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Advance Praise for State of the World 2010:

“If we continue to think of ourselves mostly as
consumers, it's going to be very hard to bring our
environmental troubles under control. But it’s also
going to be very hard to live the rounded and joyful
lives that could be ours. This is a subversive volume
in all the best ways!”

—Bill McKibben, author of Deep Economy and
The End of Nature

“Worldwatch has taken on an ambitious agenda in
this volume. No generation in history has achieved a
cultural transformation as sweeping as the one called
for here...it is hard not to be impressed with the
book’s boldness.”

—Muhammad Yunus, founder of the Grameen Bank
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—Kalle Lasn, Editor of Adbusters magazine Gyre, Chris Jordan’s 8- by 11-foot
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Like a tsunami, consumerism has engulfed human woodblock print, The Great Wave
cultures and Earth’s ecosystems. Left unaddressed, we Off Kanagawa, by the Japanese artist
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risk global disaster. But if we channel this wave, intention-
ally transforming our cultures to center on sustainability, For discussion questions,
we will not only prevent catastrophe but may usher in an additional essays,
era of sustainability—one that allows all people to thrive video presentations,
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while protecting, even restoring, Earth.

In this year's State of the World report, 50+ renowned
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Media: Broadcasting
Sustainability

he media can be a highly effective
tool to shape cultures—painting
pictures of how people live, broad-
casting social norms, modeling
behaviors, acting as a vehicle of marketing,
and distributing news and information. These
important roles can be used to spread cither a
cultural pattern of consumerism or one that
questions consumerism and promotes sus-
tainability. Although the vast majority of media
today reinforce the former—through adver-
tising, product placement, and much of the
content—there are efforts worldwide to tap
media’s vast reach and power to promote sus-
tainable cultures, as described in this section.

Considering the commanding role that mar-
keting plays in stimulating consumerism, redi-
recting it to promote sustainable behaviors
will be essential. Jonah Sachs and Susan Finkel-
pearl of Free Range Studios describe “social
marketing”—marketing to encourage socially
positive behaviors like avoiding smoking, wear-
ing seatbelts, practicing safe sex, or consuming
less stuft—which can play an important role in
redirecting how people live. Granted, at the
moment just a tiny percentage of marketing
budgets promotes such social goods.

While social marketing is encouraged, gov-
ernments will need to limit or tax overall mar-
keting pressures. A few governments are

r-
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working to tackle advertising directly, such as
the Spanish government, which voted to ban
commercials on its public television stations
starting in 2010. Yet with advertisers’ influence
over policymakers, these efforts have been few
and far between. Robin Andersen and Pamela
Miller of Fordham University point out that
media literacy can help limit the effectiveness
of the romantic visions of consumption created
by marketing—and unlike regulation, it can be
casier to introduce across societies.!

Beyond the mass media, the arts also play
an important part in inspiring people to bet-
ter understand the effects of consumerism
and to live sustainably. For example, the cover
of State of the World 2010 by artist Chris Jor-
dan is a recreation of a famous woodprint by
Japanese artist Katsushika Hokusai—except
Jordan’s version is made out of 1.2 million bits
of plastic trash. This vast number, represent-
ing the pounds of plastic that enter the world’s
oceans every hour, has a visual power that
can represent the destructive nature of con-
sumerism far better than yet another statistic
would. Music, as Amy Han of Worldwatch
describes, can also be a useful educational
tool, inspiring people to live more sustain-
ably and mobilizing them to join political
efforts to help drive change.?

Two Boxes in this section expand on the
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role of the arts: one describes the power of film
and the other considers the potential for all
individuals to become artists rather than con-
sumers. Finally, a Box on the importance of
journalism in effectively educating people
about the environment and their role in it
rounds out the section.

People spend significant portions of their
lives interacting with media. Today they have
the potential to create their own program-
ming, music, art, films, and news and to dis-
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tribute these farther than ever before—not
just through formal channels but through
YouTube, Facebook, local radio broadcasts,
Web sites, even posters and self-published
books. The more that this content can promote
sustainability and redirect people away from
consumerism, the more likely it is that human-
ity will avoid a future conjured up by movies
like Soylent Green or WALL-E and instead cre-
ate a future of high-quality lives for all.
—Erik Assadourian
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From Selling Soap to Selling
Sustainability: Social Marketing

Jonah Sachs and Susan Finkelpearl

Sixty years ago, Americans greeted the postwar
era with a thrift-based value system that had
gotten them through two decades of war and
economic depression. Corporate industry,
meanwhile, exited the war capable
of producing more goods than ever. But with
the soldiers they once supplied now back
home, they needed a new customer base. If
only industry could reverse the thrift-based
values of the American people, then their
ramped-up infrastructure could continue
pumping out goods, which would be readily
bought by willing consumers.

Enter Madison Avenue. Marketers res-
ponded to industry’s challenge deci-
sively, taking a dramatic leap forward in
marketing sophistication. They rejected the
typical fact-based approach of advertisements
in favor of an identity-based, storytelling con-
struct. The result? They created a radical rever-
sal of thrift values and an explosion of
consumerism that ignited in the United States
in the 1950s and spread around the world. This
became the era when people met the Marlboro
man and came to believe that the cigarette
someone smoked said a lot about who the
person was. They embraced the idea of per-

ceived obsolescence, accepting that owning
this year’s model television was a sign of virtue
even if last year’s model was still working per-
fectly well. Before long, even cultural resis-
tance had requisite consumable products, such
as the Volkswagen (VW) Beetle.

As is clear today, Madison Avenue’s success
has had deep, unintended consequences, and
sophisticated story-based marketing contin-
ues to drive its relentless growth. Yet the seeds
of the current consumption crisis may also
contain powerful solutions. If marketers were
able to motivate a massive reorientation of
cultural values and behaviors in relatively little
time 60 years ago, can they do it again? Could
a revolution in social marketing, where mar-
keting principles are used to change social
behavior rather than sell a product, drive a
new set of values that would lead to the
lifestyles and political changes necessary to
confront today’s ecological crises?

Certainly, social marketing faces major hur-
dles. In 2008, spending on advertising was
estimated at over $271 billion in the United
States and $643 billion worldwide. Today
approximately only one in every thousand
marketing dollars is spent on broadcast pub-

Jonah Sachs is co-founder and creative director of Free Range Studios, a design and communications firm.
Susan Finkelpearl is online strategy director at Free Range Studios.
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lic service announcements that market for the
public good—and only a tiny fraction of that
is spent on sustainability issues.!

But there are also enormous opportunities.
Social marketing has a 40-year history of expe-
rience to draw upon, plus there are vast lessons
to learn by observing traditional consumer
marketing. The Internet has rapidly leveled
the playing field in the media marketplace by
reducing distribution costs and removing the
barriers of traditional corporate gatekeepers
who limited the broadcast of messages that ran
counter to consumerism’s values. And the
emergence of social media has spawned a
“viral” distribution model through which an
inspiring message can move almost instantly
and at nearly no cost through networks of
mutual trust.

For social marketers to play a role in the
transition from consumerism to sustainabil-
ity, they will need to draw on the main lesson
learned by consumer marketing in the 1950s:
facts alone do not sell behavior change. Instead,
people working to foster sustainable behavior
must use storytelling to reach audiences on a
human, personal scale.

