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Abstract 
The music industry has increasingly come under scrutiny for its environmental footprint, with 

large-scale concert tours contributing significantly to carbon emissions, energy use, and waste. 

This thesis examines how Coldplay’s Music of the Spheres tour, widely promoted as a 

pioneering effort in sustainable touring, is framed in mainstream English-language media. 

Using qualitative content analysis informed by framing theory, eight articles from the outlets 

The Guardian, BBC, Billboard, Pitchfork, Variety, the New York Post and NPR were analyzed 

to identify how the band’s sustainability initiatives were presented. The results show that most 

outlets framed Coldplay as industry leaders and environmental innovators, frequently 

legitimized through expert endorsements and celebrated for technological innovations such as 

bio-batteries, audience-generated energy, and large-scale tree planting. These accounts often 

reinforced a “ripple-effect” narrative, suggesting that Coldplay’s actions normalize low-carbon 

behaviors among fans and peers. A minority of sources, however, adopted a more critical frame, 

focusing on corporate partnerships with companies accused of lobbying against climate policy 

or engaging in greenwashing. By situating these findings within framing theory and agenda-

setting, the study demonstrates how media shape public perception of celebrity-driven 

sustainability initiatives, oscillating between amplifying innovation and exposing credibility 

risks. This contributes to broader debates in global studies on sustainability communication, 

celebrity influence, and the politics of environmental responsibility. 

 

Keywords: sustainability, mainstream media, touring, green-washing, music industry, global 

studies, environment, framing theory, communication. 
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1. Introduction  

The music industry, while celebrated for its ability to entertain and inspire, has long faced 

criticism for its environmental impact (UNEP, 2022; Futurism, 2020). The event sector, in 

general, has been recognized to be a source of massive pollution in several environmental 

aspects (Dickson & Arcodia, 2010). Large-scale concerts, festivals, and world tours often 

involve extensive travel, energy-intensive productions, and significant amounts of waste 

generation. As concerns about climate change and ecological sustainability have gained 

prominence globally, musicians and event organizers have come under increased pressure to 

address these environmental challenges. The average global temperature is rapidly increasing 

and has risen to 1.1 degrees Celsius in the last 9 years. This is the quickest increase in several 

centuries and is caused by exceeding greenhouse gas emissions (IPCG, 2022, p. 8-15). 

Therefore, it makes sense for some of the global human population of our planet to find ways 

to avoid unsustainable consumption of the planet’s resources and avoid possible climate 

disasters. To change this unsustainable consumption, governments, the public, and other 

communities must act to change their consumeristic behaviors. This of course, also applies to 

the music and entertainment sector, especially with resource consuming activities such as live 

concert touring. 

 

The Music of the Spheres World Tour is Coldplay’s eighth international concert tour and is 

currently underway, following the release of their ninth studio album, Music of the Spheres. 

The tour, which was officially announced on October 14 in 2021, served as the band’s return 

to live performances after the COVID-19 pandemic disrupted their touring plans for their 

previous album, Everyday Life which was released in 2019. During their hiatus, Coldplay took 

a proactive approach to devise an environmentally friendly strategy before resuming touring 

(Coldplay, 2021). 

 

To minimize their environmental impact, Coldplay has developed a plan over two years, where 

they aim to reduce their CO2 emissions by 50% compared to their previous A Head Full of 

Dreams Tour which occurred in 2016 and 2017. Their sustainability efforts involve several key 

initiatives. The tour incorporates an amount of captivating visual effects, including pyrotechnics 

and confetti, just as their Mylo Xyloto Tour which occurred in 2011 and 2012. However, 

adjustments have been made to these effects to decrease their carbon footprint. The 

pyrotechnics were designed with reduced explosive charge and utilized some new formulas to 
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mitigate harmful chemicals. The confetti used is 100% biodegradable, and less compressed gas 

is required for the ignition of the confetti blasts (Coldplay, n.d). 

 

Moreover, the Xylobands LED bracelets which were used in previous tours as a lighting effect 

amongst the crowd, were replaced with PixMob wristbands, crafted from plant-based materials. 

Additionally, Coldplay collaborated with BMW (the car brand) to develop the first-ever mobile 

rechargeable show battery, further reducing energy consumption during performances. To 

further offset their carbon footprint and contribute to global reforestation efforts, Coldplay 

partnered with One Tree Planted, stating to plant a tree for every ticket sold (NMD, 2021).  

 

The tour started on March 18, 2022, at Costa Rica’s Estadio Nacional, and garnered widespread 

acclaim from music critics. Their performances were praised for their stage presence, joyful 

atmosphere, and immersive experience, with reviews describing the shows as ‘’triumphant’’, 

intimate’’, and ‘’highly impactful’’. The tour broke various ticket sale records in Asia, Europe, 

and Latin America, selling over two million tickets on each of the latter two continents. 

Journalists also reported on the tour’s significant cultural and economic influence on the 

countries visited (King, 2023). 

 

In terms of sustainability, the band proclaimed their efforts resulted in a 47% reduction in 

emissions during the first year of touring. Coldplay’s commitment to environmental 

responsibility has earned them recognition in the media as ‘’pioneers’’ for the future of 

sustainability in the live music industry (King, 2023). Their sustainability initiatives and 

communications of these are of special interest to this project since they make a great example 

of bands or artists who are trying to significantly lower their emissions as well as making this 

a key point in their marketing. 

 

2. Background 
2.1 Big media and the powerful influence of artists in modern society 

The work or famous writers, musicians, and other artists reaches millions of people, touching 

their hearts, changing their perspectives, and plays a big part in influencing our culture. Artists 

might be able to do what scientists can’t - i.e. reach an audience on an emotional level (Orion, 

2022). When artists use their platforms to speak about sustainability and the climate crisis, it 

amplifies the importance of the issue (The Guardian, 2021; UNEP, 2022), which in turn might 
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inspire a change of policy or habit. Media coverage of artists’ initiatives and efforts further 

extends this impact by disseminating the message to even broader audiences. Artists, as public 

figures, can try to set an example for their fans and therefore, by extension, the general public. 

When artists actively engage in sustainable practices, such as adopting eco-friendly touring 

methods or supporting environmental causes, it encourages other artists and fans alike to follow 

suit. Studies have even shown that some art increase people’s intention to act, even if they do 

not always follow through on those intentions (The Guardian, 2023).  

 

The media plays a great role as a conduit between scientific facts and the public, most of whom 

are outside of formal educational settings. Modern science, and in extension scientific 

conclusions regarding ecological sustainability, is therefore exposed directly or indirectly to the 

public through mass or online media (Janoušková, et. al., 2019, p. 3). 

 

“Communication is a key factor for developing knowledge and participation. 

Sustainability communication ideally reflects the increasingly cross-cutting nature 

of sustainability issues and, captures changes on a small (local level) to large 

(planetary) scale, now and in the future, with short- or long-term effects.” 

(Janoušková, et. al., 2019, p. 3) 

 

By incorporating sustainability themes into their work, artists can help shift societal perceptions 

and attitudes toward action on sustainability issues. Sustainability and climate change are long-

term issues that require sustained efforts. Artists can use their platforms to advocate for policy 

changes and governmental actions to address climate change. Media reporting on their 

advocacy efforts can put pressure on policymakers, further promote the importance of 

sustainable policies, and inspire the public to act.  

 

2.1.2 Coldplay’s press release and website   
Coldplay’s Press Release, announcing their new tour, was sent out in 2022. It’s a short 

document of three pages with four big pictures taking up much of the space. The press release 

has a list of the different initiatives and steps that the band is taking to reduce its carbon 

emissions. This is summed up in a shorter list, all in capital letters,  

 

“SUSTAINABILITY PLAN ‘A WORK IN PROGRESS’ 

SHOW POWERED BY 100% RENEWABLE ENERGY 



 9 

PLEDGE TO CUT TOUR EMISSIONS BY 50% 

ONE TREE PLANTED FOR EVERY TICKET SOLD’’ 

 

After this, the press release goes on to bring up these initiatives but refers to Coldplay’s website 

for further information which holds the same list of initiatives (Chalmers, 2022).  

 
The tour’s website states that the tour uses sustainable biofuels, in the form of renewable diesel, 

a palm-oil free Hydrotreated Vegetable Oil-type biofuel, produced 100% from renewable raw 

materials, primarily waste and residues such as used cooking oil. The diesel fuels the tour’s 

transportation via trucks in as many locations as possible, resulting in as much as 75 to 95% 

reduced emissions, according to the bands’ website. When possible, the tour uses electric 

vehicles or biofuel for ground freight and transportation (Coldplay, 2023).  

 

As stated above, the band partnered with BMW and has developed mobile, rechargeable show 

batteries which are made from BMWi3 batteries. The website goes on to describe how these 

batteries are made to power the whole show wherever they bring it. The batteries are charged 

from multiple sources, including renewable diesel made from waste, solar energy, and kinetic 

energy from the fans through kinetic flooring and electricity-generating power bikes around the 

arena. The batteries are also charged from normal grid electricity sourced from 100% renewable 

sources when this is available. For some parts of the tour, air travel is necessary and unavoidable 

according to the band. They fly mostly on commercial flights, but some situations require 

charter flights for the band, crew, and equipment. For these flights, the band pays a surcharge 

to use or supply Sustainable Aviation Fuel (SAF). The Sustainable Aviation Fuel that is sourced 

is produced 100% from waste and residues, such as used cooking oil. When used unblended 

with fossil jet fuel, SAF helps reduce greenhouse gas emissions of air travel by up to 80% over 

the entire life cycle compared to the conventional fossil jet fuel that it replaces (Coldplay, 2023).  

 

Other environmentally sustainable practices include: sending a sustainability rider to all venues 

and stadiums in advance to ‘’request best environmental practices’’, building the stage from a 

combination of lightweight, low-carbon, and re-usable materials including recycled steel, and 

giving out reusable blinking wristbands for the audience to light up the show, which are then 

returned after the show is over and reused in the upcoming shows (Coldplay, 2023).   
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Most of the emissions on a tour come from audience travel. To be able to measure this and 

somewhat control these emissions, Coldplay has partnered with an app that lets audience 

members describe in which fashion they traveled to the show, calculating the total carbon 

footprint which is then reduced via nature-based solutions like rewilding and conservation. The 

app also encourages fans to travel in low-emission ways, giving out discount codes to those 

who do (Coldplay, 2023).  

 

2.2 Aim and Research Question  

This thesis aims to shed light on how public figures or brands, such as a music group or band, 

voice their claims of sustainability and then how this is later portrayed in the media.  

  

By focusing on how the media portrays the message that Coldplay is trying to get across, this 

study will explore how the media might mediate, criticize, or in any way obscure (or not 

obscure) these messages to an audience or reader.  

 

Coldplay’s tour, Music of the Spheres, is lifted in their own public relations initiatives and 

social media as a groundbreaking new way of touring sustainably in the Anthropocene 

(Coldplay, 2023). What Coldplay’s public relations team releases into the public sphere via 

press releases, websites, and social media posts will be told again by big media. They will in 

turn inevitably make their own decisions on how to report this to the public. The medias 

conscious framing of these sustainability initiatives affects how they’re perceived by the public. 

This then then affects the public’s opinion of sustainability, touring, and the band itself.  This 

is the framing-power of the media. 

 

This reasoning leads to the following research question:  

How are Coldplay’s sustainability initiatives during their tour, Music of the Spheres, framed in 

mainstream media?  

 

2.3 Subject Relevance  
The phenomenon of sustainability and how it is perceived is central to the field of Global 

Studies. The environment is something that goes past the borders of countries and affects 

everyone globally. Out of all of the challenges discussed in the field of Global Studies, none is 
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as truly global as changes in our planet’s environment in the sense that basically, no one can 

escape its consequences.  

 

‘’Climate change is, in short, the quintessential global problem, and the ultimate 

example of the tragedy of the commons [...]’’ (McCormick, 2018, p. 248.)  

 

The themes discussed in this paper revolve around concepts of power, constructivism, and 

agenda-setting which are all relevant to the field of Global Studies. The different phenomena 

of Coldplay, their sustainability claims, and the mainstream media, are all relevant cases and 

situations that can be analyzed through multiple theories in the Global Studies field.  

 

This case was chosen since Coldplay is one of the few bands that have broadcast their 

sustainability initiatives as a significant part of their public relations. Conveying this strong 

message as a part of their identity makes them a suitable fit for an analysis of how this is, in 

turn, framed in the media. The reasoning behind choosing a topic with communication and 

sustainability combined is that there cannot be any sustainability initiative without 

communicating it to the masses. Positive power, communication, sustainability, and action are 

all interlinked. 

 

3. Study Design 

Qualitative media analysis is required to further understand a smaller material on a deeper level.  

