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beer, in the industry's modern landscape, can currently function in. In particular, I will demonstrate how ongoing 
discussion surrounding beer allows for its materiality to serve as indexical of multiple—and often framed as "competing"—
American masculinities. Using examples from the media and online forum discussions, an overview will presented for how 
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So continuing this discussion of materiality and foodstuffs, I’ll be talking about how the	
categories	of	"macro"	and	"cra1"	beer	can	be	used	to	perform	masculinity.	
	
I have to say I feel like it’s appropriate that I’m giving this talk at the Denver Convention 
Center, because it's almost like I'm at the Great American Beer Festival, which is held here 
annually, but 2 months late and instead of drinking beer surrounded by people getting 
inebriated, I’m giving a talk about it to a room of anthropologists. Who are presumably 
sober. But I won’t tell either way. 
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Before we get truly started, I wanted to go through a few very brief points on identity as an 
introduction… 
 
Recognition of identities is a complex process that occurs through interaction, requiring shared 
cultural knowledge and a kind of cooperation between speakers and their interlocutors.  
 
In constituting identity, Mary Bucholtz and Kira Hall, among others, recognize one principle, 
indexicality, as “the mechanism whereby identity is constituted.” At its most basic, indexicality is 
about the tie between anything that serves as a “sign,” including language, manner of dress, 
behavior, etc., and social meaning.  
 
Masculinity is such an identity, or rather a set of potential identities, that may be indexed through 
culturally-bound signs. Scott Kiesling has stated that “Masculinity is a quality or set of practices 
(habitual ways of doing things) that is stereotypically connected with men. The ‘stereotypically’ is 
important in that sentence, because a quality or practice need not actually be performed by any 
particular man to be associated with masculinity. […] [Masculinity] is not something inherent to 
men, but is ‘performed’.” 
 
And as William and Mary Caitlin spoke about earlier, in “Indexical Ordering and the Dialectics of 
Sociolinguistic Life,” Michael Silverstein notably laid the ground work for examining how the 
register of expert talk around food and drink can be used to index an identity. I argue that the 
growth in market-share of craft beer and visibility of the "craft beer movement” has broadened 
the range of indexicals associated with both the commodity of beer and discourses surrounding 
it.  
 
Here, I seek to illustrate the semiotic positions that beer, in the industry's modern landscape, 
can currently function in. In particular, I seek to show how ongoing discussion surrounding beer 
allows for its materiality to serve as indexical of multiple—and often framed as "competing"—
American masculinities. Using an advertisement for Budweiser that aired during the Super Bowl 
in February, as well as examples of discussion surrounding it, I’ll present an overview for how 
these gendered identities have become linked with beer’s production and consumption. 
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Because with beer, meaning is tied to modes and locality of production, as well as the 
consumption rituals of purchase and ingestion, I want to give a brief overview of what’s 
happening in the industry. 
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Starting in the late 1800s, the number of breweries in the United States dropped 
significantly due to a variety of factors, hitting an all-time low in the late 1970s. In the years 
since, though, the steady proliferation of small, local breweries has worked to reverse that 
trend. 
 
[CLICK x2] 
 
In fact, this September, the Brewer’s Association—a trade association for the craft beer 
industry—reported that the number of breweries in their database hit 4,000. Many who align 
themselves with the “craft beer movement” view this shift as a return to the more “authentic” 
beer production of America’s past. 
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At the same time, locality has become a point of tension for macro beer producers. 
 
Only about 10 years ago, “the Big Three” was used to refer to the 3 largest American 
producers—Anheuser-Busch, Miller, and Coors—but this term have since fallen out of use 
as a result of several key mergers and acquisitions. 
 
In 2002, Miller was acquired by SAB, a South African company, to form SABMiller, 
headquartered in England. 
In 2005, Coors had merged with Molson, a Canadian company, to form Molson Coors 
Brewing Company. 
And in 2008, SAB Miller and Molson Coors formed the MillerCoors joint venture. Later that 
same year, Anheuser-Busch was acquired by InBev, a Belgian-based conglomerate. 

