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Daniel Smith (Anglia Ruskin University), “The Hangover of Empire: Post-colonial Conviviality and 
Melancholia in ‘Real Ale’ Discourse.” 
The relation between beer and belonging, at national and regional levels, is well established. Drawing 
upon ethnographic materials sociologists have uncovered the affective investments and desires 
which circulate around the representations of ale and British identity, notably how these narratives 
of belonging are hedged around with legitimate criteria of membership which demonstrate 
racializing and classed points-of-view. In this paper I explore the discursive construction of ‘real ale’ 
in the context of the craft-beer Renaissance to demonstrate how ‘real ale’ discourse makes affective 
investments in narratives of Empire and colonialism. It will be argued that by collating the narratives 
of ‘real ale’, from what makes ‘real ale, real’, to different styles (bitter, mild, stout, etc.), and 
contemporary fashions around ‘craft beer’, the struggle for recognition which real-ale campaigns for 
also develops a political mythology which feeds wider affective investments in neo-imperial thinking 
and neo-racialisation. By looking at how mythologies circulate around a non-human object – beer 
(water, hops, barley, yeast) – the paper shows through myth-analysis, in the tradition of Barthes and 
Lévi-Strauss, that in the efforts to make ‘real ale’ real they walk a tightrope between post-colonial 
conviviality, as an expression of the living context of ordinary multi-culturalism in British society, and 
melancholia as a deeper, psychological condition of indistinct senses of loss and unfocused desire. 
The central textual case will be accounts of ‘IPA’ (India Pale Ale), a drink which draws together the 
craft-beer renaissance, ‘real-ale’ struggles for recognition, and the neo-imperial mentality. 
 
 
Deborah Toner (University of Leicester), “Alcohol and Ethnicity: The Racialisation of Drinking 
Behaviours in Mexico and the United States, 1845-1940.” 
This paper outlines the ideas behind a large grant application and proposed research project that 
aims to tackle the problematic legacy of racial stereotypes about alcohol by examining their historical 
development in Mexico and the United States. Racial stereotypes about the drinking behaviours of 
particular ethnic or national groups are often taken to be self-evident and have underpinned 
marketing strategies, policy decisions and even consumption patterns in different historical and 
contemporary contexts. However, the impact of such stereotypes, and how they might be 
challenged, can only be understood by examining how they come into and out of being. 
 The project aims to conduct a detailed historical examination of Mexico and the United States 
between 1845 and 1940 to establish how, why and with what effect racial stereotypes about drinking 
behaviour took hold. This geographical and chronological focus has been chosen because a number 
of ethnic groups became associated with problematic stereotypes of drinking behaviour in both 
countries during this time period, including Indigenous Mexicans, mixed race Mexicans, Native 
Americans, Irish Americans and Mexican Americans. Moreover, these stereotypes formed in 
moments of increasing interaction, exchange and conflict between different ethnic groups within and 
across Mexican and American borders. It was also a century in which racial ideologies profoundly 
shaped how both nations defined their own and each other’s identity. This paper will therefore 
outline the key aims and objectives of the planned research, the methodology and ideas for 
collaborative activities that will involve Drinking Studies Network members. 



Thomas Thurnell-Read (Loughborough University), “Drinking Cultures and the Social In/Exclusion 
of International Students at UK Universities.” 
The growth in numbers of international students studying at UK Universities in recent years and the 
evident economic benefits of their presence in UK Higher Education has led to an increased need to 
understand the experiences of overseas students as they live, study and socialise during their time in 
the UK. While there are ongoing concerns that many international students are marginalised by the 
centrality of drinking and drunkenness to the UK student experience, their experiences have yet to 
receive significant attention from alcohol and drinking studies scholars. The centrality of the pub and 
of drinking to British student life can be a significant ‘psychological barrier’ for international students’ 
social interaction and integration (Montgomery, 2010: 89). Many student social events include the 
consumption of alcohol as a central feature, and sometimes prerequisite, of participation. Further 
still, international students may be more vulnerable to certain risks prevalent in the British Night 
Time Economy, and drinking spaces may be perceived as unwelcoming or overtly threatening. 
Alternatively, for some, drinking practices and spaces may offer opportunities for intercultural 
interaction and exchange. Indeed, HE institutions incorporate such possibilities into their marketing 
of degree courses to international students. This work in progress paper will present initial 
conceptualisations of international student experiences of British drinking culture and highlight a 
number of concerns relating to wider understandings of drinking and cultural interaction 
 
 
Helen O’Connor (Independent Researcher), “Exploring Contradictory Identities in Sports Cultures: 
Avoiding Alcohol to Care for the Self or Practise Physical Austerity.” 
The purpose of this presentation is to generate feedback and invite theoretical and methodological 
suggestions for a proposed study exploring the experiences of non-drinkers in sport, tentatively 
framed (but open to suggestions) by Taylor’s notions of social imaginaries and horizons of 
significance.  
 The sport-alcohol nexus (Palmer, 2011) is a ‘broad church’ that includes some of the counter-
intuitive and under-explored relationships between sport and alcohol. Although drinking carries 
considerable normative currency and shared social significance in sport, there are sportsmen and 
women - and sports fans - who choose not to drink. These individuals present an opportunity to 
explore contradictory identities in sports cultures and relationships.  
 There are several reasons why an individual might choose not to drink, although care for the 
self and physical austerity appear to be most under-explored, and it is intended that this ‘type’ of 
non-drinker in sport cultures will be the focus of the study.  
A qualitative approach is considered to be most suitable, and ideas and advice are sought regarding 
what particular qualitative methods of data collection and analysis would be most appropriate. It 
would also be helpful to discuss whether the study could be enhanced by including sports fans, as 
well as sportsmen/women. 
 As an independent researcher, I welcome the opportunity to flesh out this study in more 
detail with the input of the drinking identities and diversity community. 
 