 

‘’Documents should be examined in both the context in which they were produced 

and their implied readership. When viewed this way, documents are significant for 

what they were supposed to accomplish and who they are written for. ‘’ (Bryman 

et al, 2021, p. 514).  

 

3.1 Delimitations 

This study looks at mainstream media written in English, between the years 2022 and 2023. 

When searching for the material, a period from 2022-03-18 to 2022-07-10 was decided to be 

used, since this ensures precise data on the tour that Coldplay started in San José on March 18. 

The period’s ending date was picked to ensure a tangible amount of material for this particular 



 12 

case study but does not include a large number of articles produced on the topic of sustainability 

and Coldplay’s tour written after 2022-07-10. It also disregards the vast number of other articles 

on sustainability and world tours written about other bands than Coldplay. The study only 

includes articles sourced from the web, not any that were exclusively printed in paper or 

physical magazines. The geographical locations of the media outlets are excluded to two 

English speaking, or Anglophone, countries, the United Kingdom and the United States of 

America.  

 

Due to this, it is important to acknowledge that the study’s generalizability is limited or may 

not be applicable on different cases than this particular one regarding The Music of The Spheres 

Tour.  

 

3.2 Theoretical Framework  

This thesis uses framing theory to analyze the material collected on Coldplay’s tour and its 

portrayal in the media. Framing theory allows a comprehensive exploration of how the band’s 

environmental efforts are presented to the public audience. Entman (1993) describes framing 

theory as something which enables researchers to identify and analyze specific frames such as 

the problem definition, causal interpretation, moral evaluation, and treatment recommendations 

(p. 52). Moreover, framing theory has been widely applied in media and communication 

research, particularly in studies related to environmental issues and sustainability (e.g., Lakoff, 

2010; Nisbet, 2009), providing a robust foundation for understanding how sustainability themes 

are portrayed in the media. 

 

3.3 Framing Theory 

Framing theory is often defined by using and quoting the research and work of Robert M. 

Entman. Frames are interpretative packages embedded in news articles during the news 

production stage, and they can be examined and reconstructed by researchers through text 

analysis (Entman, 1993). To better understand framing theory, it can be helpful to start at Erving 

Goffman’s work in the field of sociology in the 1970’s. Erving Goffman was a prominent 

sociologist known for his work on symbolic interactionism and dramaturgical analysis. His 

work emphasized the role of social interaction and the presentation of self in everyday life. He 

examined how individuals engage in impression management, strategically crafting their 

behavior and self-presentation to shape how others perceive them (Goffman, 1976). His focus 
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on how individuals actively shape social reality has implications for understanding framing 

theory.  

 

Goffman’s (1976) ideas contribute to framing theory by highlighting the importance of 

understanding how individuals and institutions actively frame and present information to 

influence social meaning. Goffman’s dramaturgical perspective, with its focus on impression 

management and the presentation of self, aligns with the idea that framing involves strategic 

communication choices aimed at shaping public perception.  
 

Framing theory is, simply put, a theory that describes what context goes in the frame, and what 

does not. Chong and Druckman (2017) summarize it as follows, ‘’The major premise of framing 

theory is that an issue can be viewed from a variety of perspectives and be construed as having 

implications for multiple values or considerations. Framing refers to the process by which 

people develop a particular conceptualization of an issue or reorient their thinking about an 

issue.’’ (p.104). Entman (1993), clarifies what framing theory is in the following quote, 

 

‘’Framing essentially involves selection and salience. To frame is to select some 

aspects of a perceived reality and make them more salient in a communicating text, 

in such a way as to promote a particular problem definition, causal interpretation, 

moral evaluation, and/or treatment recommendation for the item described.’’ 

Entman (1993, p. 52). (Italics in original) 

 

According to the quotation above, framing involves salience and selection (Entman, 1993, p. 

52). Salience can be described as when a particular object draws more attention than the objects 

around it. Salient events are attentional mechanisms that different organisms, humans among 

them, use to learn and survive. It means that a person can focus their limited perceptual and 

cognitive resources on a relevant, or salient, subset of the sensory data available. Selection is 

best described as the conscious choice of what is selected to be included in a text, or other media 

(Schneider & Shiffrin, 1977, p. 8).  

 

Culture plays a central role in framing, as it is the stock of commonly invoked frames exhibited 

in the discourse and thinking of most people in a social grouping (Entman, 1993, p. 53). This 

cultural foundation allows frames to have a common effect on people within a shared culture. 
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Framing, therefore, has the function of selecting and highlighting and using the highlighted 

elements to ‘’construct an argument about problems and their causation, evaluation, and/or 

solution’’ (Entman, 1993, p. 53). This is the part where the issue of framing becomes relevant 

to contemporary social science regarding sustainability and the environmental challenges 

ahead. Overall, Entman’s framing concepts demonstrate how media outlets selectively present 

information, interpret causal relationships, apply moral judgments, and suggest solutions to 

influence public understanding and perception of complex issues. By shaping the narrative 

around a topic, big media plays a significant role in shaping public opinion and influencing 

societal attitudes and actions. 

 

It is important to note that there exists a debate on whether frames reside in the minds of 

journalists or audience members, which has led some to consider frames as ‘’media’’ versus 

‘’audience’’ frames, which may create confusion (van Gorp, 2007, 2010). However, Atanasova 

(2019) suggests that frames instead are embedded in a shared cultural reservoir of beliefs, 

norms, values, and myths to attribute meaning to issues (p. 701). 

 

3.3.2 Four Functional Frames 

As formerly mentioned, Entman includes four functional features of a frame in his definition 

of framing theory. According to him, a frame can define problems. This means that it determines 

what a causal agent is doing with what costs and benefits, usually measured in terms of common 

cultural values. Problem definition, therefore, refers to the aspect of framing where media 

outlets select and highlight specific issues or topics, emphasizing them as problems that need 

attention or action. In this step, certain issues are elevated to become more salient in the 

communication, while others may be downplayed or ignored. The way a problem is defined 

can significantly influence public perception and understanding of an issue or phenomenon 

(Entman, 1993, p. 53). 

 
The next functional frame is to diagnose causes (causal interpretation), which is to identify the 

forces creating the problem. Media outlets frame issues by providing explanations or 

attributions of why the problem exists or how it has come about. These causal interpretations 

can be nuanced and may involve various factors, such as human actions, policies, or societal 

norms (p. 53). 
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Making moral judgments (moral evaluation) is to evaluate causal agents and their effects. Moral 

evaluation involves the use of moral or ethical judgments to characterize the actors and actions 

related to the defined problem. This aspect of framing assigns positive or negative values to 

individuals, organizations, or policies based on their perceived contribution to the issue at hand. 

In the context of Coldplay’s sustainability initiatives, the media may provide a moral evaluation 

by praising the band for their efforts to reduce their carbon footprint, portraying them as 

responsible and environmentally conscious artists (p.53). 

And lastly, suggest remedies (treatment recommendations) which are to offer and justify 

treatments for the problems and predict their likely effects. This refers to the proposed solutions 

or actions presented in the framing process. Media outlets may offer suggestions on how to 

address the defined problem based on their causal interpretations and moral evaluations. These 

treatment recommendations can influence public opinion and potentially guide policy-making 

or individual behaviors. In the case of Coldplay’s sustainability initiatives, the problem, might 

just be called a phenomenon (Entman, 1993, p. 53). Therefore, it would be up to the magazines 

to decide if what Coldplay is doing is a problem and after that propose solutions. Another 

interpretation of this is that what Entman defines as a problem is not really a problem at all, but 

just the matter at hand (Entman, 1993, p. 53). In that case, a suggested remedy by the media 

would perhaps be to propose a broader adoption of sustainable practices in the music industry 

and encourage other artists to follow Coldplay’s lead in implementing environmentally friendly 

measures. These are the four functional features of a frame, define problems, diagnose causes, 

make moral judgments, and suggest remedies (1993, p. 52).  

3.3.3 Four Locations in the Communications Process 
According to Entman (1993), the communication process involves four key locations that shape 

the way information is transmitted, received, and understood. These four locations highlight 

different stages in the process of communication and emphasize the role of various actors and 

factors in influencing how messages are constructed and interpreted (p. 52-53).  

 

The first location is the communicators. This location focuses on the creation of information by 

journalists or other communicators. During the production phase, decisions are made about 

what stories to cover, which angles to emphasize, and how information should be presented. 

This stage involves selecting specific facts, framing narratives, and choosing language that can 

influence the overall tone and message of the communication. For example, choosing the word 
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‘’grin’’ over ‘’smile’’, two words that essentially mean the same thing but have different 

connotations, would be a choice that affects the overall tone (Ibid, p. 52).   

 

The text location refers to the actual content that is presented to the audience, such as news 

articles, broadcasts, advertisements, or any other form of media. In this stage, the content is 

structured, organized, and framed in a particular way. The text reflects the decisions made 

during the production stage and carries the intended message or narrative to the audience. The 

way information is presented, the inclusion or exclusion of certain details, and the use of visual 

or verbal elements all contribute to shaping the meaning and interpretation of the text (Ibid, p. 

52). 

 

Thirdly is the reception location, which centers on how audiences interpret and make sense of 

the information they encounter. The reception stage acknowledges that audiences are not 

passive recipients but actively engage with the media content. Factors such as individuals’ 

existing beliefs, values, experiences, and cultural backgrounds can influence how they 

understand and interpret the information. The same message can be interpreted differently by 

different individuals based on their perspectives and cognitive processes. Additionally, media 

consumption habits and the context in which information is received also play a role in shaping 

audience reception (Ibid, p. 53). 

 

The fourth and last communication location is the impact location. This focuses on the effects 

of media communication on individuals, society, and public discourse. This stage examines 

how the information conveyed through media influences people's opinions, attitudes, behaviors, 

and broader societal discussions. The impact of media content can range from short-term 

changes in public opinion to long-term shifts in societal norms and values. It also considers 

how media can influence policy decisions, shape public agendas, and contribute to the broader 

cultural and political landscape (Ibid, p. 53). 

 

Entman’s model of four different locations for communication highlights the interconnected 

nature of the model and emphasizes that the communication process is complex and 

multifaceted. The choices made by media producers, the framing of content, audience 

interpretation, and the resulting impact are all interrelated and contribute to the overall 

communication dynamic. This model further underscores the role of media in shaping public 

understanding and highlights the importance of critically analyzing each stage of the 
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communication process to gain insights into how information is constructed, transmitted, and 

received. This thesis will focus primarily on Entman’s first two locations and secondly the third, 

not the fourth.  

 

3.3.4 Framing Theory and Agenda-Setting 

There are differences in opinion between scholars whereas there is a distinction between 

framing and agenda setting. Framing first selects aspects of an issue and then makes them more 

prominent than others to elicit certain interpretations and evaluations of the issue being 

presented. Agenda setting on the other hand, introduces the issue topic to increase its salience 

and accessibility. Meaning that it is more concerned with repeating a message or making this 

more available to the receiver. Framing is more about the content of the news, to a greater extent 

than agenda setting (Weaver, 2007). Agenda setting suggests that media can shape the public’s 

perception of what topics are significant and worthy of attention through the amount and 

prominence of coverage given to those issues. The primary function of agenda setting is to 

influence the public agenda, determining which issues receive attention and discussion among 

the public. Whereas framing aims to guide the audience’s interpretation and understanding of 

the issues presented by the media, affecting how people think about and evaluate those issues 

(McCombs & Reynolds, 2004, p. 5-8). The outcome of agenda-setting is to influence the 

public’s perception of the importance of different issues. This can lead to changes in public 

priorities and the allocation of attention to specific topics. This is brought up as not to confuse 

the two theories with each other. 

 

4. Data Collection 
4.1 Sampling 

To gather the material for this study, keywords were chosen about the subject. The keywords 

were then put into different search engines, such as Google, ProQuest, and Mediearkivet, to 

find out exactly how much material there was to sort through and what type of material might 

be appropriate to be gathered for analysis. This is called non-probability sampling. This method 

is the opposite of probability sampling, which is a form of sampling using random election or 

material so that there is an equal chance for any material, whether it's subjects to interview or 

articles, to be chosen for analysis.  The non-probability sampling method implies that some 

material is more likely to be used than others (Bryman et al, 2021, p. 167). The type of non-
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probability or purposive sampling used in this thesis can be referred to as a ‘generic inductive 

qualitative model’ and means that the sampling is conducted purposively but not necessarily 

with any reference to theory. This is also what Alan Bryman (et al, 2021) calls ‘generic 

purposive sampling’ (p. 383). Simply put, this sampling method entails selecting material on 

purpose. This method offers advantages such as time and cost-efficiency and flexibility for the 

researcher. However, it is also criticized for its potential lack of generalizability and its 

vulnerability to researcher bias (Tajik et al., 2024, p. 1).  