  
[CLICK] 
 
Notably, in October 2015, SABMiller agreed to a purchase deal with Anheuser-Busch InBev. 
Though the firms might be forced to sell some assets to pass muster with US anti-trust 
regulations, the deal is poised to form what would be the world's largest beermaker, with 
nine of the world's top 20 beers by volume. 
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So	it	was	in	the	midst	of	this	climate	that	Anheuser-Busch	released	its	Budweiser	ad	enBtled	
“Brewed	the	Hard	Way.”	This	ad	first	aired	during	the	3rd	quarter	of	the	Super	Bowl	on	February	1,	
2015.	
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Here’s	the	adverBsement	in	quesBon.	It	features	a	series	of	video	clips	paired	with	overlay	text.	The	
audio	of	the	adverBsement	consists	only	of	generic	rock	music.	
	
[SHOW	VIDEO]	
	
It’s	easily	argued	when	watching	the	adverBsement	that	images	were	selected	for	what	they	index	
on	their	own	as	well	as	how	they	could	be	matched	to	specific	text.	
	
TRANSCRIPT:		
BUDWEISER	
PROUDLY	
A	
MACRO	BEER	
IT’S	NOT	BREWED	
TO	BE	
FUSSED	OVER	
IT'S	BREWED	
FOR	A	
CRISP	
SMOOTH	FINISH	
THIS	IS	THE	ONLY	BEER	
BEECHWOOD	AGED	
SINCE	1876	
THERE'S	ONLY	ONE	BUDWEISER	
IT'S	BREWED	FOR	DRINKING	
NOT	
DISSECTING	
THE	PEOPLE	WHO	DRINK	
OUR	BEER	
ARE	PEOPLE	WHO	LIKE	
TO	DRINK	BEER	
BREWED	THE	HARD	WAY	
LET	THEM	SIP	THEIR	
PUMPKIN	PEACH	ALE	
WE'LL	BE	BREWING	US	SOME	
GOLDEN	SUDS	
THIS	IS	THE	FAMOUS	
BUDWEISER	BEER	
[Budweiser	Logo]	
THIS	BUD'S	FOR	YOU 
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The	imagery	itself	falls	into	several	groups:	
	
Brand	Imagery	for	Budweiser,	including	brewery	signage;	bohles,	cans,	and	cases	of	Budweiser	
beer;	branded	glassware;	the	famous	Clydesdale	horses;	and	modern	and	vintage-era	branded	
promoBonal	materials	
	
Brewing	Imagery,	including	ingredients;	equipment;	and	bodies	engaged	in	physical	work.	
	
Bar	Imagery,	which	can	be	split	further	into	the	two	categories	Budweiser	was	looking	to	enforce	of	
“Budweiser”	and	“Other”:	

	Budweiser	includines	beer	poured	from	bohles	and	taps	and	full	bohles	and	glasses	carried	
to	tables.	Bohles	and	cans	are	o1en	shown	handled	in	a	casual	or	rough	manner.	

	“Other”	Beer	bar	imagery	includes	a	variety	of	beer	styles,	and	various	glassware	and	tap	
handles.	The	glasses	are	o1en	smaller	and/or	specialized,	like	tulips	and	sni1ers,	and	are	handled	in	
a	more	formal	manner;	drinkers	are	shown	appraising	the	beer’s	appearance	and	aroma.	
	
Last,	there’s	the	Beer	Drinkers,	who	can	also	be	split	into	those	two	sub-categories:		

	With	Budweiser	drinkers,	we	have	people	of	color	and	women,	though	with	women	it’s	not	
as	clear	that	they’re	drinkers	themselves.	Akre	is	quite	casual.	

	And	for	“Other”	drinkers,	we	only	see	men,	and	though	their	clothing	isn’t	“formal”	they’re	
wearing	shirts	with	collars	and	sweaters,	and	glasses-wearers	sport	thick	plasBc	frames.	Several	of	
these	men	also	have	facial	hair	associated	with	“hipster”	culture,	including	moustaches	and	
muhonchops.	
	
