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This year’s conference of the Arbeitskreis
Deutsche England-Forschung (ADEF), orga-
nised by Christiane Eisenberg (Berlin) and
Andreas Gestrich (London), was held at the
„Wolfsburg“ in Mülheim/Ruhr on 2-4 May
2008. The first of a series of two, with a follow-
up conference planned for November 2009 in
London, the conference focused on the ten-
sion between „cultural industries“ and „cul-
tural politics“ in Britain from about 1750 on-
wards. In Britain, the „cultural industries“
worked in close co-operation with the press
and the advertising and consumer-goods in-
dustries, while alternative suppliers such as
the Court, the Church, the nobility and urban
authorities, the potential organisers of public
cultural policies, had only an indirect influ-
ence.

The conference focused especially on the
fields of music and sport as examples. As
Christiane Eisenberg pointed out in her in-
troduction, this approach to the complex and
somewhat unusual topic was a result of
the difficulties of dealing with „culture as
such“, since the meaning of the term „cultu-
re“ varies between European countries, with
the differences between „culture“/„cultural
industries“ and the German terms „Kul-
tur“/„Kulturindustrie“ being an obvious ex-
ample. The first conference was therefore
mostly concerned with the situation in Bri-
tain and tried to identify problem comple-
xes, periodisations, and actors’ opportunities
for action by looking at specific examples.
The resulting issues of broader comparisons
and theoretical approaches were deliberately
ignored for the time being, especially since the
state of research outside Britain would have
made it difficult for all speakers to make com-
parisons.

The conference was opened by the doyen of

the modern history of sport s, WRAY VAM-
PLEW, whose keynote lecture on „Economic
Approaches to Sport and Cultural History“
provided a general overview of the way in
which economic theories and methods can be
applied to sport and cultural history, and the
role of economics for sport as a cultural pro-
duct. Vamplew touched on some of the par-
ticular characteristics of culture that an econ-
omic description of sport needs to consider,
and focused on the economic aspects of sport
as a cultural product. Using Allen Guttmann’s
and Stefan Szymanski’s theories on moder-
nisation and associativity respectively further
to illuminate the relationship between cultu-
ral and economic aspects in sport, Vamplew
stressed that while it is possible to explain
sport as such in entirely economic terms, the
main goal should be to treat culture as a joint
output of economic and cultural factors and
to emphasize interconnectivity, a notion that
was also repeatedly confirmed by subsequent
presentations.

The first panel of the conference, „Eigh-
teenth Century: The Rise of Commercial Cul-
ture“, consisted of two presentations: RUTI
UNGAR’s „The Commercialisation of Hono-
ur: Boxing in Eighteenth-Century England“
and TIMOTHY BLANNING’s „The Business
of Music and the Status of the Musician in
Eighteenth-Century Britain“. The two presen-
tations complemented each other extremely
well and provided a detailed picture of the
overall development of the „cultural indus-
tries“ during this period.

Timothy Blanning, although careful to
point out that the term „cultural industry“
might not be wholly appropriate and caution-
ing against a straightforward „Whig History“
interpretation, described eighteenth-century
London as a city that had undergone a massi-
ve expansion both financially and in terms of
population growth. This had led to a steadi-
ly increasing demand for entertainment and a
laissez-faire attitude in and towards the com-
mercial sector. At the same time, the city was
still characterised by the traditional political
and social structures. As Blanning made clear,
London was essentially a city of two halves:
a „Residenzstadt“ and a rapidly developing
merchant centre, linked by money, but other-
wise separated by a clear East/West divide.
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Against this background, Blanning outlined
the development of the music industry as an
industry undergoing increasing commerciali-
sation, benefiting in turn various parts of the
existing cultural industries (publishers, jour-
nalists, instrument manufacturers, pleasure
gardens, etc.) and leading to an increase in in-
terdependence and interconnection between
them. Commercialism also functioned as the
primary driving force in the upper market,
where the target audience consisted entirely
of the nobility and gentry, who were the po-
tential organisers of public cultural policies,
but preferred private concerts themselves and
saw no need for wider-reaching initiatives.
Using Georg Friedrich Handel as an examp-
le, Blanning subsequently examined the im-
pact of these features on the art of music and
the artist. Pointing out that while the commer-
cialisation of culture offered many benefits to
the artist, enabled musical expansion and al-
so influenced the art itself (for example, the
available orchestras and the taste of the audi-
ence both influenced the compositional pro-
cess), Blanning also cautioned that a purely
or mostly economic perspective would never-
theless offer an unduly simplified explanation
and ignore several aspects such as the import-
ance of political events, religion, or the politi-
cal structure as responsible for the lack of in-
frastructure.