Stories Change Behaviors

As social marketers craft a strategy for this
critical next decade, understanding and har-
nessing the power of emotional storytelling
may be their most important task. Table 10
outlines a few of the most successful product
and social marketing efforts since the 1950s
and describes how human-scale character and
stories, as opposed to facts and product attrib-
utes, have built the most powerful brands and
behavior change.?

Iconic, story-based campaigns do not sim-
ply shift the perception of a product or activ-
ity. To change behavior on the scale they do,
such campaigns have to shift how millions of
people see themselves and how they are
defined by, for example, their choice of ciga-
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rette, car, computer, or social behavior. But is
it storytelling per se that makes these cam-
paigns so successful?

Writer and philosopher Joseph Campbell
offers a compelling reason to believe that
human-scale storytelling is key to opening
people up to changing instinctive “tribal”
identities and altering behavior. Campbell’s
views even imply that social marketing may
have an advantage over product marketing in
this arena.?

In his seminal work, Hero with a Thousand
Faces, Campbell presents a survey of mythology
across broad cultural contexts and millennia and
finds strong commonalities. He hypothesizes
that human beings are, in fact, genetically hard-
wired to see their world in terms of stories. And
what’s more, these stories are strikingly similar.
They share certain archetypal characters like the
hero, the nemesis, and the mentor, and they fol-
low a plot of invitation to adventure, acceptance
of that invitation, battle with the nemesis, and
then return.*

What is of particular interest to social mar-
keters about Campbell’s theories is that the set-
ting for these adventures is often a broken
world in need of healing. What’s more, the
return involves the hero coming back to soci-
ety with the wisdom to heal it. Seen through
this lens, stories of a societal shift from con-
sumerism to sustainability fit perfectly into
humanity’s pre-formed ideas of what a hero’s
journey is all about. A hero is someone who
helps to heal society’s ills.

Campbell’s theories do not stop at saying
that people respond to stories. He believed that
stories motivate behavior and identity, which
might explain the success of storytelling mar-
keting efforts to change consumer activity.
“The myth is the public dream and the dream
is the private myth,” wrote Campbell in
describing how deeply people internalize sto-
ries and secek to place themselves as the heroes
within them.?

In the field of public health, the power of
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Table 10. Selected Successful Product and Social Marketing Campaigns

Product or

Cause Story-Based Campaign Result

Marlboro In a series of windows into the life of a  The Marlboro Man is one of the most famil-

cigarettes fictional American hero, the Marlboro  iar faces in the world and solidified Marlboro
Man, the campaign focuses on the man.  as the top cigarette brand for the past 40
The product is merely an accessory. years.

Volkswagen A campaign that began in 1959 spoke ~ The campaign completely reversed Ameri-

Beetle frankly about consumer frustration cans’ perception of what had been seen as a

Seat belt use

with planned obsolescence and the
Big Three car companies’ branding
puffery. Instead of targeting consumers’
impulse to buy a car, it targeted their
impulse for cultural resistance.

In 1985, the “You can learn a lot from
a dummy” campaign introduced two
charming crash-test dummies, Vince
and Larry. The dummies showed view-
ers exactly what it looked and felt like
to be in a car accident.

Apple Apple’s “1984” ad said nothing about

computers  computers and ran only once on tele-
vision during the 1984 Super Bowl. It
simply showed a lone rebel smashing
through the Orwellian dominance of
its PC competitor, laying the ground-
work for Apple users to identify heav-
ily with the brand.

Raising The Story of Stuff took users into the

awareness 10-year journey of activist Annie

about Leonard as she explored where “stuff”

over- comes from and where it winds up

consumption

when it gets thrown away. Leonard’s
high-level analysis of the materials
economy was boiled down to simple
stories told on the human scale.

Reduction Morgan Sperlock’s film Supersize Me
in obesity showed viewers the disconcerting

in the health and appearance effects on
United one man of eating nothing but
States McDonald’s meals for 30 days.

“Nazi car.” The VW beetle became the sym-
bol of cultural resistance and 1960s culture.
It is still one of the most analyzed and
admired campaigns in advertising history.

In 1986, 39 percent of drivers in 19 U.S. cities
reported using their safety belts, compared
with 23 percent in a 1985 study. The campaign
was a significant factor among several that
influenced this increase. The campaign also
created political cover for mandatory seat
belt legislation that eventually pushed com-
pliance nationwide past 85 percent.

Adweek called 1984 “the best ad ever created”;
Apple Il sales accounted for 15 percent of the
market share in its first year. It was the begin-
ning of a string of story-based campaigns
that would make Apple one of the most iden-
tifiable lifestyle brands in history. Apple’s more
recent “Get a Mac” campaign has millions of
Americans identifying so much with the brand
that they repeat the mantra “I'm a Mac.”

This movie, by Free Range Studios, quickly
went “viral” on the Internet when it was
released in 2007. Since then, it has been
seen by more than 7 million people in 224
countries, translated into 10 languages, and
featured in hundreds of U.S. classrooms.

The film was an enormous critical and com-
mercial success. Shortly after the film’s
release, McDonald’s removed the Supersize
option from its menu.

Source: See endnote 2.

archetypal storytelling has gone well beyond
theory and has proved to be effective world-
wide. Beginning in the 1970s, Mexican tele-
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vision executive Miguel Sabido began to prac-
tice Entertainment-Education (E-E), which
spread public health messages by embedding
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them into soap operas. Sabido’s shows influ-
enced audiences by encoding health behav-
iors into the interpersonal dramas of three
types of role models: positive, negative, and
transitional. These models map closely to
Campbell’s archetypes of the mentor (the
source of wise behavior), the nemesis (the
antithesis of the mentor), and the hero (the ini-
tiate who must choose the correct behavior).

Viewers of Sabido’s E-E shows were
expected to identify closely with a transitional
character and, by seeing that person make
good choices about sex, marriage, and family
planning, believe that they too could make
positive behavior changes.

because of hearing the radio drama Twende na
Wakati. Similar results have been documented
in an analysis of 39 family planning commu-
nications worldwide between 1986 and 2001.”

Few Stories Address
Climate Change

Although social marketers have had some stun-
ning successes in harnessing the power of sto-
ries, when it comes to the most pressing
environmental sustainability issues, the lesson
has not been applied adequately.

A survey of the Web communications of the
“environmental G8,” the foremost interna-
tional nongovernmental organiza-

- i
= -

tions (NGOs) addressing climate
change, reveals an approach that is
still heavily devoted to the facts of the
climate crisis, its dire consequences,
and current policy proposals to
address it. Emotional appeals that
aptly reflect the reality of visitors’
lives and concerns, as well as the
frames through which they receive
and evaluate information about the
crisis, are sorely lacking.®

A recent study by the Yale Pro-
ject on Climate Change and George

The online movie The Story of Stuff reminds viewers how mar-
keters use emotion to sell their goods.

In the years since its launch, E-E has been
adopted into radio plays, animations, reality
dramas, and even mobile phone programming
with consistently demonstrated success well
above other forms of public health education.
For example, in South Africa the weekly drama
Tsha-Tsha drew an audience of 1.8 million.
People exposed to the show and with good
recall of its plot reported significantly higher
rates of HIV prevention practices, such as
abstinence and safe sex. And a study in Tan-
zania found that 40 percent of new family
planning users at government clinics came in
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Mason University’s Center for Cli-
mate Change Communication sig-
nals that the time for a fact-alone
approach has past. Seventy percent of Ameri-
cans already believe climate change is a prob-
lem and 51 percent view it as a serious
problem. With the public recognizing the need
to address climate change, NGOs must shift
gears to inspire action, not merely persuade
people that climate change exists through a
barrage of facts.’