So	as	you	can	see,	there’s	a	definite	in-group,	out-group	disBncBon	being	drawn	between	those	
who	consume	the	“proudly	macro”	Budweiser	and	those	who	won’t.	Further,	however,	is	the	fact	
that	what’s	being	performed	here	isn’t	simply	just	“masculinity,”	but	one	Bed	to	class	and	race.	8	



Much of the advertisement falls in line with what Joshua Freedman and Dan Jurafsky found 
in an examination of text on potato chip packaging. They argue both expensive and 
inexpensive goods may utilize authenticity words that fall into categories of naturalness, 
ingredients/process, historicity, and locality.  Freedman and Jurafsky argued more 
specifically that “[the] authenticity promoted for a lower socioeconomic class would 
presumably be a different type of authenticity, emphasizing family and the tradition and 
historicity of the product,” and the text and images of the advertisement certainly lean that 
way. Text like [CLICK] “THIS IS THE ONLY BEER BEECHWOOD AGED SINCE 
1876,” [CLICK] “THERE'S ONLY ONE BUDWEISER,” and ” [CLICK] “THIS IS THE 
FAMOUS BUDWEISER BEER” [CLICK] reference tradition and historicity. 
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So do images like the old-fashioned factory sign; various shots of Clydesdales, which 
viewers would recognize from years of Budweiser advertisements; an old video clip with 
both the Anheuser-Busch eagle logo on gates *and* the Clydesdales, and several vintage-
era promotional signs and bar trays. Note that the promotional items mention Budweiser’s 
origins in St Louis, which is important because of questions in the beer world of whether AB-
InBev is authentically “American.” 
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Use of naturalness and ingredients & process to index authenticity, like with the phrase 
[CLICK] “BEECHWOOD AGED” [CLICK] and the images of hops and malt that appear early 
on, also fit Freedman and Jurafsky’s argument. 
 
Ingredients and process are used here in particular to reference a kind of masculine, 
working-class tradition through a kind of straightforward behavior and physical labor. 
Kiesling, speaking on the performativity of masculinity, provides as an example that “black 
and working-class masculinity are usually focused on physical power.” This advertisement 
proclaims that Budweiser is [CLICK] “NOT BREWED TO BE FUSSED OVER,” [CLICK] 
“FOR DRINKING NOT DISSECTING,” and, crucially, [CLICK]  “BREWED THE HARD WAY.” 
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With that last phrase, several close-up images that vaguely depict the brewing process or 
just general industrial activity are shown. 
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In	contrast,	words	like	“FUSSED	OVER”	and	“DISSECTING”	appear	over	images	of	men	more	o1en	styled	
as	“hipsters”	who	are	drinking	beer	presented	vaguely	as	“cra1	beer.”	The	man	“fussing”	over	beer	,	for	
example,	wears	plasBc	glasses	frames	and	a	collared	denim	shirt,	and	sports	a	bushy	moustache.	He’s	
shown	sniffing	at	a	dark	beer	in	a	tulip-shaped	glass,	and	then	raising	eyebrows	as	he	pulls	the	glass	
away	from	his	face.		
	
After all, one	potenBal	masculine	idenBty	is	that	of	the	“nerd,”	which	Mary	Bucholtz	has	put	forth	as	
“an	example	of	a	white	idenBty	that	is	nonnormaBve	[and]	nonhegemonic	[…].”	As	a	gendered	and	
racialized	cultural	category,	the	“intellectual	overachievers	and	social	underachievers”	who	are	
stereotypically	cast	as	members	of	the	category	are	o1en	sBgmaBzed.	Though	this	idenBty	may	be	
purposely	chosen	by	some,	this	idenBty	is	o1en	presented	as	a	“disordered”	masculinity	by	others.	
	
Here	this	is	certainly	the	case.	The	“craft beer drinkers” are men positioned as nerds: too focused 
on being “different” and individual; too white and therefore “uncool”; and too interested in being 
hyper-knowledgeable. They’re seen sitting in bars with colorful chalkboards with fancy bar food, 
and too many different—perhaps an overwhelming number of—beers and kinds of glassware. 
 
Though only vaguely referenced with the word “dissecting,” the register of “beer talk” has 
meaning here. It’s ideologically linked to the use of superstandard English that Bucholtz 
observed in nerds at Bay City High, but is also what Michael Silverstein refers to when talking 
about using such registers for “lifestyle emblemization.” “Beer talk” is a way that those craft beer 
drinkers index a certain classed identity, and this ad uses that behavior to further mark 
socioeconomic difference. 
 
