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Introduction

Music has the power to catalyse change, as it is an important tool in creating personal

and socio-cultural identity. It is also a mass communication tool that can create community

and connection. Perhaps this inherently assigns responsibility to music creators and industry

professionals to consider global issues and tackle perplexing topics. Climate Change is

arguably today’s most pressing concern as it affects everyone daily through multitudes of

repercussions. The rise in social media has facilitated this twofold; by providing platforms for

music fans, creators and professionals to communicate and also by driving activism in an

accessible, fast paced manner.

Music Declares Emergency (MDE) is capitalising on this need for environmental

representation within the music industry by bringing together artists, professionals, listeners

and organisations under a signed declaration promoted by various activities that

acknowledges ecological emergency and calls for immediate governmental response.

Founded in 2019, MDE aims “To place music at the heart of the conversation and action in

relation to the climate and ecological emergency” through two objectives. Firstly, “to

encourage discussion and enable collaboration in creating long lasting sustainable change to

business practices to realize a net zero industry”. Secondly, to channel the cultural power of

music to inform the general public and motivate active partaking in conversation and

responses (musicdeclares.net, 2021).

It is interesting to analyse MDE from an entrepreneurial standpoint as it names itself a

collective rather than a company or organisation, though closely reflects the business

practices in its financial and promotional activities. Within this report I will examine MDE

from an economics perspective by covering how they interact and gain capital in their target
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market and how they react to ‘competition’ in the form of other music industry environmental

initiatives.
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Background

A Brief History on the Role of Music in Climate Activism

Climate Activism in the music industry of 2021 can be compared to The Vietnam War

opposition in the 1970s when it comes to the role certain musicians are claiming in raising

awareness and mobilisation. Charity singles with pop culture icon collaborations in order to

assemble funds and audience for a cause have been a pop culture staple since the 1970s.

Artists have grown their careers on themes of political engagement, ranging from Nina

Simone’s advocacy for The Civil Rights Movement in the 1960s jazz scene to Rage Agaisn’t

the Machine’s anti-authoritarianism 1990s rock. Today’s industry equivalent takes the form of

ecological concept albums such as Grime’s Miss Anthropocene (see Appendix 1) and Lil

Dicky’s “Earth” charity single for Earth Day with contributions from over 30 celebrity

vocalists. In 2015, the United Nations commissioned “Love Songs to the Earth” which

recruited names such as Paul Mccartney and Sheryl Crow. Four years later, this charity single

has accumulated a mere 500,000 views on youtube in comparison to Lil Dicky’s 140 million

youtube views in the first two months of his “Earth” release. This is a testament to the

increased attention to Climate Activism thanks to the shift from traditional media to social

media which empowers key figures and their followings to gain traction on trending topics.

Crucial developments to the engagement of communities in the climate conversation are

Greta Thurnbegs’s organised demonstrations and David Attenbourhough’s BBC docu-series.

The algorithmic mediation of social media means platforms can shape how much traction an

issue acquires, and the issue of the ‘attention economy’ means that trending topics tend to

reflect that people engage more with incendiary topics than with mundane ones. Therefore,

music must capitalise on its emotional influence to keep audiences committed to the
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environmental cause, as it accesses our natural empathy and fear of global disasters. Music

can raise money for climate organisations through royalty shares, merchandise, tour profits

amongst others. Musicians can collaborate to link fan bases and engage with other industries’

followings such as by inviting actors and visual artists for promotional media. Social media

engagement and artistic representation is part of a greater communication strategy that

contributes to sustained effort in reducing global carbon emissions. Ultimately, the music

industry has an opportunity to demonstrate to other industries how sustainability can be a

larger consideration in business practices and structures (Anekwe, L., 2019).

Grimes on Miss Anthropocene

“Climate change is something I’m only ever confronted with in a sad or guilty way, so my

goal is to make it fun… charity is more effective if there is one child who needs aid. But if

it’s 1000 children, engagement drops dramatically. So I thought personifying climate change

probably has some use in this regard, to make it easier to grasp, psychologically. But again

though, it’s important to me that this isn’t didactic or preachy…  I think we’re all aware of

climate change at this point, so I wanted to take an amoral stance specifically because it’s

such a loaded and emotionally exhausting issue. I thought it would be interesting to approach

it from a neutral point of view and try to de-trigger the feeling of thinking about it.”

