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Abstract
Vietnamese demand fuels the largest market for rhino horn in the world, which is the main reason
why the Rhinoceros is on the verge of extinction. Growing concern for the plight of the Rhinoceros
gave rise to a large amount of conservation campaigns conducted by environmental organisations in
Vietnam. However, little attention has been paid to the communication side of the story, particularly
the role of the mass media in rhino conservation. As a result, there is a lack of understanding in how
the media framed the whole issue, how the conservationists, the governments, the consumers and
other involved parties were positioned in the media and whether this knowledge can help stimulate
rhino conservation in Vietnam. In order to fill in this gap, I carried out an inductive content analysis
of 215 articles published from 2010 to 2016 on the two most popular Vietnamese online
newspapers, guided by the Theory of Framing (Entman, 1993) and the Theory of Planned Behaviour
(Aijzen, 1991). Interviews with conservation organisations in Vietnam were also conducted to get
more empirical insight of the topic. The results prompted several questions relating to the lack of
strong political arguments, the arguable focus of awareness raising as dominated conservation
intervention, the absence of scientific evidences against the use of rhino horn, the weak standing of
the consumers and the insufficiency of connection between legal norms and social norms in
supporting positive behaviour change in the media. Several recommendations to redesign and
enhance current rhino conservation strategies in a practical way were also offered in the end of the
research.
Keywords: Rhinoceros conservation, wildlife conservation, framing, media frames, theory of planned
behaviour, consumer behaviour change, rhino horn, illegal market, illegal trade, Vietnam
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Chapter 1: Introduction
The Rhinoceros is disappearing from our planet, as a result of human onslaught to serve the high
demand for its horn from Asian, particularly Vietnamese. The first chapter will draw an overall
picture of the whole Rhinoceros story to give the readers a clear understanding about the tragic
situation of the Rhinoceros, including what have pushed rhinos that far to the verge of extinction,
the connection with Vietnam as a rhino horn consuming country, what had been implementing to
protect this species so far and what has been missing. Then, the aims and motivations of the
research will be presented, followed by an explanation of the four research questions and short
description about how the questions can be answered. A brief literature review will also be carried
out in this chapter.

1.1 Background Context
1.1.1 Rhinoceros and Vietnamese market
Rhinoceros is one of the most endangered species on earth. The population of rhinos in the wild
has witnessed a striking fall of 94% since 1970 (SRI, 2015), in which three subspecies have been
confirmed extinct in Asia and the remaining in Africa are reported to be in a severely alarming
state (EIA, 2013). Rhino poaching is the main driver behind the plight of rhinos. Since 2007, the
number of rhinos being hunted has surged by 8500%, from only 14 annually up to 1200 being
killed in 2014 (Milliken & Shaw, 2012; South African DEA, 2015). Large effort has been poured
into rhino conservation in all over the world to save this animal from extinction. However, as
long as the demand for rhino horn is still alive, there is no way to put an end to this battle.
Vietnam is currently the largest market for rhino horn in the world and thus, the main culprit behind
the tragedy of the Rhinoceros (Guilford, 2013; EIA, 2013; Brook et al., 2014). As the trade of wild life
products, including rhino horn, is strictly prohibited under CITES (Convention on International Trade
in Endangered Species) and Vietnam has been an official member of CITES since 1994, the market is
mostly fed from rhinos poached illegally in Asia and Africa (Truong et al., 2016). This year, the
organisation WJC (Wildlife Justice Commission) has carried out an investigation on Nhi Khe, a village
that has high involvement in the black market of rhino horn in Vietnam. The result shows that the
case of Nhi Khe alone is related to 578 illicit hunted rhinos, equivalent to nearly 50% the total
number of rhinos being killed in South Africa in 2015 (WJC, 2016).
Vietnamese demand for rhino horn is motivated both internally and externally. From inside, culture
is the main factor that keeps Vietnamese believing in the value of rhino horn. Firstly, rhino horn
powder is considered a miraculous medicine, which can not only improve health significantly, but
also cure most of the diseases, ranging from cancer, strokes, gout to headache, fever and hangover
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(Ayling, 2013). This belief is so strong that although it has been scientifically proved that rhino horn
and human nail share the same structure and eating rhino horn powder is no better than consuming
human nail (WWF, 2013), a large part of Vietnam nationals still believes in the medical properties of
rhino horn, particularly the elders. Secondly, rhino horn is regarded as a symbol of wealth, strength
and high social status (Truong et al., 2016; EIA, 2013). Among the network of rich people, rhino horn
is a means to display economic power and stimulate contact for business and political purposes.
Truong et al. said clearly in their research that “Rhino horn thus plays an important role in wealthy
consumers’ search for a sense of “self” (who can afford to consume rhino horn products), a sense of
“us” (who belong to a status community), and the delineation of the “other” (who do not belong to
that status community)” (p. 360). Thirdly, Vietnamese have a tendency to associate luxury and high
value with rarity and exoticism, regardless of the quality of the product itself (Drury, 2009). This way
of thinking is the reason why the further rhinos are pushed towards the verge of extinction, the
more profit their horns can generate. 20,000 USD is the price per kilogram of African rhino horns
while one kilogram of horns from Asian rhinos can be sold for 40,000 USD (Ammann, 2011). From
outside, there are several factors which prompt and sustain the demand for rhino horn, such as fast
economic growth, population expansion and increasing level of abundant income (Milliken & Shaw,
2012). According to Harworth (2013), the number of multimillionaires in Vietnam has increased by
150% in the last five years and these people contribute the greatest segment of the rhino horn
market in Vietnam (Truong et al., 2016).

1.1.2 The extinction of Javan Rhinoceros in Vietnam
Javan Rhinoceros is said to be “one of the rarest large mammal on the planet” by WWF, with only 63
individuals left in Indonesia. Vietnam has once discovered a small population of Javan rhino in Cat
Tien National Park, but sadly, the last one was found dead in 2010 and later, the sub species was
officially confirmed extinct in Vietnam in 2011 (Brook et al., 2011). A bullet hole was identified on its
body and the horn was removed, which was enough to conclude that poaching, resulted from poor
protected area management and weak regulation system, led the Javan Rhinoceros in Vietnam to
the fate of extinction (Brook et al., 2011). The death of the last Javan rhino in Vietnam was called “a
conservation tragedy” since then by many researchers.
Unfortunately, this immense biodiversity loss was not strong enough to pull Vietnam out of the
market for rhino horn and to wake Vietnamese government up to really take action. The market still
keeps growing well, as the illicit supply of African rhino horns to Asian markets was reported to
surge between 2007 and 2014. In 2007, 2012 and 2014, the number of rhinos being killed are 13,
668 and 1215, respectively. Vietnamese citizens were then prohibited to apply for a hunting permit
by South Africa due to their particularly high involvement in illegal trade of rhino horn (EIA, 2013).
The illicit rhino horn trade network connecting Asia and Africa has been recognized as the most
serious and difficult challenge that rhino conservation needs to cope with (Milliken & Shaw, 2012).
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The failure to save the last Javan Rhinoceros in Vietnam despite the financial and technical supports
from different sources proved Vietnamese government’s weak capacity and unwillingness in nature
conservation (Brook et al, 2011). In fact, Vietnam could not control the market for rhino horn and
eliminate the consumer’s demand (EIA, 2013). Although the trade of rhino horn has been banned
completely in this country by law, lack of enforcement and various loopholes in the policy are
enough to sustain the black market for rhino horn (Truong et al., 2016). As a result, on December
21st, 2012, a petition was filed by the Environmental Investigation Agency (EIA), Animal Welfare
Institute (AWI) and International Fund for Animal Welfare (IFAW), in which Vietnam was accused to
“diminish the effectiveness of CITES for trade in rhino products” (p. 2) due to their lack of actions and
inability to fulfil CITES requirements (EIA, 2013). In EIA’s report about Vietnam’s illegal rhino horn
trade, Vietnam was asked to hold responsibility for “fuelling demand and engage in illegal trade”
(p.6), failing to “reduce demand and consumption” (p. 6) and failing to “enforce CITES implementing
legislation and obligations” (p. 8).

1.1.3 Current efforts to diminish Vietnamese demand for rhino horns
Though rhinos have been confirmed extinct from Vietnam since 2011, a considerable amount of
effort has still been devoted to rhino conservation in this country by both international and national
organisations. Rhino conservation in Vietnam is no longer positioned at national but global level,
because the market for rhino horn in Vietnam is the main culprit that is leading rhinos in the whole
planet to the end of their life. The situation now requires actions to be taken at both countries
where rhinos still exist and countries where the nationals keep supporting consuming rhino horn.
International and local conservation non-governmental organisations (NGOs) are among the most
active parties involving in saving the Rhinoceros in Vietnam. At the time this research was done,
various awareness raising campaigns are being implemented by different NGOs such as Traffic (The
Wildlife Trade Monitoring Network), WWF (World Wildlife Fund), ENV (Education for Nature
Vietnam), Fight for Rhino and Wildaid Vietnam. Most of these campaigns apply social norm
approaches and social marketing strategies to target the most crucial end users of rhino horn, who
are wealthy and influential business people and government officers (Truong et al., 2016). The main
objectives of these campaigns are debunking the rumour surrounding rhino horn’s magical medical
values and its symbolic meanings (Traffic, 2015). Because a large part of Vietnamese is Buddhist,
some NGOs also try to warn rhino horn consumers from a religious perspective by integrating
Buddha’s teaching into their outreach campaigns (Fight for Rhinos, 2015).
The methods adopted by these NGOs to deliver the messages to target audience are diverse. A wide
range of communication channels has been used, namely, television, radio, print and online
newspapers, posters, banners, etc. Moreover, the conservationists partnered not only with each
other but also with different business and government stakeholders. For example, Traffic
collaborated with Vietnam Airlines in “Chi” campaign to disseminate messages through their
services in the airport and in flight (Traffic, 2015) while ENV joined with luxury car dealers (Mercedes
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Benz, BMW, MG, etc.) and large shopping malls in displaying awareness raising materials and
organizing events (ENV, 2015). Posters and banners were exhibited in places that the target
audience frequently visit, like government offices, golf clubs, traditional medical stores, etc. (ENV,
2015; Traffic, 2015). Several public service announcements (PSA) have also been produced, in which
celebrities, famous business people and government officers said no to rhino horn and tried to
convince the public to follow them (Traffic, 2015; ENV, 2015; Dang, 2015).