 

4.2 Inclusion and exclusion 

For this study, a period from the beginning of March 2022 to the end of July 2023 is analyzed. 

The articles chosen are from mainstream media that come from ‘Western’ countries as this 

correlates with what we as Westerners, Europeans, or Swedes might think of when hearing the 

expression ‘mainstream’, ‘big’, or ‘mass’-media. The search of ‘’music of the Spheres tour + 

Coldplay + sustainability’’, filtered from the chosen dates and only viewing news articles, gave 

around 900 results in Google Search and 80 in Mediearkivet. Out of these, some were sorted 

out due to not being written in English, and then, even more articles were sorted out because 

they were from local news outlets, or not from the bigger, Western sources that this study 

focuses on. For example, there were articles on the subject from a big media source, CNN. 

However, this CNN outlet was focused on the Philippines and was therefore sorted out.  

 

The material that was chosen has the words ‘’Coldplay’’, ‘’Music of the Spheres tour’’, and 

‘’Sustainability’’ somewhere in the body, header, or ingress of the article. For this thesis, eight 

articles were picked out and coded. The articles have different themes, and the overall tone 

varies between the texts. This only adds to the study as this gives us a possibility to explore 

how different media might frame the same phenomenon, as all texts still describe the 

sustainability message around Coldplay’s tour. The research material was carefully chosen, 

having in mind what would benefit exploring the purpose of the thesis. This type of goal-

directed research involves, as stated before, non-probability sampling, where the researcher 

strategically selects empirical material because they are relevant to the research questions 

formulated (Bryman et al, 2021, p. 167). The media sources that are analyzed in this paper are 

The Guardian, Pitchfork, Variety, Billboard, BBC, NPR, and the New York Post. There are two 

articles picked of the Billboard website, however, one of these are sourced by Billboard from 

the Associated Press (AP).  
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To achieve some sort of theoretical saturation, the articles were picked and read through until 

it was decided that new data in the frames of the material sampling would no longer, in the 

capacity of this study, stimulate new theoretical understandings or new dimensions to the 

research (Bryman et al, 2021, p. 381). These different sources were picked to give an overall 

view of mainstream media in a smaller format, in the form of this qualitative study.  

 

Table of analyzed articles: 

Pitchfork Coldplay Reduce Tour Carbon Emissions by Nearly 

Half, Narrowly Missing Target 

Article 1 

Variety Coldplay’s ‘Music of the Spheres’ Tour Drastically 

Reduces Band’s Carbon Footprint, Sets New Standards 

in Sustainability 

Article 2 

Billboard (AP) Rush of Blood to the Legs: Coldplay Introduces 

Stationary Bikes for Green Tour 

Article 3 

Billboard  Coldplay Tout 5 Million Trees Planted So Far on Music 

of the Spheres Tour 

Article 4 

BBC Coldplay: Are the band's fans as eco-conscious as 

them? 

Article 5 

NPR Back from a touring hiatus, Coldplay pledges to make 

performances more sustainable. 

Article 6 

The Guardian Coldplay labelled ‘useful idiots for greenwashing’ after 

deal with oil company 

Article 7 

New York Post Coldplay’s Music of the Spheres London gigs leave 

fans mesmerized 

Article 8 

 

The articles can all be found in the Appendix. 

 

4.2.2 Included media outlets 

The Guardian is a British daily newspaper that is considered a newspaper of record in the 

country. The Guardian Media Group is owned by the Scott Trust. The trusts were created to 

‘’secure the financial and editorial independence of The Guardian in perpetuity and to 

safeguard the journalistic freedom and liberal values of The Guardian free from commercial or 

political interference’’ (Guardian, 2015). In 2018, The Guardian scored highest for digital-
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content news as 84% of readers agreed to the statement, ‘I trust what I see in it’ (Campaign, 

2018). It is considered a mainstream liberal newspaper and leans to the left (AllSides, 2023). 

Pitchfork is an American online music publication that was originally launched as an 

independent music blog but is currently owned by mass media company Condé Nast (Forbes, 

n.d.). Variety is the self-proclaimed ‘’most authoritative and trusted source of entertainment 

business news, recognized and respected throughout the world’’ (Variety, 2023). In October 

2012, the owner of Variety sold it to Penske Media Corporation (Deadline, 2015).  Billboard is 

also owned by Penske Media Corporation which came into acquisition of the American music 

and entertainment magazine in 2020 (The Wrap, 2020). Two of the articles used in this study 

was sourced from Billboard. However, one of these two articles are sourced by Billboard from 

The Associated Press (AP), which is an independent, not-for-profit news agency which operates 

as a cooperative, unincorporated association located in New York (AP, n.d). 

BBC or the British Broadcasting Corporation is a British public service broadcaster. NPR 

(National Public Radio), a part of National Public Media, is an American nonprofit media 

organization that serves as a national syndicator to a network of more than 1,000 public radio 

stations in the United States (NPM, n.d.). The New York Post is a conservative daily tabloid 

newspaper that is published in New York City but also operates online as NYpost.com. The 

paper is now owned by News Corp, a mass media company (New York Post, n.d.).   

Something to bear in mind for this thesis is that the news outlets chosen for these articles are 

presented on the newspaper’s respective digital websites, not in the paper’s physical forms. 

This leads us to further think about the aspects of a website versus a physical paper. There might 

be different reasoning as to why something is on a website, or why the website is constructed 

in the first place. It might be for commercial reasons, such as generating clicks or views, or to 

publicize a certain view or argument (Bryman et al, 2021, p. 510). 

 

4.3 Method of analysis 

Researching how the media portrays a certain phenomenon and the eventual framing of it by 

the media is a task that inquires an in-depth understanding of the phenomenon itself and the 

research material. To accomplish this, an inductive study will be executed using qualitative 

content analysis. This allows the context around the material and further interpretation to be 

beneficially regarded when looking at the phenomenon (Bryman et al, 2021, p. 350). Deductive 

studies use predefined lists of frames from previous research, but they might miss content-
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specific frames (Bryman et al, 2021, p. 18). On the other hand, the inductive approach identifies 

frames without preconceived lists, making it more flexible and suitable for analyzing small data 

samples (Bryman et al, 2021, p. 20).  

 

This study is of a qualitative, inductive nature. This study is informed by framing theory, which 

gives an element of deductive work, but uses an inductive approach, meaning that the theory is 

the outcome of the research instead of the theory being a decided fact that is trying to be tested 

by the research. It can be extra useful to use an inductive approach when doing qualitative 

research, as it gives more room for interpretation (Bryman et al, 2021, p. 20).  

 

This study was executed using text analysis and framing theory. A good text analysis is an 

analysis that sheds light on a social science research problem, according to Bergström and 

Boréus (2018, p. 38). The duo also states that studies of text, in one way or another, play a 

substantial role in the human and social sciences. Texts of any kind will reflect conscious as 

well as unconscious ideas. They can reproduce, strengthen, or question a notion or power - and 

as well do a variety of other things in different social contexts (Bergström & Boréus, 2018, p. 

20). This argues that any analytical work on texts that evolve around subjects in the spheres of 

the social sciences is relevant to the social science field. Sustainability, the media, and the 

relevance of communication and information to the public are valid, important subjects when 

studying the field of social sciences.   

 

Qualitative content analysis is a method to systematically describe the meaning of qualitative 

data through different categories or coding schematics. Qualitative content analysis can be used 

for analysis where quantification is part of a study, but the outcome of the data is still analyzed 

in a qualitative, more complex way (Boréus & Kohl, 2018).  

 

Content analysis is used in most social or humane sciences studies, often regarding media or 

communications. Any text may be analyzed, this is also including pictures, videos, brochures, 

stamps, doctor-patient conversations, and so on and so forth. The most important aspect of a 

content analysis is simply: What is this text saying? And then taking it one step further, how 

are these different texts speaking to their different receivers: is it in a questioning, critiquing 

manner? Commanding? Asking? Content analysis is made to find a pattern or red thread 

through the analyzed material (Boréus & Kohl, 2018). 
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When a researcher has decided on an area to be studied, the material is then chosen and defined, 

preferably by reading a smaller batch of material first in order to learn what to look for further 

into the research work (Boréus & Kohl, 2018). The research then moves on to coding. 

 

4.4 Coding 

Coding of the material is essential after sourcing and choosing the material. This can be done 

manually or computerized. Computerized coding is used mainly when analyzing a larger 

quantity of material, with different programs looking for keywords or other patterns (Boréus & 

Kohl, 2018). The process of coding manually often begins with taking notes alongside the data 

and highlighting sentences, words, or entire paragraphs from the interviews that appear 

relevant. These notes are then edited into codes, which means that parts of the articles and data 

can be categorized into different groups, preferably color-coded to facilitate the researcher’s 

task (Bryman et al, 2021, p. 534). The biggest perk of a manual coding and analysis is that it 

can lead to more complicated judgements and interpretations of a text or material of any sort 

(Boréus & Kohl, 2018). 

 

One limitation of this method of data analysis is that some information may be lost when it is 

divided into a coding scheme. One alternative to overcome this is ‘’line-by-line coding’’ which 

could also be called sentence-by-sentence coding. In this approach each sentence in the 

transcriptions is categorized in an initial stage (p. 537). The challenge with this method is that 

for some studies the amount of data becomes massive, making it difficult to analyze. For this 

study, the challenge would instead be that some of the text in the material simply does not seem 

relevant to the themes of the study. 
 

In the beginning of this study the main idea for coding was to use a coding scheme, separating 

the texts into one or more of three categories. After some time of trying to use this as an 

instrument for analyzing the texts, it was clear that the context and content of the texts, required 

a more nuanced approach. Some of the texts have content that only describes the music, lights, 

or maybe the audience’s reflections on the tour and not the sustainability message. With a 

different approach than line-by-line coding and sorting the texts into a coding scheme, the 

material could be analyzed to a further extent in their given context which gave a deeper nuance 

to the articles. The texts have been thoroughly read and analyze in their whole, and all the 

findings have been put directly into this essay. The articles, which are added as appendixes, 

therefore lack any extra writing or findings in their files. The initial coding and highlighting 
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have been kept in order to keep the transparency of the study, even though it changed its course 

and the highlights, and such might not be as relevant as hoped to the results of the study.  

 

4.5 Validity and Reliability 

When it comes to big media (mainstream media), authenticity is sometimes hard to establish 

due to the authorship of the article sometimes being unclear. This makes it hard to know if the 

author’s position directly correlates to that of the newspaper, or if they might bring in personal 

opinions in their text (Bryman et al, 2021, p. 509). For this article however, we might presume 

that the papers and journalists alike have done their job to ensure that what they have published 

is something that will be perceived as a part of the website or newspaper’s image and opinions.   

 

4.6 Ethical Considerations and Researcher’s Positioning (Quality and Ethics) 

This study has relied on publicly available empirical material; therefore, no personal data is 

being collected, nor any sensitive information. Ethical considerations have instead been 

intertwined with the criteria of reliability and authenticity outlined in the section above. The 

researcher’s responsibility lies in treating the material appropriately, ensuring that the content 

is not taken out of context, and conducting the work diligently and systematically when 

analyzing and drawing conclusions from the empirical material, it is relevant to emphasize that 

even though the study does not involve directly interviewed participants, the empirical material 

consists of articles authored by journalists, and it is important to handle these materials in a fair 

and just manner. Ensuring that the material is treated appropriately and by reliability and 

authenticity criteria is facilitated to the extent possible through transparency about the choices 

made and the methodology employed, which is the aim of the methodology chapter and 

analysis. 

 

Furthermore, it is important to consider my position as a researcher. There is a risk that as I 

research how media represents a concept or phenomenon; it may inadvertently reproduce 

stereotypes or power relations that I seek to critically examine. Therefore, I as a researcher have 

made efforts to be critical of my preconceptions, continually returning to the developed 

analytical tools and problematizing certain concepts to avoid coloring this study with my 

position. It is valuable to acknowledge that I am writing this study with a background in Critical 

Theory, with certain political and social opinions on what ecological sustainability is and how 
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to endorse this. My responsibility, therefore, lies in clearly and transparently explaining how I 

arrived at my findings and conducted my analysis.  