Music Declares Emergency

MDE recognises the music industry’s need for its own group to address its unique

sustainability issues, drive debates on green activity and encourage artists to speak and create

environmental art. They work alongside partner organisation Julie’s Bicycle to coordinate

participation and inform. Their first initiative in 2019, the ‘Declaration’, now has 6,000
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signed artists and organisations with support from all major and independent UK record

labels, institutions, live businesses.

Figure 1: The Declaration

In 2021-2022, their predominant campaign ‘No Music On A Dead Planet’ includes

the organisation of public conferences, professional panels, ethical merchandise and press

coverage. MDE further works to include wider variety within the industry by approaching

groups of every genre and professional practice, for example forming ‘Classical Declarers’ in

April 2022 that worked specifically with classical, opera and choral members. MDE hosts its

own radio show as a vehicle for discussing the danger of climate change but also featuring

lighthearted guest talks across creative communities to promote their campaigns.

MDE partners with influential musicians and groups, recently Beggars Group and

Ninja Tune, to announce transitions to net zero practices within defined timescales and

promote this to global media. They participate in various business practices intending to “lead

by example” such as by selling sustainable merchandise and working with ‘Make My Money
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Matter’ to raise awareness on investment choices. The Climate Music Blowout Conference

hosted in London, October 2021, was their first curation with Adapt and Bird On The Wire to

connect UK industry professionals and encourage cross sector initiatives. This event was

supported by the release of a ‘Music Industry Climate Pack’, co-created by the conference

hosts, suggesting greener industry initiatives broken down into specialised artist, touring,

record label, venue, merchandise, manager and music lover pages (Music Industry Climate

Pack. 2021). See appendix 1.

Figure 2: The Declarers
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Major Events Timeline

2019

MDE launched in conjunction with Julie’s Bicycle, a non-profit environmental charity

for the creative industries.

Signatories to The Declaration include Abbey Road Studios, Universal Music, Warner

Music, Sony and artists ranging across musical genres.

The Declaration calls on the government to target 2030 for net zero emissions.

Awarded IMPALA’s ‘Outstanding Contribution Award’.

2020

Nominated as the charity partner of ‘Scottish Album of The Year Awards’.

Join announcements with Ninja Tune and Beggars Group on zero carbon

commitment.

Delegation includes Fay Milton from the band Savages, Edwin Congreave from

Foals, Co-CEO of Ninja Tune Peter Quicke and CEO of Julie’s Bicycle Alison

Tickell.

Delegation meets with Vice President of the European Commission to examine how

MDE can support the EU Green Deal and participate in Europe’s green recovery

strategies.

Artists such as Billie Eilish begin demonstrating global support by purchasing MDE

merchandise and sporting it on social media posts, livestreams and shows.

2021

Collaborative launch of Earth Percent.



Fanchon Dehillotte 2104905 9

The first ‘Turn Up The Volume’ campaign for Earth Week.

MDE groups spread from the UK base and are now actively present in the USA,

France, Germany, Canada, Chile and Switzerland.

Full time team includes Campaign Director Maddy Read Clarke, Director of Creative

Strategy / Artist Spokesperson Fay Milton, Director of Communications Lewis

Jamieson, Finance Director James Osborne.

Trustees include Nigel Adams from Full Time Hobby, Gavin O’Shea from Lo

Recordings and Peter Quicke from Ninja Tune.

Working Group Advisory consists of Chiara Badiali from Julie’s Bicycle, Nick

Bravette from Carib Brit, Radio Consultant Lauren Churchman, Barnaby Duff from

Help Musicians, Tim Major from Sony Music Publishing, Tom Oakley from Warner

Music, Diid Osman from PEEX, Andy Spence from OH Management and musicians

Tom Hardy, Hal Kennard and Ellie Wyatt.

