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Abstract

As microcosms of German and Chinese societies, Munich Oktoberfest and Qingdao
International Beer Festival are important manifestations of local culture. This study
intends to answer the following question: to which extent are beer festivals in
Germany and China related to local history and the local sense of place? A historical
overview of the beer festivals in Munich and Qingdao is provided, as well as an analysis
of how people seeking a sense of belonging creatively combine cognitive schemata of
modernity with local cultural systems on a symbolic level. Through textual analysis and
interviews, this study attempts to explore the historical development of beer festivals
in Germany and China and provide an analysis case of place identity through beer
symbols and the tourist experience based on a historical and geographical framework
regarding uniqueness, authenticity, liminality and local identity. Originating in local
history, Oktoberfest has evolved from a folk festivity to a globally known tourist
spectacle. Faced with modernisation, "Heimat" helps Germany in smoothing the
tension between the traditional sense of place and the modern nation-state
identity. As a former German colony, Qingdao celebrates its beer festival emphasising
recreation and enjoyment above traditions. The local beer-related customs such as
plastic bags and drinking with seafood reflect the cultural hybridity of Qingdao in
which consumerism and nostalgia are combined in reaction to the vast tourism
generated by globalisation and modernisation. It remains a challenge for beer festivals
both in Germany and China facing homogenisation and commercialisation to maintain
a genuine connection with people, especially the locals. Future work on beer festivals
could explore a variety of beer events in other historical, national and contextual
settings, different perspectives as well as genderisation, which will enrich the study on
festival tourism and place identity.

Keywords: beer festivals; place identity; uniqueness; authenticity; liminality; "Heimat";
nostalgia; globalisation; modernisation

The number of the words (incl. footnotes, excl. bibliography & annexes): 37279
(footnotes: 6090)
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1 INTRODUCTION

1.1 Research Background

Munich in Germany and Qingdao in China are typical examples of the

transformation of traditional culture into modern culture. Recognised as a global city

with a concentration of five DAX constituent companies and numerous international

companies, Munich is one of the fastest-growing cities in Europe and one of the most

advanced cities in Germany.1 At the same time, as the capital of the Federal State and

considered one of the cultural, political, scientific and media centres of Germany,

Munich is a concentrated expression of the culture of the Bavarian region.2 Qingdao, on

the other hand, since ancient times, has been an area of interculturalism, where the East

meets the West, the sea converges with the land, and the North connects the South, and

in modern times it has become a battleground for the interaction between Chinese and

Western cultures and the confrontation between local traditions and modern

civilisation.3

In contrast to the increasingly sophisticated studies of regional cultures, less

attention has been paid to food festivals in different contexts and regional diversity and

their historical progress.4 The existing studies on food and identity are focused on the

historical, social and political economy fields. Most of these studies tend to shed light

on grand traditions such as structural systems,5 but have less focus on the subjective

agency of the participants in the transformation of local cultures, especially the

comparative study of identity mechanisms on the same socio-cultural phenomenon. This

paper attempts to fill this gap based on a historical and geographical framework of

festival tourism.

As a microcosm of German and Chinese society, Munich Oktoberfest and Qingdao

1 Der Spiegel, "Wo Deutschland schrumpft oder wächst?," by Kjell Knudsen, 6 April 2019,
https://www.spiegel.de/panorama/gesellschaft/demografie-wo-deutschland-schrumpft-und-wo-es-waechst-a-1261262.
html.
2 Wikipedia. "Munich." https://en.wikipedia.org/wiki/Munich#cite_note-13.
3 孟洁, 自我的重塑——从啤酒消费史看青岛文化认同 (北京: 中央民族大学, 2012), 1-2.
4 Andy Bennett, et al. The Festivalization of Culture (England and USA: Ashgate, 2014), 1-5.
5 Greg Martin, "The Politics, Pleasure and Performanceof New Age Travellers, Ravers and Anti-road Protestors:
Connecting Festivals, Carnival and New Social Movements," in The Festivalization of Culture (England and USA:
Ashgate, 2014), 87-103.
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International Beer Festival are of central expressions of local culture and identity.

