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Executive Summary 

1 Background 

The African Blackwood tree (mpingo in Swahili) is one 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 and poor forest management is pushing it towards commercial extinction in much 

of East Africa where it is found in greatest quantities. 

Under-resourced governments in the region lack the ability to enforce their own regulations, and 

ill egal logging is widespread. Instead governments are slowly devolving the responsibility for 

managing the forests, together with the attendant benefits, to poor rural communities. Sustainable 

management of these forests would thus have substantial benefits for both the environment and 

poverty alleviation However, in order to get the best price for their timber communities need to 

differentiate it from wood sourced from other areas. Guaranteeing a fair price for communities and 

ensuring environmental best practices in management can be ensured 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 community-managed 

forests, and for which a fair price has been paid.  

Founded in 1995, the Mpingo Conservation Project (MCP, registered Tanzanian NGO No. 1739), has 

been carrying out practical work to develop Participatory Forest Management (PFM) in south-eastern 

Tanzania since 2004. MCP is working in partnership with the Environment Africa Trust (EAT, UK 

Charity No. 1025443) in order to develop new opportunities in fair trade for African blackwood. EAT 

and MCPôs shared vision is to continue to develop the work in Tanzania, securing long term 

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 Comic Relief to 

develop the processes required for certification of community managed forests in Tanzania and a 

sustainable trade between communities and end-users in the UK. This report is an output from that 

work. 

2 Campaign Premise 

This report presents a strategy for an awareness raising campaign amongst UK musicians likely to be 

interested in buying instruments made from FSC-certified African blackwood (FSC-CAB). 

The premise of such a campaign will be to ensure a market for blackwood from community 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 prevent deforestation through support to good forest management 

¶ helping ensure that African blackwood survives and is available for future 

generations of musicians 

¶ acquiring an instrument of the highest quality (which is arguably the key factor in 

decision making with non-certified instruments). 

For the young, educated audience that the campaign is targeted at, such emotional factors are 

important and the premium should seem like a small price to pay. 
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3 Research Findings 

The key findings of the report are as follows: 

¶ In the current eco-conscious consumer market, asking buyers of musical instruments 

to pay a small percentage price premium is a realistic proposition; 

¶ Stakeholders such as manufacturers and retailers are willing to devote resources to 

FSC and other certified timber schemes; 

¶ Distributing Certified African Blackwood through an individual buyers group will 

limit marketing opportunities and support for producer communities 

¶ A price premium on the more expensive, top end of the oboe and clarinet market will 

yield the biggest benefits for producer communities with proportionately lower mark-

ups required than with cheaper instruments; 

¶ The purchase of a premium oboe or clarinet represents a major investment and 

instruments are usually repaired rather than replaced, but the wear and tear on 

woodwind means they are replaced more regularly than other instruments; 

¶ There is considerable specialist press interest in instruments made from Certified 

African Blackwood, and a general rise in support for ethically and ecological labelled 

goods in the media. 

¶ Huge levels of resources are required to mount a nationwide campaign amongst 

school-level musicians; tertiary level education will be an easier market. 

4 Recommendations 

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

¶ The campaign should focus on users of premium quality classical instruments ï 

clarinets and oboes; 

¶ The primary focus of the pre-launch phase of the campaign should be to approach 

high-profile classical instrument manufacturers and establish a partnership with one 

or more large manufacturers whose objectives are aligned with the project; 

¶ However, should such an arrangement be initially impossible, a viable alternative is 

to work through a diverse retailer-manufacturer group, until the conditions are ripe 

for a large manufacturer relationship; 

¶ In addition to users, the campaign should focus on raising awareness amongst 

retailers of premium quality clarinets and oboes; 

¶ The hub for the campaign should be a highly visual website that communicates the 

benefits for communities from Certified African Blackwood instruments; 

¶ The campaign should seek partnerships with woodwind departments of graduate-level 

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 manufacturer partner; 

¶ 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 significantly boosted the economies of countries throughout sub-Saharan 

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 natural resources being 

exploited, and who typically remain mired in poverty. 

One potential solution to this problem is community-based management of natural resources, which 

has been tried and developed across the global South over the last twenty years. Repeatedly, the 

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 achieved 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 economic development in order to be relevant. 

The most valuable species found in the forests of south-eastern Tanzania is African Blackwood 

(Dalbergia melanoxylon), also known as mpingo in Swahili and grenadilla in Spanish. It is a highly 

valuable timber in international trade which is used in the manufacture of high quality musical 

instruments. In the UK, blackwood is used in the manufacture of clarinets, oboes, flutes, 

recorders, whistles, smallpipes and bagpipes. In Africa, it is used extensively for the production of 

carvings. The first step to ensuring a sustainable supply of blackwood in future is to entrust the 

management of blackwood stocks to communities in Tanzania who will benefit from a sustainable 

trade in this timber. One cubic metre of billets can fetch 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 

widespread, 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 certification by the 

Forest Stewardship Council, so that products can be labelled as made from blackwood which has been 

felled sustainably from community-managed forests, and for which a fair price has been paid. 

Musicians, thereby able to distinguish ethically-sourced 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 locally-prioritised development actions for the benefit of all community members. 