(musicdeclares.net, 2021)
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Market Opportunities and Challenges

Competition

The nature of activist organisation is collaborative, as a common cause drives the

need for collective efforts and the sharing of resources. However, in order for an organisation

to expand its effectiveness it must gain optimal popularity in order to generate influence and

achieve backing to economically sustain itself. Thus, the more key members MDE can

associate themselves with, both locally and internationally, the more they can dominate the

market and have power to make a difference. This is their economic incentive. The 3 main

goals of climate organisations is to raise money, build community and initiate action. Artists

eager to involve themselves in climate talks may gravitate towards non music focused

alternatives such as Greenpeace, Extinction Rebellion, WWF and other dominant

participants. MDE therefore needs to attract music creators, fans and professionals to their

niche campaigns and fundraisers by differentiating themselves in the market and providing

services that the others lack.

MDE can also increase its relevance by collaborating with other industry specific

organisations that provide specific services to combine forces and reach. For example, Earth

Percent is a charity whose service asks for a small percentage of artists’ royalties which it

then redirects to organisations, including MDE with whom it associates itself. Julie’s Bicycle,

MDE’s main partner, defines itself as a nonprofit mobiliser of arts and culture to act on

Climate Justice. MDE’s diversity in their activities and services means it can work with

various ‘umbrella’ groups like this and also react to evolving trends and market gaps by

shifting its focus between branches accordingly. For instance, if a company entered the UK

market whose primary activity was the creation of sustainable music merchandise with
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eco-friendly messages, MDE could turn to its radio show, collaborative investors and events

organisation to compensate for the potential loss in consumption of their own products.

Additional relevant organisations include HeadCount, specific to live ticketing, and

Music 4 Climate Justice which offers a platform for creators most affected by climate

injustice to speak and perform. Furthermore, there exists increasing multitudes of

environmentally conscious festivals and venues such as Flow Festival, Greenman Festival,

Pohada, Secret Solstice as well as major names developing their green facilities and

initiatives including Lollapalooza and Glastonbury who have begun promoting the reduction

of emissions, travel and waste.

REVERB could be named MDE’s main rival as it appears to be its US equivalent,

also offering a multitude of campaigns. However, artists can be seen working with both MDE

and REVERB non exclusively, such as The 1975, as REVERB provides opportunities to act

on a more individually focused volunteering and personal incentive level as opposed to

MDE’s coordination of big industry events and collaborations with which it differentiates

itself (Reverb. (n.d.). Music Climate Revolution).

The question is, what can MDE offer that these existing competitors do not ? Or, how

can they collaborate to join influence and economic incentive ?

Opportunity: Earth Week

Increased press and global engagement around Earth Week provides an opportunity

for MDE to heighten its activities around this time and grow their reach, as people are likely

to be more open to participating in campaigns and signing the declaration during a time in

which whole communities are focused on climate activism. However, this also means a

market saturated with organisations attempting to peak through with their own incentives and
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fundraisers. MDE needs to utilise this opportunity to target and dominate music niches by

attaining a large variety of media sources and providing clear guidance as to how people can

act.

2021 saw MDE’s first ‘Turn Up The Volume’ campaign in which it invited musicians,

fans and organisations to share public messages announcing their sustainability objectives

and actions already taken. The intention of this annual occurrence is to include people into

the conversation by sharing knowledge and tips on how to green the industry on a structural

as well as individual level, and to celebrate the work being done. ‘Turn Up The Volume’

further initiated playlists, publicity and radio coverage outlining the role of music in climate

action. MDE enlisted the help of artists and industry figures to discuss their personal

commitment and consequently encourage fans to involve themselves. Limited edition

exclusive tshirt designs were curated for the ‘No Music On A Dead Planet’ including a

rework of Joy Division’s Unknown Pleasures sleeve design to show support and offer fans

incentive to financially support the cause. The campaign spread across all of MDE’s services,

notably through guest playlisters on the radio show and twitter account to host ‘Afterworks

Drinks’ with surprise guests. MDE also took this week as an opportunity to network with

new partners looking to capitalise on Earth Week publicity, such as Rough Trade Records

(Music Declares Emergency. Turn Up The Volume Press Release. 2021).

