks for Behaviour Change Starting to | “Fair’ ‘Good’
in Demand Reduction deliver behaviour | behaviour
behaviour | change change

\ change approach approach
1 I I 0-4 5 67 89
& I E \ \ l \ benchmark | benchmark | benchmark | benchmark
s <
; j j X Insight led and evidence-based, v v |
including pre-testing approaches and
experimental design where feasible -

Targeted: ) v n

To buyer desires /motivations
To a high-priority audience
To change a specific behaviour
To benefit a specific species

E To the right time in the
k E 1 behavioural journey
%l‘J Eq \ iﬁ’ Informed by up-to-date and
culturally appropriate behavioural
theories, frameworks, and models of
\ / [ ] e change, that relate to a specific
. | | /J \ country / audience / taxa
Aims to change what people do, not
just what they know or feel - goes

D — N\ beyond awareness raising, to change
I. attitude and actions
7|< - Led from ‘within’ the communities
—

being targeted to ensure a bottom-

— AN z _A_ up approach that is culturally
— — appropriate and sensitive
" m /71 SN — /[ \ I ’E Embeds mt:s_silgmg in existing

popular messaging (e.g. being a good

H
o citizen)/ uses a creative approach
= A b e —
3 E g- } LI_I Engages multiple-stakeholders, and
— \ J\ persuasive - not just ‘popular’ =
messengers and mechanisms of
change

Considers the benefits of, and
barriers to, adoption of desired

A WN

Limle

behaviour and designs the initiative
accordingly

Repeats & reminds the target
audience of the behavioural goal;
recognises and rewards progress;
refines the message over time
Robust evaluation of impact, and
process to share success factors,

,—
'ny‘j % ] _J'\E' lessons learned and adaptive
management treatments

https://cites.org/sites/default/files/eng/com/sc/74/E-SC74-34.pdf
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Source: USAID SBCC Guidebook, Nov 2020 (De Guzman, E., et. al)
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Source: https://www.bi.team/wp-content/uploads/2019/04/2019-BIT-Rare-Behavior-Change-for-Nature-digital. pdf Source: https://wwfint.awsassets.panda.org/downloads/save_nature please.pdf
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/~ Taxes & fiscal measures ™\ ~~ Remove barriers to act ™
Regulation & fines _/ Set defaults / opt-out vs opt-in
League tables Form clubs / communities
Targets / perf management P e i Provide information
Contemplation Prizes / rewards / bonuses gl Choose intervention timing
Preferential treatment Personalise
Status recognition Provide space / facilities
Subsidies / discounts . ‘ Build confidence
Social Work Podcast #53 W Feedback - £ /\ \\\ Ease/cost of access .~

/

Prochaska & DiClemente’s <<\ W X/

\
N

e Catalyse | {,ﬁ;‘-\

B B B R - B {J Ay A

) g N
i . \ ' ' ~ Community/network action™
Wfbrlg\eenclaelkbzskeead . ‘ l Deliberative fora \

. Segmentation / focus
Consistency across policies Sicein irant

Sustained approach - P Y oriah
Credibility / confidence SEDNE OIS,
Benchmarking / evaluation Role models / super-users
Paid/unpaid media campaigns |
\ Pester power / Peer pressure |
b < Workplace noms _~

~

Preparation

Leaming & improvement
Political consensus build nng/w‘

https://socialworkpodcast.blogspot.com/2009/10/prochaska-and-diclementes-stages-of.html uploads/system/uploads/attachment data/file/69277/pb13574-

behaviours-report-080110.pdf
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* What did you mean by...?
* Can you explain that differently?
* What other words could you use?

shutterstock .com « 375230713
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Original language: English

CONVENTION ON INTERNATIONAL TRADE IN ENDANGERED SPECIES
OF WILD FAUNAAND FLORA

Cilts

<3
Seventy-fourth meeting of the Standing Committee Wo 3 L 0\ the Development = . entation of D_emnd
Lyon (France), 7 - 11 March 2022 Reduction Strategies to Combat || .in CITES-listed
Species: Opening remarks of Secretary-General vonne
Interpretation and implementation matters Higuero

General compliance and enforcement Lol A

DEMAND REDUCTION TO COMBAT ILLEGAL TRADE

REPORT OF THE SECRETARIAT Sellers / Retallers Buyers / Consumers

Social Research /
Opinion Based

RETAILER
AVAILABILITY
(u W)

RETAIL/
ey SALES VOLUMES
-

https://cites.org/sites/default/files/eng/com/sc/74/E-SC74-34.pdf

Market Research /
Observation Based
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https://www.changewildlifeconsumers.orqg/
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&) ()0one lanet SDG 12 COUNTRIES VALUE CHAINS KNOWLEDGE NEWS & EVENTS  ABOUT

Consumer Information for SCP

HOME ABOUT KNOWLEDGE CENTRE NEWS & EVENTS

PRODUCT LIFETIME CLIMATE CHANGE SUSTAINABILITY INFORMATION PLASTIC PACKAGING ECOLABELS BIODIVERSITY

COMMUNICATING THE LINKS BETWEEN
CONSUMPTION AND BIODIVERSITY &
ECOSYSTEM SERVICES

We must act now to stop biodiversity loss caused by unsustainable consumption. To achieve this,

https://www.oneplanetnetwork.org/programmes/consumer-information-scp/biodiversity
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DILIP SOMAN AND CATHERINE YEUNG

FOREWORD BY CASS R. SUNSTEIN

https:// . tion.network/behavioural-sci https://documents1.worldbank.org/curated/en/710771543609 https://utorontopress.com/9781487507893/the-behaviorally-informed-
psiffun.Lnimnovation.network/benavioural-science 067500/pdf/132610-REVISED-00-COUNTRY-PROFILES-dig.pdf organization/
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