1.2. Literature Review & Problem Identification
Plenty of research has been conducted to investigate the situation of the Rhinoceros in Vietnam in
order to enhance rhino conservation and terminate the operation of illegal rhino horn market in this
country. Noticeably, after the extinction of Javan Rhinoceros was confirmed in Vietnam, the number
of research increased significantly. Most of them were done to uncover the reasons behind the
failure of Vietnamese government in saving Javan rhinos and provide resolutions. The studies
explore different perspectives of various actors who are involved in the trade of rhino horns, such as
suppliers (Ammann, 2011; Milliken & Shaw, 2012), consumers (Thuy, 2007; Drury, 2009; Milliken &
Shaw, 2012), traders (Milliken & Shaw, 2012; Truong et al., 2016), conservationists (Polet & Ling,
2004; Brook et al, 2014) and national governments (Brook et al., 2014). Several approaches were
carried out, for instance, state-pressure respond framework (Brook et al., 2014), consumer-targeted
approach, regulatory approach, supply-side approach (Drury, 2009), sustainable use approach (Child,
2012), etc.
Regarding drivers behind demand for rhino horn in Vietnamese market, it is widely agreed that the
rumoured functional and symbolic values of rhino horn fuels desire for owning it in this country.
Some researchers said that the symbolic meanings of rhino horn far outweigh its therapeutic
benefits. Ammann (2011) did a series of interviews with the horn dealers in Hanoi, and found out
that the sellers no longer believe that rhino horn can cure cancers and possibly 90% of the horns
they offer in their shops is fake. Truong et al. (2016) also shared the same view with Ammann that
high income people give each other rhino horn products as gift not because it can actually treat
anything but because it represents luxury and high social status. In relation to this, Drury (2009)
pointed out the fact that it is not awareness or attitude but money which is hindering rhino
conservation, and financial factor should always receive full attention.
There is also a general consensus among researchers about the reasons why rhino conservation in
Vietnam failed. The most frequently mentioned causes are all linked to national government’s
actions, such as low political will, inadequate solutions, weak law enforcement and lack of attention
to conservation. Child (2012) stressed that the current plight of rhino is a result of centralised
conservation strategy, focusing mainly on the prohibition of hunting and trading, which has been in
place for 35 years and is still failing. Besides, Brook et al. (2014) added that there is insufficient
concentration on rhino conservation in Vietnam from international community as well, partly due to
lack of knowledge on the status of rhinos.
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Different recommendations have been made to find a way out of this mess. A majority of the studies
referred to strengthening law enforcement, targeting the right customer sector at right places and
raising awareness as main actions to be implemented (Truong et al., 2016). However, there are also
different viewpoints, which doubt the effectiveness of the above interventions. For instance,
because Drury (2009) considered money as the crucial factor in curbing demand for rhino horn, she
stressed the necessity of providing adequate incentives for hunting and trading and adjusting
penalization rules so that not only those who sell and harvest but also those who consume wildlife
products have to be punished. Another example is Child (2012)’s sustainable use approach. The
dominant regulatory approaches are doubted by many (Drury, 2009; Truong et al. 2016; Brook et al.,
2014; Millken & Shaw, 2012) but few of them recommended to dismiss it like Child (2012). He
suggested a sustainable use approach, in which a no-trade regulatory approach can be replaced by a
carefully designed and managed trade method, allowing trading and hunting of rhino products while
the procedure and outcomes are monitored attentively. He believed that this way of doing will
create powerful financial incentives for local people with less dependence on international funds,
and therefore, appears more practical and sustainable.
Various research has also been done to evaluate and enhance rhino conservation in different parts
of the globe, for example, India, Nepal, Indonesia, Malaysia, China, African countries, etc. Among
these cases, in contrary to Vietnam, Nepal is considered a successful conservation story that should
be replicated by others (Martin & Vigne, 1996, Adhikari et al., 2005; Martin & Martin, 2010; Martin
et al., 2013). According to Martin et al. (2013), the number of rhinos poached in Nepal has been
significantly reduced, with only one rhino in the total of 534 rhinos in Nepal’s three national parks
being illegally hunted in 2011. This success was explained by new government institutions,
strengthened anti-poaching strategies and increased economic incentives not only for rhino
protection but also for local community development.
At the same time, it can be seen that communication plays a crucial role in all rhino conservation
campaigns described in section 1.1.3. Messages from the campaigners are delivered to the
consumers via different communication channels to raise their awareness about the consequences
of supporting the trade of rhino horn. Among all these types of channel, the media is one of the
most popular one, particularly the digital media, thanks to its low cost, environmentally friendly
characteristics and the development of technology (Kappor, 2011). The media’s impact in
conservation field has long been recognized, as it is able to “reflect popular views and to influence
social attitudes about outcomes of wildlife and conservation policy” (Muter et al., 2012, p. 188).
Many studies have agreed that by connecting and presenting the causes and effects of a certain
environmental problem, the media can be a communicator for risk, a cultivator for awareness and a
promoter for good practices at the same time (Sypsas et al., 2013; Sharma, 2012; Arlt et al., 2011;
Hansen, 2011). In this sense, the media is no longer a mere means of communication or an
information store, but an important actor in the process of raising awareness about good
conservation practices.
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However, although communication and the media have such a significant position in environmental
awareness raising, there is little attention paid to the communication side of the rhino story. It is
even rarer to find a media coverage analysis on the topic of rhino in Vietnam, despite the fact that
media coverage or media frame analysis has been performed frequently in the field of conservation
in the world, particularly in developed countries, like the US or European nations (Takahashi, 2011).
One of the reasons can be the difficulty in accessing data sources in developing countries due to
their weak capacity in storing and managing media data (Takahashi, 2011). As a consequence, the
situation of rhinos in Vietnam from the perspective of the Vietnamese media has never been studied
before, resulting in a gap of knowledge in how the whole issue of rhino conservation is presented in
the Vietnamese media and whether this knowledge can bring some new ideas to change the mind of
rhino horn users in Vietnam and to trigger Vietnamese government to take action.

1.3. Research Statements
The lack of insight described section 1.2 motivated me to carry out this research to fill in that gap. In
general, the aim of the study is to generate knowledge about how the Vietnamese media has
portrayed the topic of rhino and rhino conservation. The way they represented rhino-relating issues
can help reveal what types of frame were selected and presented and how the conservationists, the
governments, the consumers and other involved parties were positioned in the media. This
information can assist conservationists in identifying opportunities to engage with not only the
media but also other stakeholders for the benefit of rhino conservation. To sum up, this research
might be useful because it covers a novel perspective about rhino conservation, compared to
previous research, which then may help to fill in the lack of knowledge in understanding the media’s
perception of rhino conservation issues and its relation to behaviour change in consuming rhino
horn products.
This explorative study aims to answer the following research questions:

1. How was the topic of rhino conservation framed in the Vietnamese media?
2. Which actors had standing in the Vietnamese newspaper coverage of the topic?
3. How were the actors’ responsibilities framed in the Vietnamese media?
4. How do these frames address the social psychological determinants of rhino horn consumer
behaviour?
In order to figure out the answers for the questions above, an inductive content analysis was carried
out with two selected Vietnamese newspapers, guided by the theory of Framing (Entman, 1993) and
the theory of Planned Behaviour (TPB) (Ajzen, 1991). In-depth interview with rhino conservation
organisations in Vietnam was also conducted to get more empirical information of the topic and
seek inspirations for the future actions. The first question offered insight into the overall situation of
rhino conservation in Vietnam from the perspective of the national press. The second and third
question analysed the level of influence of each speaker in the media, their attribution of
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responsibilities and how did they interact with the journalists to protect rhinos. The fourth question
concentrated to assess the possibilities that the frames provided by the media and the actors might
lead to positive changes in the behaviour of rhino horn consumers. The first three research
questions were answered with the help of the theory of Framing (Entman, 1993) and the TPB (Ajzen,
1991) guided the fourth one.
The report comprises of six chapters, namely Introduction, Research Design & Methodology,
Findings, Discussion, Conclusion & Recommendations. To begin with, the first chapter gave an
overall view on the situation of the Rhinoceros in the world and in Vietnam and how efforts are
being taken to eliminate demand of Vietnamese nationals for rhino horns. This chapter also
delivered a literature review and briefly explains the motivations, aims and main questions of the
research. The next chapter will summarize the principles of the two theories applied in the research
(Theory of Framing and TPB) and will describe in detail how the research questions can be answered
by using these two theories and the results from the media data analysis and the interviews with
conservation organisations (COs) in Vietnam. This is followed by Chapter 3 – Findings, in which the
outcome of the data analysis will be compared and illustrated in different charts, graphs and tables.
The research questions will be answered, the approach will be justified and the study will also be
critically evaluated in Chapter 4 - Discussions and Chapter 5 – Conclusion & Recommendations. In
Chapter 5, I will also try to provide recommendations to increase effectiveness of rhino conservation
campaigns in Vietnam based on what I achieve until this point and explore implications for future
work and research.
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Chapter 2: Research Design & Methodology
In chapter 2, the two theories applied in this research, namely Framing (Entman, 1993) and The TPB
(Ajzen, 1991), will be first explained, then combined in a research framework to illustrate how these
theoretical models can be used to seek answers for the research questions. The methodology will
also be presented in detail to give the readers a closer look on how exactly the research was carried
out.

2.1. Theoretical Framework
2.1.1 Framing
Problem
Definition

Treatment
Recommendation

Frame
elements

Causal
Interpretation

Moral
Evaluation

Figure 1: 4 elements of a frame, author’s illustration based on Entman’s theory of Framing (1993)
Framing is considered to be a useful method to measure media content (Druckman, 2001). In this
research, the theory of framing, developed by Entman (1993) was selected to guide the study.
Entman defined frames as “mentally stored clusters of ideas that guide individuals’ processing of
information” (p. 53) and framing as “selecting some aspect of a perceived reality and make it more
salient in a communicating text in such a way as to promote a particular problem definition, causal
interpretation, moral evaluation, and/or treatment recommendation for the item described” (p. 52).
In other words, a frame has four elements (illustrated in Figure 1) and each element is connected to
a relative function of frame, which can be (1) identifying problems or issues that require attention,
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(2) detecting roots of problems or causes, (3) evaluating problems and anticipating the
consequences and (4) coming up with remedies to handle the mentioning situations. A frame can
perform either one or all four functions. There can be many or no frame in a single sentence and
that is why a sentence needlessly carry out any of the frame’s functions above. (Entman, 1993).
Literature shows a wide variety of ways to understand and operationalise framing in research, for
example, Benford & Snow (2000) identified three types of frame including diagnostic frame
describing problems, causes and attributing responsibilities to involved actors; prognostic frame
indicating solutions and solvers; motivational frame stating the necessity for the victims to take
actions. Another example is Gray (2004)’s way of categorising frames into identity frame revealing
how the speakers position themselves, characterisation frame telling how the speakers view others
and conflict management frame discussing problems, causes and solutions. I decided to choose
Entman’s theory of framing over others because of its better connection to the (TPB) (Ajzen, 1991)
which will also be applied in this research. This reason will be explained in specific later in section
2.1.3, when the principles of the TPB has already been articulated.
Regarding frame influence on public audience, it is widely agreed that frames have significant
impacts on the behaviours and attitudes of the audience (Chong & Druckman, 2007). By deliberately
selecting and grouping specific aspects of an issue, frames often draw attention to or away from that
issue and assign some meanings to it (Feindt & Kleinschmit, 2011). Hence, frames “structure the
interpretive space of public debate” (Patterson, 1998, p. 62) and provide chances for actor to
influence the audience (Feindt & Kleinschmit, 2011). The notion of “standing” is often used to depict
the level of influence of the actors, who appear in the media not merely because they are
mentioned by somebody else but with a certain power or position (Ferree et al., 2002; Feindt &
Kleinschmit, 2011). Actors’ standing is usually measured by the number of times they make a
presence in the media. (Feindt & Kleinschmit, 2011).
Competing frames exist in every controversial problem, particularly when a crisis occurs. These
frames, which unveil the problems, make judgements, identify the causes and solutions, are
predicted to be the most visible to the audience during and shortly after the confirmation of Javan
rhino extinction in Vietnam. This can be explained with the concept of “timeliness” or “immediacy”,
which means that news has to be new and the newer pieces of information always receive more
attention and therefore have higher newsworthiness (Abbott & Brassfield, 1989; Bollinger, 2001;
Zoch, 2014).
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2.1.2 Theory of Planned Behaviour