 

5. Previous Research 

One study that stands out with its similarities to the topics of this essay is Kolandai-Mathcett 

and Komathi’s (2009) study, which explores a message-framing strategy for improving the 

effectiveness of mediated communication on the somewhat neglected topic of sustainable 

consumption. The study combines the topics of framing and sustainability and concludes with 

an overview of aspects that may be considered in future communication and other initiatives 

promoting sustainable consumption as a means for achieving sustainability. The amount of 

research done on the area of framing in the media is quite large. There are a great many books, 

dissertations, and articles on how framing in the media works and what the consequence of such 

framing is. One example of this type of framing is David H. Weaver’s article ‘’Thoughts on 

Agenda Setting, Framing, and Priming.’’ from the Journal of Communication (2007) which 

offers some conclusions about the cognitive processes involved in agenda setting, priming, and 

framing.  

 

Another aspect of this research problem is the typical reporting on sustainability. According to 

a study by Atanasova (2019), typical reporting on sustainability is critiqued for having limited 

coverage of solutions, reporting on those solutions that are presented with a negative bias, and 

promoting frames that prioritize the role of market and techno-scientific solutions (p. 700). 

Articles consistently elaborate on solutions and describe them in optimistic ways, with quotes 

from various sources, while a few sources develop a frame that challenges consumerism and 

critique society’s preoccupation with growth while helping the reader to imagine a desirable 

sustainable future (p. 701). The reporting in media tends to emphasize market-based and 

techno-scientific solutions, overlooking the unsustainable behavior of consumer societies and 

the focus on economic growth. The study did however find that that a different approach was 

adopted by a constructive media outlet. The articles in this outlet consistently explored 

sustainable solutions in detail, presenting them in an optimistic light. Moreover, a diverse range 

of sources was quoted, providing a more comprehensive perspective on sustainability issues.  
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Notably, the framing used in this reporting challenged consumerism and questioned society’s 

preoccupation with growth while promoting a vision of a desirable and sustainable future 

(Atanasova, 2019, p. 704).   

 

Based on these findings mentioned above, the study argues that this ‘’constructive journalism’’- 

approach can play a significant role in moving society toward an actual sustainable future. By 

offering culturally resonant stories that inspire positive change, this form of reporting has the 

best or single potential to reshape the public attitudes and behaviors toward sustainability as a 

concept (Atanasova, 2019, p. 702). The study highlights four key aspects where constructive 

journalism excels. Number one is its focus on solutions. Number two is its optimistic approach 

to reporting sustainability solutions. Number three is its inclusion of diverse voices from a wider 

range of sources, and lastly, number four is its ability to offer alternative, socially desirable, 

and culturally resonant narratives for readers to embrace and adopt as guiding stories in their 

lives. 

 

6. Results 

Mainstream media-coverage converges on a single overriding concern: the high carbon 

footprint of global concert tours, while diverging on sources of blame moral appraisal and 

preferred remedies. Most outlets cast the band as industry trailblazers whose initiatives create 

positive spillovers among fans and peers, while a critical minority relocates scrutiny to supply-

chain integrity. Correspondingly, proposed remedies fall into four inter-locking categories: 

technological substitution, behavioral nudging, circular waste logistics and transparent 

partnership governance. Implying that credible decarbonization of live music demands 

simultaneous innovation, audience engagement and rigorous vetting of corporate allies rather 

than a single silver-bullet solution. A repetition of the information given to the reader is seen 

across all new outlets, with few adding new information or alternative perspectives.  

 

6.1 Defining problems: The environmental footprint of large-scale music tours 

The central problem identified across media outlets concerns the substantial environmental 

footprint of large-scale music tours. Commonly highlighted issues include significant carbon 

emissions from audience transportation and extensive energy consumption associated with 

event productions. The music industry faces a dual challenge: reducing environmental harm 
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while maintaining the spectacle and accessibility of live performances. Pitchfork, Variety, and 

Billboard consistently frame these emissions as a major contributor to environmental 

degradation, emphasizing the urgency for sustainable practices in live entertainment.  

 

BBC further underscores the environmental burden by highlighting extensive waste 

management and resource allocation required post-events, questioning whether audience 

behavior aligns with the band’s sustainability ambitions. This article specifically brings up not 

only transportation and energy consumption but also the generated waste and requirements for 

city-wide resources used for cleanup after the show. A key question is posed as to whether fans 

are as eco-friendly as Coldplay’s and if they in fact contribute meaningfully towards the band’s 

sustainability goals. Pictures are shown of trash littered streets and clean-up crews working 

intensely to manage the cups and what not spread throughout the streets of Cardiff.  NPR 

presents the dual challenge of sustaining the essence of live entertainment while minimizing 

ecological harm (Appendix, Article 5, p. 1-5).  

 

In contrast, The Guardian raises concerns regarding Coldplay’s collaborations with 

corporations like Neste and BMW, suggesting these partnerships may undermine the band’s 

environmental integrity due to allegations of greenwashing (Appendix, Article 7, p. 1-2). The 

article brings up specific facts as to criticize the bands allegiance with the companies, for 

example the fact that ‘’BMW is lobbying to prevent the EU from setting a deadline of 2035 for 

vehicles to be zero emissions only’’ (Appendix, Article 7, p. 3). 

 

The article from The Guardian as well as the one from the New York Post stand out from the 

rest of the articles. The New York Post, while acknowledging sustainability, places greater 

emphasis on the immersive experience of the concerts, positioning environmental 

considerations as secondary (Appendix, Article 8, p. 2). They highlight Coldplay’s ability to 

deliver an extraordinary and immersive concert experience while incorporating sustainability 

into their shows. The New York Post also subtly touches on challenges such as audience habits 

(e.g., excessive phone usage) and balancing old and new hits to satisfy diverse fan preferences 

(Appendix, Article 8, p. 4). The article has phrases such as ‘’The glowing spectacle […] was 

nothing short of spectacular,’’ (Ibid, p. 1) paired with some to little focus on environmentally 

friendly initiatives. These things, concert experience, the setlist, and excessive phone usage, are 

framed as salient to the reader. The environmentally friendly initiatives are there too, but more 

as an afterthought or an extra piece of praise for the band’s overall splendidness. 
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6.2 Diagnosing causes from systematic practices to corporate contradictions 

Across all of the analyzed articles, three interrelated themes emerge from the coding. Structural 

energy dependence, audience-driven externalities, and legitimacy risks tied to corporate 

alliances.  Pitchfork, Variety, and the two Billboard pieces converge on the view that the touring 

model is dependent on and locked-in to fossil-fuel infrastructures such as air travel, 

consumerism habits of the audience and energy for the show itself.  They underline two 

reinforcing mechanisms: electricity‐hungry stage production and long-haul freight for people 

and gear. Despite Coldplay’s use of biofuels and on-site battery arrays is acknowledged by the 

media, the outlets stress that these measures operate within an energy regime still dominated 

by non-renewables (Appendix, Articles 1-4). By focusing on Coldplay’s data driven approach 

and validated metrics, Pitchfork underscores the need for accountability and innovation 

(Appendix, Article 1, p. 1-2).  

 
BBC foregrounds the secondary emissions and waste streams generated by spectators, or 

audience-driven externalities. Dense urban cleanup operations, single-use plastics and ad-hoc 

travel choices (cars, short-haul flights) are named as decisive burdens that can eclipse the band’s 

own footprint (Appendix, Article 5, p. 2). This is something that Coldplay has chosen to try to 

negate using apps and more environmentally friendly options for the confetti, cups, and LED 

wristbands as mentioned before and in most articles. This observation made by the BBC echoes 

Billboard’s observation that most confetti, plastic bottles and merchandising waste ultimately 

end up in landfill, highlighting an implementation gap between innovative headline measures 

and everyday fan behavior. The comparison with other events and artists (e.g., Beyonce, Harry 

Styles) indicates varying levels of environmental consciousness based on audience 

demographics and event management strategies (Appendix, Article 3, p. 2). 

 

The Guardian reframes causality by scrutinizing Coldplay’s partnerships with Finnish oil 

company Neste (biofuels) and BMW (battery technology). It argues that reliance on suppliers 

accused of lobbying against stricter climate policy or sourcing feedstocks of uncertain 

provenance re-introduces emissions upstream and exposes the tour to charges of green washing 

(Appendix, Article 7). NPR broadens this critique, depicting a cultural tension between the 

human connection of live music and the ecological costs such alliances attempt to partially 

mask (Appendix, Article 6). 
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The New York Post leads the reader to believe that the success of the concerts stems from 

Coldplay’s meticulous planning and their ability to combine innovation (for example, 

Coldplay’s “12-point plan” to reduce their carbon footprint and features like kinetic floors 

reflect intentional sustainability efforts) with their musical legacy. However, the need for 

interventions like Martin’s request to put phones away reflects a societal shift toward constant 

documentation at the expense of genuine presence.  “Just one song with no cell phones […] 

let’s just connect together as one group of people.” (Appendix, Article 8, p. 4-5).  

 

Taken together, the coding shows that media do not treat environmental impact as a single, 

isolated variable. Instead, they locate causation along an ecosystem of practices, from 

entrenched energy systems through consumer habits to the political-economic dynamics of 

technology suppliers. This multi-layered attribution complicates a simple “band-centric” 

responsibility narrative and underscores the need for sector-wide transformation rather than 

piecemeal, artist-led fixes. 

 

6.3 Moral judgments from “Pioneering Heroes” to Potential Green-washers 

The moral coding is bifurcated. Most outlets translate Coldplay’s sustainability agenda into 

moral leadership and industry inspiration, yet a critical minority reframes the same actions as 

ethically compromised by contested corporate partnership. Together these frames illustrate 

celebrity environmentalism oscillates between praise for ambition and scrutiny of credibility.  

The dominant moral frame across the data codes Coldplay as environmental front-runners who 

push a reluctant industry toward sustainability. Pitchfork, Variety and both Billboard pieces 

depict the band’s initiatives, biobatteries, tree planting, audience-generated power - as morally 

exemplary, repeatedly legitimized through the endorsements of MIT professor John E. 

Fernandez. This cluster casts Coldplay’s shortfall on its 50 % emissions targets not as failure 

but as evidence of ambitious leadership in a sector historically slow to adapt (Appendix, 

Articles 1-4). 

A second frame, focusing on ripple-effect, is foregrounded by BBC and amplified in NPR. It 

portrays Coldplay’s initiatives as ethically contagious: the tour not only cuts its own footprint 

but nudges fans, cities, and peer artists toward a pro-environmental behavior, e.g., cleaner 
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streets and lower carbon choices (Appendix, Article 5-6). Here, moral worth derives from the 

band’s capacity to model and mainstream sustainable norms. 

The more critical outlets, like the Guardian introduces a morally valued green-washing 

dilemma. While acknowledging the rarity of a globally dominant music act prioritizing ecology, 

the Guardian questions Coldplay’s partnership with Neste and BMW, arguing that alliances 

with firms accused of deforestation or climate-policy obstruction erodes the band’s ethical 

standing (Appendix, Article 7).  This frame shifts the moral center of gravity from intentions to 

supply-chain integrity. 

Finally, the celebratory spectacle frame in the New York Post merges artistry with virtue, 

hailing Coldplay as rock star heroes who unite climate action with emotional connection, for 

example through phone-free moments. While the interruptions and appeals for phone-free 

moments could be seen as disruptive, they are portrayed positively, emphasizing Martin’s 

desire to enhance human connection (Appendix, Article 8). The article describes how Martin’s 

phone-free request was ‘’met with applause and cheer from the crowd,’’ (Ibid, p. 5). The moral 

appraisal here is less forensic than affective: sustainability is celebrated as an inspiring add-on 

to an already transcendent live experience.  

 

6.4 Suggesting remedies: From Technological Fixes to Governance Reform 

The media’s treatment recommendations cluster around four inter-locking remedy codes: 

technological substitution, behavioral mobilization, circular-waste logistics, and partnership 

governance. The suggested remedies touch on hardware, behavior, waste and governance. 

Signaling that credible decarbonization of global tours demands simultaneous technological 

innovation, fan engagement, circular logistics and transparent supplier relations, rather than a 

single solution. 

 

Pitchfork, Variety and both Billboard articles champion hardware innovation as the fastest route 

to emission cuts. Modular bio-batteries from BMW, crowd-powered kinetic flooring, and onsite 

power bikes, are framed as a proofed concept for post-diesel touring models. These media 

outlets also call for a sector-wide diffusion, urging other artists and promoters to adopt similar 

infrastructures based on renewables (Appendix, Article 1-4). 
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Across the same sources, plus NPR, remedies extend beyond hardware equipment to audience 

nudging, using integrated apps that reward low-carbon travel (such as public transport, cycling, 

or car-pooling) and deposit-return LED wristbands designed for multiple show reuse 

(Appendix, Article 1 - 4 & 6). The BBC adds that visible clean-up outcomes, notably litter-free 

streets, can reinforce pro-environmental norms among concertgoers (Appendix, Article 1-6). 

