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Executive Summary

1 Background

The African Blackwood treenfpingo in Swahili) is cne of the most valuable timbers in the world.
Dark, lustrous heartwood makes it the medium of choice for wood carvers and strong international
demand comes from producers of musical instruments including clarinets, oboes and bagpipes.
Extensive demand amubor forest managemeis pushing it towardsommercial extinction in much

of East Africawhere it is found in greatest quantities

Underresourced governments in the region lack the ability to eaftdreir own regulations, and
illegal logging is widespeal. Instead governments are slowly devolving the responsibility for
managing the forests, together with the attendant benefits, to poor rural comm&hitiesnable
management of these forests wotlhdis have substantialbenefitsfor both the environmenand
poverty alleviationHowever, in order to get the best price for their timber communities need to
differentiate it from wood sourced from other are@saranteeing fair price for communities and
ensuring environmental best practices in managemenbeansured by supplementing community
forest management with certification by the Forest Stewardship Council (FSC), so that products can
be labelled as made from blackwood which has been felled sustainably from cormmamdéged
forests, and for which air price has been paid.

Founded in 1995, the Mpingo Conservation Project (MEgistered Tanzanian NGO Nb/39, has

been carrying out practical work to devearticipatory Forest ManagemeHM) in southeasern

Tanzania since 200MCP is workingin partnership with the Environment Africa Trust (EAT, UK

Charity N0.1025443 in order to develop new opportunities in fair trade for African blackwood. EAT

and MCPO6s shared vision is to continue to deve
livelihoods for the forest communities based upon sustainable management of their forest resources.

In July 2007, EAT was awarded a Project Development Grant (PDG) from funders Comictdrelief
develop the processes required for certification of community marfagests in Tanzania ana
sustainable trade between communities anduseds in the UK. This report is an output from that
work.

2 CampaignPremise
This report presents a strategy for an awareness raising campaign amongst UK musicians likely to be
interesed in buying instruments made from F8€rtified African blackwood (FSCAB).

The premise of such a campaign will be to ensure a market for blackmmodommunity managed
forests in Tanzania whilst providing high quality timber for musical instruments.

Key messages will be that buyers of FSC instruments are:
helping raise incomes for some of the poorest people on earth
helping to prevendeforestatiorthrough support to good forest management

helping ensure that African blackwood survives and is availdbte future
generations of musicians

9 acquiringan instrument of the highest quality (which is arguably the key factor in
decision making with nogertified instruments).

For the young, educated audience that the campaign is targeted at, such emotiorsalafact
important andhe premium should seem likesmall price to pay.

Page 5 of 47



Fair Trade for African Blackwood Sound & Fair Campaign Strategy

3 ResearchFindings

The key findings of the report are as follows:

1

In the current ecoonscious consumer market, asking buyers of musical instruments
to pay a small percentage pricerpiem is a realistic proposition;

Stakeholders such as manufacturers and retailersilling to devoteresources to
FSC and other certified timber schemes;

Distributing Certified African Blackwoodthroughan individualbuyers group will
limit marketing oortunities and support for producer communities

A price premium on thenoreexpensive, top end of the oboe and clarinet market will
yield the biggest benefiter producer communitiewith proportionatelyjower mark
upsrequiredthanwith cheaper instrunmgs

The purchase of a premium oboe or clarinet represents a major investment and
instruments are usually repaired rather than replabetl the wear and tear on
woodwind means they are replaced more regularly dttz@rinstruments

There is considerablspecialistpress interest in instruments made fr@martified
African Blackwood and a general rise in support for ethically and ecological labelled
goods in the media

Huge levels of resources aneequired to mount a nationwide campaigmongst
schootlevd musicians; tertiary level education will be an easier market

4 Recommendations

Based on the above research, the following recommendations are made:

1

The campaign should focus on users of premium quality classis@unmentsi
clarinets and oboes;

The primary focus of the praunch phase of the campaign should be to approach
high-profile classical instrument manufacturers and establish a partnershipneith
or more largananufactures whose objectives are aligned with the prgject

However, should such arrangement be initially impossible, a viable alternative is
to work through a diverse retaiteranufacturer group, until the conditions are ripe
for a large manufactureelationship

In addition to users, the campaign should focus on raising awarenesgsim
retailers of premium quality clarinets and oboes;

The hub for the campaign should be a highly visual website that communicates the
benefits for communities froi@ertified African Blackwoodnstrumens;

The campaign should seek partnerships with waodaepartments of graduatvel
music colleges and universities and supporting music education organisations;

The launch of the campaign should be marked by a music event at a recognised
classical music venue with the support of the chosen manufactuteeip

With the support of the manufacturing partner, implement a media campaign focusing
on mainstream press and radio.
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Context

Natural resources are the most valuable assets of most developing countries; the recent global
commodities boom has significly boosted the economies of countries throughoutSaharan

Africa. However often the benefits of exploitation are captured principally by economic and political
elites, with little trickle down to the communities living in, on and around the nats@lnees being
exploited, and who typically remain mired in poverty.

One potential solution to this problem is commufiased management of natural resources, which

has been tried and developed across the global South over the last twenty years. Repeatedly
biggest challenge has been to ensure real and direct benefits to the rural communities who are being
passed the burden of management responsibility. This is no different in Tanzania, where a programme
of Participatory Forest Management (PFM) has exdd noteworthy successes in giving rural
communities rights over their local forests, but thus far few communities have realised significant
financial benefits. Poverty is widespread in rural Tanzania, and PFM must contribute to community
social and ecomic development in order to be relevant.

The most valuable species found in the foredtsoutheastern Tanzanig African Blackwood
(Dalbergia melanoxylon also known asnpingoin Swabhili andgrenadillain Spanish. lis a highly
valuable timber in irdrnational trade which is used in the manufacture of high quality musical
instruments.In the UK, blackwood is used in the manufacture ctdrinets, oboesflutes,
recorders, whistles, smallpipes and bagpipegfrica, it is used extensively for the prodtion of
carvings.The first step to ensuring sustainate supplyof blackwood in future is tentrustthe
management of blackwood stockescommunities in Tanzania who will benefit from a sustainable
trade in this timberOne cubic metre of billets cdeatch up to $18,000 on the export market, making it
one of the most valuable timbers in the world. The Mpingo Conservation Project (MCP) was formed
to leverage that incredible value for the benefit of local communities. However illegal logging is
widespred, with some 96% of timber emanating from the region not properly licensed.

Communities wishing to manage their own forests must thus compete in a market flooded by
unrealistically cheap timber. The project therefore seeks to supplement PFM with tiertifigathe

Forest Stewardship Council, so that products can be labelled as made from blackwood which has been
felled sustainably from communityanaged forests, and for which a fair price has been paid.
Musicians, thereby able to distinguish ethicabirced instruments, will be able to support the
industry in improving its practices through buying power. At the same time communities will benefit
from the substantial revenues that they can earn from selling logging rights, the profits of which can
be invested in locallyprioritised development actions for the benefit of all community members.