In the preparation of the report, the following key areas were examined: 

¶ The markets for FSC-certified, Fairtrade and other ethical products; 

¶ The context in which FSC-certified African Blackwood (FSC-CAB) instruments will 

be launched; 

¶ The potential markets for FSC-CAB instruments; 

¶ The potential buyers of FSC-CAB instruments; 

¶ The opportunities for raising awareness amongst likely users; 

¶ The necessary components of an awareness raising campaign; 

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

1 Improved Livelihoods and Poverty Reduction 

Forest-dependent communities in Tanzania are some of the poorest in the world. Often living in 

remote, isolated areas, work opportunities are limited and income generation is almost entirely reliant 

on the natural resources of the forest.  MCP is enabling communities to produce a marketable product 

from their forest resources. FSC-certified products typically sell at a premium and there is strong 

potential to secure a niche market, thus guaranteeing a regular outlet for the product.  With high value 

certified musical instruments, establishing a regular market with a small price premium would 

generate increased income for blackwood producer 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 are almost entirely dependent (Macqueen et al. 

2007). In order to achieve FSC certification, local communities undergo capacity building exercises 

that strengthen local institutions, empower local people, create resource security and open up further 

opportunities for income generation. Macqueen et al. emphasise the 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 works with forest-dependent people and helps them set up forest management schemes that 

provide them with secure access to the forest resources in their area. Under certification, MCP will act 

as group manager for all the different communities and help them calculate sustainable harvest rates. 

Management by local communities will also allow them to ensure they have a sustainable supply of 

those non-timber forest products which they use in the course of their daily lives. 

Tropical deforestation is a major contributor to climate change, thus 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 

other important ecosystem services, such as protecting watersheds. Tropical forests are important for 

the tremendous biodiversity they harbour. In MCPôs core area they include patches of East African 

Coastal Forests, a biodiversity hotspot of global importance, and important sub-populations of the 

charismatic mammalian mega-fauna 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 demand exists for FSC-certified, Fairtrade and other ethical products, sold with a price 

premium, especially at the top end of the market. A productôs provenance and added value is a selling 

point. Consumers, especially of premium and luxury products are making buying decisions on a 

productôs ecovalue. (Nicholls & Opal, 2005)The ethical/fair trade market is óexplodingô (Duncan 

White, pers comm.) and the corporate green label becoming increasingly important to market players 

and consumers. Consumer awareness of ethical and fair trade is growing all the time. There have been 

a number of key milestones such as the choice of Marks and Spencerôs (M&S) to only sell Fairtrade 

coffee in late 2005. Indeed, Fairtrade coffee is now a relatively mature market, with 20-25% of roast 

and ground sales in the UK being Fairtrade.  

The growth in demand for Fairtrade products is forcing players to reassess their markets. The 

Fairtrade Foundation has been seeing a huge growth in sales across their product range of 

approximately 50% year on year (Duncan White, pers comm.). 

Moving away from the increasingly established Fairtrade markets of food and beverages, the Fairtrade 

Foundation has started to produce Fairtrade cotton with the support of retailer Marks & Spencerôs. A 

growing interest lies 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 the socio-economic category ABC1 (affluent, 

middle class) are the most dedicated fair trade shoppers, especially the young, between 24 and 34 

years of age (Duncan White, pers comm.). 

With food, if the volumes and the economics are right, a fair trade product can be targeted within a 

range of market segments, such as at the low end (with other products selling at 30p for example), or 

in the middle-range (selling at £1 with others of the same bracket), or at a premium or quality brackets 

for £2 for example. This is possible with many (but not all) Fairtrade products because of the 

economies of scale involved. With a highly specialised timber-made musical instrument this is a 

different case. 

The Co-operative Bankôs Ethical Consumerism Report 2007 found that household expenditure on 

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 ï 2006 

 

Source: Co-operative Bank 2007 S O U N D  &  F A I R 
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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 lower-emission hybrids. (Co-operative Bank 2007; Moore et al 2006). 

 ñConsumers are steadily becoming more aware and retailers know they have to respond.ò  

(Kathy Child, Senior Retail Analyst at Mintel, - The Ecologist, October 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 rebrand themselves without necessarily going 

through the hoops in terms of supporting their suppliers in developing countries nor improving the 

natural environments  in which the products are grown. There are essentially two types of ófair tradeô 

products on the market, those with genuine ethics that can prove the traceablity of an ethical product 

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

different labels dictate the degree to which a product has been fairly/ethically traded.  

The growth in the market for Fairtrade products has been particularly spectacular with a 46% year on 

year increase evident in 2006 alone and the annual value of the Fairtrade product market has seen an 

increase of over 1000% since 1999. 