 
 
 
Christine Griffin (University of Bath. With Jeff Gavin, University of Bath, and Isabelle Szmigin, 
University of Birmingham), “Shaping Youth Drinking Identities: The Role of Alcohol Marketing to 
Young People via Social Media.” 



The recent expansion of social media use amongst under 25s has created unprecedented 
opportunities for marketing alcohol products, especially with the growth of smartphones and user-
generated content (UGC), and the drinks industry has invested heavily in this area.  
 Most research has focused on Social Media Alcohol Marketing (SMAM) by specific brands and 
alcohol products, with less attention paid to the online marketing strategies of and licensed venues 
used by young people, which have a highly interactive online presence and are less visible beyond 
their youthful clientele.  
 The social media pages of local bars and clubs incite young consumers into relationships with 
specific alcohol brands and venues, often reinforcing the culture of intoxication. Many bars and clubs 
have their own photographers who post pictures of guests onto the clubs’ social media pages. Little 
is known about the psychological and social processes involved in such online marketing practices, 
and the role of such forms of user engagement in shaping young people’s gendered, sexual and 
classed identities. 
 This paper reports on initial results from a mixed method study of online alcohol marketing 
practices, mapping current SMAM practices aimed at young people by selected alcohol brands and 
venues in South West England, and examining a selected sample of SMAM cases in depth. We also 
report on analyses of focus groups and interviews with young people, exploring how such SMAM 
practices are taken up by young people, and assessing the implications for advertising regulation in 
the UK. The study is funded by Alcohol Research UK and is part of the UK Centre for Tobacco and 
Alcohol Studies. 
 
 
David Alder (Bournemouth University), “A Geneaology of Gin.” 

Gin is a very important thing, 
Guinness is thicker, 
But gin is quicker.* 

The underlying theme of this study is the cultural meaning of gin, in Britain, from the seventeenth 
century to the present day – what did and does gin signify to those people who consume/d it, as well 
as within the broader culture, where does that meaning come from and how is it articulated?   
 Arriving in Britain in the wake of the English Revolution, gin symbolizes the ultimate ‘middle-
class drink’, although not always the drink of the middle-class.  However, to this interpretation, its 
role in the construction of the identity of the modern consumer is highly significant. This study is 
being undertaken by examining the way in which the "cultural imaginary" of gin has been 
constructed, by taking three histories of gin in the United Kingdom and weaving them into a cultural 
narrative.   
 The first of these is the legislative narrative – a consideration of how laws and legal regulation 
have sought to organise the production and to an extent prescribe the consumption of gin. The 
second historical strand this work aims to take up is that of popular reception, thinking about its 
appearance in plays, ballads, pamphlets, cartoons and newspaper reports will attempt to understand 
aspects of what people thought about gin and how they responded to the changing legislative 
environment. Finally, the increasingly confident figuration of gin in advertising, marketing and 
publicity materials, as the centuries progress will be explored.   

*with suitable apologies to the estate and memory of Spike Milligan 
 
Stella Moss (Royal Holloway, University of London), “‘Entertaining Our Friends and Their Friends’: 
Bottle Parties and Deviant Drinking in Interwar London.” 



This paper explores the hitherto neglected phenomenon of the ‘bottle party’ in London’s West End 
in the 1920s and ‘30s. For the Metropolitan Police and the Home Office, as well as numerous welfare 
campaigners, the ‘bottle party’ constituted an affront to licensing regulation and a threat to public 
decency. Popular especially in Soho, bottle parties were in effect late night drinking venues, 
sometimes replete with music and dancing, where patrons were categorized by organizers as  ‘guests’ 
of a named host, and often required to contribute a fixed sum to the ‘expenses’ incurred in running 
the party – that is, the purchase of alcohol from wholesalers. On arrival, rather than buying drinks at 
a bar, guests would take receipt of bottles they had ordered in advance. Bottle party organizers often 
proved adept at upholding the letter, though by no means the spirit, of the law, and to this end 
provoked considerable ire among police and magistrates. Moreover, welfare campaigners 
considered the bottle party’s culture of inebriated hedonism to have an especially corrosive effect 
on younger patrons. Especially in the popular press, those frequenting bottle parties were 
categorised as deviant and disreputable drinkers, their conduct linked to sexual impropriety and 
‘loose’ morals.  In considering the history of this drinking subculture, this paper explores the ways in 
which the space of the bottle party - both real and imagined - was framed as a site of socially 
transgressive and morally corrupting consumption, and also illuminates the conceptualisation the 
deviant drinker in interwar England. 
 
 
Laura Fenton (University of Manchester), “Earning a drink? On Gender, Class and Generation in the 
Moral Economy of Drinking in Post-War and Contemporary British Society.” 
This paper explores the place of gender, class and generation in the moral economy of drinking in 
post-war and contemporary British society. Drawing on interviews with 40 women born between the 
1940s and the early 1990s in the North of England, I investigate the extent to which participating in 
post-work drinking cultures instilled an ethic of ‘earning a drink’.  While existing survey research 
clearly demonstrates higher levels of alcohol consumption among women and men who work in 
professional, office-based settings, as well as a reduced adherence to a pattern of weeknight 
restraint, there is limited research on how women renegotiate their drinking when they have 
children. The paper addresses how the logic of alcohol as a reward was carried forward into domestic 
life when some of the women in the study left paid work or modified their patterns of work. The 
paper also examines how women employed in other kinds of workplaces, such as retail, education or 
childcare, tended not to articulate a notion of entitlement. Rather, for these women drink was about 
sociability and celebration, and had less to do with reward for paid or unpaid work. The paper thus 
considers the interplay of occupation and social class in notions of drink as a reward for effort. 


