“Hiding the label”: ‘passing’ as drinkers and reinforcing drinking norms through No and Low Alcohol consumption in social settings 
Abstract 
Introduction: Despite the expansion of the No and Low (NoLo) alcohol market (drinks from 0.0-1.2% ABV) in the United Kingdom and other contexts, knowledge of how/why these products are used remains limited. This paper addresses gaps in understanding, exploring how NoLos are used by consumers to feel included and/or ‘pass’ as drinkers in social settings. Methods: This paper presents data from a small-scale UK study involving 15 in-depth interviews with NoLo consumers. Results: The paper identifies three key themes. ‘Inclusion, blending in and drinking rituals’ explores how NoLos supported alcohol abstainers/reducers to feel socially included in the face of cultural imperatives to drink. ‘Appeasing drinkers and performing ‘fun’’ identifies ways in which NoLos helped consumers to ‘hide’ their non-drinking status, pass as a drinker and reassure/accommodate drinkers in social settings. The final theme - ‘the relationship between alcohol and NoLos’ - considers the ways in which participants considered NoLos in relation to alcohol, including some of the more negative features of NoLos. Discussion: Whilst NoLos were positively associated with inclusivity and sociability, the potential of alcohol refusal to challenge the status-quo of drinking remains limited when NoLos are used to limit the ‘threat’ of non-drinking. Conclusions: NoLos may ultimately continue to support normative drinking cultures and reinforce social norms around drinking. Findings are significant as they may ultimately have implications for alcohol harm and public health, whilst directly contributing to a limited knowledge base and addressing persistent gaps in our understandings of how NoLos are incorporated into everyday (non)drinking regimes.   
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Introduction 
Across the ‘cultures of intoxication’ of the Global North, alcohol consumption is an embedded social practice (1), with drinking entrenched as the ‘default’ social position and associated with sociability and community (2, 3). Indeed, it is decisions to abstain from alcohol that require justification in the face of enduring cultural imperatives to drink. Those who refuse to - quite literally - buy into drinking cultures may experience stigma, isolation and exclusion in social and professional contexts (4-7) . 
However, drinking practices are shifting, with declines in consumption – particularly amongst young people - reported in the UK (8) and across much of Europe, the USA and Australia (9). This is attributed to a number of interlinked factors; not least an increasing shift towards the individualisation of health and wellbeing (10), the (re)framing of alcohol as a product of ‘risk’ rather than pleasure (11) and the increasing pressure on young people to ‘hustle’ and get ahead in work and education in the face of uncertain futures (12). Non-drinking may also be experienced as a positive choice (13) - aligned with fitness, self-development and personal growth (14, 15) – or conceptualised as a mode of ‘anti-consumption’ (3), a form of resistance against dominant drinking cultures (16, 17) or a route to female empowerment (18).
It is unsurprising that these shifts have been accompanied by an expanding market of No and Low (NoLo) alcohol drinks (19). NoLo beverages - designed to mimic alcohol in taste, appearance, smell and branding - are defined in the UK as products with an alcohol content ranging from 0.0%-0.05% alcohol by volume (ABV) for ‘no’ alcohol products and up to 1.2% ABV for ‘low’ alcohol products (20). Despite the continued expansion of the NoLo market in contexts including the UK, knowledge of how/why these products are used by consumers and the public health implications remains limited. Existing research explores health inequalities; NoLos are more readily drunk by consumers of higher socioeconomic status (21), which risks widening existing health inequalities (22). Other work explores the  ‘addition’ model (where products are consumed in addition to existing alcohol intake) (23) versus ‘substitution’ model (whereby NoLos may support consumers to abstain from alcohol or replace alcohol with NoLos (23-25)).
Moving beyond these debates, questions emerge over whether/how NoLos might challenge or reinforce dominant drinking cultures and existing social norms around alcohol consumption, particularly in social settings. As many non-drinkers continue to socialise with drinkers (26), they may be practicing what Fry terms ‘resistance through integration’ (16: 357) i.e. actively challenging the idea that one needs to drink by participating in intoxicated spaces whilst sober. Indeed, the mere presence of non-drinking individuals in such spaces (whether they are consuming a NoLo or not) might be read as challenging dominant drinking norms. Furthermore, the expanding NoLo market has been interpreted – including by some non-drinkers - as evidence that non-drinking is increasingly recognised, normalised and accommodated (27). Yet the very close resemblance between NoLos and alcohol may reinforce the expectation that ‘everybody drinks’ (or must appear to) in social settings, make it increasingly easy for those abstaining to ‘pass’ as a drinker (28) and offer new ways for consumers to engage with the market and with leading alcohol brands (who often offer a NoLo equivalent of their flagship alcohol products). Ultimately, these areas remain under-explored in emerging literature in this field. A greater understanding of social NoLo use and more explicit consideration of its implications in relation to dominant drinking cultures and norms is required. 
This paper presents data from a small-scale, exploratory UK study of the marketing and consumption of NoLo drinks exploring the following research questions:
1. How do two leading alcohol brands market their NoLo products, and how are these messages received by consumers?
2. How do consumers incorporate NoLo products into their social / drinking practices? 
3. How do marketing campaigns and consumer practices draw on ‘health claims’ and reinforce or challenge dominant social norms around (a) gender and drinking, and (b) alcohol consumption more widely?
4. What are the implications of findings for policy, including ways in which the expansion of the NoLo market might reduce or perpetuate alcohol-related harm?
Drawing on RQ2 and elements of RQ3, this paper explores how NoLos are incorporated into consumers’ social (non)drinking practices and the ways in which such practices might reinforce and/or challenge dominant social norms around alcohol consumption. In doing so, the paper helps address current gaps in our understanding and contributes to a more nuanced understanding of NoLo consumption practices in social settings and their implications. 
 Methods 
This paper presents data from a small-scale, exploratory UK study on the marketing and consumption of NoLo drinks (29). Marketing was explored through a case study approach, analysing over 100 social media posts and marketing images/videos from two leading NoLo brands. This was followed by 15 in-depth, semi-structured interviews with drinkers and non-drinkers who regularly consumed NoLos (at least three times within the previous six months). Whilst methods and findings in relation to marketing materials are discussed elsewhere  (30, 31), this paper draws on analysis of interview data as this centres explicitly on consumption practices.
Sampling and Recruitment
Participants were recruited via social media posts (including in ‘mindful drinking’ online communities) and snowball sampling (as people were encouraged to share the posts with their own networks). Seven identified as male and eight female; nine as drinkers and six as former drinkers. All participants either were or had been in the past been regular consumers of alcohol (which may reveal something about the types of consumers most likely to find NoLos appealing). Ages ranged from 22 to 68 (three participants in their 20s, six in their 30s, four in their 40s and two in their 50s/60s) All participants resided in the UK and all except two were White British. 80% worked in what might be classified as middle-class occupations (managerial roles, social work, education and research), reflecting findings from previous research into NoLos and health inequalities indicating that these products are more likely to be used by consumers with a high socio-economic status (21, 22). 
	[bookmark: _Hlk211517509]Pattern of consumption at time of interview
	Pseudonym  
	Self-definition
	Reason for consumption patterns 