Ruti Ungar’s examination of the sport of
boxing in the eighteenth century likewise ma-
naged to detail the success of a particular cul-
tural industry and delineated several paral-
lels with developments in the sphere of mu-
sic described by Timothy Blanning. Boxing
had been a popular activity in England since
the beginning of the seventeenth century,
but became even more popular and very fa-
shionable in the second half of the eighteenth.
Although the sport existed in a legal grey
area, it nevertheless managed to transcend
class barriers and appealed to a wide section
of the population, which in turn helped to
further commercialise the events and prevent
the authorities from taking action against the
organisers. This allowed for a development
very similar to that in the music industry in
terms of the level of interaction with the cultu-
ral industries (publishers, publicans, fight or-
ganisers, betting, the selling of assorted mer-

chandise such as mugs or porcelain figurines,
etc.) and the opportunities afforded to the bo-
xers to turn their success as sportsmen into
commercial success.

Using the Jewish boxer Daniel Mendoza as
an example, Ungar’s overview of the com-
mercial possibilities boxing held for success-
ful stars of the sport invited comparisons with
Handel’s success as described by Blanning ,
and touched upon some of the limitations in-
herent in boxing as a chance for social bet-
terment. Most boxers came from a working-
class background and usually did not earn
enough money to turn their sporting success
into a subsequent career; some even died at
a relatively young age because of the health
risks inherent to the sport. Even the chan-
ces boxing offered to minority groups were
something of a mixed blessing, since the in-
clusion of Jewish or black boxers only made
the fights more interesting by emphasizing
the differences between individual boxers and
appealing to nationalistic, religious, or racial
sentiments among the audience. Cultural fac-
tors also played an important part in the deve-
lopment of the sport, with central values such
as honour, courage, and fair play being either
retained or derived from the long-established
cultures of boxing and street fighting. Howe-
ver, this did not impose limits on the commer-
cialisation process, but actually worked in its
favour and was used as an additional selling
point by various agents.

Moving on to the nineteenth century, PE-
TER BAILEY opened the second panel on
„The Operation of Business in a Modern Class
Society“ with his presentation on the „British
Music Hall: The Business of Pleasure Revisi-
ted“. Focusing on vaudeville and the „popu-
lar end of legitimate theatre“, Bailey descri-
bed the history of the British music halls as
comparable to the overall development of Bri-
tish capitalism and increasing industrialisati-
on. Compared to the eighteenth century, mu-
sic halls and theatres existed in a far more
commercial climate in which several of the
previously identified trends and characteris-
tics had undergone a commercial widening
and deepening. This in turn encouraged fur-
ther growth and added another layer of com-
plexity to the relationships both within the
cultural industries and between the cultural
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industries and cultural politics.
According to Bailey the result was a general

movement towards more „business-like“ con-
cepts, strategies and structures, which fores-
hadowed many of the features of the music-
hall business in the twentieth century. „Fun“
was the central keyword underlying these de-
velopments, and the need to provide the most
and best fun affected both the final product
and its production. On the production side,
the efforts of music hall proprietors led to
an increased professionalism and embrace of
new opportunities, ranging from technology
(film, electric lights) and finance (foreign ca-
pital, mostly from the US) to the actual pro-
duction process itself. This increasingly reli-
ed on organised and specialised labour, alt-
hough some of the traditional ties and values,
such as feelings of clannishness or family ties
still remained. „Fun maximisation“ also gave
rise to the idea of „entertainment packages“,
which were offered in association with other
parts of the leisure industries, such as restau-
rants or hotels. This steady increase in inter-
connection between the various industries al-
so extended to the actual product and establis-
hed a link with the sphere of sport: the broad-
casting of sports results during shows or the
appearance of „streaking“ revue girls during
soccer matches were used as welcome „fun
enhancers“.

In the twentieth century the music halls and
theatres continued to be an overall success
story and the entertainment sector became an
accepted and recognised part of the economy.
But as Bailey showed in his paper, the rela-
tionship with the state remained ambivalent.
A general movement towards free trade and
commercialised forms of leisure still prevai-
led. However, a laissez-faire climate clearly no
longer existed and regulations and licensing
were often a hindrance, although the overall
relationship was too complex to describe it as
overwhelmingly positive or negative.

KLAUS NATHAUS gave the second paper
covering the period from the late nineteenth
to the early twentieth century. He was the on-
ly speaker who dared to present an interna-
tional comparative perspective in his analy-
sis of „Sport Clubs in a Commercial Society –
with a Comparative View of the German Ca-
se“. Nathaus argued that the commonly held

perceptions of commercialisation as a negati-
ve factor and voluntary associations as a po-
sitive factor for the overall development of
sport are not necessarily accurate, and he re-
ferred to the cases of Germany and Britain as
examples.