 

Billboard and BBC emphasize post-show material flows: donating leftover food and toiletries, 

diverting two-thirds of tour waste from landfill, and collaborating with NGOs such as Project 

Seagrass and Ocean Cleanup. These measures recast live events as nodes withing a circular 

economy rather than one-off consumption spikes (Appendix, Article 3-5).  

 

The Guardian introduces a governance-oriented remedy, insisting that ethical vetting of 

suppliers (Neste, BMW) is prerequisite to authentic sustainability. It calls for contract clauses 

that guarantee verifiable feedstocks and climate-positive lobbying, or else termination of the 

partnerships. Likewise, NPR stresses continuous public reporting on progress to secure 

stakeholder trust (Appendix, Article 6-7). 

 

A distinct ‘’human-connection’’ remedy surfaces in the New York Post, which applauds 

Coldplay’s phone-free song interludes as a low-carbon, high-impact gesture that deepens 

communal experience while modelling mindful consumption. Implicit recommendations from 

this outlet includes expanding sustainable practices by continuing to integrate eco-friendly 

elements, promoting genuine presence by encouraging fans to embrace moments without their 

phones, maintaining a mix of old and new tracks to ensure a broad appeal, and lastly leverage 

the concert’s reach to educate fan about sustainability in their own lives (Appendix, Article 8).  

 

6.5 Limitations 

This study has been made on a relatively small sample size, and relies on a purely qualitative 

approach, with frames identified by a single coder. Because of this, the study has certain 

limitations that should be acknowledged. First, the sample size is relatively small, consisting of 

only eight media articles from mainstream outlets. While this allows for an in-depth qualitative 

exploration, it limits any vast generalizability of the findings. Broader claims about media 

framing of sustainability in the music industry cannot be made without caution, as a larger 

sample may have revealed additional frames or more variation in how Coldplay’s initiatives are 

portrayed.  



 31 

 

Second, the study relies on a purely qualitative approach. Although qualitative methods are 

well-suited for unpacking meaning and nuance, they also involve a degree of subjectivity in 

interpretation. Frames were identified and coded by a single researcher, which raises concerns 

regarding intercoder reliability and potential bias. The absence of multiple coders means that 

the coding decisions cannot be cross-checked, making the results more dependent on the 

researcher’s perspective. 

 

Third, the timeframe for data collection was limited to a relatively short period (March 2022–

July 2023). This decision was defined first and foremost by this study being a part of a 

bachelor’s program with a designated time limit but also made to capture coverage closely 

connected to the launch and early phase of the Music of the Spheres tour. However, restricting 

the study to this period excludes how media discourse might evolve over time. Later reporting, 

such as reflections on the overall success of the tour, updated sustainability data, or further 

critiques of partnerships, may reveal new frames or shift the balance between positive and 

critical portrayals. 

 

Fourth, the analysis focused on English-language mainstream outlets from Western contexts. 

This choice reflects the study’s delimitations, but it also excludes non-Western perspectives 

and alternative media that might frame sustainability in different ways. As a result, the study 

primarily reflects a Western, Anglophone media logic, which may not capture the global 

diversity of discourses around music, sustainability, and celebrity influence. 

 

Finally, while framing theory provides a powerful lens for analyzing media discourse, it also 

has its own limitations. Framing analysis can sometimes conflate media frames with audience 

interpretation, and this study does not empirically investigate how audiences actually receive 

or respond to these media portrayals. Consequently, the study can only speak to how media 

outlets present Coldplay’s initiatives, not how audiences interpret or act upon them. 

 

Taken together, these limitations suggest that the findings should be read as an exploratory, 

context-specific contribution rather than a comprehensive account of media framing of 

sustainability in the music industry. 
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7. Discussion 

The media’s consistent alignment with Coldplay’s sustainability narrative resonates with 

framing theory’s concept of problem definition and causal interpretation. By framing Coldplay 

as leaders spearheading positive environmental change, the media shapes public perceptions of 

the band’s actions as impactful solutions to the problem of carbon emissions in the music 

industry.  

 

The medias moral coding is, as mentioned in the results, bifurcated. Six outlets (Pitchfork, 

Variety, Billboard x2, BBC, NPR) cast Coldplay as pioneering change agents, frequently 

legitimized by MIT’s Professor John E. Fernandez. This virtuous frame is reinforced through a 

‘’ripple-effect’’ narrative in which the tour supposedly normalizes low-carbon behavior among 

fans and peer artists. The Guardian, by contrast, brands the band ‘’useful idiots for green 

washing,’’ relocating moral judgment from intention to corporate alignment. The NY Post 

offers a celebratory hybrid, equating phone-free sing-alongs with environmental heroism and 

sidestepping the credibility debate altogether. From the results of this study, it is safe to 

conclude that the readers of will find Co2-emissions from touring to be an important subject 

and problem. As for readers of the Guardian or the NPR, they might instead see beyond the 

problem of Co2-emissions, look at the structure of Coldplay’s and other bands environmental 

initiatives, and question allegiance with companies that in their turn have a negative 

environmental and social impact. They might consider using less of these products or see them 

in a negative light after this.  

 

The NPR brings up human connection versus environmental cost, meaning the inherent tension 

between the desire for live events and shows versus their ecological impact. The reader might 

walk away from this article feeling conflicting emotions towards consumption and experiences, 

something that might spark an interest in solving this dilemma or make the reader feel as if one 

must choose between culture or environmental sustainability. 

 

Two articles were chosen from Billboard, where one was sourced by Billboard from the 

Associated Press. This was made as an attempt to see if they would be much alike or deter from 

one another since they were both still posted on the Billboard website. They were quite alike as 

presented in the results, which was a bit of a disappointment at first. What we can conclude 

from this however, is that across all chosen medias, the core messages of the text stays rather 
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close to Coldplay’s own press release, whether it’s sourced from Associated Press or 

Billboard’s own writers.  

 

Articles from Pitchfork and Variety commend the band’s commitment, leveraging framing 

theory’s concept of moral evaluation by portraying Coldplay as virtuous agents of change. 

Conversely, critical views emanate from sources like The Guardian and NPR, deeming 

Coldplay’s partnerships with certain companies as instances of greenwashing. This aspect 

resonates with agenda-setting theory’s notion of problem definition and treatment 

recommendations, highlighting the media’s role in steering public attention towards potential 

ethical concerns and advocating for more genuine eco-friendly choices. 

 

Within the spectrum of opinions expressed in the articles analyzed, articles demonstrate 

subthemes of passive praise and criticism, manifesting through diction and tone. While The NY 

Post employs laudatory language such as ‘’heroic effort’’ and ‘’environmentally friendly,’’ The 

Guardian adopts a more critical tone, with words such as ‘’useful idiots for greenwashing.’’ 

These themes correspond to the framing theory’s concept of moral evaluation, where language 

choices underscore ethical judgments and reinforce chosen perspectives. This aspect of moral 

evaluation in framing theory assigns positive or negative values to individuals, organizations, 

or policies based on their perceived contribution to the issue at hand (Entman, 1993, p.53). This 

also evokes further reactions to the fourth functional frame in framing theory, suggesting 

remedies that are to offer and justify treatments for the problems and predict their likely effects 

(Ibid, p. 52).  

 

Agenda-setting introduces the issue topic to increase its salience and accessibility. Meaning that 

it is more concerned with repeating a message or making this more available to the receiver 

(Weaver, 2007). This theory can be applied to the whole material but is especially noteworthy 

when analyzing how many of the themes, and even outright quotes, are repeated throughout all 

articles sourced in this essay. The mainstream media’s uniform portrayal of Coldplay’s 

initiatives engenders elements of repetition, aligning with the agenda-setting theory’s concept 

of salience and selection. Salient events are attentional mechanisms that people use to learn and 

survive. A person can therefore only focus their limited perceptual and cognitive resources on 

a relevant, or salient, subset of the sensory data available (Schneider & Shiffrin, 1977, p. 8).  
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This means that the audience or reader cannot get the full picture most times but will, without 

a choice, only see the part that is being presented to us. When the media presents the public 

with the same information continually, it underscores that fixed perspective of reality. The 

consistent spotlight on specific sustainability measures and their effectiveness underscores the 

media’s role in influencing the public’s perception of what constitutes important and worthy 

news. This emphasis on select aspects serves to elevate the salience of Coldplay’s endeavors, 

reinforcing their significance in the minds of the audience. In this case, Goffman’s (1976) 

dramaturgical perspective is particularly useful: Coldplay’s presentation of self as ‘’sustainable 

innovators’’ is not merely reported but co-constructed by the media, strategically framed in 

ways that shape audience perception. 

 

The inclusion of endorsements from MIT’s Professor John E. Fernandez lends credibility and 

moral weight to the band’s initiatives. None of the articles are critical towards the fact that John 

E. Fernandez has been employed by the band itself to evaluate their sustainability precautions, 

something that might be notable to anyone concerned of where the professor’s loyalty lies in 

analyzing Coldplay’s work.  

 

The difference in tone and salience between the New York Post, a conservative tabloid 

magazine, and the article from NPR, a nonprofit media organization, is hard to miss. Might this 

be because of their audience, or rather their benefactors? Does critique of a beloved band not 

sell as well as an article about lighting and song choices?   

 

The results of this study are also reflective of each news outlet’s political background and 

overall positioning in the world of media. The Guardian is one of the more critical pieces in this 

analysis which reflects their journalistic integrity and self-proclaimed freedom from 

commercial or political interference. Since it leans to the left it makes sense that this paper 

criticizes the commercial spirit of green washing. Mentioning that Coldplay are labelled idiots 

in the title of the article could be to establish a strong position as criticizers of the band, or was 

it put in the title to generate clicks on the website? At the other end of the spectrum, The New 

York Post, which is a conservative tabloid, praised Coldplay and questioned nothing of their 

sustainability work.  

 

The press release is mainly repeated without challenge. Only the Guardian and NPR pushes a 

governance logic, terminate partnerships lacking verifiable climate alignment, signaling a 
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deeper structural remedy. The asymmetry reveals how media can spotlight eye-catching tech 

fixes while under-reporting hard questions of political economy. 

 

Agenda-setting theory helps explain the striking homogeneity in positive coverage. Half of the 

stories quote or hyperlink Coldplay’s own press kit verbatim, elevating the band’s narrative to 

factual baseline. Repetition of MIT endorsements and the ‘’good start’’ trope reinforces 

salience and nudges audiences toward a predefined interpretation of success. Absent is scrutiny 

of the consultancy relationship between Coldplay and its academic validators, an omission that 

illustrates how commercial PR can seep into ostensibly independent reporting. 

 

What is left unsaid? Three silences stand out. Firstly, any type of lifecycle accounting. None of 

the outlets quantify upstream emissions of battery manufacture or bio-fuel production. Then, 

equity considerations. The discourse ignores differential access to ‘’green’’ concerts (higher 

ticket prices, geographic concentration in the Global North). And lastly, structural alternatives. 

No article entertains radical options such as perhaps permanent regional residencies or maybe 

mixed-reality streaming as primary performance modes.  

 

A further dimension that deserves attention in the discussion is the relationship between media 

framing of Coldplay’s sustainability initiatives and broader structures of global inequality. 

While most outlets focus on the technical novelty and symbolic leadership of the band’s actions, 

little attention is paid to the uneven distribution of both environmental harms and benefits across 

different regions of the world. From a global studies perspective, this silence is significant. The 

concerts written about in these articles are primarily located in the Global North. The 

‘’solutions’’ presented, such as biofuels, battery storage, and kinetic flooring, are all 

technologies that presuppose high levels of capital investment and access to advanced 

infrastructure. In this way, the media frames implicitly reproduce a Global North-centric vision 

of sustainability, one in which technological innovation substitutes for structural change and 

where the actual lived realities of communities most affected by climate change remain absent. 

 

This omission matters because framing theory emphasizes not only what is included but also 

what is excluded from public discourse. By celebrating Coldplay’s tour as a pioneering model 

without questioning who has access to such ‘’green’’ cultural experiences, the media risk 

reinforcing a narrow version of environmentalism aligned with privilege and consumption. A 

ticket to a Coldplay concert is expensive, and if sustainability becomes equated with luxury 
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entertainment, the moral narrative around responsibility risks becoming distorted. Instead of 

opening a conversation about systemic inequalities in climate responsibility, the media largely 

reproduce a celebratory narrative that resonates with affluent audiences in the Global North. 

 

Another overlooked aspect is the political economy of sustainability discourse in the cultural 

sector. Corporate partnerships remain central to Coldplay’s strategy, yet most outlets fail to 

critically interrogate the commercial interests at stake. The absence of this line of questioning 

reproduces ‘’green capitalism’’. A belief that market driven solutions and corporate social 

responsibility are sufficient to address the climate crisis. From an agenda-setting perspective, 

this repetition normalizes the idea that incremental technological fixes are the natural and 

desirable response, while more radical or systemic alternatives remain invisible. 

