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The bigger picture: the ALAMA nightlife project

Understanding the dynamics & consequences of young adult substance use pathways.

A Longitudinal And Momentary Analysis in the European nightlife scene
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Objective & Work packages

The general objective of this study is to gain insight into drug use and nightlife
participation in the European nightlife scene, to understand how drug use patterns

change over time as well as their short and long term consequences.

Different Work Packages:

— Longitudinal study on short-term dynamics in substance use among club and partygoers (WP2)

—_ Ecological momentary assessment of predictors and sequela of ecstasy use in nightlife settings

(WP4)
— Study to verify self-reported substance use among regular visitors of nightclubs and parties (WP5)
— Analysis & description of nightlife culture in five different European countries (WP6)
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ANALYSIS & DESCRIPTION OF THE NIGHTLIFE

CULTURE IN FIVE EUROPEAN COUNTRIES
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General ojective & Methods

To get a better understanding of the different contexts in the participating
countries (NL, UK, SE, IT & BE)

Different Methods:

— Part [: Content analysis

® Descriptive analysis of Resident Advisor

® In-depth content analysis of the top clubs: An explorative Facebook analysis

— Part II: Interviews with nightlife experts | stakeholders
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Data

Belgium The Sweden Italy United
Netherlands Kingdom

10 clubs 12 clubs 10 clubs 12 clubs 12 clubs

Belgium The Sweden Italy United
Netherlands Kingdom

11 clubs
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® Set point: 5t of April 2017

Facebook analysis

Collection of data on the Facebook page of the selected clubs

The last 15 posts (including text-, picture- and video-posts) situated on the wall of the Facebook

page + comments/reactions by clubgoers and organizer
The last 20 reviews posted by the clubgoers + comments/reactions by clubgoers and organizer

The last 2 Facebook-events of the selected clubs

® All the information provided by the organizer(s) of the event in the ‘About’ section

® The last 10 posts (including late night text-, video- and picture—posts) on the ‘Discussion’ section of the

Facebook-event + comments/reactions by clubgoers and organizer(s)
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Facebook analysis - Research questions

® About what topics are the organizers (club owners) communicating on their

Facebook channels?

® About what topics are the partygoers (clubgoers) communicating on the

Facebook channels of the clubs?

— S feens o ine topics of alcohol & other drugs, other health issues and
nightlife culture or club culture in specific
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The analysis (inductive approach)

Step 1: Every post has been coded = codes (topics)

Step 2: Structured all codes 9 family codes (sub categories & categories)

3 main categories:

— Club culture
— Club poiicies & management

= Marketing & communication
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Belonging &
social relations

gratitude, community, ...

CLUB CULTURE

Music culture

deejay, music style, ...
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CLUB POLICIES
&
MANAGEMENT

opening hour, time table, ...

Clubs’ infrastructure & services

space, sound system, ...

Alcohol & other drugs

Other health related issues







MARKETING
&
COMMUNICATION

Partygoers’

digital reactions





https://www.facebook.com/ufi/reaction/profile/browser/?ft_ent_identifier=922853164484887_922868107816726&av=725611160
https://www.facebook.com/ufi/reaction/profile/browser/?ft_ent_identifier=922853164484887_922868107816726&av=725611160

Comparative study — Main findings

® Characteristics in common:

— Music culture: deejays are at the center in the communication among club owners & partygoers

— Club experiences by partygoers

C Mainly positive club experiences

® Negative experiences are always concentrated around a few clubs (e.g. door policy)

— Marketing & communication: presale and doorsale tickets are common practice

— Partygoers’ digital reactions: expressing their excitement and intention to go (back) to their favorite

club(s)
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Comparative study — Main findings

® Differences between countries:

— Club culture:

® Several theme parties (e.g. dress code) organized at the Dutch and Italian clubs involved

® The concept of ‘underground’ or ‘alternative’ more used in Italian and Belgian clubs involved

® After parties: more communicated by British club owners

® Most early opening hours at Swedish clubs (22h) <> in other countries (around 23h)

— Club poiicies & management

® Door policy: most negative issues among Dutch, Italian and Swedish partygoers (e.g. discrimination by bouncers)

<> Belgian partygoers did communicate more positive than negative experiences with bouncers

— Marketing strategy

® No sexualized content used by British club owners in terms of event advertisement

v Implicit form of positive discrimination by a few Italian and Beigian club owners (distinction in ticket price)
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® Dutch partygoers massively resell their tickets
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https://www.facebook.com/photo.php?fbid=10155183424114337&set=p.10155183424114337&type=3
https://www.facebook.com/photo.php?fbid=10155183424114337&set=p.10155183424114337&type=3

Limitations

Selection of relevant clubs (fast changing nightlife scene)

A huge amount of raw data on Facebook = difficult and very time

consuming to study a topic in a profound way

The (non)availability of Facebook reviews by some clubs
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