	Exclusively drink NoLo, short-term (defined period of sobriety)
	Alice (32)
	Drinker (D)
	Pregnancy. Planning to resume drinking but reflected on whether she might continue to drink NoLos at times

	
	Pete (38)
	D
	Year off drinking (health and fitness) for 2021. Planning to resume drinking

	
	Nina (45)
	Moderating Drinker
	Dry July. Questioning wider relationship with alcohol and hoping she can drink moderately in future 

	Exclusively drink NoLo, long-term (stopping drinking as long-term or permanent choice)
	Adam (37)
	Former Drinker (FD)
	Sober for 10 months, connected to mental health. No plans to resume drinking

	1) 
	Luke (29)
	FD
	Sober for 7 months, health scare from his previous drinking. Unsure about future relationship with alcohol

	2) 
	Suzanne (52)
	FD
	Sober for 4 years after a number of dry spells, suffered very bad hangovers.  No plans to resume drinking

	3) 
	Hannah (30)
	FD
	Sober for 1 month, connected to mental health (sees herself as a hybrid drinker in future having a very occasional drink)

	Hybrid model (drink a mix of Alcohol and NoLo drinks)
	Emma (31)
	D
	Drinks alcohol as a treat and NoLo as a substitute for drinking without the ill effects when she doesn’t want to feel tired or hungover 

	4) 
	Christiaan (41)
	D
	Drinking NoLo linked to running/race training but also wider health choices

	5) 
	Liam (26)
	D
	Drinks NoLo at home or when out, doesn’t currently drink alcohol at home (largely connected to mental health and wellbeing)

	6) 
	Ed (42)
	D 
	Drinks NoLo during the week and alcohol at weekends (largely for reasons relating to productivity and health)

	7) 
	Georgie (22)
	D
	Drinking NoLo whilst on a health kick, drinks alcohol for special occasions and a bit more now lockdown is easing

	Hybrid model (but drink almost exclusively NoLo and consume alcohol rarely or very rarely)
	Rob (34)
	FD
	Mostly sober since 2019, does drink very occasionally 

	8) 
	Jacqueline (68)
	Low level Drinker
	Prefers the taste of NoLo drinks, but will drink alcohol a few times a year 