Figure 2: Theory of Planned Behaviour (TPB) (Ajzen, 1991)
The TPB is one of the most widely used theories in consumer behaviour studies. The TPB (illustrated
in figure 2) is built upon Fishbein & Ajzen’s (1975) theory of reasoned action, which focuses on
intention to act as the origin of behaviour. Intention has always been assessed as the crucial factor in
understanding and predicting change in human behaviour (Hardeman et al., 2002). According to
Hardeman, intention is often linked to individual motivations, which trigger, sustain and support the
implementation of behaviour by creating positive or negative attitudes toward that specific action.
Three antecedents of intention listed by Ajzen are attitudes toward behaviour, subjective norms and
perceived behavioural control. “Attitude” indicates individual evaluation of a specific action and its
impacts or consequences. “Subjective norms” refers to what a person has in mind about what others
think he should do, or in other words, social pressure on individual behaviours. The addition of the
third factor, perceived behavioural control, is what distinguishes the TPB from the theory of
reasoned action (Ajzen, 1991). The concept of “perceived behaviour control” is highly similar to
Bandura’s (1992) notion of “self-efficacy”, which both imply one’s belief about his/her ability to
succeed in performing expected behaviours (Ajzen, 1991). This confidence is considered to have
substantial impacts on all the important moments that can initiate behaviour change such as when
choices need to be made, or during and after activities are performed.
According to Hardeman et al. (2012), the TPB is “useful in identifying cognitive targets for change”
(p. 149). In other words, this theory is suitable for identifying the social psychological determinants
of behaviour change, due to the fact that TPB is mostly applied in “behaviour prediction and
retrospective analysis of behaviour” instead of being used as a guidance to design effective
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behavioural change campaigns (Hardman et al., 2012; Taylor et al., 2007; Morris et al., 2012, p. 5).
Hence, I decided to use the TPB to help me answer the third research question, in which an analysis
of the media’s attempt to create intention to stop consuming rhino horns and protect rhinos in
Vietnam is conducted.

2.1.3 The combination of the theory Framing and the TPB
The purpose of combining the theory of Framing and the TPB is to identify the connection between
media frames and behaviour change. Entman’s theory of framing helps to understand the
perspective of the media by analysing different elements of a frame created by the journalists
whereas Ajzen’s TPB provides foundation to evaluate the probability that the media frames can lead
to consumer behaviour change. How the two theories are combined to achieve the aim of this
research is illustrated in Figure 3 as following:

Figure 3: The connection between framing and behaviour change.
Source: author’s compilation based on theory of Framing (Entman, 1993) and TPB (Ajzen, 1991)
To be specific, the first determinant of behaviour, social norms, can be identified from the frames
that present the causes of the issue and make judgements. Attitudes, as the second antecedent of
behaviour, are mostly linked with the judgement frames and recommendation frames. The third
determinant, perceived behavioural control can be detected mainly in the recommendation frames.
The way the media frames the problem can also generate valuable insight about those three factors
of change. A coding strategy can then be developed based on such a connection between four
elements of frame (Entman, 1993) and three determinants of behaviour (Ajzen, 1991). In
comparison with other framing theories, Entman’s approach is more pertinent to integrate with the
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TPB. Benford & Snow’s diagnostic, prognostic and motivational frames concern more about the
attribution of responsibility to the speakers, causes, solutions and the urgency to take action but do
not reveal moral evaluation explicitly which is necessary to analyse the attitude factor. Likewise,
Gray (2004)’s way of categorising frames is more appropriate to study the perception and behaviour
of the speakers, including how they define themselves, how they view others and how they solve
the issue.

2.2. Research Framework

Figure 4: Research framework (Source: author’s compilation)
The research framework is summarised in Figure 3. As previously described in Section 1.3 and 2.1.3,
the answers to the four research questions were found by performing an inductive content analysis
of the related news articles. Recommendation was then formed upon the achieved results of the
analysis and inspiration from in-depth interviews with campaign runners in Vietnam.
Data collection
The research focuses on newspapers, because among all types of media channels nowadays, despite
the development of various forms of information dissemination methods, newspaper has still been
recognized as one of the most influential source of information to the public audience (Sadath,
Kleinschmit & Giessen, 2013). The selected newspapers were Vnexpress and Vietnamnet, which are
the two most read and shared online newspapers in Vietnam. The study period was limited to 6
years, starting from 2010 to 2016. This phase included a year before and five years after the
extinction of Javan Rhinoceros in Vietnam. During this time, 215 rhino-related articles were
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produced and stored in the database of each newspaper, in which 130 articles were from Vnexpress
and the other 85 were published on Vietnamnet. The data can be accessed and downloaded, using
the inner-search engine of the newspapers in archive section. The search is limited to articles
containing the phrase “tê giác” (means Rhinoceros) to ensure that all articles are about rhino and
relevant issues.
Data analysis
An inductive content analysis was then conducted on the text to assess the frames presented in
each article. Content analysis is suitable for this research, thanks to its ability to examine information
from sources like newspapers, magazines, televisions, radios, etc. to get more knowledge about the
media and its influence on the audience (Muter et al., 2012). Because of this usefulness, content
analysis is frequently performed for conservation purposes as it is able to generate “historical insight
on complex management issues” (Wolch et al., 1997; Houston et al., 2010; Muter et al., 2012, p.
189).
The media data was coded in Atlas.ti. For content assessment and frame identification, statement
was used as a unit of analysis, which refers to any verbal or non-verbal utterances mentioned in
articles either directly or indirectly (Feindt & Kleinschmit, 2011). In order to identify the frames, a
coding structure was developed, based on the theory of framing (Entman, 1993) and the TPB (Ajzen,
1991).
The coding procedure consists of two levels (as shown in Figure 3). Firstly, direct coding was done
guided by Entman’s four frame elements (problem definition, causal interpretation, moral
evaluation, treatment recommendation) and the speaker (including frequency of appearance and
speaker’s responsibility in the media) as the variables to identify the frames. To be more specific,
each article was read thoroughly to search for statements which contain the needed information
(relating to the elements mentioned above). Then, if a statement showed a concern, or revealed
reasons behind that issue, then that statement would be labelled as “problems” or “causes”, and the
detail content like what kind of problem or which causes would also be coded in Atlas.ti. In the first
coding level, there were 6 main group of codes, including problems, causes, evaluation, solution,
speakers and speaker’s roles. Other information that was also looked at were published date,
location of the news and news genres. Whilst the four frame elements of Entman can help answer
the first research question, the speaker variable uncovers who the actors were (NGO or government
officers, researchers or doctors, consumers or traders, etc.), to what extent they had standing in the
newspaper coverage and how their roles were framed by the media. The information and
knowledge gain from these queries can help answer the second and third research question.
Secondly, the frames that are detected in the first round of coding were categorised again in three
groups of attitude, subjective norms and perceived behavioural control, which represent three
determinants of behaviour (TPB theory) to see to what extent the frames are able to fit in each
group. How the frames from which group of codes of the first coding level were selected for which
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group of the second level were shown in Figure 3. For example, the cause frames reflected social
norms, whereas the treatment frames might reveal both the attitudes of the speakers and how they
believed in this change of behaviour. The fourth research question can be figured out from the data
generated from the second round of coding. The entire coding process was computer based.
Interviews
The original aim of conducting interview with rhino conservation organisations in Vietnam was to
seek for a triangulation source of data to both complement the findings from the frame analysis and
increase the credibility and practicality of the research. More specifically, the interview was
expected to serve four purposes, firstly, to understand how the most active organisations working in
the field of rhino conservation in Vietnam perceive the topic of rhino issues; secondly, to get
information about their strategies and lessons learnt so far; thirdly, to explore their relationship with
the media for conservation purpose and finally to seek inspiration for future actions.
To begin with, a list of questions was designed in advance so that the potential interviewees could
receive it together with the interview request. After that, interview invitation emails were sent to
conservation organisations who had high involvement in rhino protection in Vietnam, including
World Wide Fund for Nature (WWF), the Wildlife Trade Monitoring Network (TRAFFIC), Education
for Nature Vietnam (ENV) and Wildlife Conservation Society (WCS). A 30-minute in depth interview
was carried out with those who accepted the interview request, which then was recorded and
summarized. However, the response from the conservation organisations were not really positive.
Only WCS accepted to be interviewed in person and Traffic answered the questions briefly via email.
The remaining organisations refused the invitation. Consequently, the information retrieved from
these interviews might not be able to generate as much valuable insight as expected.
To conclude, this chapter has explained the theories that guided the research and how exactly they
were applied in the coding process to find the answers the research questions. The methodology of
the research was also described in detail to show how the data was collected, analysed and
complemented by the interviews. In the next chapter, the results of these data processing steps will
be presented.
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Chapter 3: Results
In this chapter, the findings retrieved from the coding process will be categorised and illustrated
with different types of charts. The most noticeable points in the frames analysis will be highlighted
and explained, followed by a brief summary of the interviews at the end of the chapter.

3.1. First Level Coding: Identify Frame Elements
In the first level of coding process, three group of variables were explored. The first group consists of
general information relating to news publishing like when, where, and in which section of the
newspaper that the articles were produced. The second group directly links with the speakers in
terms of their frequency of appearance and the attribution of responsibilities to each actor.
Entman’s four frame elements including problem definition, causal interpretation, moral evaluation
and treatment recommendations belong to the third group and will be presented in the last part of
this section.

3.1.1 General information
3.1.1a Published date
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Figure 5: Number of articles published about rhinos on Vnexpress and Vietnamnet (2011 – 2016)
Throughout 6 years from 2011 to 2016, the total number of articles published about rhinos and
related issues on Vnexpress and Vietnamnet was 215. Vnexpress often produced more news about
rhinos than Vietnamnet, expcept in 2014, when the number of news written by both newspapers
was almost similar. Before the extinction of Javan Rhinoceros in Vietnam took place (which was
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announced publicly on October, 25th, 2011), rhino did not receive much attention from the reporters
as this animal was only mentioned 18 times on both sites. After that, the amount of news increased
significantly, doubled in 2012 and remained the same in the three following years. The figure for
2016 was much smaller than for other years, but it is difficult to tell whether there has been less
interest in the Rhinoceros in the media because the observation period only included 10 months of
this year.