These men are also feminized in the way they drink beer. For one, some of them are shown 
drinking from small tasting glasses, which may bring to mind ideas of size and sexual 
dimorphism. But more crucially, by stating that they’re “SIP[PING]” their beer, and a “fruity” one 
at that, rather than simply drinking a beverage without the vague tarnish of being a “girl drink,” 
the craft beer drinkers are positioned as consuming in a feminine way. 
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Notably, women aren’t around the craft beer drinkers; the craft drinkers are engaged in a 
situation that’s implied to be *too* homosocial. The women aren’t necessarily shown 
drinking Budweiser, but they’re *around* those who do, at the very least serving as a 
heterosexual alib. Their presence, though, offers a promise for sexual potential to the 
Budweiser drinkers. 
 
The inclusion of a few people of color only in scenes with Budweiser drinkers also helps 
cast those craft drinkers as uncool. After all, Bucholtz makes the point that there’s a 
racialized nature of being a “nerd,” in that it is almost cast as “too white” through rejection of 
“coolness.” That’s because what often gets marked as “cool” has often undergone a process 
by which black cultural practices become appropriated and deracialized. 
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The pronoun “them” is also used as way of drawing an in-group/out-group distinction 
between macro drinkers and craft drinkers. Further, on the way socioeconomic class is used 
in this ad in defining a certain kind of masculinity, the choice to use the words “let them” 
seems to be purposeful, as a way of referencing the quotation “Let them eat cake.” As the 
ad’s audience will likely be familiar with this saying and its attribution to Marie Antoinette 
during the French Revolution, it helps to further divide one type of man from another. 
 
The overall sense is that “it’s US versus THEM.” If the advertisement “speaks” to you, an all-
American viewer of the masculine-marked activity of *sports spectating,* then you must be 
“one of us.” 
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Of course there was a reaction to the advertisement, and it further illuminates the way 
contrasting masculinities are cast around beer drinkers. In the days after the ad aired, 
several posts appeared in the Beer Subreddit to discuss the advertisement.  
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One self-post was titled  “Shots fired budwiser macrobrew super bowl add seems like a desperation Hail 
Mary.” Here is the top comment and the top responses to that comment: 
 
[TRANSCRIPT BELOW] 
  
What’s significant about these four comments is how the users demonstrated how they interpret the 
advertisement. 
 
[CLICK]  “NovaScotiaRobots” specifically uses the word “manlier” to refer to how Budweiser wants to position 
drinkers of their beer. [CLICK]  
 
The next three comments, framed as fake quotes from Budweiser, appear as blunter and more explicit 
versions of the message these individuals read from the advertisement. All three notably refer to some kind of 
“deficient” masculinity they see Budweiser as labeling male craft beer drinkers with: 
 
“The_Pope_of_Dope” and “nuncprosunc” refer to non-heterosexual orientation or behavior [CLICK]  (“queer” 
and “get that dick out of your mouth”), and “NoFuturist” refers to the nerdiness of pursuits prioritizing 
hyperknowledge [CLICK]  (“dungeonmaster,” referencing live-action role-playing games like Dungeons & 
Dragons, and “snifter” for beer tasting) and a lack of engaging in violence against women [CLICK]  (“punch a 
girl”). [CLICK] Notable as well is the opposition in terms of socioeconomic class that “NovaScotiaRobots” 
references [CLICK]  (“Prius-driving, Chardonnay-sipping, kale-munching commies”) which arguably points to a 
kind of masculinity Budweiser wants to stand in opposition to, as well. [CLICK] Clearly, these four users and 
those who “upvoted” their comments saw a message in the advertisement that questioned the masculinity of 
some beer drinkers and not others. 
 
-------------------------------------------------------------------------------------------------------------------------------------------------- 
NovaScotiaRobots (949 pts): Short of calling us Prius-driving, Chardonnay-sipping, kale-munching commies, I think it's pretty clear what sort of image they're trying to create around 
craft-beer drinkers. If that's the kind of thing we're supposed to care about, though, it'll be kind of an uphill battle for them to convince me it's manlier to drink a Budweiser than a 120 IBU 
double IPA or a 13.9% barrel-aged imperial stout. 
  