However, relatively few researches have been done on the local identity of cities with

special historical experiences and cultural traditions like Munich and Qingdao. The

study can contribute to the body of knowledge on how people in a highly modern and

heterogeneous society reconstruct their local identity through the construction and

interpretation of symbols such as beer festivals. Behind the development of Munich

Oktoberfest and Qingdao International Beer Festival is a deeper interaction and

reconstruction of Chinese and German local identities. I participated in Qingdao Beer

Festival in 2017 as an undergraduate and met some peers during that time. After I came

to Germany for my master study, I was unable to experience the Oktoberfest in person,

since it was cancelled in 2020 and 2021 due to the outbreak of Covid-19. Nevertheless,

I got to know a few people who participated in the Oktoberfest. Through my own

experiences and conversations with my Chinese and German friends, I felt some

differences between the Chinese and German beer festivals. These differences made me

realise that the cultures taken for granted in Munich or Qingdao are special in a larger

context. However, these particular local cultures have previously lacked academic

attention. This paper attempts to fill this gap by exploring the processes and

mechanisms by which place identity and modernity interact and are mutually

constructed, using Munich Oktoberfest and Qingdao International Beer Festival as an

entry point. Through the story of the German and Chinese beer festivals, this paper

hopes to enhance the understanding of beer cultures and place identity, and to raise the

importance of cultural construction and the preservation of cultural diversity in

Germany and China.

1.2 Research Questions

China and Germany have a tradition of drinking beer and are the world's leading

beer festival organisers and consumers. Oktoberfest in Germany is known as the largest

Volksfest (folk festival) in the world, with 7.25 million litres of beer poured per year on
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average from 2010 to 2019.6 Qingdao International Beer Festival in China has matured

over the years into Asia’s largest annual beer festival (Asian Oktoberfest). In only a

week after the festival opened in 2019, the west coast site received 2.036 million

visitors who consumed a total of 859 tons of beer, hitting a record high.7

Recognising the significance of beer, the transformation of local festivities and

customs into beer festivals has been accompanied by concerns over the

commercialisation of local culture, as well as concerns regarding the authenticity of the

rituals performed on stage. Festivals give insight into discussions about product heritage

and the sensations of authenticity as a momentary, amplified experience. Festivals are

often distinguished from other kind of events in that they are more likely to highlight

the cultural character of a community and contribute to constructing its sense of place.8

The local origins and atmosphere of a beer festival are what make it distinctive and give

possibilities for recognising a place.9 In this regard, Munich Oktoberfest and Qingdao

International Beer Festival serve as an intriguing case study of place identity. While

Munich Oktoberfest marks its authenticity of beer tastes and long-preserved Bavarian

tradition, Qingdao International Beer Festival celebrates its enjoyable,

experience-oriented activities for participants. This paper intends to explore the question:

to which extent the beer festivals in Germany and China are related to local history and

the local sense of place? The connotations of beer festivals in Germany and China are

investigated by focusing on three interrelated themes.

-How are Munich Oktoberfest and Qingdao International Beer Festival constructed

and represented on social media?

-How are the beer festivals perceived by the festival participants regarding place

identity?

6 Statista, "Poured amount of beer at the Munich Oktoberfest 1980-2020," published by Evgenia Koptyug, 19 Oct
2020, https://www.statista.com/statistics/561032/poured-amount-beer-oktoberfest-munich/.
7 Invest in Qingdao, "Qingdao International Beer Festival Kicks Off," People’s Daily Overseas Edition, 8 August
2019, http://bofcom.qingdao.gov.cn/n28356062/n32562701/n32562706/200108153523067012.html.
8 Donald Getz, "Geographic perspectives on event tourism," in Companion to Tourism, edited by A.A. Lew, C.M.
Hall, & A.M. Williams (London: Blackwell, 2004), 410 –422.
Andrea Schöllmann, Harvey C. Perkins, and Kevin Moore, "Rhetoric, claims making and conflict in touristic place
promotion: The case of central Christchurch, New Zealand," Tourism Geographies 3, no. 3 (2001): 300-325.
9 Jose Manuel Hernández-Mogollón, Paulo Alexandre Duarte, and José Antonio Folgado-Fernández, "The
contribution of cultural events to the formation of the cognitive and affective images of a tourist destination," Journal
of Destination Marketing & Management 8 (2018): 170-178.
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-Where are Munich Oktoberfest and Qingdao International Beer Festival located in

the history-placeness framework measuring uniqueness, authenticity, liminality and

local identity?