3.1.1b Location
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Figure 6: Location of news
Nearly half of the articles told stories of rhinos in Africa and the other half was about rhinos-related
incidents and issues in Vietnam. A small number of pieces (6% of the total) covered what happened
in the US and UK, whilst just a few reported about rhino conservation efforts in Nepal, India,
Indonesia and Malaysia, where rhino has not been extinct yet.

3.1.1c Genres
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Figure 7: Genres of news
It can be seen from Figure 6 that most of articles written about rhinos on Vnexpress and Vietnamnet
were posted in Science/Environment section, which accounted for 60% of the total number. News
that fall under the category of Laws and Health took up 18% and 12% of all pieces published,
respectively. The remaining 10% was divided more or less equally among three fields, namely
Entertainment, Business and Tourism.

3.1.2 Actors
3.1.2a Standing of speakers
There were 11 main groups of actors who often spoke up about issues relating to rhinos on
Vnexpress and Vietnamnet. The first key group was NGOs and COs, which comprised of both
Vietnamese and international organisations working in the field of rhino conservation. Within this
group, WWF and CITES produced the highest number of statements, followed by ENV, Traffic and
WCS, which were all located in Vietnam. The second group of speakers was the state actors, divided
into two sub groups: law enforcement agencies and other government departments. The former
group referred to those who were responsible for the enactment and implementation of
regulations, such as local and national police, custom branch, judicial systems and the militaries of
either Vietnam or other countries. The latter one described government ministries, for example,
Ministry of Agriculture and Rural Development (MARD), Ministry of Environment, Ministry of
Finance, Ministry of Health, etc. Other key players in the story of the Rhinoceros were traders,
consumers, doctors, entrepreneurs, researchers, national parks & zoos, diplomatic officers, tourists
and the media.
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Figure 8: Actors’ standing in the Vietnamese press coverage
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As can be seen from Figure 7, among these groups of actors, the one that had the strongest standing
in the media was NGOs and COs. I found 115 utterances created by them on both sites. Then, the
group that ranked second in terms of standing in the press coverage was those who were in charge
of controlling the operation of the laws. 75 statements were announced by them, using either direct
or indirect speech on Vnexpress and Vietnamnet throughout 6 years. The number of statements that
belonged to government ministries was half of those of NGOs and COs and double the number of
statements of Vietnamese consumers and national parks and zoos in the newspapers. Diplomatic
officers, entrepreneurs and tourists were least presented in the media as their names were only
related to 8 statements in 215 articles. Researchers and traders stood in the middle of the scale
with the number of statements produced was 55 and 47, respectively.

3.1.2b Attribution of responsibilities to actors
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Figure 9: Actors’ roles attributed by the Vietnamese media and their share of statements
Whenever the actors appeared in the newspapers, they were associated with different
responsibilities and could take up either one or many positions in the same article. There were five
roles that the stakeholders were often assigned to on Vnexpress and Vietnamnet: (1) Culprit –
pushing rhinos to the verge of extinction; (2) Victim – suffering from the disappearance of rhinos and
related issues; (3) Information provider – giving knowledge about rhinos and their situation; (4)
Advisor – suggesting solutions to help protect rhinos from extinction and (5) Problem solver –
possessing power and capacity to implement solutions. As illustrated in Figure 8, a high number of
statements was identified about victims, mostly about suffering rhinos rather than any of the actors.
Most of the time, the actors appeared in the media to bring information to the readers. The second
most frequent position that the actors were presented with was advisor as there was up to 73
statements suggested remedies. Those who were considered to be able to solve the problem
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appeared in the media much less than Information providers and advisors (66 statements
identified). Culprits were the least referred to, as they were only mentioned in 19 statements in 215
pieces of news.
Table 1: Actors’ responsibilities and their share of statements per role per actor

Table 1 describes in detail who was considered to be in charge of which position in the media.
Among all actors, NGOs and COs were the most active ones in providing information, giving advice
on what to do and implementing possible solutions. Researchers from universities/institutes,
Vietnamese state actors and doctors were also being presented as a source of knowledge and ideas
to help solve the issues, but there was a stark difference in the share of statements that belonged to
them on Vnexpress and Vietnamnet in comparison with NGOs and COs (the total number of
statements offering information and remedies linked to all other actors was only half of those
owned by NGOs & COs). Regarding the question of who was and should be in charge of taking
actions, the Vietnamese governments were mentioned almost as regularly as NGOs (in 32 versus 28
statements). Researchers and the management team of zoos, national parks and protected areas

21

were also referred to a few times as problem solvers. Journalists reported rich consumers directly as
the problem maker of the story only in 9 statements in all articles published. The majority of victim
frames were related to suffering rhinos, accounted for up to 94 statements, whilst only a few
referred to consumers as those who might be negatively affected by the consumption of rhino horn.

3.1.3 The issue frames
3.1.3a Problem Definition
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Figure 10: Number of statements pointing out problems
Figure 9 depicted the concerns that journalists often expressed on the selected newspapers. It was
agreed that the plight of the Rhinoceros was the main issue of the whole story in 130 statements
found on Vnexpress and Vietnamnet, which took up the majority of all news produced. One seventh
of the statements concerned problems pointed out directly that extinction of Javan Rhinoceros in
Vietnam was a tragedy and seriously needed attention, whereas only 12 utterances stressed the fact
that white and black rhinos in Africa were just a few steps away from the fate of disappearing
forever. Some reporters feared that the other animals could also be in the same situation with
rhinos if actions were not going to be taken.

3.1.3b Causal Interpretation
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Figure 11: Five causes why rhinos are critically endangered framed by the Vietnamese media
The problem frames (Figure 10) showed a prominent issue of the Rhinoceros being seriously
endangered. The causes for this problem, framed by the media, was illustrated in Figure 11.
According to Vnexpress and Vietnamnet, there were five main causes that drove the Rhinoceros so
close to the verge of extinction, in which four of them tightly connected to each other. Those four
causes were poaching, illegal trade, demand from Asia and huge profit generated from selling rhino
horn. Poaching and illegal trade received the most attention, as only these two accounted for nearly
80% of all statements concerning causes. Strong demand, particularly from Chinese and Vietnamese,
together with enormous financial gain generated from selling rhino horns to Asian customers were
the two next reasons why rhinos kept being killed for their horns. Deforestation, land decrease and
climate change were referred to in 8 statements, equal to only 2% of the total number of utterances
identified from the text about causes of the threat to rhinos.
In order to get a more proper understanding of the causes, I decided to code a sub set of reasons for
the causes detected above. As can be seen from Figure 11, four out of five causes are rooted from
the strong demand for rhino horn products from Vietnamese and the remaining one is related to the
deterioration of the environment. Because this research only concerns the former cause, which is
about the consumption of rhino horn, I only looked for the causes why Vietnamese nationals use
rhino horn products in the text. The result was depicted in Figure 12.
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Figure 12: Six causes behind the consumption of rhino horn identified in the Vietnamese media
The strongest driver was the belief on rumoured medicinal values of rhino horn. One in every two
statements writing about what motivated Vietnamese nationals to buy rhino horn was about the
fact that the powder made from rhino horn was thought to be able to cure cancer, reduce fever,
hangover and detox the body. The second large part of the statements found from the text (37% of
the total number) listed the symbolic values of rhino horn as an important element that sustained
the use of this wild product. Additionally, it was said in only a few statements that rhino horn was
used to store money and decorate the house. Economic development and the lack of knowledge on
conservation matters were paid little attention to, as this information only appeared in 8 statements
in the news throughout 6 years.
The noticeable point here is that although it was articulated and agreed clearly in literature that the
causes why rhinos have been threatened to that extent were also connected with the matter of
ineffective conservation efforts (as explained in section 1.1.2), this reason was not found in the
media, either as a problem or a cause. However, the sub causes for this reason were still identified
when I coded the media text inductively. Figure 13 illustrated this finding.
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Figure 13: Five causes why conservation efforts have not been successful framed in the news
The failures of rhino conservation efforts in Vietnam in protecting their last Javan Rhinoceros and
controlling market demand for rhino horn were framed to be rooted from five main reasons. Issues
with anti-poaching activities were discussed in half of the statements concerning causes of the
failures, for example, weak management skills, the need of a trafficking system, increasing
complication of poaching tactics, bribe, etc. Holes in law enforcement, such as light or almost no
punishment for captured rhino horn traders, ineffective regulation system, loosely-managed
conservation strategies and a lack of clear procedure, also caught high attention in 40 statements.
One fifth of the selected utterances pointed out the insufficiency of conservation interventions,
ranging from inadequacy of international commitments, low-effectiveness of conservation activities
to knowledge and capacity deficiency of conservationists. Problems with internal and external
collaboration and financial difficulties were only referred to in 8 statements.

3.1.3c Moral Evaluation
Table 2: Attitudes toward the use of rhino horn
Say no to rhino horns
Reasons
Statements
No medical effect
64
Most of rhino horns in the
market are fake
Possible bad health effects
resulting from using RH
No symbolic value

30

Say yes to rhino horns
Reasons
Statements
Consumer can use RH
2
with doctor's prescription
Detoxification
1

15

Fever reduction

1

Consumers may be trapped
(rhino farming)
National pride
Cruelty of rhino killing
SUM

8

SUM

4

13

5
5
134
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Almost all articles reached a consensus on whether rhino horn should be used or not. 134
statements rejected the consumption of rhino horn. The most frequently mentioned reason was
that rhino horn actually had no therapeutic value, proved by different actors in different ways. The
noticeable point here was that out of 64 statements denying the medical effectiveness of rhino
horn, only 25 of them was made with scientific proof. In the remaining statements, it was simply said
that it has not been confirmed yet that rhino horn could actually cure anything. The second reason
framed by the media about why the use of rhino horn should be dismissed was because most of
rhino horns in the market were fake, which was pointed out directly in 30 utterances. Almost the
same amount of statements referred to the possible negative side effects of consuming rhino horn
and the fact that symbolic values of rhino horn were nonsense as the reasons to say no to rhino
horn. Rhino farming trap, the cruelty of killing rhinos and the need to protect national pride were
the other reasons found in a few statements.
Only 4 statements identified showed acceptance toward the consumption of rhino horn in indirect
manners by saying that rhino horn should never be used without doctor’s prescription and that
rhino horn, according to traditional medicine, though cannot cure cancer, could reduce fever and
remove harmful substances from human body.