Figure 2: Growth in Fairtrade Food Market 

 

Source: Co-operative Bank 2007 S O U N D  &  F A I R 

 

Musical instrument manufacturers are becoming aware of eco-marketing opportunities as exemplified 

by Gibson Guitarôs recent partnership with Live Earth that saw the production and auction of 25 FSC-

certified guitars. Such opportunities provide manufacturers with valuable PR material as Henry 

Juszkiewicz, Chairman and CEO of Gibson Guitar explains: 

"Gibson Guitar finds 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 

environmentally friendly guitars." (FSC 2007a) 
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2 The FSC Brand 

FSCôs certification principles are widely acknowledged as a international quality standard in the 

management and supply of documented and sustainably produced timber.  Environmental 

sustainability pledges along 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 major worldwide brand. Over US$5 billion worth of 

raw, semi-finished and finished wood and paper products originating in FSC-certified forests and 

bearing the FSC logo were sold in 2004/5 and more than 10% of commercial forests worldwide are 

certified as well-managed according to FSC principles. Furthermore, like other ethical products, the 

brand is expanding rapidly with a 67% increase in FSC products sold in the 3 years to 2004 (FSC 

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 and a FSC-UK 

commissioned survey found that just 19% of consumers 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 interest 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 brand, which is now recognised by 

57% of UK adults (Co-operative Bank 2007). 

However, the FSC brand 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 

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 should be explored further as each develops, 

for example, educational materials produced for the campaign could include material on the FSC 

brand. 

Of note, the considerable growth in the market for MSC-certified fish is particularly interesting with 

reference to FSC-CAB 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 with a significant price premium. 

The market for MSC fish increased by 224% between 2006 and 2007 (Co-operative Bank 2007) and 

Marks and Spencer have announced that all of its fish will come from MSC-certified sources by 2012 

(MSC 2007). 

3 FSC Price Premium 

Although simply opening up a regular market will benefit communities by bringing regular income,  a 

price premium is required to deliver significant tangible benefits to African blackwood producer 

Figure 3: FSC Logo 

 

Source: FSC S O U N D  &  F A I R 
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communities. Analysis by Paul Harrison and Steve Ball (EAT, 2008) has illustrated that it will only 

require a low level premium, in the region of 4% to on FSC-CAB instruments to support the process 

of community forest management and certification, however consumer research by the authors 

indicates that consumers will pay between 10 ï 25% in order to generate the necessary tangible 

benefits for producer communities.  Research to date (Cumine, 2006) confirmed that manufacturers 

and retailers were prepared to pay this price premium for a certified product, which has been verified 

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

Cumineôs study into the UK market for FSC-CAB (2006) identified very low potential returns from 

selling FSC-CAB at market determined rates to UK instrument manufacturers. The study indicated 

manufacturer 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 ï 15% is likely to be the most favourable and is the recommended level 

given in this report. 

4 Potential Markets for FSC-CAB Instruments 

African blackwood is used in the production of a wide range of instruments. However, the primary 

manufacturing markets in the UK are: 

¶ Oboe 

¶ Clarinet 

¶ Highland Pipes (Bagpipes) 

Cumine (2006) reported that the largest single market for African blackwood, in terms of volume, in 

the UK is for bagpipes. This is a specialist market restricted primarily to Scotland and manufacture is 

by individuals and small-to-medium sized companies. 

The UK market for African blackwood for use in oboes and clarinet production is smaller than that for 

bagpipes in volume but larger in terms of price. Further, international trade in African blackwood is 

dominated by manufacturers of clarinets and many instruments are produced overseas and imported 

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 bagpipes and oboes / clarinets in 

terms of sale prices, for example: 

¶ Bagpipes: £468 - £2,549 (Quality Bagpipes, 2007) 

¶ Clarinets: £1,460 ï £13,776 (Howarths, 2007) 

¶ Oboes: £2,555 - £5,725 (Howarths, 2007) 

5 Potential Buyers of FSC-CAB Instruments 

There are four main categories of instrument players: 

¶ Professional musicians 

¶ Semi-professional musicians / graduate-level students 

¶ Amateurs ï in ensembles, bands, groups and solo 

¶ Students 

Because of the cost of professional-level instruments, generally only graduates or professionals use 

instruments made from African blackwood. Beginner and intermediate instruments are made using 

plastics and materials other than African blackwood. 
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EAT carried out a study on possible targets for an awareness campaign and identified the following 

groups: 

¶ Professional musiciansô associations 

¶ Professional orchestras 

¶ Woodwind ensembles 

¶ Promoters of classical music 

¶ Semi-professional orchestras and ensembles 

¶ Specialist music schools 

¶ School-related music associations 

¶ Specialist music colleges 

¶ University music department 

¶ Bagpipe and smallpipe associations 

Key targets will be those with potential to buy a high-end instrument.  These will be students being 

given both educational and financial support to enable them to become professional musicians.  These 

potential buyers are likely to be concentrated in national and regional symphony orchestras, 

conservatoires, specialist music colleges at university level (such as the Royal College of Music or the 

Guildhall School of Music and Drama), specialist music schools (notably Wells Cathedral School, the 

Purcell School and Chethams), and the junior departments (high school level) of the Royal Academy 

of Music, Royal College of Music, Guildhall School of Music and Drama, Birmingham 

Conservatoire, Trinity College of Music and the Royal Northern College of Music, Manchester.   