1.3 Research Structure

This paper is a historical description of the beer festivals in Munich and Qingdao,

as well as an account of how people seeking a sense of belonging creatively integrate

cognitive schemata of modernity with local cultural systems on a symbolic level, in

order to reconstruct their unique cultural structures under the field of power games. In

order to do this, firstly data was collected and analysed and interviews were conducted

to sort out the symbolic meanings of beer in Germany and China and the development

of beer festivals in Munich and Qingdao. Then the local cultural traditions and their

development in Munich and Qingdao regions were analysed, based on which the values

of beer festivals as a symbol of local identity are explained. Through the analysis of the

above-mentioned literature and interviews, this study tends to grasp the current state of

research and development of the relevant issues, explore the historical development of

beer festivals in Germany and China and provide an analysis case of place identity

based on beer symbols and the tourist experience. To provide a clear explanation of the

issues involved, this study is divided into the following basic sections.

Chapter 1: Introduction. This section briefly introduces the theoretical and practical

significance of the study concerning the background of the topic chosen for this

research. Research questions are clarified as the founding of the thesis, followed by

methodology explaining the selected research methods of this thesis.

Chapter 2: Literature review. This section examines the main aspects involved in

this study, i.e. festivals, food geography, and place identity. It also explains the

conceptual definition, main elements and current research progress on events, festivals,

food geography and place identity based on the analysis of existing research.

Chapter 3: Theoretical framework. This section explores the conceptual

understanding of place identity in the German and Chinese contexts, with the selected
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theoretical framework of this thesis and designing of the interview based on the

established framework.

Chapter 4: Beer as a metaphor. The symbolic meanings of beer in Europe and the

evolution of beer from the West to China are first introduced. A comparison is made

between Europe, especially Germany, and China through the quadrants of origins,

historical backgrounds and local identity.

Chapter 5: The Oktoberfest in Munich, Germany. The origins, history, basic

information, layout settings, activities and traditions of Munich Oktoberfest are

demonstrated. This is followed by an analysis of tourists' experiences based on the

reviews on tourist websites and interviews. The place identity is explored in the context

of Europeanisation, German national dynamics and the ongoing "Heimat" discussion.

Chapter 6: The International Beer Festival in Qingdao, China. Based on the

background the origin, basic information, event features and developmental changes are

explained. This is followed by an analysis of tourists' experiences based on the reviews

on tourist websites and interviews. The place identity is analysed concerning

industrialisation, consumerism and the local cultural hybridity.

Chapter 7: Conclusion and discussion. This section is a summary of the whole

paper concluding the research questions and pointing out the limits of this study. An

outlook on the future research in this discipline is provided.

1.4 Methodology

Despite the fact that event experience is a well-established realm, emerging

theoretical ideas and methodologies are being engaged. Traditional quantitative

tourist research is still important, but clearly there is a need to delve further into the

experience domain by employing anthropological methodologies such as participant

observation at sporting events,10 phenomenology,11 and experiential sampling as used

10 Donald Getz et al., "Service quality evaluation at events through service mapping," Journal of Travel Research 39,
no. 4 (2001): 380-390.
11 Po-Ju Chen,"The attributes, consequences, and values associated with event sport tourists' behavior: A means–end
chain approach," Event Management 10, no. 1 (2006): 1-22.
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in leisure studies.12 Ethnological and autoethnological researches are conducted to

better understand the experiences of participants at tourism, sports, and charity events.13

Observational techniques are applied based on experience theory to event planning and

operation, including an investigation of cyclists' cultural experiences.14 The above

research indicates the potential of engaging qualitative research methods in festival

studies. A qualitative research method with a case study design was selected in this

paper to learn perspectives and feelings in depth from beer festival participants. Munich

Oktoberfest and Qingdao International Beer Festival were chosen for their distinct

values based on beer brewing heritage and traditions. Both festivals draw participants

and audiences at home and abroad while providing a significant amount

of local-based activities. Qualitative methods are primarily engaged since this study

focuses on a contemporary occurrence within a specific, real-life context.15 The

following research methods are used in the data collection and comparative study.