 

This raises important questions for both scholars and practitioners. If media predominantly 

reinforce market aligned sustainability frames, what opportunities are lost for introducing 

alternative imaginaries of cultural production? Could global touring be replaced, for instance, 

by regional residencies or hybrid digital performances that reduce carbon intensity while 

expanding global accessibility? These silences underscore the power of framing and agenda-

setting: what remains unspoken is as influential as what is spoken. Future research could build 

on these insights by comparing coverage in non-Western media or by examining audience 

interpretations of these frames, thereby shedding light on how global publics negotiate the 

tension between cultural participation and environmental responsibility. 

 

Taken together, these findings illustrate how mainstream media simultaneously reproduce, 

reinforce, and occasionally challenge dominant sustainability narratives. As Bergström and 

Boréus (2018, p. 20) remind us, texts reflect both conscious and unconscious ideas, reproducing 

or questioning power relations in subtle ways.  

8. Conclusions 

To directly address the research question: How are Coldplay’s sustainability initiatives framed 

in mainstream media? this study finds that the majority of the analyzed mainstream English-

language outlets portray the band as exemplary innovators who are actively addressing the 

carbon footprint of global touring. These positive frames are frequently legitimized by expert 

endorsements, particularly from MIT’s Professor John E. Fernandez, and emphasize 
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technological novelty such as bio-batteries, kinetic flooring, and large-scale tree planting. This 

celebratory framing not only positions Coldplay as pioneers within the music industry but also 

constructs their initiatives as symbolic models for broader societal change. 

 

At the same time, a minority of outlets, most notably The Guardian and NPR, introduce a 

critical counter-frame centered on issues of corporate legitimacy and structural contradictions. 

These narratives highlight potential greenwashing and question the credibility of aligning with 

corporations accused of environmentally harmful practices. Such perspectives expose fragilities 

in the ‘’pioneer’’ narrative and remind readers that celebrity led sustainability campaigns can 

be vulnerable to reputational backlash when transparency and accountability do not match 

rhetorical ambition. 

 

These competing frames illustrate how media coverage oscillates between quantitative 

assessments of carbon reduction and qualitative concerns over legitimacy. In doing so, they 

shape public understanding not only of Coldplay’s actions but also of sustainability in the 

cultural sector more broadly. 

 

Positive power, communication, sustainability, and action are all interlinked. The study shows 

that celebrity driven environmentalism can mobilize favorable coverage by the media but also 

risks reputational backlash if supply chain transparency lags behind discursive ambition. For 

scholars, the findings underscore framing theory’s utility in unpacking how media 

simultaneously celebrate and police sustainability claims. For practitioners, they highlight the 

need for robust third-party verification and deeper structural reforms to avoid the innovation 

and green-washing cycle. 

9. Further research 

Because of the limitations of this study, mainly the timeframe and single researcher, future 

research could expand the timeframe and number of scientists and include other publications 

that have in any way reported on sustainability initiatives, by artists, companies, or even 

governments. Intercoder reliability tests could also be conducted to enhance the study's rigor 

and accuracy. Additionally, further exploration into the effects of journalism on sustainability 

is necessary, particularly regarding its impact on readers’ behavioral intentions 
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To address these limitations, future research could expand the analysis to include other 

publications that have embraced more constructive journalism and employ some sort of 

quantitative methods to quantify the presence of frames and sources. Intercoder reliability tests 

could also be conducted to enhance the study’s accuracy. Additionally, further exploration into 

the effects of constructive journalism reporting on sustainability is necessary, particularly 

regarding its impact on readers’ behavioral intentions, maybe in the form of qualitative 

interviews with fans or members of the public. 
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NEWS 

Coldplay Reduce 
Tour Carbon 
Emissions by Nearly 
Half, Narrowly 
Missing Target 
Green measures on the Music of the Spheres tour, 
monitored by MIT, are “a good start, but clearly there’s 
still room for improvement,” the band said 

By Jazz Monroe 

June 2, 2023 

 
Coldplay’s Chris Martin, May 2023 (Peter Byrne/PA Images via Getty Images) 
 
 

Coldplay have so far reduced carbon emissions by 47 percent on 

their Music of the Spheres tour, narrowly missing their 50 percent 

target, the band said in an update. The results are “scientifically 

rigorous,” according to Professor John E. Fernandez of the 

Massachusetts Institute of Technology, who is monitoring the study. 

The band said green measures have included implementing an 
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electric battery system to run the entire show, using electric vehicles 

and alternative fuels where possible, and reducing waste and plastic. 

Coldplay have also funded planting more than 5 million trees—one 

for each concert attendee. 

In a statement, Coldplay said, “This is a good start—and something 

that our incredible crew should be very proud of—but clearly there’s 

still room for improvement.” They thanked fans for engaging with 

their initiatives, which include using “power bikes and kinetic dance 

floors” to charge the electric batteries. They tried to address the 

question of audience transport—the greatest source of emissions in 

the touring industry—by recommending lower-emission options 

through a dedicated app. 

The 47 percent reduction is calculated on a show-by-show basis 

versus their 2016-17 stadium tour. (Coldplay declined to tour behind 

their 2019 album, Everyday Life, citing ecological concerns.) When 

the Music of the Spheres World Tour was announced, the band said 

in a press release that 10 percent of all tour earnings would enter a 

fund for “environmental and socially conscious causes.” 

Fernandez, the MIT professor, said in today’s announcement that the 

institute’s Environmental Solutions Initiative “endorses this work as 

an important and substantive step toward a new era of eventually 

achieving carbon-neutral music events by major artists. The band 

deserves significant praise in commissioning the work and acting as 

the vanguard for the global music industry as it begins to take 

seriously the reality of living and making music in the Anthropocene.” 

Source: https://pitchfork.com/news/coldplay-reduce-tour-carbon-

emissions-by-nearly-half-narrowly-missing-target/ retrieved 2023-07-11  
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Jun 5, 2023 10:45am PT 
 

Coldplay’s ‘Music of the Spheres’ 
Tour Drastically Reduces Band’s 
Carbon Footprint, Sets New 
Standards in Sustainability 
By Jem Aswad 

 

Coldplay — along with Billie Eilish, Dave Matthews Band, Jack 
Johnson and others — are among the most environmentally 
friendly major touring artists in the world, and the group has 
provided an update on the sustainability initiatives in their 
“Music of the Spheres” World Tour, which began in March 2022 
and has so far sold more than 7 million tickets. 

According to the report, the current tour: 

– has so far produced 47% less CO2e emissions than their 
previous stadium tour in 2016-17; 

– 66% of all tour waste has been diverted from landfills; 

 

– 5 million trees have been planted (one for each concert goer). 
The trees will be supported to maturity via One Tree Planted; 
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– power for the show’s production (audio, lighting, lasers etc.) is 
provided from an electric battery system that uses 100% 
renewable energy; 

– an average of 86% of the reusable, plant-based LED wristbands 
used by the audience during the show have been returned;   

– each show has averaged 15kWh in power generated by in-
venue solar installations, kinetic dance floors and power bikes – 
enough to power the C-stage performance each night and 
provide the crew with phone, laptop and tool-charging stations; 

– 3,770 meals + 73 kg of toiletries has been donated from tour 
catering to the unhoused and unsheltered; 

– 1 solar-powered River Interceptor, deployed in March 2021 in 
Malaysia via the Ocean Cleanup, has removed 158 tons of waste 
and 13 tons of ocean-bound plastic from the Klang River; 

– Financial support has been provided to environmental 
organisations including ClientEarth,  The Ocean Cleanup, 
Climeworks, Sea Shepherd, Project Seagrass, Sustainable Food 
Trust, Cleaner Seas Group, Food Forest Project, Knowledge Pele, 
Conservation Collective, and others. 

For more information, see coldplay.com/emissions-update. 

The band’s efforts have been assessed and validated by Professor 
John E. Fernandez of MIT (Massachusetts Institute of 
Technology) Environmental Solutions Initiative, who said: “We 
fully endorse this effort as critically important, scientifically 
rigorous and of the highest quality. The band deserves significant 
praise in commissioning the work and acting as the vanguard for 
the global music industry.” 

Coldplay’s full statement is below: 

When we first announced the Music of the Spheres Tour, we 
hoped to make it as environmentally beneficial as possible and 
reduce our direct carbon emissions (from show production, 
freight, band and crew travel) by 50%. We’d like to share how it’s 
been going; some things work and some things need improving. 

The emissions data from the first 12 months of the tour has now 
been collated, assessed and independently validated by Prof. 
John E. Fernandez of the MIT Environmental Solutions Initiative. 
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On a show-by-show comparison, the Music Of The Spheres Tour 
has so far produced 47% less CO2e emissions than our last 
stadium tour (2016-17).  

This is a good start – and something that our incredible crew 
should be very proud of – but clearly there’s still room for 
improvement. 

Now that we’re into the second year of the tour, we’ve started to 
run the entire show (audio, lights, lasers etc) from an electric 
battery system that allows us to use 100% renewable energy as 
efficiently as possible. We have been using electric vehicles and 
alternative fuels wherever we can, as well as reducing waste and 
plastic usage to a minimum. 

Thankyou to all the brilliant people and creative minds who’ve 
helped us so far. 

Thankyou too, SO MUCH, to everyone who’s come to a show and 
made all of this possible. You have helped charge the show 
batteries on the power bikes and kinetic dance floors; travelled to 
shows by foot, bicycle or public transport; used the recycling 
bins; ride-shared; brought refillable water bottles; returned the 
LED wristbands after the show. And just by coming you have had 
a tree planted, and helped a range of environmental 
organisations like the Ocean Cleanup and ClientEarth (a team of 
lawyers who defend the environment).  

Thank you all and hopefully this time next year we will have 
made big improvements. If anyone has any ideas please feel free 
to send them via this link. 

With love, Coldplay 
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A Rush of Blood to the Legs: 
Coldplay Introduces Stationary 
Bikes for Green Tour 
Coldplay isn't just pledging to reduce its own carbon footprint. It's also 
building incentives for its audience to do the same on the way to the venue. 

By The Associated Press  

 
Coldplay James Marcus Haney* 

It’s often said that fans at live concerts give the band a jolt of electricity. 
Coldplay wants to literally harness that. 
 
The pop superstars have added kinetic dance floors and energy-storing 
stationary bikes to their latest world tour, encouraging fans to help 
power the show as they dance or spin. 
 
It’s part of a larger push to make the tour more environmentally 
friendly. The band — whose songs include the appropriately titled 
“Higher Power” — has pledged to be as sustainable and low-carbon as 
possible, hoping to cut their CO2 emissions by 50%. 
“You don’t want to come across as being overly earnest. This stuff is 
really good fun as well,” said bassist Guy Berryman. “That’s the way it 
will bed in, if people see it less as a sort of onerous responsibility and 
more as a kind of opportunity to do something fun and it’s a benefit to 
the environment and to the whole concert experience.” 
 
Each kinetic dance floor can hold dozens of people, with electricity 
created when movement is made on them. The band has pre-show 
contests to see which group of fans can generate the most power, fueled 
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by “Jump Around” by House of Pain. 
 
And each of the bikes — a minimum of 15 but can be scaled up 
depending on the venue size — can generate an average of 200 watts of 
energy, captured in batteries that run elements of the show. 
 
Coldplay is just one music act working to reduce effects of the climate 
footprints of their tours, a list that includes Billie Eilish, Harry Styles, 
The Lumineers, Dave Matthews Band, Shawn Mendes, Maroon 5, John 
Mayer, Lorde, The Chicks, Jason Isbell and The 1975. 
 
“The relationship that musicians have with millions of their fans is 
unlike any other relationship of any other public figure. It can be a 
walking, talking example,” said Adam Gardner, founder and co-
executive director of Reverb, a nonprofit that helps bands make their 
concerts greener. It is not helping Coldplay’s tour. 
 
The artists are reflecting an overall push in the entertainment sphere — 
from sports teams to toy manufacturers — to reduce their carbon 
footprints. A study by Live Nation found 82% of live musicgoers said 
they strive to maintain an environmentally sustainable lifestyle. 
 
“Being green is not a charitable sort of self-flagellating, holier-than-
thou exercise. It’s a good business model. That’s what we’d like to 
show,” said Coldplay lead singer Chris Martin. Added guitarist Jonny 
Buckland: “It has to work.” 
 
The efforts involve everything from providing more plant-based food 
options at concessions and eliminating single-use plastic to rethinking 
transportation — the most environmentally taxing aspect of tours — 
for both musicians and fans. 
 