Secondary targets would be more generalist university departments, the broader base of state and 

private schools that specialise in music, associations promoting musical education and professional 

musicians associations. Support may be possible from the UK Government through its Music 

Manifesto programme. Local education authorities will buy decent instruments and then loan them to 

students for the duration of their time at the school. Government bodies like this are well disposed to a 

well-targeted advocacy (at the Department of Education) to introduce standards like all future 

instruments should be FSC-certified. This could be an important route into the lower end of the 

market.  
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Key Findings 

1 Price Premium is Realistic 

In the current eco-conscious 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 by being presented with 

a compelling and realistic solution to a problem. This is not always easy. For example, with climate 

change campaigning ï individuals are currently being asked to make lifestyle changes that for many 

represent significant sacrifices.  

The FSC-CAB campaign is at an advantage in this respect. Buyers of musical instruments simply 

have to pay a small 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 benefits for producer 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 with a vested interest in FSC products recognise the value of the FSC concept and are 

willing to invest in driving the programme to end-users: 

While NGO campaigns and government policy provided the initial impetus, the major 

driver of demand for certified wood 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 FSC-CAB is the potential for partnerships with major manufacturers 

looking to safeguard future timber supplies, enhance CSR programmes and generate positive PR. The 

example of Gibson guitarôs support of Live Earth, demonstrates the potential within the music 

instrument industry. 

3 Assessment of Manufacturer Partners 

One option in which FSC-CAB may be made available to UK manufacturers is via an FSC-certified 

buyers group which manufacturers wishing to acquire FSC-CAB have to join and pay membership 

fees. Under a Group Chain of Custody Scheme ñany company of less than 15 staff (or 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 Audits (OTA).ò  (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 

customers ï a market driven pricing mechanism. 

However, the UK manufacturers using blackwood are typically small and are likely to have limited 

resources for supporting the campaign beyond purchasing the timber. Even if they are willing to 

support the trade in FSC-CAB, the smaller manufacturers also have limited ability to pay extra for the 

timber because of the confines of market dynamics. The willingness of individual UK manufacturers 

to adopt FSC-CAB and invest in their CSR through the campaign will be reduced further by splitting 

the limited supply of FSC-CAB amongst a number of small manufacturers. 

In contrast, large international clarinet and oboe manufacturers, such as Yamaha and Buffet-Crampon, 

supply markets worldwide and invest huge sums in marketing and PR. Such companies have potential 
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for adopting the campaign as part of their CSR policy and provide additional support for the campaign 

and the product. 

Whilst the supply of FSC-CAB remains low, an alternative option to the market driven pricing 

mechanism is to create a monopolistic situation with a single manufacturer, with 100% supply of 

FSC-CAB 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 custody manufactures 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 suppliers, a niche market 

could be successfully established for instruments made from FSC-CAB and produced by 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 premium at the expensive, top end of the oboe and clarinet market has the greatest potential 

for generating benefits for producer communities. Channelling the limited supplies of FSC-CAB to 

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

communities than if supplies are given to manufacturers of less expensive instruments. Given the 

restricted supply of FSC-CAB, the priority must be to feed available timber into the production of 

premium quality, expensively priced instruments at the top end of the market.  Buyers in this market 

are likely to be students or ex-students of the specialist music schools and colleges.  There are 

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

enable them to purchase higher quality instruments, 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.  It will also be possible to monitor the órising starsô 

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

upgrading their instruments and would be priority targets for the campaign message. If such órising 

starsô are buying and playing FSC-CAB instruments, aspiring musicians will soon follow. 

5 Long term Investment 

The purchase of a premium oboe or clarinet represents a major investment and instruments are usually 

repaired rather than replaced. Premium quality instruments tend to be long term investment lasting 20-

40 years. Because 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. 

First-time buyers will therefore make up a significant proportion of top-end quality instruments. 

These first time buyers are mostly senior students, aspiring classical musicians and recent graduates 

joining orchestras. Such buyers are, in the main, relatively 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 yet precise in the 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 tends to fit well with the typical musicianôs personality 

and purchasing decisions. Ethics, moral choice and environmental sustainability are important to these 

consumers. Conservation and fair trade concerns are most important of all, according to EATôs 

research on retailer attitudes. 

Buying a musical instrument is, in retailing parlance, a ówantsô rather than a óneedsô purchase. 

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 improving 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 FSC-CAB campaign. The campaign has been discussed at 

length with highly experienced freelance journalists 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 achievable, market-driven solution to poverty ticks all the right boxes.  

MCP has already featured in Scotland on Sunday, a somewhat sensationalist article, but the author has 

expressed interest in writing follow-up stories. Once the campaign is up and running, MCP will be 

better placed to 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 

interest from a number of journalists and production companies, including: 

¶ Grant Sonnex ï Senior Radio Producer -BBC Natural History Unit 

¶ Nina Perry ï Researcher ï Falling Tree Productions 

¶ Said Yakub ï Swahili Department, BBC World Service 

¶ Sue Armstrong ï Freelance Radio Producer ï BBC Radio 4  

MCP has previously featured as an item on a radio programme on BBC Radio 3 and there are good 

prospects for a follow-up programme there. 