In the preparation of the report, the following key areas were examined:
1 The markets for FS€ertified, Fairtrade and other ethical products;

1 The context in which-SGecertified African Blackwood ESGCAB) instruments will
be launched;

The potential markets for FSCAB instruments;
The potential buyers of FSCAB instruments;
The opportunities for raising awareness amongst likely users;

The necessary components of araeemess raising campaign;

=A =4 =4 =4 =4

Potential partners and sources of additional funding.
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The Benefits ofMCP Support & FSC certification

1 Improved Livelihoods and Poverty Reduction

Forestdependentommunitiesin Tanzaniaare some of the poorest in the world. Oftesing in

remote, isolated areas, work opportunities are limited and income generation is almost entirely reliant
on the natural resources of the foreMICP is enabling communities to produce a marketable product
from their forest resource$:SGCecertified products typically sell at a premiuand there is strong
potential to secure a niche market, thus guaranteeing a regular outlet for the pvéidudtigh value
certified musical instrumentsestablishinga regular market with asmall price premium wodl
generate increased income Bdackwoodproducer communities.

2 Strengthening Local Communities

As well as poverty, Tanzanian forest communities face marginalization, powerlessness and insecurity
with regards to the natural resources on which they aresalmtirely dependent (Macqueeat al.

2007. In order to achieve FSC certification, local communities undergo capacity building exercises
that strengthe local institutions, empowdocal people, creatresource security and open up further
opportunitiesfor income generation. Macqueehal emphasise¢he value of democratic community

forest organisations and the enterprise initiatives that result once the organizational and governance
systems are in place.

3 Improved Natural Resource Utilisation

MCP workswith forestdependent peopland helps them set up forest managensehemeshat
provide them with secure access to the forest resources in theidadea.certificationMCP will act

as group manager for all the differem@mmunitiesand helpthemcalculate sustainable harvest rates.
Management by local communities will also allow them to ensure they have a sustainable supply of
those nortimber forest products which they use in the course of their daily lives.

Tropical deforestation is a major contribr to climate changethus avoided deforestation is

important in the fight against climate change. Some global warming, however, is inevitable, and
standing forests will help limit local climatic changes. As well as absorbing carbon forests perform
otherimportant ecosystem services, such as protecting waterdhegical forests are important for

the tremendous biodiversity they harbour. I n MC
Coastal Forests, a biodiversity hotspot of global importaacd, important supopulations of the

charismatic mammalian meg@auna that are emblematic of East and Southern Africa, and including

the critically endangered African Wild Hunting Dog.
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Market Dynamics

1 The Market for Ethical Consumer Products

Strong demaah exists for FSeertified, Fairtrade and other ethical products, sold with a price
premi um, especially at the top end of the mar ket
point. Consumers, especially of premium and luxury products are mhkiyigg decisions on a
product 6s e c o&@phlu2005] h(eNi ecthtoildasl / f ai r trade mar ke
White, pers comn) and the corporate green label becoming increasingly important to market players

and consumers. Consumer awarenesshida and fair trade is growing all the time. There have been

a number of key milestones such as the choice o
coffee in late 2005. Indeed, Fairtrade coffee is now a relatively mature market, vid89@6froast

and ground sales in the UK being Fairtrade.

The growth in demand for Fairtrade products is forcing players to reassess their markets. The
Fairtrade Foundatiorhas been seeing a huge growth in sales across their product range of
approximately 50% yar on year (Duncan Whitpers comm.).

Moving away from the increasingly established Fairtrade markets of food and beverages, the Fairtrade
Foundation hastarted to produce Fairtrade cotton with the support of retailer Maikp& n cler 6 s
growing intereslies in bringing Fair trade principles to the timber markets although this is some way
of as yet.

The kind of person attracted to fair trade products varies according to the product itself. However,
overwhelmingly in food and beverages, women of thdoseconomic category ABC1 (affluent,

middle class) are the most dedicated fair trade shoppers, especially the young, between 24 and 34
years of age (Duncan Whiteers comn).

With food, if the volumes and the economics are right, a fair trade produbiecemgeted within a

range of market segments, such as at the low end (with other products selling at 30p for example), or
in the middlerange (selling at £1 with others of the same bracket), or at a premium or quality brackets
for £2 for example. This ipossible with many (but not all) Fairtrade products because of the
economies of scale involved. With a highly specialised tirmb&tde musical instrument this is a
different case.

The Ccoperative Bankods Ethical Co n s u mexpenditure oRe por t
ethical goods and services has almost doubled in the past 5 years, with the total annual value of the
market now valued at £32.3 billion.

Figure 1: Ethical Consumerism in the UK, 1999 i 2006
Ethical Consumerism in the UK, 1999-2006
35
3; £29.76 £32.3bn
£26.6bn
e 25 £22.1bn
= 20 £18.4bn
s . £13.5bn
« £9.6bn £11.9bn
10
5 .
0
1999 2000 2001 2002 2003 2004 2005 2006
Source: Co-operative Bank 2007 SOUND & FAIR
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With strong demand for ethical products, manufacturers of consumer goods are increasing the range
of supply. This can be seen across the consumer spectrum from the widespread availability of organic,
fair trade chocolate and coffee, to the introduction of organic cotton by clothes manufacturers and car
manufacturers launching lowemission hybrids. (Coperative Bank 2007; Moore et al 2006).

AConsumers are steadily becoemynhawmer eoawaspo
(Kathy Child, Senior Retail Analyst at MintelThe EcologistOctober 2007)

The growth of ethical and fair trade markets does not simply reflect a growth in altruism. Many
players in the market see it as an opportunity and rebtaamselves without necessarily going

through the hoops in terms of supporting their suppliers in developing countries nor improving the
natur al environments in which the products are
products on the nmket, those with genuine ethics that can provetitheeablityof an ethical product

down to the roots of the supply, and those that can get away Withitewaskd. Different rules and

different labels dictate the degree to which a product has beerethiitally traded.

The growth in the market for Fairtrade products has been particularly spectacular with a 46% year on
year increasevident in2006aloneand the annual value of the Fairtrade product market has seen a
increase of over 1000%nce 1999.