3.1.3d Treatment Recommendations
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Figure 14: Actions being taken to protect rhinos from extinction, framed by the Vietnamese media
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Various actions had been taken by different actors to save rhinos from being eliminated (Figure 13).
To begin with, Vnexpress and Vietnamnet reported the most about awareness raising campaigns,
mainly implemented by NGOs and COs (166 out of 287 statements identified). The activities were
diverse, covering a variety of communication channels and being implemented in different formats.
The campaigns that attracted highest attention from the journalists was public service
announcement (PSA), in which celebrities participated in rhino conservation activities and retold
their stories to the readers. The other two actions that have been also carried out seriously were
capturing illegal traders/poachers and anti-poaching activities. Both of these actions appeared in 42
statements on both sites. Noticeably, the reporters only wrote articles when a trader was caught or
rhino horns were seized, but none about what happened after the capture. Meanwhile, not much
action was carried out to enforce the law, as the implementation and enhancement of regulations
related to rhino and wild animal were only mentioned in 23 statements. The activities were mainly
about signing international commitment and promising to tighten the law system in the future.
Breeding effort was on newspapers 9 times, whenever there was hope in the success of mating
rhinos in national parks and zoos all over the world. Capacity building for forest protectors and
better monitoring was least discussed about (only in 5 statements).
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Table 3: Links between current action frames and speakers (statement per activity per speaker)
Speakers
Current
Actions
1. Awareness raising
activities
2. Capture illegal
traders and poachers
3. Anti-poaching
activities
4. Law enforcement
5. Capacity building
6. Breeding
SUM
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Enforce
ment
Agencies

Government
Departments
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Protected
Areas &
Zoos

Media

Ambass
adors

Entrepre
neurs

Tourists

SUM
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2
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3
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0
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10

18

7

7

0

0

0

0

0
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18
4
0
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0
0
0
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5
1
0
29

0
0
0
12

0
0
9
14

0
0
0
10

0
0
0
3

0
0
0
1

0
0
0
2
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5
9
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Table 3 provided information regarding who was presented to do what to protect rhinos in the Vietnamese media. Most of awareness raising
events were connected to the work of NGOs & COs, while law enforcement agencies were reported to be in charge of capturing illegal traders
and poachers and a big part of anti-poaching activities. The solutions being taken to stop illegal hunting of rhinos were framed to be a joint
action by conservation professionals, researchers and the state actors. The government departments could be identified in statements about all
current interventions, except for those relating to breeding rhinos, which were frequently presented to be done by the management teams of
protected areas and zoos. The share of statements contributed by other speakers, such as the media, ambassadors, entrepreneurs and tourists
was small and usually belonged to awareness raising category.
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Figure 15: Recommendation for future rhino conservation reported in the media
Figure 15 demonstrated the number of statements produced to suggest recommendations in chosen
newspapers to better protect the Rhinoceros in the future. Firstly, the necessity to enhance
collaboration among stakeholders and increase their commitment were stressed the most throughout
all news published (in one third of all statements found). It was made clear that in order to improve the
effectiveness of rhino conservation, it was crucial to involve not only all levels of government
administrations, but also local people and entrepreneurs. Secondly, various actors suggested a change in
focus of conservation strategy, however a consensus could not be reached. This matter was considered
in 22 statements and different focuses were discussed, for example some said the protection of
remaining Javan Rhinoceros in Indonesia should be the top priority, others advised that the most
important thing now was to find scientific evidence to prove that rhino horn has no medicinal value and
so on. Thirdly, the recommendation that received half of the attention from the journalists compared to
collaboration and commitment was learning from good and bad conservation practices. Fourthly, the
importance of strengthening the regulations related to wildlife protection was emphasized in 10 out of
83 statements about recommendation, in which some actors questioned whether the trade of rhino
horn should be prohibited or legalized and some others mentioned the urgency of having strict penalties
and punishment for captured illegal traders. Lastly, almost no recommendation was made for awareness
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raising campaigns, except for the emphasis on having stronger messages, which was repeated in three
statements in both newspapers.
Table 4: Share of statements by recommenders about future directions

Future
directions

Speakers

1. Lesson learnt from good
practices
2. Collaboration & Commitment
3. Law enforcement
4. Awareness raising
5. A change in focus
SUM

NGO
&COs

Government
Departments

Research
ers

Media

Ambassa
dors

SUM

7

0

5

2

1

15

18
8
2
12
47

6
0
1
0
7

7
1
0
7
20

2
1
0
0
5

0
0
0
3
4

33
10
3
22
83

The sources of the advice found in the media could be identified, however, it was not clear which actor
was assumed to take up which recommendation. As can be seen from Table 4, NGOs & COs were
presented to be the most active recommender, who frequently suggested ways to improve the
conservation of rhinos particularly by learning from successful cases, working together, strengthening
the laws and adjust conservation priorities. Researchers were also framed to be a relatively enthusiastic
advisor, who were mentioned as the source of statements relating to four out of five main suggestions
for future direction besides awareness raising. A small number of recommending statements were
reported to belong to the governments, in which they pointed out the necessity of increasing
commitment and networking. On the contrary, many actors including law enforcement agencies, the
media, business enterprises and protected areas authorities were not identified in future solution
frames.
To sum up, the first level coding has illustrated a picture of the Rhinoceros issue as being framed in the
Vietnamese media by looking closely at different elements of each frame, from the speakers to the
contents of the statements. These elements together associated the frames with various functions,
which might influence the opinions and behaviours of the public audience. This probability will be
further explored in the next level of coding.

3.2 Second Level Coding: Determinants of Behaviour
The second level coding was guided by Aijzen’s TPB. In this section, I will look at the behaviour of
consuming rhino horn from the point of view of the Vietnamese media, represented by Vnexpress and
Vietnamnet. The three antecedents of intention framed in the press coverage, namely, attitude,
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subjective norms and perceived behavioural control will be analysed, based on the frames retrieved
from the first level coding and other statements identified from the texts.
Attitudes
The media, by deliberately selecting and presenting certain pieces of information from specific actors,
expressed their own evaluation towards the behaviour of consuming rhino horn. Firstly, it was made
clear throughout all the articles published on Vnexpress and Vietnamnet that the consumption of rhino
horn should be stopped, because rhino horn not only hold no therapeutical and symbolic value but also
might lead the users to various forms of risk (Section 3.1.3c Moral evaluation). Secondly, it was framed
in the Vietnamese media that the use of rhino horn, which triggered poaching and illicit trading of this
wildlife product, was the principal factor that pushed rhinos to the critical situation at the moment. As
previously described in 3.1.3.b Causes, 98% of the statements concerning causes found in the texts were
related to the demand of consumers, particularly from Vietnamese and Chinese, for rhino horn. Thirdly,
the act of using rhino horn was framed to be rooted from mainly the demand for medical treatment and
for recognition of the society. Other reasons such as economic development and lack of knowledge
were mentioned in only 12% of the related statements (see 3.1.3.b Causal Interpretation for more
details).
Nonetheless, not much focus was given to the attitudes of the consumers - the owners of the behaviour
that was studied. In all the texts achieved, only 32 statements identified were related to the consumers,
much less than to other actors like NGOs, government agencies, researchers and traders, despite being
the main target to have behaviour changed (see 3.1.2.a Attribution to actors). Noticeably, the
consumers often appeared in double indirect speech, as they were mentioned by some actors, which
was then retold again by the reporters. There was only one article, published in 2011 on Vnexpress, in
which an interview was carried out with a consumer by the journalist directly. Therefore, it was difficult
to get a proper understanding of the consumers’ attitudes towards the act of using rhino horn from the
information available in the selected newspapers. What could be seen was merely that consumers
whenever being mentioned, had a strong belief on the values of rhino horn and often spread the
rumours virally. Apart from being described as especially rich, the rhino horn consumers got into trouble
pretty frequently and ended up in the news when they were tricked to buy fake horns or when their
rhino horns were stolen.
Subjective norms
Subjective norms refer to those hidden rules implied by a group or a society on an individual, or in other
words, what other people around a person think he should and should not do. In the case of rhino horn
consumption in Vietnam, a certain number of social norms was framed by the national media. Among
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the drivers behind the use of rhino horn coded in section 3.1.3.b Causes, rhino horn’s symbolic values
were most connected with the norms of the society. Firstly, anyone who owns a piece of rhino horn is
considered to have high social status. This fact was mentioned explicitly in 25 statements reporting
about the reasons why Vietnam nationals desire rhino horn, which accounted for the largest share of
statements about causes. Secondly, the habit of giving gift to important people to gain recognition from
them for business and work purposes was embedded deeply in Vietnamese culture. In all sorts of gift,
rhino horn stood out as an especially valuable present, which showed not only the social level of the
giver, but also the receiver. That is why the phrase “rhino horn as gift for VIPs” was coded in 22
statements in all selected articles. Thirdly, the Vietnamese society linked rhino horn with richness and
luxuriousness, which means that people who had rhino horn in their house must be particularly wealthy.
The word “rich” and “luxury” were identified in 8 statements talking about the representative meaning
of rhino horn. Beside these three social norms, a part of the Vietnamese society regarded killing rhino
for horn was especially cruel, and this point of view was presented in only 5 statements.
Perceived behavioural control
Perceived behavioural control deals with one’s confidence in saying yes or no to a specific behaviour and
the possibility that he or she will carry out that practice. As previously described, the consumers, as an
actor, received pretty little attention from the media. Therefore, hardly any information presented in
the selected newspapers was about the consumers’ belief on whether they could change their attitudes
for rhino horn or not. The media themselves also did not write much about other actors’ viewpoints
regarding this matter. Out of 215 articles studied, 9 of the statements were identified were about the
difficulties in tracking the trade of rhino horn, 6 reported about the various challenges in breeding Javan
rhinos, 4 showed low expectation in protecting rhinos by saying that this would take long time to plan
and implement. The phrase “small hope” was written explicitly in 2 statements.
To wrap up, the second level coding tried to find the connection between the media frames and the
three determinants of behaviour including attitudes, subjective norms and perceived behavioural
control. The findings showed that the link bridging the frames and the attitude of the consumers and the
speakers’ belief on the success of the behaviour change were relatively invisible in the news. There was
more attention to subjective norms, which were presented mostly as the drivers behind the
consumption of rhino horn. In the next section, I will summarise the results from the interviews that I
conducted with conservation professionals in Vietnam.