7 Campaign Resource Allocation 

Implementing a nationwide awareness campaign that reaches all users of instruments made from 

African blackwood is a huge and costly undertaking.  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 areas that will have the maximum impact on turning 

awareness into sales; graduate and professional level musicians, specialist high-school level 

musicians, major retailers, national press and specialist music press and organisations. 

Targeting school-age students nationwide would 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 teachers.  The vast majority of school level musicians do not develop to 

graduate or professional level and are unlikely to buy a high-end instrument.  Thus, a broad-based 

school-level awareness raising programme will not be cost-effective. School level awareness raising 

should instead be closely targeted at the specialist music schools (particularly Wells Cathedral School, 

the Purcell School and Chethams) and junior departments at secondary school level of the Royal 

Academy of Music, Royal College of Music, Guildhall School of Music and Drama, Birmingham 

Conservatoire 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 premium quality classical 

instruments, clarinets and oboes in particular, 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 supply and the economics of FSC-CAB means that the biggest benefits for producer 

communities will be gained from channelling all timber into the highest value instruments, oboes and 

clarinets, as explained above. Therefore, the campaign should focus on raising awareness amongst 

graduate level and professional consumers, not beginners or intermediate level students.  

Given Finding 2 ï Focus on the Premium Market ï and Finding 3 ï Lifelong Investment - the 

campaign should focus on marketing premium products to graduate level students as these are likely 

buyers of these instruments as they embark on professional careers. This target audience also 

influences the tone of the campaign communications, see Recommendation 4 ï Campaign 

Communications, below. 

2 Approach Manufacturers & Develop a Partnership 

The primary focus of the pre-launch phase of the campaign should be to approach high-profile 

classical instrument manufacturers and establish a partnership with a manufacturer.  

Given the limited availability of FSC-CAB and the limited premiums available from supplying the 

UK market through standard supply channels, the campaign should approach high-profile classical 

instrument manufacturers and seek to establish a partnership with one or more large manufacturers 

whose interests in fair and sustainable trade are aligned with those of the project, ideally one that 

supplies markets worldwide. Options include: 

¶ Yamaha ï A Japanese company with significant UK presence 

¶ Le Blanc ï a US owned manufacturer with French origins 

¶ Buffet Crampon ï a French manufacturer 

¶ Selmer ï a French manufacturer 

If  a single manufacturer is selected, this partner would be given an exclusive supply agreement by the 

community suppliers for all FSC-CAB supplies for a set period of time. The agreement should specify 

that FSC-CAB instruments should be launched first in the UK, then when timber 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 agreement would be the most pragmatic option as it would provide the 

manufacturer with a unique selling point and competitive advantage ï the potential to market óthe 

worldôs first FSC-certified oboe or clarinetô ï and a major asset for its CSR programme. EAT and 

MCP will be able to work closely 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 and the campaign 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 manufacturing partners should involve additional support for the MCP and 

the expansion of the FSC-CAB programme. 
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As discussed above, companies are increasingly recognising the competitive advantages of an eco-

friendly business strategy and in launching the óworldôs first FSC-certified oboe or clarinetô, the 

potential partner will have a significant PR asset. It will be in the partnerôs interest to enhance the 

benefits for producer communities both through expanding the supply of FSC-CAB timber and by 

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

Yamaha is recommended as the first manufacturer to be approached for a number of reasons: 

¶ Yamaha has a significant presence in the UK, a major UK office and dedicated 

marketing / PR team. 

¶ Yamaha is a major global corporation with the potential resources to dedicate to a 

major CSR programme ï showing the ócleaner, greenerô face of their corporation. 

¶ Yamaha 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 

Greenline brand 

However, a secondary alternative is to work through a diverse retailer-manufacturer group.  Steps 

have already been made towards establishing such a group and if there proves to be sufficient buy-in 

and momentum this option should be prioritised over a large manufacturer if it proved to have greater 

flexibility . 

3 Raise Awareness amongst Premium Retailers 

The campaign should aim to raise awareness of FSC-CAB instruments 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 manufacturer will yield significant benefits in this area as manufacturers will have 

extensive knowledge of retail channels and on-going relationships.  

Feedback from a Director of Glyndebourne with connections in major London orchestras is that 

professional musicians favour Howarths in London as the source of instruments. However, there are 

other major retailers both in London ï Chappells of Bond St ï and outside London ï for example, 

Wood, Wind and Reed in Cambridge. Whilst the campaign should aim to engage with any retailer 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 returns ï the major 

top-end retailers. 