1. Textual analysis. The main method applied in this paper is textual analysis. The

literature collected and analysed in the course of this research consists of two main parts:

firstly, the theoretical literature, including relevant works and papers in food

anthropology, historical anthropology, tourism sociology and geography; secondly, local

historical and cultural literature, including ethnography of Munich and Qingdao, as well

as statistics, papers, books, news and reports related to Munich Oktoberfest and

Qingdao International Beer Festival. This paper explores through a case study on

Munich Oktoberfest and Qingdao International Beer Festival how the German and

Chinese beer festivals are constructed in projected visuals, and analyses the way the

festivals are advertised officially on the festivals' websites and in relevant files. This

research also analyses how participants evaluate beer festivals on Tripadvisor, the most

popular travel review platform. The materials include pictures concerning beer festivals

with print and electronic media pieces, promotional branding materials including

12 Reed Larson, and Mihaly Csikszentmihalyi, "The experience sampling method," In Flow and the foundations of
positive psychology (Springer, Dordrecht, 2014), 21-34.
13 Alexandra Coghlan, and Kevin Filo, "Using constant comparison method and qualitative data to understand
participants' experiences at the nexus of tourism, sport and charity events," Tourism Management 35 (2013): 122-131.
14 Graham Berridge, "The Gran Fondo and sportive experience: an exploratory look at cyclists' experiences and
professional event staging," Event Management 18, no. 1 (2014): 75-88.
15 Robert K Yin, Case Study Research: Design and Methods (5.th ed. London: Sage, 2014).
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posters, recordings produced by festival organisers and participating brewers, as well as

blog and online forum discussions surrounding beer festivals.

2. Semi-structured Interviews. Apart from textual analysis of existing literature and

information, this research also consists of 17 semi-structured interviews of participants

who have attended beer festivals in Germany and/or China. Considering the primary

consumer of beer are young people who can be approached through beer events and

daily activities, the interviewees are chosen aged between 20 to 30 years old through a

snowballing process. Respondents who have attended the German and Chinese beer

festivals account for about half of the total number each. The sampling process at a

broad scale allows for information cross-validation while providing

different perspectives on the comparative socio-cultural phenomenon. The interviews

are semi-structured, concerned with activities, impressions, personal feelings and

remarks about the beer festivals. The intention is to gain interpretive views and

individual experiences and feelings16 in order to perceive place identity in daily

dynamics, focusing on learning and understanding the significance of beer festivals as a

symbol and carrier of place identity in Munich and Qingdao. Each interview lasted one

to two hours. The interviews were recorded concurrently with taking supporting notes.

The integrated data set was transcribed into texts afterwards. The data analysis process

began with categorising the data from the festival interviews connected to different

stances and themes in a cross-case examination. The research focuses on data pertaining

to the study's central concern, place identification, both within each festival and across

the two festivals, which yields a wider picture of to which degree the beer festivals are

seen as part of the local identity in the German and Chinese context.

16 Colin Robson, and Kieran McCartan, Real World Research: A Resource for Users of Social Research Methods in
Applied Settings (Hoboken: Wiley, 2016), 330.
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2 LITERATURE REVIEW

2.1 Place Identity

2.1.1 Conceptual Understanding of Place Identity

What importance are places of in people's lives? Lewicka poses this question in her

paper emphasising how the world has changed since classical studies like Tuan's17 and