3.3 Interviews
I sent interview invitation email to four conservation organisations working in the field of wildlife
protection, particularly rhino conservation in Vietnam, including WWF, ENV, WCS and Traffic. These four
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organisations were all located in Hanoi, and were currently carrying out a variety of campaigns and
activities to reduce demand of Vietnamese consumers for rhino horn and strengthen the
implementation of the national laws. ENV did not response to the invitation. WWF refused to participate
in the interview because their communication officer did not think that the topic of this research was
relevant to her specialisation. Traffic chose to share information via email due to their tight schedule.
Only WCS accepted to have a 30-minute interview at their office.
WCS is an international NGO focusing on stopping illegal wildlife trade by enhancing the performance of
the regulation system and building capacity for those who were responsible for law enforcement. WCS
concentrated on wildlife supply reduction, which means that they worked mainly with the governments
to prevent poaching and trading of all wildlife products including rhino horn. From their viewpoint, one
of the challenges that Vietnam were facing with was the question about after-capture punishment. The
regulation system was unclear enough for traders to avoid penalties, or to simply wait until the length of
criminal proceedings ends. Seized horns were kept in various storages for a long time without being
properly managed. As a consequence, the media mostly delivered the news about the arrest of traders,
but none about what happened after the caught and how the criminals were punished. Another
challenge was how to measure the result of conservation activities as many of them were planned in
long-term and were difficult to quantified.
The first lesson that WCS drew from their experience was the importance of involving the right person
to be the hero for people to follow in the battle. In state agencies, there is always someone who shares
the same concern and really has motivation for change. It will take time to find this person, may be up
to two or three years, but it is crucial to do it. The second lesson was to collaborate with other COs to
reduce both supply and demand as consumer behaviour change or law enforcement alone was never
sufficient to create a positive change to the whole problem. In terms of collaboration, all COs in Hanoi
held a meeting every two months for information sharing purpose. WCS pointed out clearly that it was
crucial for all organisations to work together because each team had their own advantages and focuses
and it was best if all strengths could be utilized. WCS also considered the media as an important partner
as they recognized the power of the media in conservation, particularly in raising voices to the higher
level of governments. Regarding the media, WCS frequently organized capacity trainings for reporters to
increase their awareness and interest in conservation matters and also help them be better equipped
with knowledge about ongoing wildlife-related regulations.
TRAFFIC also shared some brief information about their conservation strategies and who they chose to
collaborate with. To be more specific, the second phase of “Chi” initiative was launched earlier this year,
which aimed to deliver stronger messages, based on the concept of “Chi” - “Strength of Will”, to target
the largest group of rhino horn consumers, who are rich urban men aged 35 to 55. This time, the
campaign focused on engaging individual businessmen to be the leaders of their group, community and
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network in saying no to rhino horn consumption. In addition, TRAFFIC partnered with the hospitality
sector, traditional medicine schools, logistics and transport companies and businesses (including startups) to reduce the demand for rhino horn and other threatened wildlife. The organisation also
concentrated on knowledge management as a conservation intervention by developing a behaviour
change toolkit for storing and sharing the most updated research, case studies, reports, podcasts, etc.,
from the field of conservation and behaviour change.
To conclude, Chapter 3 displayed and explained results of the coding process guided by the theory of
Framing (Entman, 1993) and TPB (Aijzen, 1991) and summarised the information achieved from the
interviews with conservation professionals in Vietnam. The findings gained from this analysis were
expected to generate necessary materials to answer the four research questions of the study, which will
be done in the next chapter.
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Chapter 4: Discussions
In this chapter, I will answer the four research questions by comparing and discussing the results
presented in the previous chapter. As a result, the possibility that the frames about rhino conservation
in Vietnam identified from the text may generate some new insight to help improve the protection of
this animal will be critically assessed.

4.1 How the topic of rhino conservation was framed in the Vietnamese
media
The findings presented in the previous chapter revealed a relatively detailed view of how rhino
conservation related issues were framed in the Vietnamese media. Firstly, the death of the last Javan
Rhinoceros in Vietnam managed to attract more coverage in the media to this species than before
(Figure 5). The richness in news value of this tragedy captured journalists’ interest quite steadily in four
years after the incident, which indicates that public concern for this issue was maintained over a
prolonged period of time. This was indeed a positive development, which might be a proof for a
constant interest of the journalists in the topic of rhino conservation, thanks to the high news value of
the materials offered to them by conservationists. However, the fact that only one organisation out of
four accepted to be interviewed for a study about media frames in conservation might show a lack of
interest not only in sharing their experience with the student but also in the topic of the media itself. A
possible implication may be that the importance of mediatisation in constructing reality, mobilizing
public support, increasing the speaker’s influence (Gamson & Modigliani, 1989; Bennet, 1996; Gerhards
& Schafer, 2007) and creating drivers for policy change (Feindt & Kleinschmit, 2011) has not been their
focus in conservation.
Secondly, the human-rhino issue was framed to be a problem situated at international, national and
local level simultaneously. Almost equal attention was paid to supply and demand countries, which
means that the necessity of taking actions at both sides, not necessarily by those who still have rhinos
within their borders, was well aware and concerned. Nonetheless, the imbalance among news
categories, with a majority of articles published under the section of Science and Environment indicates
that the news value of this topic was high in terms of scientific knowledge and much lower in
information relating to regulations, health and economics. Deliberately allocating news to a specific
section of the newspapers reflects the way the journalists framed the topic of rhino conservation. Being
published in the section of Science/Environment and not in the top news shows that the issue was
framed more as an environmental subject which could attract only a certain group of audiences and less
as an urgent matter of general interest that require full attentiveness to deal with.
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Thirdly, the analysis of issue frames, based on Entman’s theory of Framing has generated a good
understanding about how and what type of information the media selected to present in the
newspapers. Knowing what was framed and what was not could reveal a number of problematic issues
that should be noticed.
To begin with, the concern that was expressed the most in the “problem definition” frames was the
critically dangerous state that rhinos were suffering. However, the extinction of Javan Rhinoceros,
despite being a shocking news for Vietnam, could only attract attention mainly in a year after the date it
happened and was not often mentioned along with the statements about the hardship that rhinos are
facing. It could be because the incident was framed more as a mere piece of news than a conservation
lesson that should be repeated over and over again.
Then, the “causal interpretation” frames focused on the illicit trade of rhino horns to black markets in
Asia, particularly in Vietnam as the main driver behind the plight of rhinos. The consumption, stressed
many times by journalists, was presented to stem mostly from the belief on falsely supposed medical
and symbolic values of rhino horns. However, ineffective conservation activities were not found in the
text explicitly either as a problem or a cause, although specific weaknesses were mentioned such as
unsuccessful anti-poaching strategies and poorly enforced regulation system.
Next, the “moral evaluation” frames clearly show a consistent objection towards the use of rhino horn,
mainly because its therapeutic effectiveness has not been scientifically proven yet and most of rhino
horns in the market were fake. The frame “unproven medical value”, however, did not appear to be
highly convincing, compared to “proven no medical value”, which should be worked on and made clear
by the scientists and communicated to the public via the media in the future.
Finally, the “treatment recommendations” frames revealed a dominant discourse about awareness
raising activities on rhino issue as the current key conservation intervention (Figure 14). Nonetheless, for
the future approach, it was not communication campaigning but strengthening of commitment and
collaboration that was framed most frequently (Figure 15). This raises a question about the actual
impact of awareness raising intervention in the case of rhino conservation, about whether the target
consumers could really be impressed by those campaigns as most of them might already aware that
they were buying and using illegal goods from the start. Additionally, the deficiency in information about
the punishment for arrested rhino traders and poachers also uncovered the serious limitations in law
enforcement and commitment of responsible actors as well as the political sensitivity of the topic.
Because the trade of rhino horn witnessed a direct participation of high-status government figures both
as those who bought and sold the horns, the issue became highly complicated to be solved simply by
laws (Milliken & Shaw, 2012). As long as this information was not communicated to the readers, the
effectiveness of the laws would stay unclear and the illegal trade and hunt would keep taking place.
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4.2 Which actors had standing in the Vietnamese media
The standing of actors in the media is indicated by the frequency of their appearance (Feindt &
Kleinschmit, 2011). The media is regarded as a representation of public opinion, which is observed by
politicians. Hence, higher frequency in the media means higher possibility that the voice of the speakers
can be heard by the policy makers. That is why actors spend their time and financial resources in
collaborating with the media to gain larger share of the talks, and therefore have more influence and
power to both the public audience and the governments (Mazzoleni & Schulz, 1999; Kepplinger, 2002;
Schulz, 2004).
In the situation that we are looking at, the results of the media data coding uncovered who was
dominating the discussion and who was the least on stage. NGOs and COs were the one leading the
topic whilst there was little space for opinions from consumers, entrepreneurs, tourists, doctors in the
selected newspapers. Two groups of state actors, namely law enforcement agencies and government
departments, made their appearance in the Vietnamese media pretty regularly, only behind the
conservation organisation group. The share of statements taken by actors in the media depicts the
relationship between the actors and the journalists. Usually, reporters select the frames which deliver
the highest news value among those provided by the actors (Staab, 1989). The more access they have
with the speakers, the more information they can get and the higher chance the frames made by the
actors can be featured in the news. How the actors and the media collaborated with each other was
shown through this procedure, as it can be seen that those who partnered with the media for work
purposes such as COs and state agencies were the one entered the stage much more frequently in the
news than those who had no business or no benefit relating to rhino conservation like consumers,
tourists, entrepreneurs, etc. The results of the interviews with WCS and Traffic also show that NGOs
partnered with the media regularly by organising trainings for reporters and inviting them to events
implemented by the organisation to gain more standing in the news. This might be an indicator for the
connection between activities and standing. The more activities the actors are involved in, the stronger
their standing in the media become. In this case, NGOs and COs clearly had a relatively powerful
standing in the news and therefore, potentially have high impact on public discourse. However, they did
not seem to fully take advantage of their strong standing in challenging more what the governments
were doing and influencing conservation policies. This point will be further discussed in the next
section, which is about the attribution of responsibilities to the speakers.
Consumer demand for rhino horn is the main driver behind the extirpation of this species. However, the
voice of the consumers was seldom heard and in fact, they took up one of the smallest share of the
discussion around the trade of rhino horn in the news. At the moment, the most active speakers were
busy expressing their own opinions or information, and seemingly forgot to involve the less-heard but
crucial speakers. Or it might also be the case that it was hard to listen to the consumers’ voice because
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rhino horn consumers were reluctant to appear in public. The question of how to make rhino horn
consumers express their opinions publicly is indeed arduous when almost all criticisms were pointed to
their desire and behaviour. It might be more practical for conservationists to focus on the non-users of
rhino horn because at the moment, both the consumers who bought rhino horn and those who did not
were rarely seen being presented in the news. Non-user group may consist of both people who
originally do not want to use rhino horn and those who used to do it and later quitted the practice for
some reasons. Their stories could be a great source of inspiration for not only people within their
network but also for a wider group of audience.