So whilst campaign 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 staff, especially the oboe and clarinet 

sales teams. This will involve making sales assistants aware of the FSC-CAB product and its benefits 

for producer communities. The instruments will be of premium quality and comparable with other 

products on the shelf which have no price premium. Hence it is essential that sales staff appreciate the 

added value of the product, both in terms of benefits for the producer communities and the scope that 

buying such a product has for safeguarding the supply of African blackwood for future generations of 

musicians.  Sales staff should be briefed and given sufficient information and resources to be able to 

effectively convey the campaigns key messages to potential instrument buyers to the extent that they 

are willing to pay the price premium. 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 crucially, a reason to 

buy the FSC-CAB product. 
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The retail awareness element of the campaign should comprise several key phases: 

3.1 Phase 1 ï pre-instrument launch 

¶ Press releases sent to all retailers of blackwood clarinets and oboes 

¶ All retailers of blackwood clarinets and oboes invited to campaign launch event, 

with additional efforts made to ensure the priority targets are present  

3.2 Phase 2 ï instrument launch 

¶ Press releases sent to all retailers of blackwood clarinets and oboes 

¶ Mailings of campaign materials to all retailers coinciding with the product launch 

¶ Campaign information included in or with product packaging 

¶ Flyers and posters in selected stores 

3.3 Phase 3 ï post-instrument launch 

¶ In-store visits by campaign representatives and presentations to key retailer staff 

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

4 Campaign Communication and Key Messages 

The hub for the campaign will be a highly visual website (www.sustainableblackwood.org) that 

explains the FSC Chain of Custody process in simple, accessible terms, and communicates the 

benefits for the producer communities and forest conservation.  

The campaign communications should emphasise the impact that the price premium from FSC-CAB 

instruments can make on both the 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 product that has added value beyond the immediate 

satisfaction of buying the actual product. As such the website and other marketing material should 

emphasise the fact that the product, as well as being a top quality musical instrument, is also making a 

real difference to some of the poorest people on earth. 

The campaign messages should be aimed at appealing to the emotional element of the customerôs 

purchasing decision. For instance, that the destruction of forests means no blackwood in future for 

instruments. The messages, including pictures and language used, will be aimed as much as possible 

at the specific concerns of musicians, who are well-educated and likely to have awareness of social 

and environmental issues broadly. The price premium means that the FSC clarinet and oboe will be 

more expensive than non-FSC ones in the shops, but that price premium gets you something extra. 

Key messages will be that buyers of FSC instruments are: 

¶ helping raise incomes for some of the poorest people on earth; 

¶ helping to prevent deforestation through support to good forest management; 

¶ helping ensure that African blackwood survives and is available for future 

generations of musicians; 

¶ acquiring an instrument of the highest quality (which is arguably the key factor in 

decision making with non-certified instruments). 

For the young, educated audience that the campaign is targeted at, such emotional factors are 

important and the premium should seem like a small price to pay. 

There are a number of simple guidelines that should be observed in all campaign communications. 

http://www.sustainableblackwood.org/
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4.1 Use real, jargon-free language.  

Getting technical alienates potential buyers and supporters. Text, where used, should be short, simple 

and free of technical terms. Also, jargon and terminology, such as óPFMô, is meaningless to anyone 

without a degree in development studies so avoid them. An alternative phrase could be Community 

Forest Managers. Some musical industry terminology may be required however, in order to relate 

campaign aimed at musicians.  

4.2 Tell stories about real people.  

Communicate using stories; people 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 visually ï see 

below. 

ñLike pictures, stories donôt need to argue, and you canôt argue with them. Because 

you work out the meaning of a story yourself without having it thrust upon you, they 

can also more easily lead to that rare event ï a change of mind.ò (Rose, 2005) 

Conveying the campaign message through stories about real human beings also increases the options 

for media coverage. The launch of FSC-CAB instruments is news worthy, but the stories about people 

are appropriate for feature articles magazines, radio and TV. The underlying philosophy of the 

project, such as the benefit forest-dependent 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 should aim to use visual media rather heavy blocks of text. This is 

especially appropriate online where users scan the first few lines of a web page and seek out images 

or video footage rather than reading full pages of text. Thus, text needs to be limited to describing the 

problem and solution, both presented in a simple, compelling way, in succinct phrases and evoking 

appropriate images. 

Online media provides two ways of effectively conveying visual information, firstly through video 

streaming (especially of testimonials from various individuals from the producer communities telling 

what difference the project makes to them); and secondly, through Flash media (graphically telling the 

FSC-CAB story, from producer community to consumer).  

VIDEO  ï the website should feature a series of video stories from the various stakeholders in the 

campaign. First and foremost should be the stories from forest-dependent community describing their 

lives, what blackwood means to them and their hopes and aspirations from the certification 

programme. As the campaign progresses the testimonials can be updated to show the difference that 

FSC-CAB is making. Additional video stories should be filmed at different stages of the Chain of 

Custody (CoC), for example the timber being processed, and the manufacturing itself. In 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, explaining why they took this 

decision. It will also be well worth getting a patron for the campaign, such as a high profile musician, 

able to endorse the brand and explain its importance in terms of environmental sustainability and 

economic development for communities, and the need for todayôs musicians to consider the needs of 

musicians of future generations. 

FLASH  ï static, text heavy, websites are in effect brochures. And like a lot of brochures they are 

picked up and glanced at, the pictures and headers are noticed, but the details in the text is often not 

read. Web user attention can be improved through the use of motion graphics, especially Flash. The 

campaign is image friendly. Each stage in the CoC is distinct and can be represented graphically. So 

on the home page for example, there could be a Flash creative showing the blackwood tree 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 the CoC, the creative could be full page with the addition of 

text explaining the process in more detail with a click through facility 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 essential, and campaign communications 

should use a standardised style, colour and language wherever possible.  