Moving beyond facts and information alone
is critical because when it comes to taking
action, humans tend not to be rational actors.
In the wake of the 1970s energy crisis,
researcher Scott Geller demonstrated this when

WWW.WORLDWATCH.ORG
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he exposed research participants to three hours
of slide shows, lectures, and other educational
materials about residential energy consump-
tion. The result? Participants were more aware
of energy issues, understood more about how
they could save energy in their homes, but
failed to change their behavior.!?

Fortunately, there is a dawning realization
among social marketers and the scientists whose
work they support that facts alone are not
enough. This was captured perfectly by activist
Bill McKibben in describing the work of NASA
scientist James Hansen: “I think [Hansen]
thought, as did I, if we get this set of facts in
front of everybody, they’re so powerful—over-
whelming—people will do what needs to be
done,” McKibben told the New Yorker. “Of
course, that was naive on both of our parts.”!!

Today, McKibben and Hansen are key evan-
gelists of the Internet-savvy, story-based cam-
paign known as 350.org, which seeks to cast
the climate crisis in terms of the health of a sin-
gle organism. As its Web site explains: “We’re
like the patient that goes to the doctor and
learns he’s overweight, or his cholesterol is
too high. He doesn’t die immediately—but
until he changes his lifestyle and gets back
down to the safe zone, he’s at more risk for
heart attack or stroke.”!?

Based on the patterns of success seen on
Madison Avenue and Mexican soap operas
and on the predictions of Joseph Campbell, this
shift to campaigns like 350 is desperately
needed in order to see the mass behavior shifts
required for a sustainable future.

Social Marketing Meets
Social Media

For most of the past 40 years, social market-
ing distribution has occurred in a uniform
way. Whether messages were made available
through radio, television, or print, the domi-
nant approach until a decade ago was the one-
to-many broadcast model.

BLOGS.WORLDWATCH.ORG/TRANSFORMINGCULTURES

Today that model is quickly being over-
taken by a many-to-many “narrowcast” model
that is made possible by the Internet. In this
new world, messages travel through personal-
ized social networks. As each audience mem-
ber handles the message, he or she may
comment on it or even alter it. Effective social
marketing has become not just about creating
great stories but about sparking great conver-
sations out of which great social change stories
can arise.

To understand how powerful social mar-
keting efforts might move around in this new
media landscape, it is important to first under-
stand the basics of social media today:

e Social media refers to a new crop of Inter-
net tools and content, where anyone with an
Internet connection can publish text, images,
and video easily through Web sites such as
Facebook, Twitter, YouTube, and Flickr or
with tools such as blogging and podcast
software. Once published, others can inter-
act with the content by commenting on it,
integrating it with other content, sharing
it, or rating it.!?

Social media tools and users are growing
exponentially, so that today online forums
are no longer only for ardent Internet users.
Facebook alone boasts 250 million active
users. About 70 percent of these individu-
als live outside the United States, and the
fastest-growing Facebook demographic is
people 35 or older.!*

Social media are redefining people’s core
social networks. A recent Pew study found
that people’s networks are more geograph-
ically dispersed, mobile, and varied thanks to
the Internet. The study goes so far as to say
that social media are changing the tradi-
tional orientation of human behavior.!®
Social media content is among the most
trusted sources of information for Ameri-
cans today. Sixty million Americans said infor-
mation shared on the Internet has helped
them make a major life decision, and 90 per-
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cent say that they trust the recommenda-

tions of their networks over any other form

of communication (such as advertising).!®

What are the inherent opportunities here
and how will this enhance or diminish the
power of stories to create social change?

First, social media amplity the public’s
appetite for and access to human-scale stories.
For instance, after the 2008 Sichuan earth-
quake and the 2009 Iranian presidential elec-
tions, Twitter allowed thousands of authentic
individual stories to flood out of countries that
previously would have repressed or controlled
the message. In the past, China’s government
had buried stories of natural disaster, leaving lit-
tle space for public response. After the Sichuan
tragedy, the unfiltered stories of heartbreak
generated 1.5 billion yuan ($208 million) in
relief donations from Chinese citizens alone.'”

Similarly, after the Iranian elections,
marchers in Tehran were joined in solidarity
around the world by demonstrators in Wash-
ington, London, Islamabad, Sydney, Sdo Paulo,
and dozens of other cities. These story-based
social marketing efforts harnessed social media
both to spontaneously disseminate key infor-
mation and to create dramatic results that
would not have been possible using the broad-
cast model.!®

Second, social media do not remove the
need for traditional “tribal” identities; they cre-
ate an even deeper need for them. The Pew
study showed that all this incredible new tech-
nology has not fundamentally changed the
size of social networks. People still tend to
interact in small “tribes” of about 35 “close
ties.” These close-knit communities, how-
ever, are no longer necessarily held together
by geographic proximity or traditional mark-
ers of social status. Thus the tribes need new
identity-forming concepts and behaviors to
hold them together.?

The group 350.org has taken advantage of
this by organizing a global protest at the micro-
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social network level. By early September 2009
its highly successful social marketing campaign
had signed up over 1,700 groups in 79 coun-
tries to create actions before the Copenhagen
climate talks at the end of the year. The orga-
nization did not provide top-down instruc-
tions for how these networks should behave.
Instead, it offered a sort of social and identity
glue that the networks eagerly embraced and
used to further the organization’s cause.?’

Third, social media can offer a natural
advantage to social marketing over product
marketing. Because these networks are made
up of permission-based communications, it is
difficult for people to “advertise” to each other
without breaching natural social taboos. On the
other hand, social groups tend to welcome
education and values-based messages. Thus,
despite having smaller budgets, social market-
ing campaigns will likely move more quickly
through social media.

Now Is the Time

Return for a moment to the 1950s, a turning
point in the evolution of the consumer-based
society. The marketing revolution that helped
reverse cultural norms so swiftly can be seen as
a small miracle—a miracle to learn from and
perhaps repeat. It is true, of course, that the
stakes are much greater and the hurdles to
cross in terms of behavior and political change
seem much higher. But this is not the 1950s,
when television was new and a handful of play-
ers dominated the media landscape. This is
2010, a time of exponentially greater connec-
tivity, free information flow, and dramatically
lower distribution costs. By combining the
key lessons of marketing’s past with the oppor-
tunities of today’s social media revolution,
social marketers armed with the power of sto-
rytelling have the chance to create another
great shift and move the world toward a sus-
tainable future.
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Media Literacy, Citizenship,
and Sustainability

Robin Andersen and Pamela Miller

A series of advertisements for Italian-based
Diesel brand clothing features alluring young
people in suggestive poses wearing jeans, swim-
suits, and other clothes while enjoying luxury,
popularity, and admiration for their perfect bod-
ies and good looks. Although the ads use com-
mon popular-cultural themes and marketing
strategies that tie beauty, belonging, and hap-
piness to a line of clothing, the models in them
lounge on no ordinary beach. In the water
stands a partially submerged Mount Rushmore.
In other ads, models appear in a rainforest in
Paris amid palm trees and lizards surrounding
the Eiftel Tower, a couple sprawls on a rooftop
in Manhattan while New York City is almost
completely engulfed in water, and the Great
Wall of China is surrounded by a vast and empty
desert. Thus Diesel’s 2007 Global Warming
Ready campaign created scenes of consumer
bliss in a future world that has been drastically
altered by rising temperatures and seas.!
Commercial messages that assert con-
sumption equals happiness even as the nega-
tive environmental consequences of industrial
production occur illustrate the challenges and
necessity for media literacy as a cornerstone in
the transition to sustainable cultural practices.