 The_Pope_of_Dope (1205 pts):  "IF YA DON'T DRINK BUDWEISER YOU'RE A GOD DAMN QUEER" --Budweiser 
  

  nuncprosunc (961 pts): "WHY DON'T YOU GET THAT DICK OUT OF YOUR MOUTH AND PUT US IN IT?" --Budweiser 
  

   NoFuturist (223 pts): "HEY DUNGEONMASTER, PUT DOWN THAT SNIFTER AND DRINK THIS UNTIL YOU PUNCH A GIRL" --Budweiser 
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In the comments section for another post, the first half of the top comment, by “CoopNine,” 
argues that a similar process of gendered and classed opposition can be found from craft 
beer drinkers towards macro drinkers:  
 
[CLICK] Here, “CoopNine” refers to classed white masculinities relatively in-line with what 
Budweiser framed in its advertisement, though referring here to the negative assessment 
that craft beer drinkers attach to macro beer drinkers and their masculinity. [CLICK] Macro 
beer drinkers are framed by some as men who are stupid and unable to recognize that what 
they drink isn’t “authentic” in the way that craft beer supposedly is. [CLICK] 
 
And going back to the previous Reddit comments, [CLICK] you can see that ideology come 
out in the fake Budweiser quotes. The same text that was written to show how Budweiser 
was attacking craft beer drinkers can be turned around, to frame the masculinity of macro 
drinkers as one of uneducated (“YA,” a non-standard pronounciation for you), homophobic 
(“GOD DAM QUEER” and “WHY DON”T YOU GET THAT DICK OUT OF YOUR MOUTH”), 
and misogynistic and violent (“PUNCH A GIRL,” not “woman”), men whose sense of 
masculinity should be questioned for being too “low-class.” 
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There’s also a hint that one’s own beer consumption as more or less “masculine” is not uncommon within the 
craft beer community. The framing of “a 120 IBU double IPA or a 13.9% barrel-aged imperial stout” as 
“manlier” can be viewed, like the “pumpkin peach ale,” in the same framework as “girl drinks” versus unmarked 
“(boy) drinks” that Paul Manning speaks about. The choice to use these specific examples—styles that are 
notably very strong in flavor and alcohol content compared to some others—speaks to the hierarchical 
ordering of beer styles, based on flavors, additional ingredients (such as fruit and spices), exposure to 
particular wines or liquors through barrel aging, or fortification techniques. Certain variations in craft beer can 
also be viewed by drinkers as more “authentic,” in line with the argument put forth by Freedman & Jurafsky. 
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Hopefully this one small example provides a good overview of the potential for 
examining gender and ethnoracial identity within the narrow scope of beer. Of 
course, even within that there’s a wide range of potential research. 
 
Here I looked at written text, but I’d like to do future research looking at the differences in 
the gender performed at beer tastings versus wine tasting, because there’s gender and 
social class attached to the material goods themselves that can influence talk. And, while 
Silverstein’s work on “wine talk” states “beer talk” as a related register, there’s likely 
differences in the type of talk based on how how descriptive words are made “valid”  
 
There’s also potential for analysis of beer names and labels within craft beer. Slate only a 
few months ago published a piece about the misogyny demonstrated through naming and 
labels of craft beers, and there’s plenty of room to look at hypermasculine or hypersexual 
imagery there. 
 
And, while I touched upon the idea of being viewed as “too white” as a way of indexing 
nerdiness, the fact remains that the masculinities discussed here have been particularly and 
hegemonically white. A broader exploration of race and masculinity with regard to beer 
opens up the conversation to include a beer style that carries heavy stigmas of race and 
class: that is, malt liquor.  
 
While this paper examines a specific advertisement produced for one company, I do 
believe that it provides a basis for understanding how a material good may be used 
to converse on broad social identities like gender. Food and drink have almost 
unlimited social meaning, and I hope that they will continue to be subject to rigorous 
examination. 
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