Starting with the British case, Nathaus de-
scribed eighteenth-century British sport as a
highly commercialised activity, including its
organisation. From the mid-nineteenth cen-
tury onwards, the middle classes started to
object to this commercialised nature with all
its undesirable side effects and tried to turn
sport into a form of „rational recreation“ cont-
ributing to health, moral improvement, and
better social relations. This amounted essen-
tially to an effort to teach and control the
working classes, but ultimately failed becau-
se of increasing commercialisation and de-
mand for commercial leisure. Sport not on-
ly had to compete with other forms of enter-
tainment that were often more attractive than
the offerings of the voluntary sports associati-
ons, but also became increasingly interesting
as a potential marketing and advertising tool
for gaining access to the mass market. Whi-
le this frustrated the efforts of middle-class
reformers, it also helped to facilitate the self-
organisation of people who treated sport as an
end in itself and thus diminished the negative
experience of social control and exclusion.

In Germany, similar attempts to use sport as
an instrument of social control were far more
successful because of the tight regulation of
the commercial entertainment sector and an
already more restrictive social and political
climate. Working-class associations could be
blocked or banned and the lack of alternati-
ve sources of funding meant that clubs had
to depend on the goodwill of individual pa-
trons. This development further strengthened
the influence of the elites and carried over in-
to the associations which, rather than restric-
ting themselves to the task of organising and
controlling the games, also functioned as po-
litical bodies and managed to absorb all influ-
ences from the market. Voluntary associations
therefore served primarily as instruments of
social control and were not entirely voluntary
to begin with, as no alternative options were
available for people who wanted to engage in
sport as an end in itself.
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Corresponding to the other panels, the third
one on the „Twentieth Century: Modernisa-
tion and Expansion of Business“ was inten-
ded to have two speakers. But DAVE LAING
was unable to attend the conference and his
presentation on „The American (Dis-)connec-
tion: British Popular Music after 1950“ had
to be cancelled. This left DILWYN PORTER
as the sole speaker. Discussing the relations-
hip between „Sport, Business and the Media
in Twentieth-Century Britain“, he started by
examining the long-standing links between
sport and business, but focused for the most
part on the role of the media. He distinguis-
hed between two forms, newspapers and te-
levision, which has arguably had a far larger
impact over recent decades. Television broad-
casting has not only changed the perception
of the established forms of sport, but has also
led to the development of new forms of „me-
dia sport“, where the media itself is respon-
sible for changes in the form. This transfor-
mation started in the 1960s, when sport un-
derwent an institutional reform and the pre-
viously still valued amateur ideals were dis-
carded as outdated values. Underlying this
transformation were two factors: increased
sponsorship through business and rapidly de-
veloping „media sport“. Both were suppor-
ted by the general growth in sports consu-
merism and facilitated by increasingly critical
and „anti-establishment“ views within socie-
ty that also pushed for institutional reform.
Subsequently, the commercial climate chan-
ged and the role of the media became pro-
gressively more important, eventually also in-
creasing the level of interdependence and in-
terconnectedness between the sectors of sport,
media, and business.

As Porter made clear, sponsorship became
one of the most important sources of revenue,
which in turn also affected the nature of the
sporting organisations. Since media coverage
played an important role in determining the
chances and amount of sponsorship and al-
so influenced the overall popularity of indi-
vidual sports and sport in general, this led
to a further loss of autonomy, resulting in a
transformation of sport as a product and an
expansion of its links to other parts of the cul-
tural industries. Although sometimes positi-
ve, for example, in the case of sporting ve-

nues being used for concerts or in the trend
towards „package offers“ that integrate sport
with other services, this development also po-
ses a risk for the future success of sport as
an entertainment product, according to Por-
ter, since competition from other forms of en-
tertainment now also extends to representati-
on in the media. However, he also pointed out
that some special cases still exist in which the
cultural or national importance of sport can
serve as a „protector“ against market forces,
as in the case of cricket. A „sense of bereave-
ment“ and some resistance can also be detec-
ted among the population. It might also be ne-
cessary to draw a distinction between the si-
tuation in England and that in other parts of
Britain.