The ‘Turn Up The Volume’ campaign demonstrates MDE’s reaction to market trends

and competition by its use of collaboration, exploitation of trends and promotion of its unique

services offered.
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Targeted Demographic and Partnering

The MDE website explicitly categorises its viewers into ‘Artist’, ‘Industry’ and

‘Music Lover’ referring to which actions it will recommend they can take in support of the

cause, both on an individual and communal level.

Figure 3: A call to action page on the MDE website classifying their targeted audience into 3

subcategories.
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Events Organising

‘Sing The Change’

October 2021

MDE invited choirs from all over the United

Kingdom to unite and sing Louis Armstrong’s

‘What a Wonderful World’ during the United

Nations Climate Change Conference in Glasgow,

COP26.

“We aim to place action on climate at the heart of

public thinking by mobilising choir networks

across the UK to create the largest musical event

ever seen in the UK”

This event was used to promote MDE’s message

and encourage the public to sign the declaration

whilst specifically targeting Choirs as a niche

within the music industry.

(Gramophone., 2021)

The Climate Blowout Conference

October 17th 2021

In collaboration with Bird On The Wire Events

and Adapt, MDE organised a free conference at

EarthArts Hackney in London open to the public

with penal guest speakers from:

Serenade NFTs, A Greener Festival, Ecolibrium,

Village UndergroundEcofriendly Venue, Client

Earth, Beggar’s Group, Ninja Tune, Warp, Loud
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& Quiet, Sounds Like a Plan, UMA, Brainchild

Festival, Play Nice, Clean Scene, Daytimers,

Adapt

As well as artists and artist managers.

(Music Declares Emergency. Climate Music

Blowout Conference. 2021)

Online Panel Host: Sustainability in Orchestras

November 2021

Earth Week Panel: Co hosted with Discussing how record stores and labels can



Fanchon Dehillotte 2104905
16

Rough Trade

April 2021

respond to the climate Crisis

Earth Week Panel: Classical Music in

the Climate Crisis

April 2021

Bringing the classical sector into the

conversation and reflecting upon its unique

sustainability challenges such as international

travel, air-conditioned venues, preserving high

quality instruments like grand pianos and how

policy makers can be pressured into reform.

(Classical Music In The Climate Crisis - What

Do We Do Next?. Music Declares Emergency.

2021)

Residential Panel at The Great Escape Chaired by Chiara Badiali of Julie’s Bicycle with

speaker from MDE Fay Milton and artists such

as Novo Amor and Love Ssega.
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Press Activity

Acquiring media attention through digital and traditional press is an important

promotional strategy for MDE to gain support and enlarge its consumer base. MDE can

stimulate press coverage by partnering with major groups and collaborating with

distinguished brands and artists. It can also launch its own initiatives to attract attention and

then redirect viewers to its products and services.

A notable example of this is during MDE’s ‘Turn Up The Volume’ campaign for

Earth Week in which it generated press by partnering with British record company Beggars

Group and London based independent label Ninja Tune.

“Beggars Group and Ninja Tune launch Turn Up The Volume with historic and

groundbreaking announcements on their pathways to becoming carbon negative businesses

with extensive coverage from key UK music business titles Music Week, Record Of The Day,

Complete Music Update and Music Ally. The news is also featured by NME, Clash, The Line

Of Best Fit and further UK music consumer titles. It crosses the Atlantic with coverage from

Forbes, Variety and Pitchfork”

(Music Declares Emergency. Turn Up The Volume Press Release. 2021).

MDE was also featured on the cover of British heavy music magazine ‘Kerrang!’

where it enlisted UK artist Luke Preecy to create a front cover for its article celebrating the

actors of rock artists leading campaigns for climate action, to appeal to fans of this genre

(Cochrane, 2021).

MDE targeted mainstream media during the Turn Up The Volume campaign by

featuring pieces in The Guardian and The Independent consisting of interviews with artists
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and labels discussing the role of music in driving environmentalist sentiment and engaging

public action. Similar conversations aired on BBC 6 Music in which radio host Matt Everitt

spoke to artists such as Squid and Hannah Peel about the work of MDE and the responses

they have accomplished within the music world (Power, 2021).

