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This paper proposes a research project that through collaborative event ethnography will examine the processes and products 

of performative “Brand Aid” (Richey and Ponte 2011). The presentation will primarily discuss the possible benefits from 

doing research at the Hammershus Fairtrade Concert on Bornholm, but will also suggest possibilities for research at larger 

events, such as the Roskilde Festival, which comprises a “charity society” and has a growing focus on green initiatives. 

Celebrities are often used to promote products and, in the case of Brand Aid, ethical items that are intended to support 

various causes in developing countries. Celebrities are used in a similar way at music festivals and benefit concerts, which 

will be the focus of this ethnography, but the link between the celebrity and the worthy cause may be more multi-layered and 

less straightforward at these events than is the case with the promotion of a single “product.” The celebrities are frequently 

used to attract an audience for these events through performance of music. The Brand Aid connected to the event emerges 

from the money spent by the audience – whether from the ticket revenues that can be used to support development initiatives 

or purchases of ethical products sold at the event. Furthermore, the event can be used as an information platform to educate 

the audience. Events provide a unique opportunity to gain access to different Brand Aid stakeholders – in this case consumers 

(the audience), beneficiaries (often there will be a select group of beneficiaries present at such events), celebrities and other 

relevant actors (e.g. event organizers and volunteers). Events furthermore make it possible to speak with stakeholders 

individually as well as observe interactions between them. By conducting collaborative event ethnography – several persons 

doing research simultaneously at the same event – questions relevant for the different stakeholders can be examined 

concurrently, such as: What does the audience know about the ethical dimensions of the event and how does the event affect 

their ethical consumption? Why do celebrities agree to perform (sometimes at a low or no cost)? How is the event 

experienced by the beneficiaries? And what is the balance at such events between informing the general public and raising 

money for worthy causes? 

 

	  