	9) 
	Zara (42)
	FD
	Drank NoLo drinks during pregnancy and breastfeeding, now not drinking at all during ‘fitness mission’, but anticipating a return to hybrid drinking (mostly NoLo)


[bookmark: _GoBack]Table One: Participant Information
Three participants had stopped drinking for a short-term, defined period (for example due to a ‘health kick’ or pregnancy) whilst seven were longer-term very light or non-drinkers (who had often stopped drinking to support mental and/or physical health). The final third were ‘hybrid’ consumers who regularly consumed alcohol and NoLos. Amongst this group, there was evidence of substitution; i.e. NoLos were generally used in place of (some) alcohol to help reduce overall consumption and/or avoid the negative effects of drinking (such as hangovers).  
Interview details 
Interviews were conducted in Summer 2021, lasting approximately one hour (between 45 minutes and 1.5 hours), and were audio-recorded and transcribed. The term ‘NoLo’ was not yet widely in circulation during the data collection period, so the interview schedule used the terminology ‘alcohol-free’, which was interpreted by participants as products with no or a very low ABV (less than 1%). Participants did not discuss consumption of other less-than-full-strength products (e.g. small beers which may have an ABV of 2 or 3%). Whilst this could be a reflection of the interview terminology, the interviews also focused on (non)drinking practices in a broader sense, so it seems likely participants would have mentioned these products if they did use them. The interviews used open questions and probing to facilitate a rich, in-depth exploration of participants’ (non)drinking biographies and histories, including the leisure spaces/contexts where they consumed NoLo drinks and their motivations. The topic guide (see supplementary file) adopted elements of narrative interviewing, opening with the ‘grand tour’ question ‘tell me about your relationship with alcohol across your life so far’ and then probing participants on the role of NoLos in their everyday (non)drinking practices more specifically and their perceptions of NoLo marketing. The interviews covered all/any contexts in which participants consumed NoLos, including domestic spaces and public spaces, and drinking alone or drinking with others, however the discussion here focuses on social drinking as our area of interest is the use of alcohol in social settings. It is important to note  however that domestic NoLo consumption was also identified as a key practice, as discussed elsewhere (32). 
Ethical Considerations
Institutional ethical approval was obtained and participants provided written consent. No incentives were offered, and there was no participant cost as interviews were conducted online (via Zoom) in their homes. As alcohol consumption could be a sensitive topic, all participants were reminded of the right to withdraw, supplied with a detailed Project Information Sheet listing support organisations and advised that they could pause the interview or skip questions. In practice, the interviews felt comfortable and relaxed, and participants talked with enthusiasm about NoLo use (at the time of the interview, I was a non-drinker and NoLo user, which helped to build rapport). 
Analysis 
Thematic analysis was undertaken, drawing on the approach advocated by Braun and Clarke (33) and beginning with a re-read of all interview transcripts (data familiarisation). Using both a deductive approach (with attention to research questions, existing literature and the earlier analysis of marketing materials (29) shaping an initial idea of the kinds of codes that might be identified) and an inductive one (being open to less expected codes in the data), data was then coded within each individual interview (34). Codes were considered across interviews as a whole, with this bigger picture allowing for codes to be merged as required to reflect the full dataset. Codes were then clustered together into broader themes, and themes were reviewed against the coded data to ensure they accurately captured codes. Finally, themes were refined and adjusted to produce a final set of four overarching themes with subthemes; Drinking Cultures and Norms (which included dominant social norms around drinking), Drinking Practices (drinking biographies, everyday drinking practices, the appeal/disadvantages of drinking alcohol), Non-drinking Practices (reasons for not drinking, the role of NoLos, everyday (non)drinking practices and the responses of others) and NoLo Marketing and the Alcohol Industry (advertising, branding and how NoLos are positioned in relation to alcohol). 
Results
The results are discussed below in the form of three distinct yet interconnected themes. 
	Overarching theme 
	Subthemes

	Inclusion, blending in and drinking rituals (focuses on the self)
	· NoLos as offering choice, hybridity and a grown-up or desirable option
· NoLos as facilitating social inclusion and a way to feel comfortable through ‘passing’
· NoLos as a way to mirror practices of others and feel included in drinking practices and rituals 

	Appeasing drinkers and performing ‘fun’ (focuses on others)

	· NoLos as a way to put drinkers at ease 
· NoLos as a tool to perform ‘being the fun person’ for others 

	The relationship between alcohol and NoLos
(focuses on how NoLos are considered in relation to alcohol)


	· NoLos as a ‘fake’ or lesser version of alcohol 
· NoLos as failing to challenge drinking norms and expectations
· NoLos as entangled with ‘big alcohol’