Eilish has pledged to eliminate an estimated 35,000 single-use water 
bottles from her tour and only serves vegetarian food backstage. The 
band Massive Attack is traveling by train, and Olivia Rodrigo’s “Sour” 
merchandise is sustainably dyed and 100% organic cotton. 
 
Mendes has pledged to reduce his tour’s environmental impact and 
emissions by 50% per show, employing sustainable fabrics in tour 
hoodies and T-shirts, staying at hotels that commit to net zero 
emissions, eliminating plastic and using sustainable aviation fuel. Styles’ 
recent tour had battery recycling centers, and it donated unused hotel 
toiletries to shelters. 
 
Coldplay plans to minimize air travel — but when flights are necessary, 
the band will opt for commercial over charter — and will use trains and 
electric vehicles whenever possible. Trucks will use alternative fuels 
like hydrotreated vegetable oil. 
 
“We’ve looked at every aspect of the show because there isn’t one thing 
that you can do which makes an overall significant difference. It’s just 
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basically all of these changes that you make add up to something overall 
more impressive,” said Berryman. “Hopefully it will have this ripple 
effect throughout our industry.” 
 
The “Music of the Spheres” tour stage uses recycled steel, and the band 
hopes to deploy the world’s first tour battery system, made from 40 
repurposed and recyclable BMW electric car batteries. The hope is to 
power the entire show from batteries, never needing the grid or diesel 
generators. 
 
“We are very blessed that we have the resources to be able to do it 
because it’s very expensive to try these things for the first time,” said 
Martin. “We’re so privileged that we’re in a position where we can 
change.” 
 
There’s also biodegradable confetti, compostable wristbands for the 
audience, the use of solar panels and the backstage generator is 
powered by vegetable oil. All band merchandise is sustainably and 
ethically sourced and 10% of the tour’s net revenue will go to 
environmental organizations like The Ocean Cleanup and One Tree 
Planted. 
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Coldplay Tout 5 Million Trees 
Planted So Far on Music of the 
Spheres Tour 
The band said they've also nearly hit their goal of 50% carbon reduction 
from their previous tour. 

By Gil Kaufman  

 
Chris Martin of Coldplay performs on stage at Estadi Olimpic on May 24, 
2023 in Barcelona, Spain.Jordi Vidal/Redferns 

Before hitting the road last March, Coldplay set some very ambitious 
environmental goals for their massive Music of the Spheres 
world tour. Their overarching aim was to reduce the carbon footprint 
from their 2016/2017 Head Full of Dreams stadium tour by more than 
50%. 

In a statement on Friday (June 2), the band said that the Spheres tour 
has so far produced 47% less CO2e emissions than their last outing and 
that they’ve planted five million trees to date, or roughly one for every 
one of the seven million tickets sold so far. 

“When we first announced the Music Of The Spheres Tour, we hoped to 
make it as environmentally beneficial as possible and reduce our direct 
carbon emissions (from show production, freight, band and crew 
travel) by 50%,” read the statement, which said the data has been 
independently assessed and validated by professor John E. Fernandez 
of the MIT Environmental Solutions Initiative (ESI). 
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While the numbers are a “good start… and something that our 
incredible crew should be very proud of,” Coldplay said there is 
definitely still room for improvement. “Now that we’re into the second 
year of the tour, we’ve started to run the entire show (audio, lights, 
lasers etc) from an electric battery system that allows us to use 100% 
renewable energy as efficiently as possible,” it continued. “We have 
been using electric vehicles and alternative fuels wherever we can, as 
well as reducing waste and plastic usage to a minimum.” 

They also thanked the crew that has allowed them to achieve their 
goals, as well as the fans who have helped power the stage batteries 
using the exercise bikes and kinetic dance floors, as well as those 
who’ve walked, used bicycles, ride shares or public transportation to 
get to the gigs, brought their own refillable water bottles and returned 
the LED wristbands after each concert. 

“And just by coming you have had a tree planted, and helped a range of 
environmental organizations like The Ocean Cleanup and ClientEarth (a 
team of lawyers who defend the environment). Thank you all and 
hopefully this time next year we will have made big improvements.” 

In an accompanying statement, MIT’s Fernandez added, “Based on a 
detailed review of the work of Coldplay’s sustainability team in 
assessing and advising the band and management on the CO2e impact 
of touring, we fully endorse this effort as critically important, 
scientifically rigorous and of the highest quality.  

Fernandez said MIT ESI endorses the work Coldplay has done as an 
“important and substantive step toward a new era of eventually 
achieving carbon neutral music events by major artists. The band 
deserves significant praise in commissioning the work and acting as the 
vanguard for the global music industry as it begins to take seriously the 
reality of living and making music in the Anthropocene.”  

Coldplay also shared a number of other environmental data points for 
the tour so far, including: 

— The five million trees planted amount to 5,000 hectares of land 
restored across 17 countries and 21 planting projects. 

— One solar-powered River Interceptor deployed in March 2021 in the 
Klang River in Malaysia with 158 tons of waste and 13 tons of ocean-
bound plastic removed since the start of the tour. 

— An 86% average return rate for the reusable, plant-based LED 
writstbands. 

— 15kWh average power per show generation through in-show solar 
installations, kinetic dance floors and power bikes, which was enough 
to power the satellite stage performances each night and provide 
phone, laptop and tool-charging stations for the crew. 
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— 66% of all tour waste diverted from landfills. 

— 3,770 meals and 73 kg of toiletries donated from tour catering to the 
unhoused. 

— Financial support to environmental organizations including 
ClientEarth,The Ocean Cleanup, Climeworks, Sea Shepherd, Project 
Seagrass, Sustainable Food Trust, Cleaner Seas Group, Food Forest 
Project, Knowledge Pele, Conservation Collective and others 
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Coldplay: Are the band's fans as 
eco-conscious as them? 

Published 8 June 

Related Topics 
 Climate change 

 

IMAGE SOURCE,PETER BYRNE 
Image caption, 
Coldplay pledged to cut their carbon footprint after stopping touring in 
2019 
 
By Miriam Barker 
BBC News 
 
Coldplay have entertained Cardiff for the past two nights as their 
"eco-friendly" tour hit the Welsh capital. 
 
The band said they were trying to make their Music Of The Spheres 
Tour as sustainable and low carbon as possible. 
 
On Tuesday morning, Chris Martin arrived by train into the city 
centre ahead of the gigs. 
 
But how environmentally friendly are the fans of the band and what 
impact do these tours have on the city? 
 
More than 100,000 fans descended on the capital to see the band 
perform, including 23-year-old Sarah Owens, who went to celebrate 
her birthday. 
She said it was amazing to see the gig was environmentally friendly. 

 What does net zero mean? 
 Welsh industry's 23 million tonne carbon problem 
 Last chance to save nature, campaigners say 
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"Before the gig they played a film showing how the ticket sales went 
to good causes like saving the ocean and planting trees. 
"Inside all the cups were paper, there was no plastic, the confetti as 
well, it was all paper - including wristbands." 

IMAGE SOURCE,ISABEL JONES 
Image caption, 
The band's messages was reduce, reinvent, restore 
She added that Coldplay's sustainability message was important and 
was really making a difference. 
 
Samantha Thomas is a senior cleansing officer for Cardiff council 
and it is her job to make sure the streets of Cardiff are clean during 
and following events. 
She has a team of eight people who clean up the entire city after a 
gig like Coldplay and they have a system that means they know 
exactly when to go in and clean. 

IMAGE SOURCE,SAMANTHA THOMAS 
Image caption, 
Samantha Thomas says the band's eco messaging means more 
recycling after big concerts 
 

  



 3 

"There are two different ways that we do it, so we work very closely 
with the Highways Department to make sure that the teams can 
come in when the streets are clear. 
 
"So this evening [Tuesday] the main act is due to go on around nine-
ish, so we know most people would be in the stadium around 8pm, 
so the teams are ready to go once highways tells us the roads are 
clear enough to operate, and we only work within the road closures." 
 
She said the teams then go in and do a full sweep, empty the bins 
and remove all the waste so when people come out of the concert 
everything is relatively clean. 
"When the event finishes, and everyone leaves, a different team then 
comes back in at 11pm and does a full clean again, and they will be 
done around three or four in the morning." 
 
Ms Thomas said this team operated from the outside in, so they 
would work on the outer town and progress into the pedestrianised 
shopping areas such as Queen Street and the Hayes. 
 
Finally they clean Caroline Street - also known as Chippy Lane - 
where many of Cardiff's takeaways are based and which tends to be 
more strewn with litter. 

 
Image caption, 
There is a team who go around the city centre cleaning, with the first 
shift starting at 20:00, and the late shift finishing at about 03:00, 
depending on the event 
 
How do you remove all trace of a gig from 
the city? 
"We look at the dynamics, we look at the genre of music or the 
sporting event," said Ms Thomas. 
 
"We look at how many people, the capacity, so we know exactly what 
resource we need to make sure we can get the city clean for the next 
day." 
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Ms Thomas added when it is a sell-out rugby event, like the Six 
Nations, they are aware people will be out drinking or hanging 
around the streets and the stadium, so each event is judged 
differently. 
 
"You need to be more aware and conscious of the people, making 
sure that we clean up around and within the areas that are going to 
be more populated when the gig is over." 

IMAGE SOURCE,PETER BYRNE 
Image caption, 
Chris Martin's arrival was a hard contrast to superstar Beyoncé's 
arrival to Cardiff for her Renaissance World Tour a few weeks ago 
 
What has the Coldplay gig been like? 
Ms Thomas said she was quite shocked when she came in to do her 
checks. 
"I was surprised at how clean it was. Unbelievable, in comparison to 
more recent events that we've had in the city, it is very clean. 
 
"It's been a lovely atmosphere and not that dirty, which is nice for the 
teams." 
So how much waste does an event like this generate and what 
happens to it? 
"We'd be looking at around three to four tonnes, but that's from start 
to finish," Ms Thomas said. 
 
She added what happens to the waste depends on where it has 
come from. 
If it is street sweeping, it is contaminated so this goes to a waste 
transfer station and sent onto to Viridor for incineration. 
 
This means waste is burned at very high temperatures creating two 
by-products: Bottom ash - materials that do not burn - and fly ash - 
residue that is collected through the air clean up technology. 
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Both of these by-products are recycled with zero waste disposed in 
landfill. 
The commercial waste is separated and then recycled. 

 
Image caption, 
The council said the clean up is not paid from council tax as it is part 
of an internal agreed budget 
 
What is the team anticipating for Harry 
Styles? 
"Well as I said the audiences and the music genres for each gig 
differs, so we are thinking the next one will be very different." 
 
So, the three principles that Coldplay are being guided by on this tour 
of reduce, reinvent, restore can be seen across the city of Cardiff, 
with their fans seemingly just as environmentally friendly as the band, 
but will other artists follow suit? 
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Back from a touring hiatus, 
Coldplay pledges to make 
performances more sustainable. 
May 14, 20225:04 PM ET 
Heard on All Things Considered 
By Michel Martin,Tyler Bartlam 
LISTEN· 6:486-Minute ListenPLAYLIST  

 Download 
 Embed 
 Transcript 

 
Coldplay 
James Marcus Haney 
If you're a fan of live music, you already know your happy place is back. Many 
artists and bands are back on tour for the first time in more than two years, 
including Coldplay. The group's "Music of the Spheres" tour is Coldplay's first 
since 2016, but the band's hiatus from touring actually started before the 
COVID-19 pandemic. Following the release of 2019's Everyday Life, Coldplay 
decided not to tour, citing environmental concerns. But now the band is back 
and pledging to make this current tour "as sustainable and low carbon as 
possible." 
Coldplay's lead singer Chris Martin and lead guitarist Jonny Buckland recently 
spoke with All Things Considered's Michel Martin about how the band plans on 
meeting this ambitious goal. 

 
The following interview has been condensed and edited. To listen to the 
broadcast version of this story, use the audio player at the top of the page. 
Michel Martin, All Things Considered: This is your eighth tour and it's 
your first tour in six years. You started rethinking touring and it wasn't 
because of COVID-19, it was because of your own concerns about 
sustainability. Start us off by [saying] how you started thinking about it 
in that way? 
Chris Martin: We're blessed that we get to play in big buildings and stadiums, 
and that's an amazing thing in terms of the human connection. But when 
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https://www.npr.org/artists/15052810/coldplay
Alice Linden
Article 6, NPR



 2 

you're leaving or you're arriving... there's just so much energy around it, 
literally and figuratively. We were becoming aware on our last tour that it 
does have a big impact when you do an event in a city and everyone has to 
travel to get there. We're very fortunate being able to experiment with certain 
things. We should think about how next time we tour, we could do things in a 
slightly more thoughtful way environmentally. 
Then we said that in an interview on the BBC and we thought that was kind of 
a silly thing to have said out loud. But what happened was that all these 
inventors and thinkers reached out to us and said, we built this and we've 
designed a floor that creates energy when you jump up and down and we've 
got these batteries. It's become sort of like an expo for new technology in 
terms of transport and in terms of powering an event. I would say we're still in 
the infancy, really, because it's a long way to go. 