4.3 How the actors’ responsibility framed in the Vietnamese media
The stakeholders did not simply appear in the media. Every statement produced by the actors
associated them with different roles, for example, problem solver, information provider, advisor, culprit
or victim. This attribution of responsibilities in the media, by figuring out who was doing what, who
should be in charged, who should be hold accountable, etc., is considered a “power struggle” of involved
stakeholders to understand the situation, to mobilise public opinion and decide what should be done
next (Feindt & Kleinschmit, 2011, p. 187).
The findings of this study show that the statements made by the speakers were heavy on information
and recommendations, but little about accountability. Firstly, NGOs and COs, as the most active group of
actors in the selected newspapers, dominated the role of information provider, advisor and also
problem solver. Secondly, state administrators provided journalists with information regarding to laws
and news about captured traders, and most of the times, they were framed as the ones who could and
should implement necessary actions to stop the trade of rhino horn. However, it is noticeable in the
treatment recommendation frames that the state actors were reported to be relatively active in
implementing activities to protect rhinos currently but almost absent in the frames about future
directions. In this sense, the governments were not really associated with an enthusiastic and
determined role in the conservation of the Rhinoceros. Thirdly, rich consumers, despite being accused of
driving the extinction of rhinos in most literature, were seldom blamed for their actions and actually had
a pretty vague image in the news. A few characteristics of rhino horn consumers in Vietnam framed by
the journalists were being wealthy and always willing to invest a huge amount of money into rhino horn.
Finally, the majority of victim statements mention rhino as the sufferer of the problem and just a very
small number of those utterances were directed to consumers who also might have to deal with various
consequences of buying and using fake rhino horns. This finding could possible indicate a fact that the
more closely these repercussion frames linked with the audience, the more influence they might
generate. Because suffering animals in a faraway continent did not sound really close, focusing on this
victim group might not be able to contribute much to the creation of stronger motivation for change.
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The most noticeable point in the attribution of responsibilities in the media is that there was very few
frame pointing out the culprits and even the causal interpretation frames remain pretty abstract
because they were not linked with any specific actors. The journalists seemed to write their articles in a
highly careful manner due to the political sensitivity of the consumption of rhino horn, which is often
the practice of high-earning, high social status and influential people. In this sense, not only the
reporters, but also the conservation professionals were taking their moves cautiously, and ended up
avoiding facing the real problem makers. Rhino conservation was then framed as a problem mainly for
conservationists and scientists, in which these actors raised concern, offered knowledge and remedies,
then implemented their own ideas. As a result, the relationship between human and rhinos from the
viewpoint of the media remains a dilemma mainly for those who already understood it thoroughly and
had been actively working to make the situation better. This again reveals the importance and urgency
of increasing the involvement of crucial actors like the law enforcement agencies, the government
departments and the consumers into the protection of rhinos.

4.4 How do these frames address the social psychological determinants
of rhino horn consumer’s behaviour
A proper understanding of the social psychological determinants of rhino horn consumer behaviour,
namely attitudes, subjective norms and perceived behavioural control, according to Aijzen (1991), is
useful in assessing the probability of a successful attempt to create behavioural changes. Each factor
could provide valuable insight into different aspects of the intended behaviour and therefore, could
serve as a guidance to decide where should be tackled to increase the likelihood of the behavioural
achievement.
The results of this research showed that the behaviour of rhino horn consumers was not really
prioritized by the reporters. The number of statements relating to the attitudes of the consumers was
small, even though they were the direct owner of the behaviour that was aimed to be changed. A large
space in the media was occupied by other actors (mostly conservationists and state administrators) to
express their opinions and provide knowledge. Likewise, there was an obvious lack of attention to
perceived behavioural control towards the consumption of rhino horn. In only a few statements, the
journalists mentioned the difficulties in stopping the use of rhino horn and revealed a frail belief on the
practicality of changing Vietnamese consumer behaviour. Only the frames about subjective norms were
slightly more visible to the readers through the denial of the traditional practices in the articles writing
about the motivations behind the use of the horns. The deficiency of interest in the three antecedents
of consumer behaviour could be explained by firstly, the low news value of these topics and secondly,
the lack of strategic collaboration between the conservation professionals and the media, or frankly
speaking, delivering this information did not bring any benefit to the reporters.
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The subjective norms associated with the consumption of rhino horn presented in the media were
mainly connected with the symbolic values implied by the Vietnamese culture, in which Vietnamese
people commonly consider the horn as a luxurious gift to give other people (descriptive norm) and it is
strongly believed that rhino horn means richness and high social status (injunctive norm). The fact that
forbidding the trade of rhino horn by law was not effective in decreasing demand for this wildlife
product might indicate that the legal norms imposed by the state were not strong enough to change the
practice, and there was a hidden sign of a norm of “legal disobedience”, in which it was fine to disobey
the laws and most people did not follow the laws as well. This could be a result of the lack of connection
between legal norms and social norms. When legal norms do not reflect social norms, or are not backed
by relevant social beliefs and practices, then the influence of both types of norms might be limited and it
will be little different no matter how strong the penalties are (Mackie et al, 2015, p. 34). Therefore, it is
important to motivate legal norms with not only legitimate but also social reasons to increase the
probability of law compliance. For example, instead of only communicating that buying rhino horn is
against the rules and the consumers might be punished, it is worth considering stressing on the message
that stopping using rhino horn is meant to help people reduce financial and health risks related to
consuming fake horns as well.
Among the three determinants of behaviour, perceived behavioural control was almost untouched by
the journalist. This means that the role of belief in the success of a behaviour change was not explicitly
discussed by the speakers and therefore, was framed as less important in the story. Salient beliefs that
are relevant to the action highly contributed to considerable variance of that specific practice (Ajzen,
1991). For example, when two people are putting the same amount of effort into changing an unhealthy
behaviour or in other words, their intention to change is similar to each other, then, the one who is
more confident with his result will be more likely to succeed than the other person who just tries to
change it without giving much thought about the expectancy of the plan. In the situation of the
Rhinoceros and Vietnamese consumer, it is actually crucial to show the motivations to change and the
trust in a successful behavioural attempt as clearly and directly as possible in the media, to increase the
chance that the message can reach the target audience and build up their belief in stopping the
consumption behaviour.

4.5 The combination of frame elements
The combination of different frame elements together helps the audience make sense of the bigger
frame as a whole because the construction of message is based on the process of assembling different
sets of information to make a story package (Feree et al., 2002; Liu & Scheufele, 2016). In overall, the
analysis of separate frame elements above has prompted a number of problems that need to be faced
with.
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Firstly, there was a lack of strong political arguments in the Vietnamese media on the topic of
Rhinoceros conservation. The trade of rhino horn in Vietnam involves the most wealthy and powerful
individuals, both economically and politically, who often make use of their relationships to avoid legal
punishments for using and supporting the sale of the horn (Truong et al., 2016). Additionally, Vietnam is
also notorious for their high level of corruption due to the fact that private sector is much smaller that
public sector and the average salary paid for government officers is low (Milliken & Shaw, 2012). In this
situation, pointing out directly those high-status villains might cause difficulties for both the
conservationists and the journalists, particularly in such a status-conscious and corrupted country. Thus,
the problem in the media remained relatively abstract and often framed without a connection to
specific actors. There was hardly any frame naming the culprits and presenting what was happening
after someone has been arrested. Although several weaknesses in the conservation activities
implemented by the state were mentioned in the news, the frames indicating their efforts unsuccessful
were still missing, either as a problem or a cause. The sad thing here is that in spite of their strong
standing in the media, environmental NGOs seemed to be hesitant to make use of it and not sufficiently
straight forward to directly question what the governments were really doing.
Secondly, the dominant discourse related to awareness raising as the central conservation tool raises a
question of the actual impact of this approach. Because the main group of rhino horn consumers that
the conservation professionals were targeting is rich and successful people, it is highly likely that they
were already aware of both the consequences of their consumption and the real treatment ability of the
horn. On the contrary, it is less likely that the people from this group would be impressed by awareness
raising events carried out by environmental organisations. From this perspective, it is the gap between
awareness and behaviour that should be tackled instead of focusing solely on either awareness increase
or behaviour change.
Thirdly, the inconsistent use of evidences to prove the ineffectiveness of rhino horn in health treatment
could potentially lead to confusion and distrust. The objection toward the use of rhino horn was
presented obviously in the media, but it came together with a scientific proof in just a few articles. In
the remaining items, the journalists only said that the medical effectiveness of the rhino horn powder
has not been approved so far. The readers could then easily start to doubt whether it was really the
truth that rhino horn was no different from human nail and maybe it was said to be unable to cure
cancer just because they have not fully understood the use of it yet.
Fourthly, although the consumers were taken as the most crucial actor of the story, their voice and
attitude were scarcely presented in the media. This is also closely connected with the lack of articulation
on the attitude, one of the three determinants of behaviour of the targeted audience. The reason
behind this absence might be that the consumers themselves did not want to speak up, particularly
when their action was clearly considered inhumane and illegal. Hence, it could be more practical to
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focus on raising up the voice of non-users of rhino horn to create a good source of inspiration for others
within their network to follow.
Finally, the media frames analysis in relation with the subjective norm determinant of behaviour
revealed a loose connection between legal norms and social norms. Legal norms appeared to be
inadequate due to the fact that they were not backed by relevant social reasons that are tightly linked
with the consumers’ benefits. Legal norms thus became weak and it was even hinted that it was fine to
ignore the laws and in case one was arrested, there would still be some ways to avoid the legal
penalties. Therefore, it is important to consider individualising and localising social reasons for stopping
using rhino horn to strengthening legal norms.
To summary, this chapter has tried to answer the four main questions of the research based on the
findings gained from the frames analysis and the interviews with conservation NGOs in Vietnam. An
overall view of the whole problem was also offered by separately looking at each frame elements first
and then putting them together. In the last chapter, I will summarise the results of the research,
formulate recommendations for conservationists and critically assess the limitation as well as the
achievements of this study.
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Chapter 5: Conclusion & Recommendations
In this study, I performed a frame analysis of 215 articles about the topic of rhino conservation,
published on the two most popular Vietnamese newspapers between 2011 and 2016. The coding
process was guided by the theory of Framing (Entman, 1993) and the TPB (Ajzen, 1991). I also conducted
a few interviews with the conservation professionals working in the field of rhino conservation in
Vietnam to obtain empirical insight of the issue. The aim of this research was to generate understanding
about the perceptions of the Vietnamese media regarding the protection of the Rhinoceros, the
standing and responsibilities of the actors in the media, the probability that the frames provided in the
media can lead to positive changes in the behaviour of rhino horn consumer and whether this
knowledge can open up some practical implications for future actions.
What I found out was that in the Vietnamese media, the topic of rhino conservation received relatively
steady attention from the journalists. The issue was framed from both demand and supply side, at
international and national scale, although more as an environmental matter and less as a subject of
general interest that should be paid high attention to. Among the speakers, NGOs and COs nearly
dominated the stage whilst the voice of both non-users and users of rhino horn was barely heard.
Likewise, NGOs and COs were framed to play most of the roles in the story, including information
provider, advisor and solution implementer. The state actors, although were assumed to be the one
with the highest power and capacity to carry out remedies, were still associated with passive image, in
which they were slow in responding and making decision. The victim frames, which were mostly
focusing on suffering rhinos and missed the direct connection with human actors, made the overall
problem become vague and fragmented. In addition, the media frames were loosely connected with the
three determinants of behaviour, namely attitudes, subjective norms and perceived behavioural control,
which shows an unlikely probability of any behaviour change achievement. To be specific, the attitude of
the main actor – the consumers was not prioritised and hardly any trust in the success of rhino horn
consumer behaviour change was expressed. The subjective norm frames were presented in the media,
but a possible lack of connection between legal norms and social norms were also found in the frames,
which might hinder the influence of these frames on consumer behaviour.
All of the findings listed above together revealed a number of problematic points that should be noticed.
Firstly, a lack of strong political arguments in the news poses a question of whether the conservation
organisations have underused their high standing in the media to really step out and challenge the
governments. This shortage might also be an indicator of the complicatedness of the issue, which is a
tangle of political, economic and cultural problems, involving the most wealthy and powerful elites of
the society. Secondly, the impact of awareness raising, the most applied approach in the protection of
not only rhinos but also other wild life creatures, should also be doubted. The situation at the moment
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gradually changed from consumers being partially aware to fully aware but insufficiently motivated to
change behaviour, which might require a different intervention to cope with other than merely
awareness raising. Thirdly, the absence of scientifically approved evidences against the medical value of
rhino horn reduced persuasiveness of the arguments and therefore, appeared less reliable to the
readers. Fourthly, the fact that neither the users nor the non-users of rhino horn had much standing the
media turned these crucial groups of actor outsiders of the story. Because those who consume illegal
goods would not likely want to reveal their identity, it might be more practical for the conservationists
to concentrate on the latter group, which includes both people who never use rhino horn and who used
to consume it, but then gave up the practice. Finally, a question of how to harmonise legal norms and
social norms, so that they are mutually supported and therefore strengthened, was raised from the fact
that at the moment, the legal norms escorting the prohibition of rhino horn appeared weak and little
connected to the benefit of consumers.
Growing concern for the plight of the Rhinoceros gave rise to a large amount of conservation campaigns
conducted by environmental organisations in Vietnam. One of the objectives that all conservationists
are aiming for is to influence public discussion about rhinos and the use of rhino horn. In order to
achieve this goal, they should work more closely and more strategically with the journalists in a way to
help other involved actors consider broader context of the problem and possible responses than merely
the information offered by the media whenever public issues emerge. Based on what has been found
from the frame analysis and the interviews, the following recommendations have been formulated:
•