Understanding visual language and revealing
the false promises implied in such carefully
choreographed ads are important tasks.

Info-literacy challenges audiences to become
sophisticated “readers” of media text, espe-
cially with regard to visual images. Consumers
are rarely aware that pictures are routinely
“touched up,” nor do they regularly consider
why emotional gratifications are not easily ful-
filled in the realm of consumption. Photographs
create associations and implied meanings that
are fundamental to the strategies of persua-
sion. A picture of a group of friends all wear-
ing Diesel clothes or drinking the same soda
confers a sense of group identity and belong-
ing. But if such messages were stated more
bluntly—*“wear these jeans and you will have
the friends you want” or “people who drink
Coke are thin, popular, and always happy”—the
assertions would be hardly credible.

Learning how to critically engage with tele-
vision, magazines, films, and the Internet is
essential in a sprawling media landscape where
users are exposed to more and more media
every year. Increasingly this landscape is dom-
inated by advertising, and gaining immunity to
its persuasions is an important step along the

Robin Andersen is professor of communication and media studies and director of graduate studies and
Pamela Miller is a graduate student in public communications at Fordham University.
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The Mount Rushmore ad in Diesel’s 2007 campaign.

path to sustainable cultural practices. But a
deeper critique of consumerism is required in
order to build a more sustainable culture—one
that goes to the heart of consumption as a
social practice.

Diesel’s ads claim that the company and its
brand of clothing are Global Warming Ready,
but no mention is made of the environmental
impact of producing the clothes. Clever ad
campaigns may cause consumers to feel clever
by association, but they often encourage them
to think uncritically about whether the com-
pany behind the campaign follows sustainable
business practices. Does it use alternative
energy sources in production or distribution to
reduce its carbon footprint, pay its workers
adequately, or use organic fibers in any way?
What industrial by-products are created, and
how are they treated?

The Diesel images speak of inevitability and
acquiescence to a global crisis, and their wide
circulation in popular culture in place of nar-
ratives about the urgency and necessity for
citizen action reinforces defeatist and apathetic
attitudes to global warming. This cultural atti-
tude complements a larger media context that
offers little real information about the causes
of and solutions to climate change.
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Take, for example, a segment televised in
2006 by WTOK-11 in Meridian, Mississippi. It
featured two “top weather and ocean scientists”
who asserted that a link between the recent
severe hurricane season and climate change
was “all hot air.” The channel made no eftort
to inform viewers that this was a re-edited
video news release produced by a public rela-
tions firm, Medialink Worldwide. Nor were
viewers told that the client behind the video—
Tech Central Station Science Roundtable—
was run by the lobbying firm DCI Group,
whose client list includes ExxonMobil, a cor-
poration that has made a sizable contribution
to the Tech Central Science Foundation for
“climate change support.” Few members of
WTOK-11’s audience could have recognized
that this “news” segment did not contain a
particular scientific argument but instead served
the political and economic interests of the oil
company lobbyists who wrote it and paid for it.2

James Hansen of the National Aeronautics
and Space Administration identifies a lack of
public knowledge as a main obstacle to revers-
ing climate change, pointing to the gap
between what the scientific community under-
stands and what the public and policymakers
know. He argues that public understanding
of the effectiveness of reducing fossil fuel use
and carbon dioxide emissions is thwarted by
“intensive efforts by special interest groups to
prevent the public from becoming well-
informed.” One study of press reporting on
this issue found that the practice of journalis-
tic balance serves to amplify a small group of
global warming skeptics, many of whom, it has
been revealed, are indirectly funded by special
interest groups.?

How Critical Should
Media Literacy Be?

While the broader role of media literacy to
create sophisticated critical “readers” of media
texts is clear, disagreements about the degree

WWW.WORLDWATCH.ORG
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and levels of criticism have emerged over the
years. Some advocates want to expand analy-
sis into other realms, including corporate media
practices and policy reform. Rejecting this
approach, in 2000 the Alliance for a Media Lit-
erate America (AMLA, now rechristened the
National Association for Media Education)
stated that it was not an “anti-media move-
ment” but one dedicated to finding a “more
enlightened way to understand our media envi-
ronment.” Not interested in “media bashing,”
the AMLA created controversy by accepting
funding from media conglomerate Time-
Warner. That deal led to the formation of a
more critical group, the Action Coalition for
Media Education (ACME) in 2002. ACME
seeks to broaden the concept of “literacy,”
which focuses on messages, to include “edu-
cation,” which includes messages, structures,
and reform activism. Writer Bill Yousman iden-
tifies the central question that divides the
media literacy community in the United States:
“Is media literacy aimed at creating more
sophisticated consumers of media, or is it about
nurturing engaged citizens?”*

The consequences of these varying
approaches are significant. As Yousman
explains, “It is one thing to teach children
how to decode an advertisement for fast food,
for example, so that they may see how the
image of'a hamburger is artificially constructed,
and doesn’t actually resemble the actual prod-
uct that you purchase at the counter. It is
another thing entirely to encourage an under-
standing of fast food as a mega-billion dollar
global industry that is spreading particular
industrial practices and ways of thinking about
food, labor, the environment, and the like,
throughout the world.”®

Sophisticated consumers make better
choices about what to buy, but the potential
for media literacy as a force for sustainability
will depend on people around the world cre-
ating and supporting alternative choices, not
the ones offered by the unsustainable prac-
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tices of current global manufacturing. As media
literacy develops, these issues and concerns
will remain at the forefront of debates over cur-
riculum. In the United States, media literacy
is offered in many schools in 50 states. And a
dynamic media literacy movement is growing
worldwide, which includes community activists,
grassroots practitioners, media reformers, and
policymakers as well as educators.¢

Media Literacy and
Global Organizations

Media literacy has become an important item
in the global educational curriculum, with the
support and promotion of key world bodies.
(See Table 11.) Educators are no longer iso-
lated in a few schools or regions. Indeed,
UNESCO has worked for 26 years to extend
the reach of media education worldwide. The
agency works within the framework of the
Grunwald Declaration of 1982, which enjoined
global educational systems to “promote citi-
zens’ critical understanding of ‘the phenome-
non of communication” and their participation
in media.” In 2007, the Paris Agenda identi-
fied key components for media education, and
UNESCO followed with the development of
a Media Education Kit the same year.”
UNESCOQO?’s current initiative, Training the
Trainer on Media and Information Literacy
Curricula, promotes teacher-training programs
in developing countries. The agency also seeks
to foster a global environment that encourages
free, pluralistic, and independent media as a
fundamental component of media education,
extending education into adult communities.
Many in global organizations realize that receiv-
ing and creating media content and having full
access to new media technology will allow global
citizens to reap the full benefits of Article 19 of
the Universal Declaration of Human Rights, on
freedom of opinion and expression.?
UNESCO is partnering with the UN-
Alliance of Civilization, which also identifies
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Table 11. Efforts to Promote Media Literacy, Selected Countries

Country Programs

Argentina The School and Media Program became a nationwide initiative in 2000. One effort
involves distribution to high schools of a free monthly magazine with notable
online/print news articles.