Figure 2: Growth in Fairtrade Food Market
Fairtrade Food
2000 33 50
2001 51 33
2002 63 29
2003 92 ar
2004 141 o
2005 195 39
2006 285 46
Source: Co-operative Bank 2007 SOUND & FAIR

Musical instrument manufacturers are becoming aware efmecketing opportunities as exemplified

by GibsonGuita 6 s recent partnership with Live Earth th
certified guitars. Such opportunities provide manufacturers with valuable PR material as Henry
Juszkiewicz, Chairman and CEO of Gibson Guitar explains:

"Gibson Guitar fing it a privilege to work with Live Earth to combat global warming as the
event's official partner,” Gibson Guitar, and its philanthropic arm, Gibson Foundation, are
dedicated to supporting the cause for climate protection and the creation of these
environnentally friendly guitars." (FSC 2007a)
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2 The FSC Brand

FSC6s <certification principles are widely acknoc
management and supply of documented and sustainably produced timber. Environmental
sustainability pledgealong with the associated additional costs of management and chain of custody
administration are generally expected to be able to generate a price premium as certified products
move towards the consumer.

Like Fairtrade, FSC is steadily growing into a arajyvorldwide brand. Over US$5 billion worth of

raw, semifinished and finished wood and paper products originating in-éetified forests and
bearing the FSC logo were sold in 2004/5 and more than 10% of commercial forests worldwide are
certified as welmanaged according to FSC principles. Furthermore, like other ethical products, the
brand is expanding rapidly with a 67% increase in FSC mtedsnld in the 3 years to 200BSC

2005).

In the UK, growth has been even more spectacular with over 80% of UK grown timber now covered
by the FSC programme. However, brand recognition is lagging behind considerably andJ& FSC
commissioned survey found that just 1@fconsumers had seen the FSC logo. It should be noted

that this was just consumers who had seen the
logo, not necessarily clearly identified and
understood what the brand represented (FSC
2007).

A TTF report in 2006 also reported that low
© demand and ierest from consumers represented a
major obstacle to the expansion of the supply of
verified legal and sustainable timber (TTF 2006).

Clearly, the FSC brand requires significant
investment and time before it is as well recognised
as the Fairtrade branghich is now recognised by
57% of UK adults (Caperative Bank 2007).
However, the=SCbrand is growing rapidly and in
the current climate of increased environmental
awareness and ethical consumerism, brand

recognition can be expected to grow accordingly.

It will be important for the campaign to work
Source: FSC soUND & FaIr| Symbiotically with the FSC. Their own efforts to
raise brand awareness over coming years will

support the campaign and the campaign itself can
help promote the FSC brand. Potential for joint efforts shouldkplered further as each develops,
for example, educational materials produced for the campaign could include material on the FSC
brand.

Of note, he considerablggrowth in the market for MS€ertified fish is particularly interesting with
reference to FSCCAB and demonstrates the potential when a product is positioned and marketed in
the right way. MSC is similar to FSC in that it certifies sustainable fish stocks with products from
MSC-certified fisheries being tagged with the MSC stamp and sold witmdisamt price premium.

The market for MSC fish increased by 224% between 2006 and 2063pgcative Bank 2007) and
Marks and Spencer have announced that all of its fish will come fromd¢8(ied sources by 2012
(MSC 2007).

3 FSC Price Premium

Although smply opening up a regular market will benefit communities by bringing regular income, a
price premiumis required todeliver significant tangible benefits to African blackwood producer
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communities. Analysis by Patdarrison andSteve Ball (EAT 2008 hasillustrated that it will only

require a low level premium, in the region of 4%oto FSGCAB instrumentdo support the process

of community forest management and certification, however consumer research by the authors
indicates that consumers will paytiveen 107 25% in order to generate the necessary tangible
benefits for producer communitiedkesearch to date (Cumine, 2006) confirmed that manufacturers
and retailers were prepared to pay this ppeEmium for a certified product, which has been vexlifi

in research on retailers by Paul Harrison (EAT, 2008)

Cumineds study i nt eCAB (2006) iddftified averyklamvtpotent@lrreturns ftbm
selling FSCCAB at market determined rates to UK instrument manufacturers. The iatlidsited
manufactirer retailers would pay up to 25% more.

Practically speaking, a 25% hike is a big ask, even for a high quality certified and fairly traded
product. A premium of 10 15% is likely to be the most favourable and is the recommended level
given in this repd.

4 Potential Markets for FSGCAB Instruments

African blackwood is used in the production of a wide range of instruments. However, the primary
manufacturing markets in the UK are:

1 Oboe
1 Clarinet
1 Highland Pipes (Bagpipes)

Cumine (2006)epored that the lamgst single market for African blackwooid terms of volumein
the UK is for bagpipes. This is a specialist market restricted primarily to Scotland and manufacture is
by individuals and smatib-medium sized companies.

The UK market for African blackwoafr use in oboes and clarinet production is smaller than that for
bagpipesn volume but larger in terms of pricEurther international trade in African blackwood is
dominated by manufacturers of clarinets and many instruments are produced oversegmdrd i
into the UK (Howarths, 2007)The principal producer countries for woodwind instruments are
France, Germany, Japan and China, to different levels of quality and type.

There is a significant distinction between the market for high quality bagpigesbaes / clarinets in
terms of sale pricegor example

1 Bagpipes: £468 £2,549 (Quality Bagpipes, 2007)
1 Clarinets: £1,460 £13,776 (Howarths, 2007)
1 Oboes: £2,555£5,725 (Howarths, 2007)

5 Potential Buyers of FSECAB Instruments

There are four main aagories of instrument players:

i Professional musicians

1 Semiprofessional musicians / gradudgeel students
1 Amateursi in ensembles, bands, groups and solo
1 Students

Because of the cost of professictalel instruments, generally only graduates or probesds use
instruments made from African blackwood. Beginner and intermediate instruments are made using
plastics and materials other than African blackwood.

Page 12 of 47



Fair Trade for African Blackwood Sound & Fair Campaign Strategy

EAT carried out a study on possilibrgetsfor an awareness campaign and identified the following
groups:

1 Professional musi ciansd associations
Professional orchestras

Woodwind ensembles

Promoters of classical music

Semiprofessional orchestras and ensembles

Specialist music schools

Schootrelated music associations

Specialist music colleges

Universitymusic department

=A =4 =4 =4 4 4 -4 -4 -

Bagpipe andmallpipe associations

Key targets will be those with potential to buy a hegid instrument.These will be students being
given both educational and financial support to enable them to become professional mubizags.
patential buyers are likely to be concentrated riational and regional symphony orchestras,
conservatoiresspecialistmusic colleges at university level (such as the Royal College of Music or the
Guildhall School of Music and Dramagpecialistimusic schols (notably Wells Cathedral School, the
Purcell School and Chethams), and the junior departments (high school levelRolyileAcademy

of Music, Royal College of Music, Guildhall School of Music and Drama, Birmingham
ConservatoirgTrinity College of Msic and the Royal Northern College of Music, Manchester.