Table Two: Themes and Subthemes
Inclusion, blending in and drinking rituals
The first theme centres on fostering positive personal associations and emotions through NoLo consumption, against the backdrop of a widely-recognised UK drinking culture or ‘ideology’ (Rob, age 34, former drinker) that entrenches alcohol consumption (1) and positions it as ‘the only drug that you have to come up with a reason for not consuming’ (Luke, age 29, former drinker). Participants shared positive responses to the growing NoLo market, praising the enhanced consumer choice and claiming NoLos were ‘inclusive’ (Georgie, age 22, drinker) and becoming ‘mainstreamed’ (Liam, age 26, drinker). NoLos were viewed as an appealing and ‘authentic’ (Zara, age 42, former drinker) option when participants wanted a ‘grown-up’ alternative to soft drinks (27), an effective substitute and/or a way to cut back on alcohol or adopt ‘hybrid’ drinking identities (32). Almost all described NoLos’ close resemblance to alcohol as a major part of their personal appeal. NoLo consumption was also frequently motivated by a desire to feel socially included:
On Sunday, we had some friends over for a barbecue, and they were all drinking beer. I had a really nice non-alcoholic one. I just put it in a nice beer glass. It was just nice to have it and to see it on the table with everybody else's and just feel the same as everyone else. Everyone else is drinking beer. I am also drinking beer. They know it is non-alcoholic and I know it is non-alcoholic, but it is nice to have it there and not to be like, ‘Oh, I am drinking water’ (Alice, age 32, drinker)
If you are with a group of friends that are drinking a bottle of prosecco, to sit there with a glass of water or squash, it would just feel so separate. Whereas, I had all my bridesmaids around at the weekend and they were all drinking prosecco and I had Nozeco[endnoteRef:1]. There was no difference. You do feel part of it (Hannah, age 30, former drinker) [1:  Alcohol-free sparkling wine ] 

Alice and Hannah recount specific social events here where alcohol use is normalised and describe the value of NoLos in supporting them to feel ‘the same as everyone else’. NoLos can be presented in a ‘nice’ glass, they blend in with other drinks and they allow participants to feel ‘part of it’ by consuming the direct NoLo equivalent of an alcohol product. These sentiments were echoed across the data; Adam (age 37, former drinker) argued that when you choose a NoLo ‘you're now not on the periphery of that group, you're just included’. Similarly, Pete (age 38, drinker) described how bringing NoLo beers to a barbecue helps him to ‘share the experience’, and several others described NoLo consumption as a way to feel ‘included’ or ‘connected’.
NoLos could also help participants to feel comfortable through ‘passing’ as drinkers and avoid feeling judged or excluded in social settings (7). Blending in was highly desirable; Luke (age 29, former drinker) wanted his non-drinking to be ‘unremarkable’ and kept on the ‘downlow’, comments echoed by others (26). NoLos could help to achieve this, supporting non-drinking to ‘go unnoticed’ (Adam, age 37, former drinker). Retuning to Hannah and Alice, whilst neither was actively attempting to pass as a drinker in the situations above (indeed, for Alice this may have been inappropriate during pregnancy), Hannah (age 32, former drinker) later explained she was hoping to quietly use NoLos to ‘pass’ as a drinker in front of a larger group of friends at her upcoming hen-do; claiming she hoped people ‘might not even notice’ she was abstaining. 
Finally, NoLo consumption supported inclusion through facilitating participation in drinking rituals. Ed (age 42, drinker) experienced joy at finding NoLo beer on draught, describing the ‘ritual’ and ‘sociability’ associated with watching a pint being poured and drinking it with others. Again, the visual presentation of NoLos is significant and bound up with ritual; in the experience of watching a pint being carefully poured into the ‘nice' glass, or in taking the time to prepare a NoLo spirit with a mixer, slice of lemon and ice (27). Similarly, the ability to participate in drinking rituals such as toasts[endnoteRef:2] and ‘reciprocity’ norms (3) such as round-buying[endnoteRef:3] was recognised. Suzanne (age 52, former drinker) also enjoyed consuming NoLos on draught, as this helped her to match her peers’ drinking pace (and presumably participate in round-buying) but also triggered what she called a kind of ‘folk memory’ of shared drinking experiences.  Others also recounted experiences of purchasing specific products to facilitate their participation in toasts, holidays and alco-centric celebrations (27).  [2:  Raising one’s glass with others in a celebratory social ritual ]  [3:  The practice of group members taking it in turns to purchase drinks for all group members ] 