The final presentation of the conference
was FRANZ BRÜGGEMEIER’s examination
of „The Creative Industries Concept and
Cultural Politics in Contemporary Britain –
(from) a Historian’s Perspective“. He provi-
ded an analysis of how from the mid-1990s
onwards the idea of „cultural industries“ was
linked to „cool Britannia“ and the early years
of the Blair government. Essentially an econ-
omic concept and referring to a cluster of in-
terlocking industry sectors, the political con-
cept of „creative industries“ was in this con-
text driven primarily by the idea of making
culture more „productive“. Brüggemeier used
the definition of the concept given by the De-
partment for Culture, Media and Sport in his
presentation, which recognises a total of ele-
ven industrial sectors as part of the „creative
industries“ and defines the term as „those in-
dustries which have their origin in individual
creativity, skill and talent and which have a
potential for wealth and job creation through
the generation and exploitation of intellectu-
al property“. Although Brüggemeier admit-
ted that this definition is not without its pro-
blems, he also pointed out that some statis-
tical data supports the „creative industries“
model. „Creative industries“ have experien-
ced steady growth over the last thirty years,
account for roughly 5 to 7 per cent of the UK’s
GDP and employ roughly the same percenta-
ge of the total workforce (and up to 30 per cent
if a wider definition such as „creative class“ is
used).

According to Brüggemeier the idea of crea-
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tivity also possesses a social and cultural di-
mension. Since creative and innovative peop-
le are an essential resource for businesses,
companies might be willing to follow poten-
tial employees instead of the more establis-
hed model of mobility that requires the work-
force to follow potential employers. The sta-
te can thus steer economic development by
attracting the „creative class“ to selected re-
gions, which usually entails the creation of a
tolerant, open and multicultural climate. This
climate is in turn fostered by the arrival of
the „creative class“ and the growth process
eventually gains a dynamic of its own, ma-
king further political involvement unnecessa-
ry. Brüggemeier noted that it might be tempt-
ing to regard this as the logical reaction to the
experience of commercialisation and cultural
politics in the past and, ultimately, a mer-
ging of cultural industries and cultural poli-
tics. However, the fairly recent introduction of
the concept and the still ongoing and rather
controversial discussions surrounding some
of the central ideas and definitions make any
kind of accurate assessment impossible. A de-
finite evaluation would clearly be premature.

The „Concluding Remarks“ of the con-
ference were provided by ANDREAS GE-
STRICH. He noted that clear parallels in the
development of the cultural industries in the
spheres of music and sport had been success-
fully established throughout the periods cove-
red by the conference and appreciated that the
identification of these periods contributed to a
general overview. On the other hand, Gestrich
regretted that the differences between the two
examples of sport and music had not been
carved out systematically because the wide
scope of the conference often did not allow
for more intensive examination. However, ac-
cording to Gestrich, one of the key factors of
the cultural industries history that could be
identified during the conference was the cru-
cial importance of the media as an intersecting
agent between the various sectors of the cul-
tural industries. Cultural politics on the other
hand fell somewhat short and for the most
part featured only as an interference in the
market, which led to a comparatively strong
focus on the economic sphere. With respect
to the multidimensional nature of the „cultu-
ral industries“ model Gestrich asked whether

this was a somewhat deceptive result or an ac-
curate reflection of the specifically British fea-
tures of the topic. One main task of the 2009
follow-up conference, therefore, is further to
explore the cultural industries in Britain and
to expose the findings to international compa-
risons.

Conference overview:

Friday, May 2, 2008
Christiane Eisenberg (Berlin): Welcome and
introduction: „The Cultural Industries: Struc-
ture and Aims of the Conference“
Wray Vamplew (Stirling): Keynote lecture on
„Economic approaches to Sport and Cultural
History“.

Saturday, May 3, 2008
First panel: „18th Century: The Rise of Com-
mercial Culture“ (Chair: Andreas Gestrich,
London)
Timothy Blanning (Cambridge): „The Busi-
ness of Music and the Status of the Musician
in 18th-Century Britain“
Ruti Ungar (Berlin/London): „The Commer-
cialisation of Honour: Boxing in 18th-Century
England“.

Second panel: „19th Century: Operation of
Business in a Modern Class Society“ (Chair:
Andreas Fahrmeir, Frankfurt/M.)
Peter Bailey (Indianapolis): „British Music
Hall: The Business of Pleasure Revisited“
Klaus Nathaus (Berlin): „Sport Clubs in a
Commercial Society – with a Comparative
View of the German Case“.

Third panel: „20th Century: Modernisation
and Expansion of Business“ (Chair: Christia-
ne Eisenberg, Berlin)
Dave Laing (London): „The American (Dis-)
Connection: British Popular Music after 1950“
(cancelled)
Dilwyn Porter (Leicester): „Sport, Business
and the Media in 20th-Century Britain“.

Fourth panel: „Early 21st Century: The Cultu-
ral Industries as a Political Issue“ (Chair: An-
dré Kaiser, Cologne)
Franz Brüggemeier (Freiburg): „The Creative
Industries Concept and Cultural Politics in
Contemporary Britain – a Historian’s perspec-
tive“.
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