Relph's,18 citing factors including increased mobility, globalisation, and

homogenization.19 However, concern regarding places is not novel. The study

on place is a highly interdisciplinary endeavour. Place is more than just a physical entity;

it is a way of seeing, knowing, and comprehending the world.20 As Dixon and

Durrheim put it, "the question of 'who we are' is frequently inextricably linked to the

question of 'where we are'".21 Sense of place has long been essential in

understanding place. It is one of the ways we are connected to the world and, as such, an

essential part of the human experience.22 Though being conceptualised as individual

psychological manifestations, place identity implies social circumstances such as

interpersonal relationships and physical environments,23 and can be constructed in

specific places through interpersonal interactions and practices.24 According to Tuan,

"sense of place is rarely acquired in passing."25 It requires long residence and

deep involvement to have a good understanding of a place. Residents' sense of place

may be communicated to visitors in terms of distinctiveness promotion or pride

expression. Some studies indicate that visited places can be significantly meaningful for

tourists, while others consider differences in residents' and visitors' sense of place.26

17 Yi-Fu Tuan, "Place: an experiential perspective," Geographical Review (1975): 151-165.
18 Edward Relph, Place and placelessness (Vol. 67, London: Pion, 1976).
19 Maria Lewicka, "Place attachment: How far have we come in the last 40 years?," Journal of Environmental
Psychology 31, no. 3 (2011): 207-230.
20 Tim Cresswell, Place: an introduction (2nd ed. Chichester: John Wiley & Sons, 2015).
21 John Dixon, and Kevin Durrheim, "Displacing place‐identity: a discursive approach to locating self and other,"
British Journal of Social Psychology 39, no. 1 (2000): 27.
22 Relph, Edward, "Sense of place," In Ten geographic ideas that changed the world (ed. Susan Hanson, New
Brunswick, NJ: Rutgers University Press, 1997), 205–226.
23 Patrick Devine-Wright, and Evanthia Lyons, "Remembering pasts and representing places: The construction of
national identities in Ireland," Journal of Environmental Psychology 17, no. 1 (1997): 33-45.
24 John Dixon, and Kevin Durrheim, 40-41.
25 Yi-Fu Tuan, "Place: an experiential perspective," 164.
26 Susanne Kianicka et al., "Locals' and tourists' sense of place,"Mountain Research and Development 26, no. 1
(2006): 55-63.
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Furthermore, the concept has been adapted for tourism in a variety of contexts. For

example, sense of place has been adopted to represent the ways in which insight into the

characteristics of destinations can be gained by visitors, such as a meal "true to place",27

or perceived to provide an authentic experience.

Scholars have contended that sense of place evolves over time along with sensory,

cognitive, and affective experiences.28 In addition, place identity is defined by a

specific spatial domain consisting of the identity of the substantive space and the

identity of the meaningful space. The identity of the substantive space refers to the

degree of satisfaction with the substantive living conditions including economic

conditions, substantive environment and sociocultural life. The identity of the

meaningful space involves the sense of identity and the sense of belonging.29 The term

"place identity" is practised in environmental psychology literature to refer to how

components of a place contribute to the sense of self or identity of an individual,30

whereas it refers to the meanings associated with places for internal or external visitors

in tourism literature.31 Drawing on the above definitions, this study considers that place

identity reflects the values and special feelings that people have towards a place,

identifying with the history, social culture, living habits, natural environment, economic

condition and sense of belonging in the region. This paper attempts to explore the role

of beer festivals in the construction of local identity from these aspects.

2.1.2 Dimensions of Place Identity

The study on dimensions is a core component of place identity research and is a key

step in conducting empirical research. Based on an environmental psychology

perspective, Proshansky argued that local identity is a multidimensional structure that

27 Rosario Scarpato, and Roberto Daniele, "New global cuisine: Tourism, authenticity and sense of place in
postmodern gastronomy." In Food tourism around the world: Development, management and markets (ed. C.
Michael Hall et al., Amsterdam: Butterworth Heinemann, 2003), 296–313.
28 Adriana Campelo, "Rethinking sense of place: Sense of one and sense of many," In Rethinking place branding:
Comprehensive brand development for cities and regions (ed. Mihalis Kavaratzis et al., Cham: Springer, 2015),
51–60.
29 杨敏芝, "地方文化产业与地域活化互动模式研究——以埔里酒文化产业为例," PhD diss., 国立台北大学都
市计划研究所, 2002.
30 Patrick Devine‐Wright, "Rethinking NIMBYism: The role of place attachment and place identity in explaining
place‐protective action," Journal of Community & Applied Social Psychology 19, no. 6 (2009): 426-441.
31 Moya Kneafsey, "Tourism, place identities and social relations in the European rural periphery," European Urban
and Regional Studies 7, no. 1 (2000): 35-50.
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includes conscious and unconscious beliefs, preferences, feelings, values, goals,