In sum, NoLo consumption could facilitate positive emotions and experiences such as feeling included and/or comfortable, for example through participating in drinking rituals and/or ‘passing’ as drinkers. However, other motivations for consuming NoLos focused more explicitly on managing the feelings and emotions or reaction of others, as discussed below.
Appeasing drinkers and performing ‘fun’
Participants suggested not only that drinkers might judge those who abstain but might also feel that they are being judged for continuing to drink; an assumption borne out in research with drinkers (3, 35). NoLos might thus help to appease drinkers or allay their concerns about drinking with non-drinkers, as suggested by Jacqueline’s description of how NoLo consumption ‘keeps people who are drinking alcohol company’:
I would be quite happy having water because I do actually like drinking water… So, it [NoLo consumption] is really for other people’s feelings. If I’m out then I’m always pleased that I can have something that I know I’m going to like and keep people who are drinking alcohol company and happy so that they’re not just saying, “Oh don’t have water, have something stronger.” When they see the Seedlip this counts as what they call a ‘real’ drink (age 68, low-level drinker)
Here, Jacqueline (who drank alcohol very infrequently) encounters pushback from friends pressuring her to choose alcohol over water. Whilst NoLos such as Seedlip do not technically qualify as ‘something stronger’, they arguably bring Jacqueline’s practices closer to those of her drinking friends and enable her to consume something that - through its proximity to alcohol - (almost) qualifies as a ‘real’ drink (and may even be wrongly read as alcohol by others). As she admits, Jacqueline’s consumption decisions are largely shaped by ‘other people’s feelings’; she would be ‘quite happy’ drinking water but associates her NoLo consumption with the happiness of her drinking peers (10).  Here, comfort is again a driver of NoLo consumption, but comfort of others (drinkers) rather than of the NoLo drinker.
The feelings of others (drinkers) were also central to the accounts of those who regarded drinking as entangled with ‘fun’ (35) and recognised a social obligation to drink in order to be a ‘fun’ person. For example, Rob (age 34, former drinker) felt drinking was associated with being ‘fun’ and ‘interesting’ and Ed (age 42, drinker) stated ‘you definitely don't want to be seen as a party-pooper’ by very obviously not drinking. NoLos could again be useful here in supporting consumers to ‘pass’ as drinkers:
I wouldn’t ever pretend to be drunk because that’s just not my style. But it’s acting in the sense of acting like you are drinking, as if it’s not non-alcoholic. As in hiding the label. Turning the bottle to make it look like you are there to be having fun, as such. Not acting drunk, but acting like you are drinking, if that makes sense? (Georgie, age 22, drinker)
Georgie talked throughout the interview about having to maintain an image of appearing ‘fun’, ‘bubbly’ and ‘sociable’ when out in pubs and bars. Her role in the social group as a ‘real character’ when drunk led to worries that her friends would think ‘I can’t be that person’ when sober. This was echoed by others; Alice (age 32, drinker) describes being ‘conditioned’ to think that drinking is integral to a ‘fun social gathering’, expressing concerns that she might look like she was ‘not going to have fun’ if not participating (note the distinction between these concerns and the earlier example where she was happy to openly abstain as she had a ‘socially sanctioned’ reason - pregnancy). Both participants worried that a refusal to drink violated expectations of what a ‘fun social gathering’ looks like and their role within it. Drink refusal could also be read as shunning a shared commitment to collective alcohol use amongst friends (36), leading to concerns about being ‘left out’ or regarded as ‘boring’ (7). NoLo consumption offers a solution when NoLos are actively disguised as alcohol, something that Georgie achieves through strategically ‘hiding the label’ or ‘turning the bottle’ to ‘pass’ as drinker (28). Whilst stressing she would never pretend to be intoxicated, what is important here is ‘acting’ like a drinker and consciously communicating the message that ‘you are there to be having fun’. NoLo consumption could thus help non-drinkers to reassure friends their drinking was not being judged, satisfy drinkers’ demands to drink something other than water or soft drinks - which hold a ‘lesser status’ than alcohol (37) - and even mislead peers to come across as the ‘fun’ drinker they expect to see in social settings. 
To conclude, the feelings and emotions of others could be an important driver for NoLo consumption, helping to present the image of a ‘fun’ friend who was non-judgemental of drinkers. This could create tensions (for example when participants would have been quite happy to drink a soft drink but experienced pressure to consume NoLos, or had to navigate consciously hiding drink labels to ‘pass’ as drinkers). Further tensions emerge in the final theme below, centred around discussions of the relationship between alcohol and NoLos. 
The relationship between alcohol and NoLos
Whilst NoLos were valued in their own right, they were unsurprisingly often considered more directly in relation to alcohol. For example, Alice acknowledged that she kept describing NoLos as ‘fake’ and ‘pretend’ during the interview, and then elaborated: 
If you are drinking stuff that is non-alcoholic, it is not real, like not a real drink. "What are you drinking that for?"… It is that if you are not drinking booze, you are not drinking. Do you know what I mean? So the fake side of things, the pretend stuff, it just is borne out of that perspective, I think (Alice, age 32, drinker)
Here, NoLos are positioned as ‘not a real drink’, NoLo consumption is positioned as something that might be questioned or challenged and the terms ‘fake’ and pretend’ are emphasised. For a number of participants, NoLos existed in a hierarchal relationship with alcohol that positioned them as mere – or lesser - imitations of what Suzanne (age 52, former drinker) called ‘the real thing’. This reinforced the status of alcohol and served to position NoLos as somehow ‘lesser’ or ‘lacking.
Secondly, some participants explicitly argued that NoLos’ close resemblance to alcohol could ‘promote’ and ‘normalise’ drinking: 
They're still promoting alcohol, yes. I think if you make the bottle look the same, if you're less cynical and put a positive spin on it, it makes someone who drinks an alcohol-free beer stand out less, which makes them self-conscious. If you would be having it in your hand in the pub, it almost looks the same as if you're drinking a normal bottle (Christiaan, age 41, drinker)
Here, alcohol is positioned as ‘normal’ or the default, and Christiaan argues that NoLos continue to ultimately ‘promote’ alcohol because they have become barely distinguishable from alcohol in pub settings. Emma similarly identified an expectation that ‘it's so important to be drinking or to be seen to be drinking’ and felt that NoLo consumption ‘evoked’ or reinforced this:
Do you think though that [NoLo consumption] almost evokes that thing of… it's so important to be drinking or to be seen to be drinking? It almost shows that social pressure or, not social pressure, but that the thing that you do is drinking. So you have to find some way to drink even if you're not drinking. Like, you can't just say, “I want to have a lime and soda[endnoteRef:4].” You know, drinking is the norm… drinking is the thing that you must do (Emma, age 31, drinker) [4:  A staple non-alcoholic drink in UK bars and pubs, consisting of soda water and lime cordial ] 