Recommendation 1:

Increase the involvement of political leaderships in Vietnam and

advocate the seriousness of rhino horn trade as a national and international crime
It might not be practical to explicitly uncover the problem makers and their actions in the
newspaper, particularly in Vietnam context. Instead, it is recommended for the environmental
organisations to focus their conservation campaigns on involving the most powerful political
figures of the country into the story by convincing them to speak out for rhinos, to publicly
refuse consuming rhino horn and openly admit that the trade and use of rhino horn is a nonnegotiable and serious crime of not only the country but also the world. Currently, most of the
campaigns seem to pay more attention to showbiz celebrities than political leaders.
•

Recommendation 2: Reconsider the real focus of awareness raising campaigns
It is important to understand that the lack of awareness on rhino issues is no longer the core
problem of the story and then update the plan accordingly. It is not the awareness or the
behaviour but the gap between these two that needs to be challenged. Then the priorities
should be defining that gap, finding out what prevent a person from “knowing” to “doing” and
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directly approach those factors instead of keep trying to disseminate the things that are already
known by most people.
•

Recommendation 3: Fill in the lack of scientific evidence against the effect of rhino horn in
medical treatment and disseminate the results
The absence of information in the media about an official scientific evidence to prove the
ineffectiveness of rhino horn in medical treatment had weakened the arguments against the use
of this product. Hence, one of the things that should be prioritised is to clarify whether there has
been such a proof obtained. If yes, it is crucial to disseminate the results as widely and
consistently as possible because at the moment, different explanations have been given by
various actors regarding this matter. This approved evidence should also be emphasized in the
core messages of any rhino conservation campaign and be repeated over and over again
because repetition of information is useful to make people remember it (Crowder, 2014). If not,
then conservation professionals should really concentrate on finding a proof against the
rumoured therapeutic values of rhino horn that is internationally recognised and agreed upon.

•

Recommendation 4: Concentrate on raising up the voice of non-users of rhino horn
The voice of rhino horn consumers was not much presented in the media and it is important to
raise up their voice and listen to them. However, the challenge here is that it will be highly
difficult to make the rhino horn users speak up, because all criticisms are currently pointed to
this group of people. The protection of both group and individual identity will be a significant
obstacle to make the consumers expressing their real thoughts. Therefore, it might be more
practical to concentrate on the non-user group, as at the moment, the voice of this group was
also largely missing in the news. The personal experiences and motivations to say no to rhino
horn from this group can be a great source of inspiration for their own network and community,
particularly when they appear in a popular newspaper. The messages withdrawn from various
cases of different people can also be integrated in the core content of awareness raising
campaigns and will be likely to increase the reliability and persuasiveness of the activities.

•

Recommendation 5: Motivate legal norms with social reasons that are closely connected with
consumers’ benefits
As previously stated in Section 4.4 and 4.5, the influence of the presented legal norms was
limited due to a missing support of relevant social reasons that are directly linked with
consumers’ benefits. This results suggest that it might be more realistic to adjust the focus of
awareness raising strategy from mainly the ineffectiveness of rhino horn powder in disease
treatment and the threats to the existence of a species to the possible consequences that
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consumers may have to suffer from using fake rhino horn and the fact that 90% of the horn in
the market is man-made. This motivation appears to be better related to consumers individually
and therefore might have more influence.
•

Recommendation 6: Pay attention to the connection between perceived behavioural control
and consumer behaviour change
The absence of a positive attitude expressed by involved actors towards the success of changing
Vietnamese nationals’ viewpoint on the value of rhino horn might be an indicator for a lack of
awareness of the role of belief in consumer behaviour change. According to Aijzen (1991),
perceived behavioural control significantly lead to considerable variance in intended behaviour.
Hence, it is recommended for conservationists to pay attention to this determinant of behaviour
as well by integrating this knowledge into the content of the trainings that they organise for
journalists and actively providing frames about their belief to the media when they collaborate
with each other.

This research presents certain limitations in the research design and implementation. Firstly, I took an
inductive content analysis method, which is suitable for interpreting a wide variety of text sources
through a process of coding and detecting patterns (Harris, 2011). However, this method is often
associated with the question about its objectivity and trustworthiness, because the selection of data,
the coding process and the interpretation of meaning can all introduce biases. Additionally, although
inductive reasoning is useful in making generalisation of limited information and discovering new
knowledge, this method is based on observation and assume that the selected cases can be
representative of the whole group. This approach therefore cannot bring firm conclusions. Besides, the
results also largely depend on the analytic skills, knowledge and research ability of the investigator (Elo
& Kyngas, 2007).
Secondly, the theoretical choice of this study is also subjected to unavoidable restrictions. On the one
hand, framing research paradigm until now remains fragmented without a consensus on the definition
of framing, how exactly framing should be operationalised in research and whether framing has clear
impact on the perception of the audience (Entman, 1993; Liu & Scheufele, 2016). Choosing Entman’s
approach to framing over others in this research might also lead to clashes because the nature of media
frames is interactional whilst Entman applied cognitive approach in his theory. On the other hand, the
TPB created by Aijzen (1991) explores the possible link between the three determinants of behaviour
and the probability of achieving behaviour change, but does not consider external factors like economic
or environmental aspects and internal factors like emotions and personalities. Moreover, the ambiguity
of how to define and measure attitudes, subjective norms and perceived behavioural control is also a
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flip side of the theory, which makes it more difficult and less practical to apply in real situations (Knabe,
2012).
Thirdly, the reliability of the data analysed in this study can also be questioned. Due to the shortage of
time and the small scale of the research, only a limited number of articles retrieved from two online
newspapers was studied, which is difficult to be representative for the media that includes a wide
variety of channels. The fact that many Vietnamese nationals do not frequently read online newspapers
also questions the actual impact of this type of media channel to the target audience. In addition, the
added value of interviews with campaign runners in Vietnam was pretty unclear, as there were only two
interviews being carried out, one face to face and one via email.
However, in the end, this research still managed to explore a topic that has never been studied before.
This is the first research that analyses Vietnamese media coverage in conservation field in general and in
the context of rhino protection in particular. It adds the perspective of the media into the literate
database on the subject of rhino conservation in Vietnam, which is missing at the moment because the
researchers seemed to concern more about other actors such as conservation professionals,
governments, consumers and suppliers. In overall, this study shares the same view with those who
doubted the impact of the popular conservation strategy that takes awareness raising as their core
intervention. The results provide more evidences to challenge this uncertainty and bring ideas to
redesign those activities in a practical way. In addition, the study looks at how conservation problem is
reflected through the media, which can help generate understanding about the interaction between the
speakers and the journalists and its connection with the fulfilment of the conservation objectives. This
knowledge could be taken as a foundation to build up media-based solutions for conservation purposes.
The study also opens opportunities for future research. Even though there is a gap of knowledge and
lack of attention to the communication aspect of the issue, a wide range of related activities were still
implemented, resulting in ambiguous planning, monitoring and evaluating. This deficiency of
information should really be filled in to create a knowledge base for better integration of
communication component into conservation strategy in the future.
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Appendix: Interview questions
1. General situation
•

When did you get involved in rhino conservation? What role do you play?

•

What do you think are the main drivers behind the critically endangered state of rhinos?

•

Is there any positive development recently in rhino conservation? If yes, can you give some good
examples? (both in Vietnam and globally)

•

What do you think are the main challenges/boundaries in rhino conservation?

2. Awareness raising and behaviour change strategies
a. The interviewer’s campaign/organization
o

As one of the most active organization in saving rhinos and cutting demand for rhino
horns in Vietnam, what has your organization been doing so far to achieve those goals?

o

What strategies/interventions were used by your organization to prevent further loss of
rhino?

o

What do you think about the efficiency of these activities?

o

What worked well? Please elaborate.

o

What could have been done better?

o

What were the barriers/challenges that your organization encountered? To what extent
did your organization overcome those obstacles?

o

What strategies/interventions/tools would you recommend to be sustained or scaled up
for future action? Why?

b. Other rhino conservation campaigns in Vietnam
o

What do you think about other rhino conservation campaigns in Vietnam (carried out by
different organizations)? What worked and what didn’t work?

3. Finance & Collaboration
•

Where does funding for rhino conservation campaigns in Vietnam come from?

•

Does your organization collaborate with other stakeholders to raise awareness of consumers?
With whom? How? Whom do you consider the most important actors?

•

Does your organization work together with stakeholders at international level? With
stakeholders in Africa? Please elaborate.

•

How is the relationship between your organization and the Vietnamese media (newspapers, TV,
radio, etc.)? To what extent do you partner with each other to change rhino horn users’
behaviour?

•

What do you think about the role of the media in rhino conservation in Vietnam?

4. Closing questions
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•

If you have one wish for your campaign, what would you do?

•

If you could involve one person of your choice, who would that be?
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