Australia The Australian Communications and Media Authority is currently pursuing a Digital
Media Literacy Research Program that aims to improve knowledge about digital
media literacy levels and to aid development of consumer education and protection.

Austria The Ministry of Education, Science, and Culture distributes a quarterly journal on
media education to all schools. Ministry-evaluated resources for educators are acces-
sible online and other teaching materials are available for order.

Canada In 2006-07, Ontario’s Ministry of Education instituted a policy mandating instruction
in “four program strands”—reading, writing, oral communication, and media
literacy—for all schoolchildren.

Finland Government policy for 2007-11 includes specific initiatives encouraging media
literacy, especially in younger citizens. The Citizen Participation Policy Programme
emphasizes the cultivation of “information society skills” as a catalyst for citizenship.

France The Ministry of Education’s Centre for Liaison Between Teaching and Information
Media produces teaching tools, trains educators in the process of analyzing and using
news media messages, and connects teachers and students with media professionals
during an annual Press and Media Week.

Hong Kong, The Education Department recently introduced the New Senior Secondary Curriculum,

China emphasizing the ability “to make critical analyses and to judge the reliability of the
news and the suitability of ways of reporting used by the mass media.”

Russia Since the early 2000s, the Russian Academy of Education Laboratory has worked to

South Korea

Sweden

Turkey

United
Kingdom

incorporate media literacy into national arts and culture-related curricula.

Newly reformed national curriculum, mandatory for students aged 5-16, encourages
media literacy practices in Ethics, Social Studies, and Practical Studies courses.

Nordicom’s International Clearinghouse on Children, Youth and Media continues to
promote media literacy in youth, incite constructive public debate, and inspire
research and policymaking.

School systems first introduced media literacy programs into the curriculum as elec-
tive courses in 2006. The government’s regulatory bodies have begun proactive
collaboration with nongovernmental groups and educators to promote media literacy.

Under the 2003 Communications Act, duties of the Office of Communications (Ofcom)
include “furthering the interests of citizens, in relation to communications matters,
and of consumers, by promoting competition in relevant markets.”

Source: See endnote 7.

media literacy as an indispensable tool for global ~ longer an option for global citizenship but a
citizenship. Understanding that institutional — necessity for social development and civic
media are key generators that circulate symbols  engagement and for sustainable societies. In the
in social and political life, media literacy is no ~ words of Divina Frau-Meigs and Jordi Tor-

160

WWW.WORLDWATCH.ORG



STATE OF THE WORLD 2010

Media Literacy, Citizenship, and Sustainability

rent, Project Managers for the Media Literacy
Program at the Alliance, “A threshold has been
reached, where the body of knowledge con-
cerning media literacy has matured, where the
different stakeholders implicated in education,
in media and in civil society are aware of the
new challenges developed by the so-called
‘Information Society,” and the new learning
cultures it requires for the well-being of its cit-
izens, the peaceful development of civic soci-
cties, the preservation of native cultures, the
growth of sustainable economies and the
enrichment of contemporary social diversity.”?

Media Literacy Education and
Global Citizenship

A main goal of media literacy education is to
find ways to encourage media users to actively
engage through critical awareness and creative
media skills. Citizen participation is especially
crucial for addressing global issues and finding
collective solutions to environmental prob-
lems. Writing about “critical citizenship,”
Costas Criticos of the University of Natal in
South Africa argues that “a citizen or a society
unable or unwilling to be critical will militate
against the growth and maintenance of a
healthy civil society.” Many nations are
presently affected by the influence of “global
nodes of information power and practice” that
contribute greatly to the marginalization of
regional voices. Teaching media literacy facil-
itates critical citizenship, and encourages mar-
ginal voices to produce counter-discourses.
Creative counter-narratives that embody the
wisdom of regional sustainable practices will be
key to envisioning a sustainable future.!?
Fackson Banda of the School of Journalism
and Media Studies at Rhodes University in
South Africa advocates a mode of media train-
ing embedded within the concept of citizen-
ship. His proposal is rooted in postcolonial
theory, with the primary aim of recovering
“lost historical and contemporary voices of
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the marginalized, the oppressed, and the dom-
inated, through a radical reconstruction of
history and knowledge production.” Banda
calls on African media educators to reconcep-
tualize media structures to “improve the rel-
evance of local media to civic life, encouraging
informed use of and participation in media.”
Such participation can help with local com-
munity witnesses and information dissemina-
tion about local conservation issues throughout
the world. (See Box 19 on environmental jour-
nalism in India.)"!

The Development Through Radio project,
piloted by Panos Southern Africa in Zambia
and Malawi, is “aimed at cultivating engaged
and engaging citizenship.” The women
involved in the project were given the skills to
produce radio programs and to make sense of
the context of media production. The groups
made audio recordings about a mutually agreed
upon topic and then coordinated getting their
tapes to central studios in their respective
major cities. Producers at the Zambia National
Broadcasting Corporation and the Malawi
Broadcasting Corporation recorded responses
to the women’s concerns by relevant urban-
based policymakers or leaders of nongovern-
mental groups. They then edited the
recordings into a single program for broadcast,
promoting further discussion and creating an
empowering, cyclic dialogue.!?

While this global movement continues to
grow, the full implementation of media liter-
acy programs and the addition of citizens’
voices to public dialogue face challenges on
many levels. Blocks to full participation in the
information society arise every day, yet with the
convergence of new media—including wireless
telephones, the Internet, satellite broadcasting,
and digital technologies of all sorts—virtually
anyone can create media content. Only about
one fifth of humanity has access to the Inter-
net, however.'3

Often because of dire financial concerns,
efforts to promote media literacy must at times
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Box 19. The Evolving Role of Environmental Journalism in India

After the historic Earth Summit in Rio in 1992,
unfortunately environmental journalism in
developing countries like India went into a
steep decline. Part of the reason was the
overkill in coverage of the summit and the
subsequent failure of major powers to live up
to the promises made at Rio. The other major
reason was that by the mid-1990s, thanks to
economic reforms, India’s economy boomed.
Business publications sprouted, and within a
couple of years business TV journalism fol-
lowed suit. This spawned a massive boom

in a niche area of journalism and offered
hundreds of jobs with good salaries to young
journalists. Business development, as
opposed to sustainable development, was
now attracting talent.

Suddenly environmental activism was
viewed as a major obstacle to industrial
development. The middle class, whose huge
constituency supported environmental
activism, seemed more focused on securing
good jobs and building houses. This does not
mean that there were no brilliant journalistic
works on environment during this period—
there were, but they were few and far between.

Then nature began to strike back with an
unprecedented fury. The deluge that paralyzed
Mumbai and the great drought of 2002
signaled to Indians that all was not well with
the weather. There were alarming studies of
rapid glacial melt in the Himalayas. This coin-
cided with a continuous stream of reports by
the Intergovernmental Panel on Climate
Change—coverage of these was helped in no
small measure by the fact that the chairman,
Dr R. K. Pachauri, is Indian. Al Gore’s film “An
Inconvenient Truth” boosted awareness
among urban Indians. There was a dramatic
revival on interest in these issues, and
environment was on the front-burner again.