What may work is the development of a shadow brand, such as the óSound & Fairô which was 

developed as part of this work. All players in the latter stages of the CoC, from manufacturer to 

retailer, should be able to use the shadow brand at the same time, and in the same way they are 

entitled to affix the FSC logo. The concept of a shadow brand is given more attention in EATôs 

research on consumers.  The manufacturers need to be told a story about where the wood comes from 

to boost their incentive and interest, 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 market will quickly grow and mature. 

Success will be related to 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. The proposed óSound & Fairô brand has a header, bearing the newly designed logo and strap-

line, see below in Figure 4. 

Figure 4: Campaign logo and strap-line 

 

Source: EAT/MCP/Kilimanyika S O U N D  &  F A I R 

 

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 cross-section of a log and the connection with 

music. The logo builds on the logo used by the Mpingo Conservation Project (see Figure 5).  

The strap-line óSound and Fairô was chosen to convey the link 

between music and ethical considerations. óSoundô reflects 

both the strong musical theme that runs through the campaign 

and the óenvironmentally soundô process of certification. óFairô 

reflects the objective of fair trade achieved through the PFM 

programme and supported through certification. 

The campaign will also benefit from a tagline. In certain 

situations, such as presentations, this adds information in a 

simple format and greater detail to the ósound & fairô logo. 

Two possible taglines are: 

Sound & Fair ï a campaign to realise a sustainable trade in 

African blackwood 

Sound & Fair ï conserving Africaôs forests in partnership 

with those who depend upon them. 

Figure 5: MCP Logo 

 

Source: MCP S O U N D  &  F A I R 
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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 to interludes in theatre based classical concerts.  

The music could be written specially for the campaign as a collaboration between East African and 

UK composers/musicians in solidarity, and echoing the African links to the beauty of the instrumentôs 

musical power. 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 of blackwood from 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 

forest-dependent communities using blackwood, including in childbirth when it 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 musical theme. In 

the next scene people would be seen cutting the timber, issuing licences, selling the wood, getting it to 

a sawmill and cutting it into billets. Then images of the deal being made with buyers, and it being 

loaded on ships at the dock and exported. Then potentially images could be shown of 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 in keeping the musical theme: film of a vigorous and 

uplifting classical performance in the Royal Festival Hall or a similar venue showing the clarinet and 

oboes and other blackwood-made instruments in use. Short emotive sound bites with people 

throughout the journey should be incorporated. The soundtrack would be the same referred to in 4.5 

above. The documentary could be narrated by a renowned classical musician; a patron figure. 

4.7 Use of a patron to front the campaign 

Such a patron figure would be highly valuable to the campaign overall. A celebrity-level person, well 

selected, could act as a figurehead to bring the campaign together. FFIôs Soundwood programme 

utilised the charisma and talent of Acker Bilk. Possible musician patrons, who may be considered 

amongst others, are Emma Johnson, Michael Collins, Alan Hacker, Jean-Louis Capezalli or Albrect 

Meyer, although no contacts have been made at the time of writing (January 2008). They may wish to 

be involved in the development and release of a woodwind-percussion soundtrack as mentioned 

above. 

5 Focus on Partnerships with Music Colleges 

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 instruments. These include: 

¶ 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 

¶ London College of Music 
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¶ University of Cambridge - Faculty of Music 

¶ University of Oxford - Faculty of Music 

¶ Various other university music departments  

See Appendix 2: List of Musical Associations, subsection 9 University Music Departments for full list 

of target partners. 

Anecdotal evidence suggest that student buyers usually seek the advice 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 FSC-CAB instruments. 

The approach in raising awareness in colleges should be similar to that with retailers: 

¶ Articles / mentions in newsletters / magazines 

¶ Leaflets and posters 

¶ Presentations to staff and students 

¶ Small-scale events / exhibitions 

¶ Invitations to campaign launch and any additional events 

¶ Updates by email newsletter 

The campaign should explore further options to get support of a manufacturer to create a preferential 

buying arrangement for graduate level students. Whilst this may not be possible immediately on 

launch due to the restricted supply of FSC-CAB, at a later stage when supply increases, the campaign 

may want to set up a favourable buying arrangement. The idea behind this would be that the 

manufacturer supplies direct to the student, allowing the student to purchase at a lower price (without 

the retailers margin).  However, it may be that such an arrangement would compromise existing 

arrangements with retailers, and risk losing retailersô goodwill so this would need to be assessed 

carefully on the basis of how and where support for the campaign comes from at the time.  

In addition to raising awareness with the colleges directly, the campaign should engage with 

professional support organisations especially music education organisations and music associations 

such as: 

¶ Schools Music Association 

¶ Association of Woodwind Teachers 

¶ Music for Schools Foundation 

¶ Musicians Union 

However, in the interests of prioritising resources, this could simply be achieved by including them in 

press release distributions 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 at a recognised classical music venue 

with the support of the chosen manufacturer partner(s). A campaign launch event provides a focal 

point and an opportunity to bring together all stakeholders; NGOs, the manufacturer, retailers, college 

partners, press and any other vested interests.  