Emma identifies a ‘social pressure’ to drink (or at least be seen to be drinking) and argues that non-drinkers must ‘find some way to drink even if you’re not drinking’. The rise of NoLos may actually make it more difficult to opt for a soft drink, as evidenced here in Emma’s claim that ‘you can’t just’ have a lime and soda and in the example from Jacqueline above about (not) drinking water. 
Finally, several participants highlighted how many popular NoLo products are produced by leading alcohol brands, and most consumed these types of products (as they were the most readily available). A small number explicitly reflected on the ways in which their NoLo consumption contributes to the profit of alcohol brands and ultimately supports the alcohol industry (17). For example, Liam (age 26, drinker) acknowledged that his NoLo consumption ultimately ‘helps companies make money’ whilst Pete (age 38, drinker) argued that the alcohol industry is not interested in improving public health through NoLo provision but rather in making profit. However, both were still keen to stress the positives and benefits of the expanding market in terms of enhanced choice, availability and quality.  These examples reveal complexities and potential tensions in consumers’ relationships with NoLos, particularly for those reluctant to support the alcohol industry.
In sum, reflections on NoLos in relation to alcohol revealed some of the ambiguities consumers may experience in relation to NoLo consumption. The expanding market could foster concerns around how NoLos shut down possibilities to sit outside of the expectation that everybody needs to drink (or at the very least appear to). At the same time, the entanglements between NoLos and leading alcohol brands could make it difficult to drink NoLos within contributing to profit within the alcohol industry. 
Discussion 
This paper builds on limited understandings of how NoLos are used by consumers and explores the implications in terms of how dominant social and drinking norms might be reinforced or challenged. Analysis indicates that whilst the expanding NoLo market may be experienced as a positive development by consumers, it continues to reinforce social norms and expectations around drinking including; the positioning of alcohol consumption as the default in social settings (2, 3), the connections between alcohol, friendship, fun and socialising (36) and the significance of shared drinking rituals and collective practices. 
As the NoLo market grows, it presents opportunities for both non-drinkers and drinkers who are temporarily abstaining, reducing or looking to adopt more ‘hybrid’ relationships with alcohol (32) to feel included and connected, access ‘grown-up’, desirable alternatives to alcohol (27) and participate in drinking rituals, as the data indicates. The expanding market might be touted as evidence that non-drinking is becoming increasingly accepted or even celebrated, and that non-drinkers are being accommodated and offered viable alternatives to alcohol, with the choice to abstain being ‘destigmatised’ (27). If ‘to be without alcohol is to feel alone among friends’ (4: 534), then it seems NoLos can mitigate against a sense of feeling ‘separate’ and foster a sense of social inclusion, with research suggesting marketing messages around how NoLos enable social inclusion are likely to appeal to consumers (38). NoLo consumption can also support participation in specific – and often gendered – drinking practices and rituals (17). In such cases, the ways in which drinks are visually presented is significant; for example the ‘nice’ beer glass or the feminine champagne glass, Indeed previous research on NoLo use suggests the vessel in which drinks are presented may be more important for consumers than the NoLo product itself (27). The findings presented here are important as they highlight some of the perceived benefits of the expanding NoLo market from a consumer perspective. The increasing availability of viable and ‘grown-up’ options supports consumers of a wide age range to fit in and feel included may help drinkers in particular to reduce their overall  alcohol intake and avoid peer pressure to drink. 