Yet most journalists were stymied by the
new challenges of covering climate change
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issues. People did major reports, to be sure,
but they were not pushing hard enough to
understand the subject. Environment had
become far more complex than just forests
and wildlife. Now journalists needed to under-
stand issue ranging from economics to
science and development. In retrospect,
getting readers or viewers to understand the
link between carbon emissions and climate
change may have been the easy part.

When it came to the hard questions—such
as which sectors in the industry are the high-
est emitters or what technologies could make
a difference and whether companies were
using them—journalists’ efforts to find
answers were by and large missing. There has
been no independent media investigation of
the claims of success by government and
industry. There has been no great double-
checking of government data on India’s emis-
sion levels. Nor has there been a really hard
look at the viability of the renewable energies
being pushed. There have been no great
guides for the public on how they can reduce
their carbon footprint, for example.

It is not too late though. Following the cru-
cial Copenhagen conference, the baton to do
business-as-radical rather than as usual will
fall on public initiative driven by perceptive
media coverage. Just as in the United States,
where a recalcitrant government was forced
to act when states like California passed their
own legislation on climate issues, public pres-
sure will build to enormous levels as natural
catastrophes strike India. Journalists can play
a constructive role in channeling their anger
and their desire for change by exploring ways
out and offering solutions. With political pres-
sure on environmental issues inadequate,
journalists will have to play the role of both
torchbearer and public watchdog.

—Raj Chengappa
Managing Editor, India Today
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rely too heavily on corporate entities, as is the
case of Argentina, where media literacy courses
are sponsored by Telecom and Microsoft but
also by Coca-Cola and Adidas. Such funding
could no doubt result in the exclusion of crit-
ical discussion of corporate practices, such as
Coca-Cola’s many environmentally and socially
irresponsible practices. Stakeholder negotia-
tions are key, as are media regulatory bodies
able to address ethical and content issues with-
out suspicion of censorship.!*

Media Literacy Is the Literacy
of Our Time

As media engagement is understood as a global
necessity for sustainability and citizenship, col-
laborations across cultures and borders become
essential. Robin Blake of the U.K. Office of
Communications, which regulates media in
the United Kingdom, has identified a research
framework for shared knowledge that includes
four key research areas for media literacy:
social, political, regulatory, and commercial.
Another essential component is documentation
of the role played by long-standing grassroots
practitioners who often spearhead citizen media
across the globe. The work of such indepen-
dent media producers is being documented in
the series Waves of Change, which features
examples of grassroots radio in Bolivia, El Sal-
vador, South Africa, and the United States
and of groups producing community video
and television in India, Brazil, and Mexico.
Information about past and present grassroots
efforts to promote sustainability and media
literacy throughout the global village is also
made available online.'®

David Gauntlett, a U.K. media literacy
educator who works with children and video
production, discovered that youthful audi-
ences have internalized environmental prob-
lems and their solutions in a one-dimensional
“narrative”: the problem has been created by
individuals and must be solved by individuals.
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Gauntlett’s analysis reveals an increasingly
narrow range of acceptable environmental
content and an important “absent narrative”
within television coverage. Left unaddressed
is how to account for political and economic
forces and instances of polluting industries
that fall within government and legal regula-
tions. Moreover, how should society address
institutional practices such as the car-centered
transportation system through an individual
problem /solution framework when alterna-
tives such as affordable and efficient public
transportation are not available?!¢

Challenging environmental suppositions
based in media stories is only a starting point for
Gauntlett. He moves from the negative critique
into positive creative solutions. The larger pro-
ject is to overcome “passive paralysis,” a conse-
quence of the “sit back and be told” culture.
Believing that the media literacy paradigm must
include a fundamental transformation of engage-
ment with media, Gauntlett encourages stu-
dents to create alternatives, not to “sit around
watching as the world gets worse.” Or as media
educator DeeDee Halleck puts it: “Don’t watch
TV. Make it.”V

Such educators envision a transformed rela-
tionship to media in a new “making and doing
culture,” one that demands an expansive per-
spective able to envision positive proposals for
a better future. By connecting to the world and
seeking solutions to its problems, people reveal
their presence in the world. Promoting
counter-narratives that creatively address issues
such as climate change is a powerful antidote
to the cynical agreements often embodied in
media, such as the Diesel ad campaign. Media
are the means by which people communicate
and share knowledge and creativity with the
global public. Increasing access to media, learn-
ing how to use them, and creating public and
legal structures that democratize them will
allow people to cope with the challenges of
finding sustainable cultures based on human
and environmental priorities.
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Music: Using Education and
Entertainment to Motivate Change

Amy Han

Music has traditionally been cherished in
society for its artistic beauty and its raw
expression of life and spirit, and it continues
to be enjoyed today. The songs of birds
inspired Mozart and other great classical
composers to recreate the elegance of nature’s
sounds, while folk music, passed down
through generations, has served as an influ-
ential base for many other forms of storied
expression—from country music and gospel
to blues and jazz.!

Along with its emotional and creative ele-
ments, music has played a critical role in
encouraging social engagement. Historically,
the power of music to communicate and cre-
ate connections has helped unite people
around a common identity or purpose. In
the Soviet Union, traditional Kazak folk songs
celebrating birth, death, and other life stages
were adapted into modern operas and litera-
ture supporting worker ideals, sovereignty,
and nationalism. In the United States, the
traditional hymn “I’ll Overcome Someday”
was taken up by the black Tobacco Worker’s
Union in the 1940s as the collective labor
song “We Will Overcome”—and in the 1960s
was adapted as the civil rights classic “We
Shall Overcome.”?

Music continues to be used as a way to
connect with people’s values, heritage, and
cultural preferences in order to encourage
behavioral change. For example, songs from
Marvin Gaye’s 1971 album “What’s Going
On”—which catalogued the Vietnam War,
pollution, and economic hardship—are being
revisited today in light of the current reces-
sion, climate change, and environmental
decline. In August 2009, U.S. Environmen-
tal Protection Agency Administrator Lisa
Jackson invoked Gaye’s songs “Inner City
Blues” and “Mercy, Mercy Me (the Ecol-
ogy)” in a speech announcing a Greening
the Block initiative to empower climate-vul-
nerable and economically disadvantaged com-
munities in the United States.?

In the current age of digital media, oppor-
tunities for remembering, sharing, and using
music for mobilization are expanding. Tech-
nology has not only preserved music for
future generations, it has facilitated people’s
access to it, enabling independent artists to
post their work on the Internet, fans to share
files and lyrics, and virtual communities to
come together through social networking
sites such as Facebook and Twitter. Although
music has morphed, mixed, diversified, and

Amy Han is a State of the World 2010 project assistant at the Worldwatch Institute.
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globalized over the centuries, it remains a
potent force in society, with a significant part
to play in inspiring sustainability through
education as well as entertainment. (See Boxes
20 and 21 for the similar roles played by
other artists and by movies. )*

Music as Education

From conception, humans are exposed to
music. Babies in the womb are lulled by the
rhythmic beats of the heart, and young children
are introduced to music through song and

Box 20. Lights, Camera, Ecological Consciousness

Cinema is a powerful visual and auditory
medium that contributes to people’s under-
standing of the world and their role in it. In

its most direct form, a documentary film can
raise awareness of an issue and generate pub-
lic dialogue. In recent years, the documentary
as a genre has seen a resurgence, and many
have been related to sustainability—including
March of the Penguins (2005), An Inconvenient
Truth (2006), the 11th Hour (2007), Blue Gold
(2008), and Home (2009).