MDE also regularly partners with NME to feature pieces about their new merchandise

collaborations in which artists can show their support for the cause with supporting

interviews about their t-shirt lines. Declan Mckenna, Fontaines DC, Joy Division and This is

The Kit are some names that have participated in such articles (Trendell, 2021). Similarly,

Music Business Worldwide has featured articles about MDE’s partnering activities such as

their collaborations with Brian Eno’s Earth Percent and guest speakers at panels such as

global president of US based Downtown Music Holdings, Mike Smith (Akingbehin,2021).
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Macro Economic Considerations

Macroeconomics monitors how an overall economy behaves through wide

phenomena, attempting to project potential performance improvements and obstacles. How

MDE responds to its macroeconomic environment is an important defining factor in how

successfully it can differentiate itself from competition and gain influence as well as financial

backing (Rasure, 2020).

Political Factors

Political macroeconomics comprises the degree of government intervention in the

economy through factors such as government policy, political stability, tax policy and most

relevant to this report, environmental law. Organisations need to keep adjusting their

marketing strategies according to present and expected legislation changes.

MDE must stay informed on governmental Climate Conferences, emission regulations

and how events such as Brexit will affect the UK’s role and promises to climate activism. As

MDE targets artists globally it must consider how music industry participation in

environmental action might differ from country to country depending on that country’s

individual status and policy. Environmental politics are generally unstable as they are a

relatively new field of international relations and require interdisciplinary work and

cooperation, notably between scientific research and governmental policy (Oxford

Economics, 2021).
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Economic Factors

Macroeconomic factors refer to the management of demand of an economy using

mechanisms such as interest rate control, inflation, taxation and expenditure. Essentially it is

about observing how people spend their disposable incomes, which is particularly crucial to

business to consumer organisations (Shapiro, 2021).

MDE resembles a business to consumer organisation due to its merchandise revenue

source and use of events planning and spreading of knowledge as a loss leader or enticement

for crowdfunding and investors. A resulting strength of MDE is that it can observe where its

audience is most interactive and channel its efforts to that service. For example, as its t-shirt

service gained popularity, MDE extended its range and concentrated its efforts on

collaborating with more people to offer more options to consumers.

Social and Cultural Factors

These refer to the shared attitudes and belief mechanisms of a population, such as

how members approach health and careers and also defining characteristics such as age

distribution and population growth. These aspects allow for marketers to understand

customers in order to most efficiently design campaigns and products that attract the target

demographic.

MDE is dependent on this because their predominant mission is to raise

environmental awareness and sympathy amongst the population, so that they can then

provide suggestions for individual action and societal reform. The Covid Pandemic opened

up talk of environmental reform in the music industry as members took a step back from
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touring and were forced to rethink artistic activity and sources of income (Patrick & Elsden,

2020). An opportunity for structural change arrived due to this shift in social atmosphere as

societies acknowledged that reformations were needed in order for the musical ecosystem to

restart with encouraged sustainability and ethical remunerations. In lockdowns, people turned

to the environment for comfort which provided an opportunity for MDE to channel people’s

empathy and introduce suggestions for engagement in the climate crisis that became

increasingly apparent. People progressively understood the need for change in the music

industry’s structures, notably royalty splits and streaming rates, and also the need for change

in governmental handling of the climate emergency, though not necessarily the crossover

between the two. This crossover is MDE’s niche, making its platform more relevant than

ever.

Technological Factors

The technological landscape is rapidly developing and marketers must constantly

revise strategic planning in order to conform to changes in market behaviour and consumer

communication. This must consider new methods of production and distribution of services

and goods as well as new mediums of communication to target demographics.

The digitalisation of culture has provided new channels of advertising and consumer

interaction. MDE can capitalise on this by spreading to new social media platforms as they

emerge and designing new products to add to their online shop. For example, Non Fungible

Tokens (NFT) are gaining popularity within the music industry as many artists begin to offer

digital merchandise and visual promotion memorabilia. MDE could attract attention by

collaborating with visual and musical artists to create their own NFTs in the same manner

that it currently collaborates on clothing (Willings, 2021). Additionally, MDE could align to
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the live industry’s move towards live streaming by offering a digital ticket option for its

events. This would also support its attempts to target an international demographic by

allowing participants from outside the UK.