behavioural tendencies and skills.32 Breakwell classified place identity into four

dimensions: distinctiveness, continuity, self-esteem and self-efficacy.33 Knez proposed

a 5-dimensional model of place identity based on Breakwell's division, which divided

continuity into place referent continuity and place coherent continuity.34 Overall, the

studies of these scholars are a lineage of relationships that are intrinsically related. In

contrast, Lalli's "urban-identity Scale" divided place identity into external evaluation,

general attachment, commitment, continuity with personal past and perception of

familiarity.35 Droseltis and Vignoles classified place identity into self-extension,

environmental compatibility, place-self congruence, and emotional attachment.36

Differences in the conceptual understanding of place identity coupled with disciplinary

backgrounds and research purposes have led to different delineations of place identity

dimensions. In general, with the increase of empirical studies on place identity in recent

years, the dimensions of place identity can be characterised by a focus on the theme and

purpose of the study, and the adaptation and revision of existing dimensions.

2.1.3 The Relationship between Place Identity, Place Attachment and Place Dependency

The connotations of place attachment are richly researched. Although scholars

differ on the concept of place attachment, the most widely used one is Williams et al.'s

view that place attachment is a connection between people and places based on feelings

(emotions, sensations), perceptions (thoughts, knowledge, beliefs) and practices

(behaviours, actions).37 The logical relationship between the concepts of sense of place,

place identity, place attachment, and place dependency varies from different

perspectives. A small number of scholars consider the concepts of place attachment and

32 Harold M. Proshansky, "The city and self-identity," Environment and Behavior 10, no. 2 (1978): 147-169.
33 Glynis M. Breakwell, "Processes of self-evaluation: Efficacy and estrangement," In Social psychology of identity
and the self (Surrey, Guildford, UK: Surrey University Press, 1992), 35-55.
34 Igor Knez, "Attachment and identity as related to a place and its perceived climate," Journal of Environmental
Psychology 25, no. 2 (2005): 216.
35 Marco Lalli, "Urban-related identity: Theory, measurement, and empirical findings," Journal of Environmental
Psychology 12, no. 4 (1992): 294-295.
36 Orestis Droseltis, and Vivian L. Vignoles, "Towards an integrative model of place identification: Dimensionality
and predictors of intrapersonal-level place preferences," Journal of Environmental Psychology 30, no. 1 (2010): 24.
37 Daniel R. Williams, and Joseph W. Roggenbuck, "Measuring place attachment: Some preliminary results," In
NRPA Symposium on Leisure Research, San Antonio, TX, vol. 9 (1989): 1-7.
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place identity as consistent.38 Most scholars who have researched place attachment

have adopted Williams et al.'s viewpoint, which divides place attachment into two

sub-dimensions: place identity and place attachment.39 Place identity denotes emotional

attachment to place, and place dependence indicates functional attachment. Research on

sense of place is mainly based on environmental psychology and human geography,

where scholars mostly divide it into three dimensions: place attachment, place

dependence and place identity.40 When place identity is the focus of research, place

attachment is mostly regarded as a sub-dimension of place identity.41

2.2 Studies on Festivals and Place Identity

The most developed discourse, strongly anchored in sociology and anthropology,

corresponds to the functions, meanings, and influences of festivals in social and

cultural contexts. Getz examines festivals and tourism in depth, identifying the

following classical topics relating to festivity: ritual, myth, and symbol; celebration

and ceremony; communitas; spectacle; host-guest relations (and the role of "outsider"),

liminality, carnivalesque, authenticity and commercialisation, pilgrimage, as well as a

significant amount of political discussion about meanings and impacts.42 Much of the

discussion has been absorbed by the cultural tourism literature.43 Festivals have been

studied with regard to place branding, urban development, tourism, and social

transformation.44 Some of the increase in the number and variety of festivals has been