Secondary targets would be more generalist university departments, the broader base of state and
private schools thatpecialise in musjcassociations promoting musical education and professional
musicians associationsSupport may be possible from the UK Government through its Music
Manifesto programme.ocal education authorities witluy decent instruments and then loan them to
students for the duration of their time at the sch@olvernmenbodies like this arevell disposed to a
well-targeted advocacy (ahe Departmentof Education) to introduce standards like all future
instruments should be FSgertified. This could be an important route into the lower end of the
market.
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Key Findings

1 PricePremium is Realistic

In the current eceonscious consumer market, asking buyers of musical instruments to pay a
significant price premium is a realistic proposition.

For a campaign to be successful, individuals must be motivated to take action byresémggul with

a compelling and realistic solution to a problem. This is not always easy. For exatitipleljmate
change campaigninigindividuals are currently being asked to make lifestyle changes that for many
represent significant sacrifices.

The FSCCAB campaign is at an advantage in this respect. Buyers of musical instruments simply
have to pay amall price premium and in doing so can make a real difference to the lives of some of
the poorest people on earth. Effectively communicating the berefigsroducer communities to
consumers will be essential in achieving consumer willingness to pay the price premium.

2 Stakeholders willing to invest in FSC

Whilst consumer recognition of the FSC brand and demand for FSC products remains low,
stakeholders Wi a vested interest in FSC products recognise the value of the FSC concept and are
willing to invest in driving the programme to enders:

While NGO campaigns and government policy provided the initial impetus, the major
driver of demand for certified vaal products in the UK now seems to be the corporate
social responsibility policies of the large importers, distributors and builders merchants.

(TTF 2006)

The relevance of this finding for FSCAB is the potential for partnerships with major manufacturers
looking to safeguard future timber supplies, enhance CSR programmes and generate positive PR. The

example of Gi bson guitarbdés support of Live Ear
instrument industry.

3 Assessment of Manufacturer Partners

One opion in whichFSGCAB may be made available to UK manufacturesvia an FSCcertified

buyers group which manufacturers wishing to acquire-E88 have to join and pay membership
fees.Under a Group Chain of Custody Scheilaey company of less than 15 $t@dr less than 25 if
turnover is under $100,000) may join as a member and thus benefit from the registration which the
Group has established with FSC. There is currently one such group established in the UK which
operates nationally, Oxford Timber Aud{®TA).0 (Cumine, 2006)The FSC price premium will be
determined by the belief of manufacturers in their willingness and ability to pass the premium on to
customer$ a market driven pricing mechanism.

However, the UK manufacturers usibtackwoodare typcally small andare likely tohave limited
resources for supporting the campaign beyond purchasing the tiener. if they are willing to
support the trade in FSCAB, the smaller manufacturers also have limited ability to pay extra for the
timber becausef the confines of market dynamicghe willingness of individual UK manufacturers

to adopt FSECAB and invest in their CSR tbugh the campaign will beeduced furtheby sgitting

the limited supply of BGCAB amongst a number of small manufacturers.

In contrast]arge international clarinet and oboe manufacgisich as Yamaha and BuH@&tampon
supply markets worldwide and invest huge summamketing and PR. Such companies haotential
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for adopting the campaign as part of their CSR policy aadige additional support for the campaign
andthe product

Whilst the supplyof FSGCAB remains low, an alternative option tbe market driven pricing
mechanism is to create a monopolistic situation with a single manufacturer, with 100% supply of
FSCGCAB going to one manufacturer for a set period of time. Given their monopolistic advantage, the
manufacturer would be willing to invest in maximising the benefits from the opportunity.

However, discussions with all types of manufactures, from chain of custadyfactures group
model to the corporate model should be held in establishing the right manufacturing relationships for
the product. It may be that, despite the issues raised above with multiple su@pleche market
could be successfully establishin instruments made frolBRSGCAB and producedby a range of
manufacturers. All routes should be explored further until a suitable arrangement can be found.

4  Focus on the Premium Market

A price premiumat the expensive, top end of the oboe and clarinet endr&s the greatest potential
for generating benefits for producer communities. Channelling the limited supplies eCARB @0

manufacturers of top end instruments has the potential to generate greater benefits for producer

communities than if supplies agiven to manufacturers of less expensive instruments. Given the
restricted supply of FSCAB, the priority must be to feed available timber into the production of
premium quality, expensively priced instruments at the top end of the m@dkgers in thé market

are likely to be students or wtudents of thespecialistmusic schools and colleges. There are

scholarship funds specifically available to students through these institutions and associated bodies to

enable them to purchase higher qualitgtruments such as the Barbirolli Fund of the Royal

Philharmonic Society. Working alongside such schemes could help target the campaign message to
those buying at the higher end of the market.

within swch institutions over the lifetime of the campaign as they are likely to be thinking of

upgrading their instruments and would be priority édsgfor the campaign messagef such &6r i s
starso6 ar e buy-CABdnstaimedts, pshig musiciansvif @ follow.

5 Long terminvestment

The purchase of a premium oboe or clarinet represents a major investment and instruments are usually
repaired rather than replaced. Premium quality instruments tenddodierm investment lastingd2

40 yearsBecause of the considerable cost of buying a new instrument, where possible, users have
instruments repaired by specialists rather than buying new, although the wear and tear on woodwind
means they are replaced more regularly than, say, string instruments.

Firsttime buyers will therefore make up significant proportion ofop-end quality instruments.

These first time buyers are mos#gnior students, aspiring classical musicians and recent graduates
joining orchestras. Such buyers aie the main,relativdy young and well educated experienced

web-users and environmentally and socially aware. This profile should influence the channels and

tone of campaign communications.

Broadly speaking, classical musicians are highly aesthetic people, creative y& prébe way they

play their music, and similarly so in the way in which they engage with life in general. As such, the
appeal of a fairly traded, certified instrument

and purchasing decisions. ik, moral choice and environmental sustainability are important to these
consumers. Conservation and fair trade concerns are most importanf of alc cor di ng t
research on retailer attitudes

Buying a musical instrument is, in retailing parlancep want sé r at her t han a

Typically the need for a functional instrument is outweighed by the aspirational aspect of buying an
instrument, a purchase that makes the musician feel that not only are they investing in quality, and
they are impoving themselves and benefiting their audiences by paying extra for a better product.
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6 Building on Media Interest

There is considerable press interest in an-E3B campaign. The campaign has been discussed at
length with highly experienced freelance joalists representing a broad range of publications
including The Scotsman, The Telegraph, The Independent, The Economist and The Ecologist and
there is interest for all on a number of levels. The mix of sustainable development, fair trade, music
and an aclevable, marketlriven solution to poverty ticks all the right boxes.

MCP has already featured $totlandon Sunday, a somewhat sensationalist article, but the author has
expressed intere@ writing follow-up stories. @ce the campaign is up and runnifdCP will be

better placedo manage information flow and ensure that the correct messages are relayed to the
media.