(Visual Paradigm. What is PEST Analysis?)
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Micro Economics Considerations

Microeconomics refer to how individuals and firms react to situations with which they

are confronted. MDE’s use of Utility Theory, Production Theory and Price Theory can

empower their domination of the market by increasing customer reliance and commitment to

their services as opposed to the competitors’ (Westfall, 2020).

Applying Porter’s Five Forces

1. Competitive

Rivalry

Is rivalry intense or

does MDE retain

customers easily ?

- Collaborative nature of activist

organisations means rivalry is low

- MDE differentiates itself through

its branding and wide range of

services offered

- Market competitors tend to be

more niche and stick to one

service offer

- MDE collaborates with its rivals

- High market growth rate as

movement gains traction

- Competitors have different

strategies

2. Supplier

Power

Abundant suppliers or

heavy reliance on a

- Abundant suppliers of press,

platforms, collaboration



Fanchon Dehillotte 2104905
24

small group ? - Suppliers: artists of every genre,

groups and individual

professionals from every industry

practice (live, merchandise,

labels, recording, publishers), fans

- Merchandise range developed

with artists and physically sales

supplied by TeeMill, but not

dependent on them as they could

switch to another similar service

such as Everpress

3. Buyer Power High or Low ? - High, MDE must work with pop

culture trends and encourage

audience to participate in

movement by enlisting celebrities

and making itself available on

current most used platforms by as

wide a demographic as possible

4. Threat of

Substitution

Is MDE easy to

substitute ?

- High threat of substitution due to

abundance of climate activist

groups although, although low

threat as participation is not

exclusive to one group

- ‘Declaration’ signing encourages
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sense of brand loyalty

- Although MDE has made itself

hard to substitute by covering a

wide range of platforms and

services and hence dominating the

sustainability in music niche

5. Threat of

New Entry

Is the marker easy or

difficult to enter ?

- Threat of new entry low, market is

relatively easy to enter but this

works to MDE’s advantage as it

can enlist new participants of

Climate activism to sign their

declaration and establish itself as

a leading organiser of movement

(Recklies, 2015)
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Financial Activities

MDE is run by volunteers and sustained by donations and merchandise selling. Their

‘Fundrazr’ page discloses that all donations “go towards funding events and

communications”. Due to MDE being recently established and referring to themselves as a

group rather than a company, they have not shared financial statements.

Funding

It can be assumed that MDE is predominantly financed through angel investors,

crowdfunding and partnering.

Figure 4: A call to action on the MDE website proposing multiple options of support.
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Figure 5: The MDE online crowdfunding page on FundRazr platform.

Products

Secondly, MDE offers merchandise lines that they are constantly adding to. This is a

dual strategy as it not only brings in additional income to fund their events; it also acts as

promotion in itself as fans, artists and organisations share photos of themselves wearing the

t-shirts and act as walking adverts showing support for the cause. Collaborating on limited

edition designs has valuable incentive for musicians, graphic designers and visual artists.

Smaller scale collaborators can benefit from the MDE platform whilst more notable names

can benefit financially and promotionally in exhibiting their support for climate activism and

sustainable merchandise. The online shop also sells stickers for individuals who want to

support and represent the cause at a smaller price.

A “Supported By” section displays photos of recognisable people wearing the

merchandise on casual, instagram style ‘feed’, including celebrities from the music industry

and key figures of climate activism. The page also provides a paragraph titled “Made The

Right Way” informing on eco-responsibility in the fashion industry and how merchandise can

be made sustainably. This aligns to MDE’s branding and appeals to their target demographic

of environmentally conscious individuals. Accordingly, the clothes can be bought in casual

fit, slim fit and kid fit, supporting the notion that MDE’s targets personality rather than age or
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gender. MDE is inclusive and accessible to everyone who can be considered a lover of music

and the environment.