Home is an effort to illustrate humanity’s
impact on the planet using all aerial footage
in a feature-length documentary. Within a
few weeks of its release on 5 June 2009,
which was World Environment Day, some 200
million people had watched it in more than
120 countries, and it was dubbed or subtitled
in 33 languages. Despite this success and the
success of other eco-documentaries, docu-
mentaries tend to attract audiences already
sympathetic to the issues, thereby limiting
their transformative potential.

Fictional movies, which for many people
are easier to watch, are uniquely positioned
to stimulate cultural change for sustainability.
They can depict challenging future scenarios,
such as WALL-E (2008) and The Day After
Tomorrow (2004), and give voice to the strug-
gles faced by communities, such as Erin
Brockovich (2000). As they are less overtly
educational or political, they appeal to
audiences on a human level by personifying
what typically are perceived as abstract global-
scale ecological issues. Although dramatic
films do not directly prescribe actions as doc-
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umentaries often do, they have the power

to normalize sustainable lifestyle choices
through the actions of characters on-screen
and sometimes through the actions of celebri-
ties off-screen.

While a few notable sustainability-themed
documentaries have been able to transcend a
niche audience and reach across the world—
in the case of An Inconvenient Truth grossing
$50 million in the process—most eco-
conscious filmmakers will have to use creative
tools to ensure broad distribution of their
films. Home could never have reached the
audience it did had it needed to make a profit;
the PPR group provided a generous grant to
enable a broad distribution, and the film can
be watched for free at www.youtube.com/
homeproject. Other filmmakers are using
innovative tools like crowd funding, in which
many people invest small amounts to finance
a film’s production and distribution. This
allowed The Age of Stupid (2009) to maintain
creative control over the film and its distribu-
tion and to be launched in over 60 countries.

Both fictional and nonfictional cinema can
play an important role in drawing attention to
environmental topics and in creating space
for sustainability values. If people are to come
together to solve the sustainability crisis,
they must make and demand films that not
only inform audiences and generate public
dialogue but also exemplify and project
sustainable lifestyles.

—Yann Arthus-Bertrand
Director, Home
Source: See endnote 4.
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Box 21. Art for Earth’s Sake

The dominant thinking in western society is
that of separation: the separation of mind
from matter, science from spirituality, art from
daily life. From the Renaissance onwards,
artists worked as individuals, in their studios,
separating themselves from their fellow crafts-
men and women. They practiced art as a way
of self-expression. Their art produced mostly
items of luxury and status. Thus art became
disconnected from the natural world, from liv-
ing communities, and from life itself. For cen-
turies, art was practiced only by those with
special talent, purchased only by those with
great wealth, and seen mostly in churches,
museums, and art galleries.

But the exclusive practice of art is now
being challenged by people with ecological
and social sensibility. Joseph Beuys, one of
the founders of the Green Party in Germany,
said “Everyone is an artist” and began the
process of reclaiming art from galleries and
museums. He began to reconnect art with
ecology, politics, and everyday life. Similarly,
Sri Lankan art historian A. K. Coomaraswamy
said “the artist is not a special kind of man,
but every man is a special kind of artist.”
When artists let go of their egos and their
wish for celebrity status and personal glory,
then art becomes truly boundless.

Art is a force for transformation and self-
realization. As a potter transforms an ordinary
lump of clay into a work of beauty, that clay
transforms the potter into an artist and
craftsperson of his or her community. This
transformative power of the arts gives us a
sense of belonging and unlocks the doors of
optimism and hope.

Unfortunately, at the moment a scenario
of environmental doom and gloom is
expounded by experts and activists alike.
Book after book tells us that we have passed
the tipping point and have reached the point
of no return. Artists are some of the few peo-
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ple who sow the seeds of hope and empower
the disempowered.

Of course no one should doubt the severity
of the climate crisis. Our present way of life,
so dependent on the use of fossil fuels, is
hanging on a cliff edge. If we go any further
we will fall into the abyss. Yet artists go
beyond fear, beyond doom and gloom. Their
work is rooted in love of life. The potential of
growth and progress in the sphere of arts and
crafts is immense, and this can occur with lit-
tle damage to planet Earth.

To meet the challenge of this environmen-
tal, social, and spiritual crisis, we need to
change from being consumers to being artists.
As the British architect, textile designer, and
artist William Morris pointed out long ago,
arts and crafts ignite our imagination, stimu-
late our creativity, and bring us a sense of ful-
fillment. Poetry, painting, pottery, music,
meditation, gardening, sculpting, and many
other forms of arts and crafts can produce
beautiful objects to use—objects that do not
require the use of fossil fuels.

The climate crisis and the economic down-
turn offer us an opportunity to change our
direction from gross to subtle, from glamo-
rous to gracious, from hedonism to healing,
from the conquest of Earth to the conserva-
tion of nature, from quantities of possessions
to quality of life. This will transform us from
being mere consumers of goods and services
to genuine makers of arts and artifacts. In the
present state of the world and under the influ-
ence of unsustainable consumerism, human
beings are reduced to the condition of passive
recipients of factory-made objects. This must
change. We need to move toward a state
where humans are active participants in the
process of life and in the making of things
that are beautiful, useful, and durable.

—Satish Kumar, Resurgence
Source: See endnote 4.
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dance. Music and rhythm aid in intellectual
development, as research has pointed to the
value of music in developing cognitive skills as
well as in helping individuals develop a sense
of organization, self-awareness, and self-con-
fidence. This educational contribution has
been taken so seriously that music has been
regarded as its own language and is even
believed by some to have a powerful effect on
a person’s moral character.’

Increasingly, children’s music contains not
only civil themes such as friendship and shar-
ing but also educational messages about the
environment and sustainability. For 15 years,
the Japanese Ministry of the Environment
has supported the television program “Eco-
gainder,” which features a group of environ-
mental superheroes who serve as role models
for children around the country, and strength-
ened this message with a catchy theme song.
In North America, the popular musician Rafti
has entertained young people for decades with
songs about the environment and respect for
the natural world. Raffi positions his music as
a call to action and challenges “Beluga grads,”
or people who grew up listening to his songs
such as “Baby Beluga” in the 1970s and
1980s, to both embrace sustainability in their
own lives and pass these teachings on to their
own children.¢

The appeal and relevance of music as a
tool for environmental education is not lim-
ited to youth. Irthlingz, an art-based educa-
tional group, uses music to inform both
children and adults about issues that affect the
planet. In 2007, students performed the orga-
nization’s musical revue “Penguins on Thin
Ice,” which includes songs about energy and
climate issues, before an audience of civil
society leaders at the United Nations Com-
mission for Sustainable Development meet-
ings in New York.”