At the same time, NoLos help consumers to ‘hide’ their non-drinking status, pass as a drinker and reassure drinkers in social settings. In this way, whilst NoLo consumption might be pleasurable in its own right, the analysis indicates it may also be driven by the feelings, needs and desires of others. NoLos’ proximity to alcohol positions them as the ‘next best thing’ and they may play a key role in putting drinkers at ease and communicating the message that their alcohol consumption is not being ‘judged’ (6, 35). This reading of the expanding market challenges the notion of NoLos as a ‘celebration’ – or even a recognition and acknowledgement - of non-drinking, suggesting instead that they simply offer the closest thing to ‘something stronger’ in cultures and contexts where the consumption of alcohol remains entrenched. It also complicates recent claims that non-drinking is increasingly normalised and accepted amongst young people in particular. Pressures to drink alcohol (or something similar), a desire to be included in drinking rituals and anxieties over not appearing ‘fun’ and ‘non-judgemental’ when not drinking cut across the sample here and shaped the practices of participants of all ages. For those in both their 20s and their 60s – and all ages in between – non-drinking was at best ‘tolerated’ (39), with little evidence of it being celebrated and normalised. Participants across generations broadly wanted their non-drinking to be unnoticed or – to return to Luke – rendered ‘unremarkable’ in contexts where NoLos exist as ‘fake’ or ‘pretend’ alcohol in a hierarchal relationship with the ‘real’ thing. Similarly, whilst participation in drinking rituals such as ‘toasts’ may feel rewarding for consumers, engagement with these rituals ensures that specific drinking practices continue to be upheld rather than disrupted. Indeed, as Bartram et al. argue, continued participation in these kinds of ‘interpersonal rituals’ helps to entrench ‘both the behaviours and meanings involved in the ritual, allowing it to proceed virtually unchanged’ (37: 734). 
The specific role of NoLos in ‘passing’ as a drinker remains underexplored, with earlier work highlighting how consumers may ‘pass’ by holding alcoholic drinks but not consuming them, or consuming soft drinks that might plausibly be read as containing alcohol (28). Building on this earlier work, the data demonstrates how the expanding NoLo market offers a continuum of ways to ‘pass’. On one end, this might take the form of discreetly consuming a NoLo in attempts to ‘go unnoticed’ and avoid attention (as illustrated by Hannah’s hope that her decision to drink NoLos at her hen-do will not be noticed). At the other end sit those proactively desiring to be read as drinkers, more actively resisting ‘non-drinking’ labels and identities (40) and perhaps consciously ‘deceiving’ others (39). This was evident in Georgie’s attempts to strategically ‘act’ like she is drinking and her use of NoLos as what Davey calls a ‘decoy’ to ‘create the appearance of participation in alco-centric culture’ (27: 5). In this way, NoLos support a range of strategies from subtly ‘passing’ and making one’s drinking status unclear or vague (6) to more actively ‘faking it’ (39). Future research in this area could further explore this ‘spectrum’ of passing and consider the use of NoLos when ‘passing’ as a drinker may be undesirable (for example, whilst ‘passing’ in early pregnancy may be a strategic way to deflect questions around why one is not drinking, NoLo consumption may become more ‘risky’ during late pregnancy if the visibly pregnant body is (mis)read as one that is consuming alcohol). 
‘Passing’ can also help to mitigate against the ‘symbolic threats’ (41) presented by non-drinking (6, 35). NoLo consumption functions here across age ranges and generations as a ‘friendship making’ practice (42) and a conscious attempt to ‘buy into’ social contracts and obligations that associate alcohol with ‘doing’ friendship, fun and sociability in ways that help to ‘perpetuate the cultural myth that an alcohol-type beverage is required for social conformity’ (25: 3). NoLo consumption may be deployed strategically to ‘assimilate’ into shared friendship practices (27), communicate a commitment to ‘fun’ and also neutralise the ‘threat’ perceived by drinkers (35). Research shows non-drinkers can be very concerned about the risk of being perceived as judgemental (10); consuming something that so closely resembles alcohol may act as a form of ‘corrective work’ (6, 26) that seems to communicate at least a tacit – and arguably more active – acceptance of drinking norms, cultures and practices. In contrast, decisions to visibly consume soft drinks or water may be challenging or confronting for drinkers and read as a ‘moral stance’ on drinking (26) and overt rejection of alco-centric cultures. In this way, NoLos may help non-drinkers to feel they are not ‘letting the team down’ (43: 450) or rejecting drinking’s ‘symbolic meanings’ (43: 449). The implication here is that the growing NoLo market supports consumers to capitulate to dominant drinking norms and expectations that might be to an extent subverted through practices such as ordering a soft drink or water. This seeming acceptance of and engagement with dominant drinking cultures is further compounded by the fact that many popular NoLo products are produced by the alcohol industry and designed to be almost identical (particularly in terms of presentation