With the music connection, the campaign is particularly well suited to radio and there is considerable
interestfrom a number of journalis and production companijgacluding

1 Grant Sonnex Senior Radio ProduceBBC Natural History Unit
1 Nina Perryi Researcheir Falling Tree Productions

1 SaidYakubi Swahili DepartmentBBC World Service

1 Sue Armstrond Freelance Radio ProduceBBC Radb 4

MCP has previouslyeatured as an item anradio programme oBBC Radio 3 and there are good
prospects for a followap programmehere

7 Campaign Resourcdllocation

Implementing a nationwide awareness campaign that reaches all users of instrunsenfsoma

African blackwood isa hugeand costlyundertaking Given the specialist nature of the product, the

small number of end users and the limited resources of the project stakeholders, campaign resources
must primarily be allocated to the priority ae that will have the maximum impact turning
awareness into salegraduate and professional level musiciaspgcialist high-school level
musiciansmajor retailerspational press and specialist music press and organisations.

Targeting schoehge studnts nationwidevould require the development of school education pack
that is compatible with the National Curriculum prior to distribution and significant additional
resources to ensure it reaches teach&h& vast majority of school level musiciansmdui develop to
graduate or professiondvel and are unlikely to buy a higénd instrument. Thusg broadbased
schootlevel awareness raisinrogrammewill not be coseffective School level awareness raising
shouldinsteadbe closelytargetecdat thespecialistmusic schools (particularly Wells Cathedral School,
the Purcell School and Chethams) and junior departnargecondaryschool level of theRoyal
Academy of Music, Royal College of Music, Guildhall School of Music and Drama, Birmingham
Conseratoire and the Royal Northern College of Music, Manchester.
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Recommendations

1 Focus on Premium Quality Classical Instruments

The campaign should focus on raising awareness amongst users of prguoility classical
instrumentsclarinets and oboeism paricular, rather than bagpipes at this stage because of limited
supply of blackwood and the suitability of many classical musicians to a cause such as this.

The restricted supplgnd the economics &FiSGCAB means that the biggest benefits for producer
communities will be gained from channelling all timber inttee highest value instrumentshoes and
clarinets, as explained above. Therefore, the campaign should focus on raising awareness amongst
graduate level and professional consumers, not beginnergonatiate level students.

Given Finding 21 Focus on the Premium Markét and Finding 31 Lifelong Investment the
campaign should focus on marketing premium products to graduate level students as these are likely
buyers ofthese instruments as thembak on professional careers. This target audience also
influences the toneof the campaign communicationsee Recommendation 4 Campaign
Communicationselow.

2 Approach Manufacturers & Develop a Partnership

The primary focus of the pdaunch phase of theampaign should be to approach hgbfile
classical instrument manufacturers and establish a partnership with a manufacturer.

Given the limited availability of FSCAB and the limited premiums availableom supplying the
UK market through standard qulp channels, the campaign should approach-pigfiile classical
instrument manufacturers and seelkestablish a partnership with one or more lampmufactures
whose interests in fair and sustainable trade are aligned with those of the, pdei@ty one that
supplies markets worldwide. Options include:

1 Yamahai A Japanese company with significant UK presence
1 Le Blanci a US owned manufacturer with French origins

9 Buffet Crampon i a French manufacturer

91 Selmeri a French manufacturer

If a single manufaareris selected, this partner woule given an exclusive supply agreemégtthe
community suppliergor all FSGCAB supplies for a set period of time. The agreement should specify
that FSCCAB instruments should be launched first in the ,UKen when tmber supplies are
sufficiently large, distribution could be rolled out to Europe, the US and other worldwide markets.
The manufacture will, in any case, require their own chain of custody certificate.

An exclusive supply agreementould be the most pragri@ option as it would providehe
manufacturer with ainique selling poinand competitive advantagethe potential to marked t h e
worldd §irst FSGc er t i f i ed o banéamajor asselt farritt QSR tprdgramme. EAid

MCP will be able to work sely with their PR and marketing teams to raise awareness of both the
product and the campaign. The selected partner will have long established knowledge of marketing
high-quality classical music instruments through retailers and relevant media ardnb&ign stands

to benefit significantly from both the knowledge and the resources that the partner can dedicate to this
process.

In addition to securing a high profile product launch and the associated marketing / PR support,
negotiations with potential mafacturing partners should involve additional support for the MCP and
the expansion of the FSCAB programme.
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As discussed above, companies are increasingly recognising the competitive advantages -of an eco
friendly Dbusiness stmwatégys adialrrtsinf i &8 C nocbhoien gort ho
potenti al partner will have a significant PR as
benefits for producer communities both through expanding the supply ofCRBCtimber and by

additioral investment in those communities beyond the revenue raised from the FSC price premium.

Yamahais recommended dke first manufacturer to be approached for a number of reasons:

1 Yamaha has a significant presence in the UK, a major UK office and dedicated
marketing / PR team

1 ‘Yamaha is a major global corporation with the potential resources to dedicate to a
major CSR programnies howi ng t he o6cl eaner, greenerd fac

Yamabha clarinets and oboes are sold in all major UK retailers

Buffet Crampon already have a similar, although not exact product, in the form of the
Greenlinebrand

However, asecondaryalternative is to work through a diverse retaitenufacturer group. Steps
have already been made towards establishing such a group hetkiptoves to be sufficient by
and momentum this optitould be prioritisedver a large manufacturer if it proved to have greater
flexibility .

3 Raise Awareness amongst Premium Retailers

The campaign should aim to raise awareness of-ESB instrumems amongst key retailers of
premium quality clarinets and oboes. Consumers frequently seek the advice of retailers on the best
product so engaging with them and convincing them of the merits of such instruments is vital. The
partnership with a manufacturetll yield significant benefits in this area as manufacturers will have
extensive knowledge of retail channels anejoing relationships.

Feedback from a Director of Glyndebourne with connections in major London orchestras is that
professional musiciangvour Howartls in London as the soce of instruments. Howevethere are

other major retailers both in LonddnChappells of Bond St and outside Londoin for example,

Wood, Wind and Reed in Cambridge. Whilst the campaign should aim to engage widiadey of
graduate level or professional clarinets or oboes, the resource restrictions highlighted above mean that
the campaign must concentrate its energies on the areas that will yield the greatest teemajor
top-endretailers.

So whilst campigin information will be sent to all retailers and attempts will be made to keep them
informed such as through email newsletters, the strategy with selected retailers such as Howarth
should go one step further with direct attempts to engage with stadfialbp the oboe and clarinet

sales teams. This will involve making sales assistantseagfghe FSECAB product and & benefits

for producer communities. The instruments will be of premium quality and comparable with other
productson the shelf which hee noprice premium. Hence it is essential that sales staff appreciate the
added value of the produdiothin terms of benefits for the producer communitiesl the scope that
buying such a product has for safeguarding the supply of African blackwobduoe generations of
musicians. Sales staff should lm@efedand given sufficient information and resources to be able to
effectively convey the campaigrkeymessageto potential instrument buyers to the extent that they

are willing to pay the price rpmium. Staff should also be provided with posters and flyers that
explain the supply chain and show both blackwood and forest dependent communities in Tanzania,
thus providing images and stories to the imagination of the potential buyer, and crucigdigoa to

buy the FSECAB product.