Figure 6: Some MDE merchandise product design including brand collaborations with The

1975 and Adapt Studios.
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Campaigns

Figure 7: Screenshot taken from MDE website demonstrating various campaigns undergoing

in 2021.
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Alternative Sources of Income

Charities do not need to pay income tax on gains if used for ‘charitable purposes’ such as on

donations, trading profits, rental or investment income and assets disposed of. MDE is an

official branch of Julie’s Bicycle which is registered as a charity (Gov.uk., Charities and tax).

Perhaps MDE would benefit from considering alternative sources of income in order to

compensate for the activities in which they run not for profit. Assuming MDE does not

currently have this in place, they could incorporate channels such as equity funding, business

loans, peer to peer lending or grants (White, 2020).
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Applying The Lean Startup

The Lean Startup is an economic concept that prioritises market research and

customer feedback before developing a product or service in order to establish market gaps

and opportunities before the developing stages and creation of business plans, in order to

avoid creating something which essentially no one was asking for. Lean Startup methods can

be used to found new companies or to introduce new products and services to an existing

company and can be made equally relevant to established major companies as to small

startups. This is a countervailing strategy to the current established standard of executing

business plans in the hopes that demand will emerge, and only calling for customer feedback

post process. Accordingly, experimentation and customer acquisition are favored over

traditional adherence to rigid plans and economics such as cash-flow and income statements.

Thus, companies can minimize external threats through constant innovation and

reorganization according to live response from customer bases and investors (Kenton, 2021).

This is relevant to MDE as it must constantly adapt to the everchanging

environmentalism market which is subject to variable factors such as scientific reports, media

coverage, social media trends, political and economic backdrops. Lean concepts such as

“minimum viable product”, limited editions of new products made to test on select audiences

before mass creation, and “pivoting” can hence avoid MDE to invest into campaigns,

products or events without the certainty that they will have an audience willing to actively

participate whether that is through buying, attending or resharing. This is done by early and

frequent customer feedback, which MDE can carry out on social media platforms through

polls, surveys or simple question & answer gadgets provided by the platforms. MDE is

already engaging in Lean ideology in their use of crowdfunding, which decentralises access

to financing and allows investors to pick which of MDE’s activities they want to support,



Fanchon Dehillotte 2104905
32

feeding MDE valuable feedback on which areas people are most engaging with (Blank,

2013).
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Conclusion

In conclusion, Music Declares Emergency has established an influential position in

environmental activism by filling the market gap for a music industry specific representation

of sustainability goals and climate awareness. MDE has managed to dominate the climate

market by providing a wide range of services covering multiple platforms relevant to its

diverse target demographic that includes music lovers, creators, business professionals,

companies and societies. These services include sustainable merchandise lines with which it

predominantly finances itself alongside crowdfunding and investors. Another primary activity

of MDE is events organisation; from informational panels with key members from both the

music and climate industries to more collaborative conferences, concerts and community

interaction such as choirs and environmental action groups. MDE is also present on social

media and radio, as means of mass communication of its messages and gaining financial and

empathetic support for the cause. MDE has managed to differentiate itself from other music

specific environmental organisations due to its diversification and by collaborating with these

competitors to reach their audiences and participate in their activities. MDE is run by

volunteers and partners with charities to further raise capital for climate assistance as well as

greener music industry initiatives. Its financial position appears strong and stable as a result

of its assorted products and services, partnering and outsourced funding. MDE could

potentially benefit from including more products into its merchandise lines to align itself with

the increased move to digitalisation of the industry, such as by collaborating on NFTs and live

streaming all of its events and not the panels that occur during lockdowns. This would assist

MDE in widening its targeted demographic scope, as they encourage international music

industry members to sign the declaration and purchase merchandise but have kept their

conferences and panels UK based regarding location and speakers invited.

Words: 4897
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Appendix

1. MUSIC INDUSTRY CLIMATE PACK:

https://www.climatemusicblowout.com/packs

https://www.climatemusicblowout.com/packs
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2. Grimes Miss Anthropocene

https://open.spotify.com/album/4zyqNfmTrnvUejh8M1IEh9?si=wCl1sBYFRT24oOjzkpsU1A

https://open.spotify.com/album/4zyqNfmTrnvUejh8M1IEh9?si=wCl1sBYFRT24oOjzkpsU1A

