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Strange but true: the taste for alcopops is alive and well, says Richard Neill

CAST your mind back to the balmy summer of 1995 and you might –1– the birth of an extraordinary drinks phenomenon.

It was the year that Riverdance stomped into town, Robbie Williams left Take That, and Vera Lynn sang White Cliffs of Dover outside Buckingham Palace. Ring any bells? Can you pick up the lingering taste of something sweet and carbonated in the far reaches of your sensory memory? OK, enough mental games, maybe the names Hoopers Hooch and Two Dogs –2–.

Loved by younger members of the drinking public, frowned upon by the oldies, and milked for all its worth by the drinks industry, the alcopops boom was the drinking sensation of the 1990s. What began as a tongue-in-cheek, one-off trial in Australia in 1993 – with farmer 

Duncan MacGillivray turning an unforeseen lemon glut into a new fermented drink – became a controversial and very lucrative business that disappeared almost as –3– as it arrived.

According to the drinks analysts AC Nielsen, more than 19 million bottles of "alcoholic carbonates" were sold at off-licences in 1995 and, by the following year, the peak of the alcopop craze, that figure had soared to more than 74 million.

Then, following a massive media campaign, boom quickly became bust as popular opinion –4– these allegedly "irresponsible" drinks. By 1998, sales had dropped to a third of their 1996 level and – apart from Hoopers Hooch, which is still widely distributed – almost all those wacky cartoon-ish labels had disappeared from the shelves. The chief press-release stuffer at the Portman Group breathed a sigh of relief and drinkers soon forgot all the fuss and went back to lager.

But if you thought the alcopop died in 1997, you would be –5–. Walk around any branch of All Bar One on a Friday night and you'll find that most of the twentysomething crowd (particularly the female  portion) are clutching frighteningly familiar bottles. The packaging might be more restrained, and the alcohol content slightly lower, but the drinks now referred to as FABs (Flavoured Alcoholic Beverages) are nothing more than grown-up versions of those sweet fizzy concoctions –6–. Instead of Lemonhead, read Metz, Bacardi Breezer and V2.

In a –7– (and ultimately foolhardy) attempt to try to distinguish the good from the bad in this growing crowd, I recently selected a  random sample of FABs and took them for a taste trial at a top cocktail bar in central London. My panel of expert tasters included renowned bar consultant and cocktail guru Dick Bradsell, Simon Difford, the editor of the bartender's bible Class magazine, and to balance things up, a female employee of Corney & Barrow who "loves Bacardi Breezer" and enthusiastically describes FABs as "beers for birds". Given the possible repercussions if her pinstriped, claret-quaffing employers discover this admission, we have –8– Brenda.

Apart from admiring the level of creativity in the label-description department ("subtle this, distinctive that"), all four of us were extremely grateful for the Anchor Steam Beer that –9– at the end of this marathon of synthetic flavours and tooth-rattling  sweetness. "These are alcoholic drinks for people that don't like the taste of alcohol, made with flavours that you'll probably never have come across before," said Bradsell, after swallowing a mouthful of Woody's. "The trouble is, there is a generation of drinkers who have come to these from Diamond White, and they probably think they taste great."

Even our token Bacardi Breezer fan was appalled at the quality of some of these pre-mixed drinks. As well as having her favourite FAB-drinking excuse ("Well, at least they aren't as fattening as 

 beer") –10– by the rest of us, she also had her taste perceptions radically realigned by the brutal truth of this sober tasting. The lime version of the aforementioned Breezer was described as smelling like loo cleaner.

Invulmeerkeuzeopdracht

Kies bij iedere open plek de juiste woorden uit de gegeven mogelijkheden .

	1
	
	

	
	A
	create

	
	B
	overlook

	
	C
	recall

	
	D
	share


	2
	
	

	
	A
	are not very well-chosen

	
	B
	are to blame

	
	C
	will bring it all back

	
	D
	will help you forget


	3
	
	

	
	A
	gradually

	
	B
	predictably

	
	C
	quickly

	
	D
	unavoidably


	4
	
	

	
	A
	became aware of

	
	B
	became interested in

	
	C
	lent support to

	
	D
	turned against


	5
	
	

	
	A
	100% accurate

	
	B
	mistaken

	
	C
	relieved

	
	D
	well-informed


	6
	
	

	
	A
	of the future

	
	B
	of yesteryear

	
	C
	that are all the rage now.

	
	D
	that used to be so unpopular.


	7
	
	

	
	A
	brave

	
	B
	cowardly

	
	C
	last-minute

	
	D
	useful


	8
	
	

	
	A
	always known her as

	
	B
	changed her name to

	
	C
	discovered her name to be


	9
	
	

	
	A
	appeared

	
	B
	had lost its flavour

	
	C
	was brewed

	
	D
	was discussed


	10
	
	

	
	A
	firmly rejected

	
	B
	greatly enjoyed

	
	C
	well-understood

	
	D
	wholeheartedly supported


The answers

	1
	C
	recall

	2
	C
	will bring it all back

	3
	C
	quickly

	4
	D
	turned against

	5
	B
	mistaken

	6
	B
	of yesteryear

	7
	A
	brave

	8
	B
	changed her name to

	9
	A
	appeared

	10
	A
	firmly rejected