Page 18 of 47



Fair Trade for African Blackwood Sound & Fair Campaign Strategy

The retail awareness element of the campsigruldcomprise several key phases:

3.1 Phase 171 pre-instrument launch
I Press releases sent to all retailerblatkwoodclarinets and oboes

1 All retailers ofblackwoodclarinets ad oboes invited to campaign launch eyent
with additional efforts made to ensure the priority targets are present

3.2 Phase 271 instrument launch
1 Press releases sent to all retailerblaEkwoodclarinets and oboes

1 Mailings of campaign materials to all ri¢ss coinciding with the product launch
1 Campaignmformation included in or witproduct packaging
1

Flyers and posters selectedstores

3.3 Phase 371 post-instrument launch
91 In-store visits by campaign representatives and presentations to key retailer staff

1 All retailers to be kept updated on campaign through a quarterly email newsletter

4  Campaign Communicatiorand Key Messages

The hub for the campaigwill be a highly visualwebsite (www.sustainableblackwooakg) that
explains the FSCQChain of Custodyprocessin simple, accessible termand communicates the
benefits for the producer communitigsd forest conservation

The campaign communications should empdgagtie impact that the price premium from FSEB
instruments can make tmwththe communities and the environment. The evidence from the growth in
markets for fair trade and other ethical products is that consumers, especially at the top end of the
market, are willing to pay a premium for a producattihas added value beyond the immediate
satisfaction of buying the actual product. As such the website and other marketing material should
emphasie the fact that the product, as well as being a top quality musical instrument, is also making a
real differance to some of the poorest people on earth.

The campaign messages should be aimed at appealing to the emotional element of thebcastomer
purchasing decisiorf-or instance, that the destruction of forests means no blackwood in future for
instrumentsThe nessages, including pictures and language used, will be aimed as much as possible
at the specific concerns of musiciameého are weleducated and likely to have awareness of social
and environmental issues broadljhe price premium means that the FSC iclat and obe will be

more expensive thanonFSC ones in the shopbut that price premium gets you something extra

Key messages will be thatiyers of FSC instrumenése:

helping raise incomes for some of the poorest people on earth
helping to prevendeforestatiorihroughsupportto good forest management

helping ensure that African blackwood survives and is available for future
generations of musicians

9 acquiringan instrument of the highest quality (whichaigguablythe keyfactor in
decision makig with noncertified instruments).

For the young, educated audience that the campaign is targeted at, such emotional factors are
important andhe premium should seem likesmall price to pay.

There are a number of simple guidelines that should be @ssarall campaign communications.
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4.1 Use real, jargon-free language.

Getting technical alienates potential buyers and supporters.Wieatte usedshould be short, simple
and free of technical terms. Alsiargon anderminology, such aé°FM3 is meaningéss to anyone
without a degree in development studies so avoid them. An alternative phrase cQaohinenity
Forest Manags. Some musical industry terminology may be required howereoyrder to relate
campaign aimed at musicians.

4.2 Tell stories about real people.

Communicate using storiepeople remember stories not facts and data. Stories are especially
effective if the subjects are real people to whom they can relate and if the story is told Visesly
below.

ALi ke pictures, asgaoaeriesandoyoduu o©B8emabdet ar gue
you work out the meaning of a story yourself without havitigritst upon you, they
can also more easily lead to that rare evieatchange of min@ (Rose, 2005)

Conveying the campaign message through st@i®ut real human beisiglso increases the options
for media coverage. The launch of FE8&B instruments is news worthiut the stories about people
are appropriate for feature articles magazines, radio andTh¥.underlying philosophyof the
project,such as the benefit foredependent communities will receive from the trade will be very
convincing to the right audience if a personal message is delivered appropriately.

4.3 Emphasize visual aspects rather than text

Wherever possible the campaign shoulu & use visual media rather heavy blocks of text. This is
especially appropriate online where users scan the first few linresveb page and seek out images
or video footage rather than reading full pages of text. ,Ties needs to be limiteid descibing the
problem and solutignboth presented in a simple, compelling way succinct phrases ara/oking
appropriatémages.

Online media provides two ways of effectively conveying visual information, firstly through video
streaming(especiallyof testimonials fromvarious individuals fronthe producer communitigslling

what difference the projeatakesto then); and secondlythroughFlash medidgraphically teling the
FSCGCAB story,from producer community to consurper

VIDEO i the website shouldehture a series of video stories from the various stakeholders in the
campaign. First and foremost should be the stories fooestdependentommunitydescribing their

lives, what blackwood means to them and their hopes and aspirations fromcéngficaion
programme. As the campaign progresses the testimonials can be updated to show the difference that
FSGCAB is making. Additional video stories should fiened at different stages of th€hain of
Custody(CoC), for example the timber being processatd the manufacturing itselfin addition, it

will be important to have testimonials from the early purchasers of ethical instruments, preferably
well known names in music or playing with a recognised orchestra, exglaitig they took this
decision. It wil also be well worth getting a patron for the campaign, such as a high profile musician,
able to endorse the brand and explainintportancein terms of environmental sustainability and
economic development for communitiesnd the need far o d anysidans toconsider the needs of
musicians of future generatians

FLASH 1 static, text heavywebsites are in effect brochures. And like a lot of brochures they are
picked upandglanced at, the pictures and headers are noticed, but the deth#dext isoften not

read. Web user attention can be improved through the use of motion graphics, especially Flash. The
campaign is image friendly. Each stage in @@Cis distinct and can be represented graphically. So

on the home page for example, there coul@ lsdash creative showing tidackwoodtree growing,

the tree being harvested and processed, the transformation into an instrument and finally the
instrument being played in an orchestra. The various stages are revealed over a short period of time
whilst the user is scanning the home page. The Flash creative could be adapted for each page of the
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site. For example on the page describing@b€, the creative could be full page with the addition of
text explaining the process in more detail with a click thhotacility enabling the user to browse at
their own pace.

4.4 Have a clear and consistent message

The emphasis on a clear message in simplified language is essantishmpaign communications
shoulduse a standardised style, colour and language wheresgibleo

What may work is thelevelopment of a shadow brand, swhthedé S o W’nFda iwhiéh was
developed as part of this workll players in the latter stages of the CoC, from manufacturer to
retailer, should be able to use the shadow brand at the tsameand in the same way they are
entitled to affix the FSC logoT he concept of a shadow brand is
research on consumer¥he manufacturers need to foéd a story about where the wood comes from

to boost their incentive aninterest, a story in which they become part and which is passed on to the
consumer. If the shadow brand is successful, other manufacturers and retailers will copy their
competitors and the maitkeill quickly grow and mature.