Staging a classical music event can be fraught with difficulties as experienced by FFI in the past with 

their Soundwood programme. It is therefore recommended that the event should be a function, 

celebrating the campaign and product launch, 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 colleges. A trial event, held in January 2008, provided 

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 Proms, the worldôs greatest classical music festival taking place in mid-summer each year. 

However, with strong 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 magazines such as Wells Cathedral 

School woodwind festival. Careful 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 launched once the chain of custody is in place, the first harvest carried out and 

instruments in development ï see below for campaign schedule. It will also need to fit in with the 

musical events calendar of a given year, such as 2010 and carefully planned around and amongst 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 magazine, see below. 

7 Develop a Media Campaign 

With the support of the manufacturing partner(s), a media campaign should be rolled out focusing on 

both the mainstream press and radio, and the specialist classical music and woodwind press. As 

detailed above, there is significant press interest in the campaign. 

7.1 Mainstream press: 

¶ The Telegraph 

¶ The Independent 

¶ The Times 

¶ Guardian / Observer 

¶ The Financial Times 

7.2 Non- music magazines: 

¶ The Economist 

¶ 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 

¶ Clarinet and Saxophone 
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¶ Libretto (Associated Board of the Royal Schools of Music) 

¶ Musician (Musicianôs Union) 

¶ Double Reed Society Magazine 

¶ Mi Pro ï (Musical Instrument Professional) 

¶ British Music Information Centre ï www.bmic.co.uk 

¶ Music Industries Association - www.mia.org.uk 

¶ Association of British Orchestras  - http://www.abo.org.uk/  

¶ Military Bands training college - 

http://www.army.mod.uk/music/kneller_hall/index.htm  

8 The Media Campaign 

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 MCP, and should explain some of the complexities of the project and the FSC process in as 

simple a manner as possible. Stories to feed to the media will include: 

¶ The producer communities and the problems they face ï stories about real people and 

their lives; 

¶ Examples of the potential improvements to these peopleôs lives if they had just a little 
more money ï to show that a small change in the UK can make a big difference to 

someoneôs life in Africa; 

¶ The complexities of establishing the chain of custody and FSC certification ï features 

on establishing certified sustainable trade with MCP as the example. 

The aim of this phase of the media campaign is to introduce the project and to develop relationships 

with the media in advance of the launch of the actual campaign. It is important to note that there is no 

real news at this stage and the aim is to get feature articles not news pieces. Achieving feature articles 

requires considerable networking with journalists and publications to achieve pick-up.  Different types 

of journalist would be approached, including those interested in the instrument trade specifically, 

trade generally, development/international issues, music, human interest stories, and broad 

environmental concerns. The media audience targeted would include people interested in all these 

things. 

In order to present the reality of the project and peopleôs lives on the ground, prior to instrument 

production, the campaign should aim to host a journalist based in the region at the project site.  There 

is strong interest in this from existing press contacts.  Another option is the current Daily Telegraph 

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

could reach a large audience. 

There will also be certain negative assumptions to counter, principal amongst these would be the fear 

that an ethical product may not be up to the same high standard as a non-ethical one (similar to the 

complaint, often justified, that fair-trade coffee is not the highest quality).  It will be crucial to 

emphasise the productôs quality at all stages in the campaign. 

8.2 Campaign Launch  

The campaign should only be launched when the first harvest of FSC-CAB has been made, timber is 

being used by the chosen manufacturer and dates are announced for the distribution of instruments to 

http://www.mia.org.uk/
http://www.abo.org.uk/
http://www.army.mod.uk/music/kneller_hall/index.htm
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retailers, or at least when these products are in sight. Launching the campaign too early before 

instrument release dates are confirmed would run a risk 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 alienating potential supporters.  However, a high quality instrument 

is a major investment, usually made once in a musicianôs life and is 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 potential customer 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 launch of a product that is ócoming soonô.  There may also be a waiting list made 

available, as is typical with limited-range premium products. 

The initial press releases for this phase should focus on the actual release dates of the instruments ï 

real, actual news, that should be widely picked up by press. The press releases should also introduce 

the price premium concept and bring in the benefits for producer communities and forest 

management. At 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 the retailers. Announcing release dates, 

prices, retailers to be stocking instrument etc. As with Phase 2 above, 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 longest and most challenging as the campaign seeks to maintain the interest of the 

press after the news and media moments of the campaign and instrument launches. The phase will 

combine news stories and feature stories, particularly in the specialist music press.  

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 also hear that the purchase has a ófeel goodô factor. 

News story threads will include: 

¶ Sales successes of instruments (including the perspectives of the happy retailer and 

the happy customer) 

¶ Distribution of price premium funds to producer communities  

¶ Development of the MCPôs project areas under FSC certification.  

Feature story threads will focus both on the impact of FSC-CAB in producer communities and 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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Proposed Campaign Schedule 

It is believed the supply chain is likely to take an absolute minimum of just under two years from 

village to musical instrument point of sale. Assuming a starting point of November 2008, the first UK 

instrument sale will be October 2010. Thus the campaign strategy is designed to reflect a relatively 

long lead time, as follows. 

Table 1: Proposed Campaign Schedule 

 

Source: Kilimanyika S O U N D  &  F A I R 

 