In Mozambique, musical and theater tra-
ditions are proving integral to larger efforts
to address the challenges of rural sanitation,
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waterborne disease, and environmental health.
The band Massukos tours the country and
combines traditional rhythms with modern
lyrics to teach people about handwashing and
sanitation, at times drawing an entire village
to hear their messages. Often accompanying
the band are practical projects that promote
community sanitation, sustainable agricul-
ture, and reforestation, and the government
has set up related forums to teach about
hygiene and environment-related illness. Mas-
sukos has signed with a British recording
label, and lead band member Feliciano dos
Santos has won the prestigous Goldman Envi-
ronmental Prize. The band is now expanding
its audience and musical messages through
international performances.®

Festivals, Activism,
and Entertainment

Music is also being used to educate audiences
through less explicit means. In the 1980s, as
popular music culture continued its global
spread, musicians began bringing attention to
wider humanitarian causes by organizing large-
scale, widely publicized entertainment events.
In 1985, Irish singer Bob Geldof and Scottish
singer Midge Ure organized “Live Aid,” the
world’s first multi-venue super-concert, which
was broadcast live to some 400 million view-
ers in 60 countries. That same year “We Are the
World,” written by pop icons Michael Jackson
and Lionel Richie, united 45 recording artists
from around the world for famine relief, help-
ing to create the charity USA (United Support
of Artists) for Africa. As of mid-2009, an esti-
mated 20 million copies of the song had been
sold, raising more than $63 million for human-
itarian aid.’

More recently, the Internet has enabled
such events to have an even broader interna-
tional reach. In 2007, the concert extrava-
ganza Live Earth, started by producer Kevin
Wall and former U.S. Vice President Al Gore,
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was broadcast for 24 hours across seven con-
tinents, featuring an all-star lineup of artists that
included Madonna, The Police, and Snoop
Dogg. Live Earth has since become a “multi-
year campaign to drive individuals, corporations
and governments to take action to solve the cli-
mate crisis.” The event is now partnering with
other climate protection groups, such as the
Together campaign, which offers tips and con-
sumer products online to help people lower
their ecological footprints.!?

Some artists have stepped beyond their
musical boundaries to become well-known
activists in their own right. U2’s lead singer,
Bono, known for his efforts to eradicate global
poverty, has co-founded several organizing
movements and engaged in extensive discus-
sions with public and private leaders ranging
from former President Bill Clinton to Pope
John Paul II. Bono is also a spokesperson for
the ONE campaign, founded in 2004 to rally
grassroots support for international aid to fight
extreme poverty and preventable disease.!!

Concerts have become increasingly impor-
tant opportunities for musicians and event
organizers to demonstrate their commitment
to environmental action. Large tours in par-
ticular can be resource-consumptive and
responsible for high levels of greenhouse gas
emissions. According to one estimate, the car-
bon footprint generated by U2’s 44 interna-
tional concerts in 2009 is equivalent to the
waste produced by 6,500 Britons over a year
or “the carbon created by the four band mem-
bers traveling the 34.125 million miles from
Earth to Mars in a passenger plane.”!?

To minimize their carbon footprint, many
music venues now use renewable energy, such
as solar power or biodiesel, to run their events,
or they purchase third-party certified carbon
offsets to ensure that the activities are “carbon-
neutral.” Roskilde Festival, which calls itself as
the largest North European culture and music
festival, has a Green Footsteps campaign that
in 2009 completely ran the festival on wind
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energy and changed 90 percent of the lighting
equipment to low-energy LED equipment.
Glastonbury Festival is encouraging public
transport use and the planting of tree hedges
(over 10,000 since 2000), while incorporating
the use of solar power in its festivals. It also
plans to use tractors capable of running on 100
percent biodiesel, all steps taken to lower its
own carbon emissions.!3

Waste reduction is another key feature
among event organizers who are encouraging
fans to tread more lightly. In accordance with
its “Love the Farm, Leave No Trace” princi-
ples, the Glastonbury festival asks attendees
to bring fewer items that would normally
become waste, has replaced plastic bags with
100 percent cotton bags, has required wood
cutlery and compostable cups and plates at
stalls, and in 2008 recycled just over 863
tons of waste. Smaller venues have taken sim-
ilar greening actions. Seattle’s annual music
and arts festival, Bumbershoot, bans vendors
from using Styrofoam and also reuses the
previous year’s signage. The High Sierra
Music Festival’s “Red, White, Blue and Green
Campsite Challenge” makes the “Leave No
Trace” outdoor ethic into a competition,
rewarding participants with the least amount
of impact with prizes.!*

At the Ojai Music Festival in Ventura
County, California, classical music fans are
encouraged to help preserve the natural
beauty of the area with a free bike valet area
for alternative transport, water stations to
refill reusable containers, and Zero Waste
Stations to help sort trash. And the U.S.-
based Dave Matthews Band, through its So
Much to Save program, encourages fans to
take actions to reduce their ecological foot-
print whether at the concert or outside of'it,
such as recycling or conducting energy effi-
ciency audits in exchange for free downloaded
music. During the first two months of the
2009 campaign, participants recycled an esti-
mated 19 tons of waste, diverting more than
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84 cubic meters of waste from landfills.!®

Musicians continue to carry on the tradition
of delivering important messages through their
lyrics. Joni Mitchell’s 1970 song “Big Yellow
Taxi,” which laments the conversion of the
natural world to a “paved paradise,” has been
covered by multiple artists, including Bob
Dylan and more recently the Counting Crows.
Tracy Chapman’s 1995 song “Rape of the
World,” which observes that Mother Earth
“has been clear-cut, she has been dumped on,
she has been poisoned and beaten up,” is
another example of an artist lending her cre-
ative talent to raise awareness about environ-
mental devastation. Some musicians point
specifically to the importance of activism: in
their songs “Up to Us” and “We Must Act
Now,” the California “eco-rock” band the
Depavers encourages listeners to stand up for
their beliefs.!®

Some artists are especially concerned about
practicing what they preach. Blues musician
Bonnie Raitt promoted her “Silver Lining”
album with a Green Highway Festival and
“an eco-partnership promoting BioDiesel
fuel, the environment, and alternative energy
solutions at shows and benefits along the
way.” Along with other artists, she founded
Musicians United for Safe Energy, formed
after a nuclear accident at Three Mile Island
in March 1979; the group organized No
Nukes concerts at Madison Square Garden in
New York that same year. Her current tour
allows concertgoers with VIP packages to
choose a cause they want to support—energy,
environmental protection, and human rights,
among others.!”

Country singer Willie Nelson also
expressed his mood and hope for a “Peaceful
Solution” by making a song that protests
social injustice available to other artists for
replay. Outside of his music, Nelson leads
Farm Aid, an organization dedicated to stop-
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ping the loss of U.S. family farms and advo-
cating change in current U.S. food and agri-
cultural policy. Willie Nelson has even
promoted his version of biodiesel, Bio Willie,
to help reduce dependence on foreign oil.!$

Conclusion: Engaging through
Education and Entertainment

Beyond the individual efforts of artists, some
people are working to constructively engage
the music and broader artistic community in
support of sustainable change. Organizations
such as Tipping Point are holding round-
table conversations, discussions, and debates
among creative artists to increase their
engagement with the complex issue of climate
change and to help catalyze societal shifts in
thinking and behavior.??

The Judith Marcuse Projects, a nonprofit
arts company, is using an “EARTH=home”
stage production to give voice to youth, cre-
ate connections between different sectors of
society, and reach the broader community
through “post-show talk-backs, presentations,
workshops, community events, web-based
resources, and media activities” on the envi-
ronment. In addition, its International Centre
of Art for Social Change is a collaboration
with Simon Fraser University in Vancouver,
British Columbia, to “house learning and dia-
logue programs, networking events and
research projects designed to nurture and sup-
port the growing global community of arts for
social change.”??

While music can be a potent tool for mobi-
lization, its power lies within the people who
create, promote, and use it within a meaning-
ful, proactive movement for sustainability. As
Together campaign founder Steve Howard
has observed, “When the music stops, we must
all start to act.”?!
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