This is a massive undertaking. You're addressing every aspect of a tour, 
even calling on fans to use low carbon transportation to get to the show. I 
can see where it's exciting to try something new, but I'm wondering what 
some of the conversations were like among you? 
Jonny Buckland: When Chris did this interview where he set our goal out in 
2019, our initial reaction was like — 
Martin: You idiot! 
Buckland: Oh my god, is that even possible? But then so much information 
started coming in and you start to feel a bit more positive about the likelihood 
of being able to do it. But it's still extremely challenging. The fact that we still 
have to fly is a problem, and therefore we sort of try and source the most 
sustainable fuel we can for flying, but obviously, it's not a perfect solution by 
any stretch.  
This is a painful question, especially for your fans. But did you ever 
consider not touring at all anymore? 
Martin: Of course we did. Ultimately the best thing we could all do for the 
environment is either disappear from the planet altogether or not go 
anywhere as humans. And so we have to acknowledge a certain — I don't 
know if you call it selfishness or placing a certain value on other elements of 
being a human, which is connection and music. Our critics could easily say that 
would be a much better option and preferable for them. But we decided we 
really want to tour and we want to show a different way of touring is possible, 
because even if we decided not to tour, lots of people still would be touring. 
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Coldplay: Tiny Desk Concert 
 
So you're hoping, in a way, to set an example? 
Martin: We're just trying to show what might be possible and not just 
possible from a sort of philanthropic motive — we want to prove that it makes 
good business sense. We understand that not everyone might lean as left as 
we do. We want to make it make sense, even if you're a hardcore capitalist. 
What are you most excited about? 
Martin: We have a bunch of bicycles and then two areas of kinetic flooring, 
and those are the most fun because everyone can be involved. Every half an 
hour or so we play "Jump Around" by House of Pain and people create energy, 
and then during the show people are on the bikes. I think that's the most 
uplifting because you can really see the people power of it, just as our life as a 
band is powered by our audience. It's literally giving us the electricity we 
need, or at least part of it. 
Buckland: SAP built an app for us which helps people plan their journeys 
more sustainably. Which sort of sounds a bit boring, but in a way could be 
easily the most effective thing, even if it's a tiny effect per person. There [are] 
so many people making these journeys, the effect could actually be enormous. 
Martin: What I'm really excited about is who might be at the concert [and] 
sees something working and then implements it in their school or shopping 
mall, or is 9 years old and at the concert and then in 10 years is going to be 
running the City Council. You just don't know the ripple effect of these kinds of 
things. 
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Coldplay labelled ‘useful idiots for 
greenwashing’ after deal with oil 
company 
 
The Transport and Environment campaign group 
says Neste is cynically using the band 
Arthur Neslen 
Wed 11 May 2022 06.00 BST 

 
 

Coldplay have been branded “useful idiots for greenwashing” 
after announcing a partnership with the Finnish oil company 
Neste to halve their touring emissions last week. 
Neste claims to be the world’s largest producer of sustainable 
biofuels, but the firm’s palm oil suppliers cleared at least 
10,000 hectares (24,710 acres) of forest in countries such as 
Indonesia and Malaysia between 2019 and 2020, according to 
a study by Friends of the Earth. 
Carlos Calvo Ambel, a senior director of the Transport and 
Environment campaign group (T&E) said: “Neste is cynically 
using Coldplay to greenwash its reputation. This is a company 
that is linked to the kind of deforestation that would appal 
Chris Martin and his fans. It’s not too late, they should drop 
their partnership with Neste now and focus on truly clean 
solutions instead.” 
“Coldplay’s commitment to reduce its emissions is no doubt 
well-intentioned. But teaming up with a company linked to 
deforestation makes them useful idiots for greenwashing.” 

The award-winning rock outfit announced plans to shrink 
their touring footprint after Martin accepted that a “backlash” 
against their emissions record was justified in a BBC 
interview last year. 
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‘Time to shake things up’: music industry confronts climate 
crisis as gigs resume 
Read more 
 
A tree will be planted for each ticket sold on Coldplay’s 
current “music of the spheres” world tour, which includes a 
kinetic-powered dancefloor and other green features. 
A statement from the band said: “When we announced this 
tour, we said that we would try our best to make it as 
sustainable and low carbon-impact as possible, but that it 
would be a work in progress. That remains true. We don’t 
claim to have got it all right yet.” 

“Before we appointed Neste as supplier of these biofuel 
products, we received their guarantee that they do not use 
any virgin materials in their production – most especially not 
palm oil. It’s still our understanding that they use renewable 
waste products only, like cooking oil and byproducts from 
wood pulp manufacture.” 

Hanna Leijala, a spokeswoman for Neste, insisted that the 
firm “do not accept any sustainability violations in our own 
operations.” 

“For our collaboration with Coldplay, conventional palm oil 
was not used as a raw material” she said, adding: “Neste 
plans to reduce the share of conventional palm oil to 0% of its 
global renewable raw material inputs by the end of 2023.” 

At present, crude palm oil makes up 7% of the firm’s fuel 
inputs. Its jet fuel is blended from used cooking oil, animal 
fats and other wastes and residues. 
But Neste declined to say what percentage of the jet fuel mix 
is made up by palm fatty acid distillates (PFADs), citing 
“contractual and competitive reasons.” PFADs are considered 
a byproduct of palm oil refining by the UK, Germany and 
most EU countries, but not by Finland. 
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'I made excuses': music industry frets over becoming carbon 
neutral 
Read more 
 
T&E argues that it is “dubious” to consider used cooking oil 
as sustainable when studies suggest that most EU supplies 
are imports from countries such as Indonesia, Malaysia and 
China. Higher EU prices for used cooking oil incentivises 
adulteration and EU auditors have criticised Europe’s 
capacity to verify the source of these imports. 
 
The use of animal fats also raises questions of agricultural 
methane emissions, as most fats come from industrial 
farming, T&E says. 
 
Coldplay’s world tour has been separately criticised 
for collaborating with BMW, which is providing 40 
rechargeable electric vehicle batteries to power the shows. 
BMW is an influential lobbyist for the German car industry, 
according to a report by Influence Map. 
 
“Coldplay have been taken for a ride,” said Eoin Dubsky, the 
senior campaign manager for Sum Of Us. “BMW is lobbying 
to prevent the EU from setting a deadline of 2035 for vehicles 
to be zero emissions only and they have been able to use 
Coldplay.” 
 
The band’s statement said that they had approached other 
electric car manufacturers but “BMW were the ones that 
offered to help”. 
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“We have no connection to or influence on their corporate 
policies,” the release continued. “We just need their batteries 
so that we can power our shows with renewable energy.” 

“We are doing our best, and always genuinely welcome 
suggestions as to how to do it better,” the band said. 

Dubsky was sympathetic to their predicament. “Not many 
rock bands hire in a sustainability consultant, so credit to 
them,” he said. “But I think that they should take greater care 
when doing their due diligence,” he added. 
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Coldplay’s Music of the Spheres 
London gigs leave fans 
mesmerized 
By  
Nika Shakhnazarova 
August 23, 2022 6:31am  

It was a sky full of stars. 

That’s just one way to describe the glowing spectacle Coldplay put on 
for fans during the highly-anticipated Music of the Spheres world tour. 

And with six back-to-back sold-out shows at London’s Wembley 
Stadium alone, it’s safe to say that fans got more than what they 
bargained for during the two-and-a-half-hour extravaganza. 

“It was the best night of my entire life,” longtime Coldplay fan, Rebecca 
Hawkes, told The Post. “I can’t believe we witnessed that live. What a 
bucket list thing to do.” 

Hawkes is just one of the 90,000 concert-goers who were lucky 
enough to attend one of the band’s live shows in London. 

“I probably won’t shut up about this concert for years to come,” 
Hawkes, who hails from London, UK, added. 

The concert itself was nothing short of spectacular. 

Coldplay put on a glowing spectacle for their fans during their highly-
anticipated Music of the Spheres world tour gig in London.Getty 
Images
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Coldplay’s “Music of the Spheres” world tour runs through October 
2022.Getty Images 

And what makes it even more special is that the band, consisting of 
frontman Chris Martin, guitarists Guy Berryman and Jonny Buckland, 
and drummer Will Champion, managed to make their global music 
tour an environmentally friendly one. 

Not only is the band planting a tree for every ticket sold, but the 
foursome also announced sustainability initiatives to reduce their 
carbon footprint as much as possible. 

In a heroic effort to save the planet from environmental ruin, the 
rockstars are pledging to cut down their carbon emissions by 
50%, according to their website. 

Around 90,000 fans attended Coldplay’s London shows at Wembley 
Stadium.Getty Images 
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Coldplay’s live show setup includes kinetic dance floors and stationary 
bikes that can channel energy directly from the fans in the crowd into 
batteries that power different elements of the show. 

What’s more, each LED bracelet, known as Xylobands, worn by each 
concertgoer is controlled by a radio transmitter. 

Martin, who previously vowed that Coldplay would not tour again until 
they found a sustainable and environmentally safe way to take the 
stage, previously said the band has mapped out a 12-point plan to cut 
down its carbon footprint.  

 
Coldplay’s live show setup includes kinetic dance floors.Nika 
Shakhnazarova/New York Post 

The show featured a long of breathtaking moments, including several 
stunning firework displays and surprise guests at the end. 

British singer Laura Mvula and indie band London Grammar opened 
for Coldplay’s London gigs. 

“I’ve been following Coldplay around for many years now,” Joy 
Eisenhower, who hails from Pittsburgh, Penn., told The Post. “It’s the 
fifth time I’ve seen them live now and can honestly say it’s the best 
show I’ve ever seen.” 

“It left me completely speechless,” she added. 
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Each concertgoer was given an LED bracelet that changed colors 
throughout the show.Nika Shakhnazarova/New York Post 

Elsewhere in the show, frontman Chris Martin abruptly brought his 
show to a halt to ask fans to stop filming on their cell phones and be 
present instead. 

Interrupting his song during Saturday’s show, the 45-year-old said he 
wanted “just one song” without phones or cameras to let “the power of 
the people” shine through. 

“Wait, hold on, one second. I think we can make this better, hold on,” 
he told the 90,000-strong crowd. 

“I’ll speed through this because we wanna get all the songs in before 
they shut the thing down. So, let’s try that again but please if we could 
just have one song with no cell phones, no cameras, no devices, 
nothing, just the power of people, people power,” he added. 
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At one point, Chris Martin abruptly brought his show to a halt to ask 
fans to stop filming on their cell phones and be present instead.Getty 
Images 

 “The basis of it is, let’s just connect together as one group of people 
and see how high you can jump, how loud you can shout, and no 
phones, no cameras,” he went on. 

“After this song, you can film everything. But for this one song, let’s 
just be people together, me, you, my brother, my sister, and let’s try it 
again.” 

The move was met with applause and cheer from the crowd, who 
tucked their cell phones in their pockets and belted out “A Sky Full of 
Stars” along with the band. 
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The show featured a long of breathtaking moments, including several 
stunning firework displays.Getty Images 

The performance was a hit, filled with hits. 

With an even mix of old and new, it’s safe to say the crowd was left 
satisfied no matter what albums they were fans of. 

The show kicked off with “Higher Power,” before flowing into 
“Adventure of a Lifetime,” and the global hit “Paradise.” 

 
The concert featured a mix of old and new hits, as well as a handful 
of iconic classics.Nika Shakhnazarova/New York Post 

“Charlie Brown,” “The Scientist,” and “Viva La Vida,” were performed 
next, before “Hymn For The Weekend” got everyone up on their feet. 

“When ‘Viva La Vida’ came on, I thought people were going to pass 
out,” Tom Walker, a self-proclaimed Coldplay fanatic, told The Post. 
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 “The two women next to me were screaming so loudly we actually got 
concerned at one point. That’s when you know the show is a good 
one.” 

 
The rockstars are pledging to cut down their carbon emissions by 
50%.Nika Shakhnazarova/New York Post 

Coldplay did throw some sad ballads into the mix, including a 
gorgeous yellow-lit stadium for their hit track “Yellow,” as well as “Fix 
You” and “Clocks.” 

What do you think? Post a comment. 

There were also plenty of tracks from their most recent album, “Music 
of the Spheres,” including “My Universe,” which featured a virtual 
appearance from K-Pop band BTS. 

All in all, it was a night for the history books. 
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