Success will be related focusing on the consumers we want to reach, ensuring the quality of the
product, ensuring it is consistent in supply, pricing and quantity and ensuring the integrity of the
brand.Theproposedd Sound & hRaaad heallerbeariregrthé newly designeddo and strap

line, seebelowin Figure4.

Figure 4. Campaign logo and strap-line

o SOUNd & Talr

Source: EAT/MCP/Kilimanyika SOUND & FAIR

As is shown in the proposed logo above, the header fits in with both the campaign website and the
logo, which incorporates the imagery of the tree, a esesion of a log and the connection with
music. Thdogo builds on the logo used by the Mpingo Conservation PrgeeFigureb).

: The stragine6 So und aasdhosEnatd corfvey the link

Figure 5: MCP Logo between music and ethical consideratioGsSoundé ref | e
both the strong musical thenthat runs through the campaign

and the 6environmentally soundb©d
reflects the objective of fair trade achieved through the PFM
programme and supported through certification.

The campaign will also benefit from tagline In certain

situations, such as presentations, this adds information in a
simple for mat and greater det ai
Two possible taglines are:

Sound & Fairi a campaign to realise a sustainable trade in
African blackwood

Sound & Fairi coner vi ng Africadés forest.
with those who depend upon them

Source: MCP SOUND & FAIR

Page 21 of 47



Fair Trade for African Blackwood Sound & Fair Campaign Strategy

4.5 Use of music in the campaign

The campaign should have a woodwind soundtrack, a melodic theme that can be used in a wide
variety of presentational settings; from music festivals taludes in theatre based classical concerts.

The music could be written specially for the campaign as a collaboration between Ezest Afrd

UK composers/musiciaisn s ol i darity, and echoing the Africa
musical powver. It could be for oboe or clarinet and potentially, if the sound is right, incorporate
elements of African percussion.

4.6 Use of film in the campaign

If it can be funded separately, there is considerable potential for the development of a documentary,
illustrating the supply chain oblackwoodfrom the community managed forest to the end use as a
musical instrument. The tree can be filmed in different stages of growth, then the film could show
forestdependent communities usibtackwood including inchildbirth whenit is often used. Then it

may be possible to film a rite of passage ceremony that is common to the area with African percussion
ensembles playing which will be shown to give the film excitement and start of the musicalltheme.
the next scenpeoplewould be seen cutting the timber, issuing licences, selling the wood, getting it to

a sawmill andcutting it into billets. Therimagesof the deal being made with buyees)d it being
loadedon ships at the dock arekported.Then potentially imagesould be showrof a cargo ship
arriving in a British dock, then being manufactured into oboes and clarinets, then being sold in a
music shop.

The finale of the documentary would be ikeeping the musical themeiinfi of a vigorous and
uplifting classical pdormance in the Royal Festival Hall or a similar venue showing the clarinet and
oboes and otherblackwoodmade instrumentsn use. Short emotive sound bites with people
throughout the journey should be incorporated. The soundtrack would be theeSamee to in4.5
above.The documentary could be narrated by a renovefessicaimusician;a patron figure

4.7 Use of a patron to front the campaign

Such gpatronfigure would be highly iaable to the campaign overall.celebritylevel person, well
selected, ould act as a figurehead to bring the campaign togekhér.l Sbendwoodorogramme
utilised the charisma and talent of Acker Bilk. Possible musipatrons,who may be considered
amongst others, are Emma Johnson, Michael Collins, Alan Hackerl.demnCapezalli or Albrect
Meyer, although no contacts have been made at the time of writing (JanuaryT2@88jnay wish to
be involved in the developmentind releasef a woodwindpercussionsoundtrack as mentioned
above.

5 Focus on Partnerships with Music Coliges

The campaign should seek to establish partnerships with the woodwind departments of all-graduate
level music colleges and universities, through which the campaign has the opportunity to reach the
target market for high quality classical instrumentsgehinclude:

1 Royal College of Music

Royal Academy of Music

Guildhall School of Music and Drama
Royal Northern College of Music
Birmingham Conservatoire

Trinity College of Music

=A =4 =4 =4 4 =4

London College of Music
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1 University of Cambridge Faculty of Music
1 University d Oxford - Faculty of Music
9 Various other university music departments

SeeAppendix 2: List of Musical Associatigrsubsectior® University Music Departmentsr full list
of target partners.

Anecdotal evidencsuggest thastudentbuyers usually seek ¢hadvice of music teachers and tutors
before buying. Hence as with retailers, the campaign must engage the woodwind departments and
clarinet and oboe tutors especially, within the major graduate level music colleges, and convince them
of the merits of FSECAB instruments.

The approach in raising awareness in collegsildbe similar to that with retailers:
Articles / mentions in newsletters / magazines

Leaflets and posters

Presentations to staff and students

Smallscale events / exhibitions

Invitations tocampaign launch and any additional events

= =4 =4 =4 4 =4

Updates by email newsletter

The campaigrshouldexplore further options to gstipport ofa manufacturer to create a preferential
buying arrangement for graduate level stugel¢hilst this may not be possible inagliately on
launch due to the restricted supply of FS8B, at a later stage when supply increases, the campaign
may want toset up a favourable buying arrangemente idea behind this would be that the
manufacturer supplies direct to the student, allgwire student to purchase at a lower price (without
the retailers margin). However, it may be that such an arrangement would compeaisise
arrangementsvith retailers,and risk losing retaésd goodwill so this would need to be assessed
carefully o the basis of how and where support for the campaign comesfiitve time

In addition to raising awareness with the colleges directly, the campaign should engage with
professional support organisations especiailysic education organisations and rauassociations
such as:

1 Schools Music Association

1 Association of Woodwind Teachers
1 Music for Schools Foundation

1 Musicians Union

However, in the interests of prioritising resources, this could simply be achieved by including them in
press release distribatis and seeking to gain articles in newsletters, web articles etc, rather than
more active partnerships suggested for the colleges and universities.

6 Launch Campaign at a Classical Event

The launch of the campaign should be marked by a music event agaisedoclassical music venue
with the support of the chosen manufacturer pafsheA campaign launch event provides a focal
point and an opportunity taipg together all stakeholderdGOs, the manufacturer, retailers, college
partners, press and anyet vested interests.

Staging a classical music everan befraught with difficulties as experienced B¥ 1 in the paswith
thar Soundwoodprogramme It is thereforerecommended that the event should be a function,
celebrating the campaign and prodiactnch, rather than an actual classical concert, with speeches by
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key stakeholders and a short clarinet / oboe performance. Musicians for this performance could be
sourced from the partnerships with music collegegrial event, held in January 2008, pided
useful feedback on how to take this forward.