and branding) to producers’ flagship alcohol products. As a result, the alcohol industry remains ensnared in everyday (non)drinking practices, even for those who may seek to disentangle themselves from its reach. Indeed, consumers may express a degree of ambivalence towards NoLos, simultaneously valuing them but recognising their ties to ‘big alcohol’ and even expressing a reluctance to support the alcohol industry by drinking NoLos. Whilst previous research is beginning to identify these entanglements (17), further work could continue to interrogate the role and motives of ‘big alcohol’ in the NoLo space, and the challenges faced by non-drinkers who may be ideologically opposed to ‘big alcohol’s’ role in promoting and producing NoLos. 
Ultimately, NoLo consumption actively supports consumers to engage with both consumer culture and dominant drinking cultures, challenging previous conceptualisations of non-drinking as an act of ‘anti-consumption’ (3), rebellion (15) or empowerment (19) and illuminating what Atkinson et al. describe as tensions between ‘resistance and conformity’ (17: 63). Of course, the onus to challenge or subvert drinking cultures should not be placed on individual (non)drinkers; indeed people’s ability to view their non-drinking as a ‘rebellious’ or subversive act or make their drink refusal public is bound up with aspects of identity and privilege in relation to class, race and gender (6, 15) (although it is interesting to note that even amongst a predominantly white and middle-class sample, these opportunities seemed limited). NoLo consumption may limit opportunities to establish a counternarrative (28) or ‘push back’ against drinking cultures even in small ways, for example through normalising and making visible alcohol refusal and creating spaces where it is possible to imagine and celebrate opportunities for ‘sober peer cultures’ (7: 93) outside of the ‘alcohol matrix’ (17). 
Conclusion 
Whilst NoLos may be positively associated with inclusivity and sociability, the potential of alcohol avoidance/refusal to challenge the status-quo of drinking within cultures of intoxication remains limited where NoLos are used to hide non-drinking and entrench drinking norms. NoLo consumption helps those who sit outside of drinking norms to blend in, assimilate into drinking and friendship cultures and actively limit the ‘threat’ (35) that their non-drinking presents to dominant drinking cultures. This paper provides evidence to support Davies et al.’s contention that ‘NoLo products may reinforce the notion that alcohol has a place in almost any occasion, thus, embedding it further into sociocultural norms’ (44: 843), whilst demonstrating how NoLos can mitigate the ‘threat’ non-drinking may present to dominant drinking cultures (35). 
This paper makes a significant contribution to emerging debates around the role of expanding NoLo markets in exacerbating or alleviating public harm, as it demonstrates the ways in which NoLos reinforce social norms around drinking, leave entrenched ‘cultures of intoxication’ unchallenged and facilitate continued engagement with the alcohol industry, all of which have potential public health implications. Despite the growing NoLo market and interest in these products from policy, public health and government perspectives (45), little is known about how NoLos are used within everyday (non)drinking regimes by consumers; this paper helps to directly address this gap, extending a limited knowledge base and attending to the everyday lived practices of NoLo consumption. It is important to note that the sample was small and felt positively towards NoLos. In addition, the sample’s middle-class bias is notable in light of previous research into who consumes NoLos in the first place (21, 22), and means that findings cannot be considered representative of less affluent consumer groups. 
Nonetheless, these findings clearly contribute to our understandings of the under-researched topic of NoLo use and highlight areas for consideration within public health and policy debates. Most notably, the role of NoLos in upholding dominant drinking cultures, consolidating the notion that ‘everybody drinks’ and supporting continued engagement with an alcohol industry whose motives are unlikely to be altruistic must be carefully considered within public health and policy debates and inform future discussions around the risks and benefits of the expanding market (29). Further research should continue to critically interrogate the role of the alcohol industry in promoting NoLo usage, and could expand upon the findings presented here by further considering the role of NoLos in upholding/disrupting dominant drinking cultures in more diverse socioeconomic samples where NoLo use is less normalised. 
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