For added impact, the campaign launch event should coincide with a major classical event such as
The Pr oms, the worl dbés greatest -summmes eachcygdr. musi
However, withstrong competition for media coverage at that time, it may be found that the campaign

might not get much coverage around the proms and may be better focusing on localised and
woodwind specific festivals that are likely to get covered in music magazinessWells Cathedral

School woodwind festivalCareful assessment will be required in getting the appropriate location for

the event.

The timing of the event will be governed by the implementation of FSC certification, with the
campaign only being launcheshce the chain of custody is in place, the first harvest carried out and
instruments in developmeiitsee below for campaign schedulewill also need to fit in with the
musical events calendar of a given year, such as 2010 and carefully plannedaaantbngst such
events. Keeping stock of the musical events calendar of a given year will need relationships
developed with the appropriate musical organisations listed above and attention to publications such
as Gig magazinesee below

7 Develop a Media @mpaign

With the support of the manufacturing par{sgra media campaigshould be rolled oubcusing on
both themainstream press and radiand the specialist classical music and woodwind press. As
detailed above, there is significant press intereité campaign.

7.1 Mainstream press:
The Telegraph

|

T The Independent

I The Times

I Guardian / Observer
|

The Financial Times

7.2 Non- music magazines:
I The Economist

1 The Ecologist

7.3 Specialist classical music and woodwind press, websites and
associations:

Gig Magazine http://www.gigmag.co.uk/
Classical Music

Music Teacher

Gramophone

BBC Music

Musical Opinion

= =4 4 A4 -4 -8 -a

Clarinet and Saxophone
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Double Reed Society Magazine
Mi Pro1 (Musical InstrumenProfessional)
British Music InformatiorCentrei www.bmic.co.uk

Music Industries Associatiorwww.mia.org.uk

= =4 -4 -4 -4 -—a -2 -2

Military Bands training college
http://iwww.army.mod.uk/music/kneller_hall/index.htm

8 The MediaCampaign

Sound & Fair Campaign Strategy

Libretto (Associated Board of the Royal Schools of Mysic

Musician (Musicianbs Union)

Association of British Orchestrashttp://www.abo.org.uk/

The media campaign should comprise four distinct phases as detailed below.

8.1 Campaign Introduction

To be implemented when FSC certification is established. This phase of the media campaign will
focus on MCRandshould explain some ahe complexities of the project and the FSC protess

simple a manner as possib&tories to feed to the mii@ will inclu

de:

9 The producer communities and the problems theyifateries about real people and

their lives;

T Examples of the potential [
more moneyl to show that a smatthangein the UK @an make a big difference to

someon&am@fsical i f e

mprovements to th

1 The complexities of establishing the chain of custody and FSC certifi¢atemiures
on establishing certified sustainable trade with MCP as the example.

The aim of this phase of the media campaigio imtroduce the project and to develop relationships

with the media in advance of the launch of the actual campaiignimportant to note that there is no

real news at this stage and the aim is to get feature articles not news pieces. Achieviegffécies
requires considerable networking with journalists and publications to achievemi€kfferent types

of journalist would be approached, including those interested in the instrument trade specifically,
trade generally, development/internatibnasues, music, human interest stories, and broad
environmental concerns. The media audience targeted would include people interested in all these

things.

I n order to present the reality of the project
production, the campaigshouldaim to host a journalist based in the region at the project site. There

is strong interesin this from existing press contacté&nother option is the current Daily Telegraph

Africa correspondent based in Nairobi. A wwhlly based journalist could be hosted at little cost and

could reach a large audience.

There will also be certain negative assumptions to coymti@gipalamongst these would be the fear
that an ethical product may not be up to the same high starslarch@rethical one (similar to the
complaint often justified, that faitrade coffee is not the highest quality). It will be crucial to

emphasise thp r o d guality&tsall stages in the campaign.

8.2 Campaign Launch

The campaigrshould only bdaunchedwhenthe first harvest of FSCAB hasbeen made, timber is
being used by the chosen manufacturer and dates are announced for the distribution of instruments to
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retailers or at least when theggroductsare in sight Launching the campaigtoo early before
instrument release dates are confirmed waouidarisk of creating hype and unrealistic expectations
about a product that is not available. If consumers are convinced that this is the product for them and
they cannot get it, there is risk of alienatirmgntial supportersHowever, a high quality instrument

is a major investment, usually made once ma s i clifeand & something they will plan for and

save money towards. They will undergo a long decision making process towards this purchase and
the campaign should make efforts to engage people over a significant time in the run up to instrument
release dates to influence this decision whilst ensuring that expectations are realistic. If the product
proves desirable enough, a committed potentigtocner may well be prepared to wait the extra
month or so, and save additional funds, in order to buy it. There may be an element of eagerly
awaiting the | aunch of .aThge nay alsothe a waiding list madeé ¢ 0 mi
available, as is pical with limitedrange premium products.

The initial press releases for this phaseuldfocus on the actual release dates of the instrunients
real, actual news, that should be widely pickgdy press. The press releashouldalsointroduce
the prce premium concept and bring in the benefits for producer commuratids forest
managementAt all stages the benefits for producers must be emphasised to the media.

8.3 Instrument Launch

This phase will take place when the instruments actually hit theerstaAnnouncing release dates,
prices, retailers to be stocking instrument etc. As with Phasgo®e this is real news, not feature
articles material, and it should be widely picked up by the press.

8.4 Campaign Post-instrument Launch

This phase is the loegt and most challenging as the campaign seeks to maintain the interest of the
press after the news and media moments of the campaign and instrumen¢dadie phase will
combinenews stories and feature storjgsarticularly in the specialist music pee

There will be two targets for this media coverage. First, retailers who need to see the success of sales.
Second, consumers who see the good example of people buying the product, hear that it is a superior
product in terms of quality and alsohdarat t he purchase has a O6feel go

News story threads will include:

9 Sales successes of instrumefiteluding the perspectives of the happy retailer and
the happy customer)

9 Distribution of price premium funds to producer communities
1 Developmentof he MCPG6s project areas under FSC cert

Feature story threads wilbcus both orthe impact of FSE@CAB in producer communitieand the

impact within the instrument trade (such as a case study in a trade publication of a retailer who is now
selling the product and what the implications of this were, focussing on forward thinking, ethically
minded retail)
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ProposedCampaign Schedule

It is believed the supply chain is likely to take an absolute minimum of just under two years from
village to musicalnstrument point of sale. Assuming a starting poirtlofember2008§ the first UK
instrument sale will b@ctober 201Q Thus the campaign strategy is designed to reflect a relatively
long lead time, as follows.

Table 1. Proposed Campaign Schedule

Source: Kilimanyika SOUND & FAIR
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