38 Graham D Rowles, "Place and personal identity in old age: Observations fromAppalachia," Journal of
Environmental Psychology 3, no. 4 (1983): 299-313.
Barbara B. Brown, and Carol M. Werner, "Social cohesiveness, territoriality, and holiday decorations: The influence
of cul-de-sacs," Environment and Behavior 17, no. 5 (1985): 539-565.
Richard C. Stedman, "Toward a social psychology of place: Predicting behavior from place-based cognitions, attitude,
and identity," Environment and Behavior 34, no. 5 (2002): 561-581.
39 Daniel R. Williams, et al., "Beyond the commodity metaphor: Examining emotional and symbolic attachment to
place," Leisure Sciences 14, no. 1 (1992): 29-46.
40 Bradley S. Jorgensen, and Richard C. Stedman, "Sense of place as an attitude: Lakeshore owners attitudes toward
their properties," Journal of Environmental Psychology 21, no. 3 (2001): 233-248.
41 Marco Lalli, "Urban-related identity," 285-303.
Aurore Marcouyeux, and Ghozlane Fleury-Bahi, "Place-identity in a school setting: Effects of the place image,"
Environment and Behavior 43, no. 3 (2011): 344-362.
42 Donald Getz, "The nature and scope of festival studies," International Journal of Event Management Research 5,
no. 1 (2010): 1-47.
43 Greg Richards, ed, Cultural tourism: Global and local perspectives (New York: Haworth, 2007).
44 David Picard, and Mike Robinson, eds, Festivals, tourism and social change: Remaking worlds (Clevedon:
Channel View, 2006).
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credited to diaspora,45 which is the mass migration of people who bring their traditions

with them. Musical performances and festivities rapidly grow as cultural and touristic

phenomena, as demonstrated in a music and tourism study.46 The significance of

festivities in other types of special-purpose tourism has been investigated in the contexts

of fashion,47 food tourism,48 and food and wine.49

A festival is a form of a themed special event involving a feeling of celebration and

an enjoyable experience for its attendees. What distinguishes festivals apart from other

events is that a community's cultural identity is more likely to be drawn upon, which

contributes to the sense of place.50 As Bird argues, "people continue to make aesthetic

and moral sense of places while instilling these places with a sense of their own cultural

identities".51 Places, where festivals are held, could be viewed as "home" in the sense

defined by Morley as "both a physical place (the domestic household) and symbolic

concepts of Heimat (the 'spaces of belonging' and identity at different geographical

scales) the local, national, or transnational communities in which people feel as being 'at

home'".52 Festivals serve as a platform for bolstering local cohesion by providing

chances to connect "shared histories, shared cultural practices, ideals and social

interactions. They are arenas for the production and reproduction of local knowledge, as

well as the revision, contestation, or reconstruction of the history, cultural inheritance,

and social structures distinguishing one place from another".53 Place identity can be

influenced by festivals through enhancing sense of place belonging among the people

engaged in the festivals as well as the hosting community. As Quinn commented,

"insights have been yielded through interrogating festival settings into how people's

45 Jennifer Laing, and Warwick Frost, "Food, wine, heritage, identity? Two case studies of Italian diaspora festivals
in regional Victoria," Tourism Analysis 18, no. 3 (2013): 323-334.
46 Brett Lashua, Karl Spracklen, and Phil Long, "Introduction to the special issue: Music and Tourism," Tourist
Studies 14, no. 1 (2014): 3-9.
47 KimWilliams, Jennifer Laing, and Warwick Frost, eds, Fashion, design and events (London: Routledge, 2014).
48 Donald Getz, et al., Foodies and food tourism (Oxford: Goodfellow Publishers Ltd, 2014).
49 Alessio Cavicchi, and Cristina Santini, eds, Food and wine events in Europe: A stakeholder approach (Abingdon:
Routledge, 2014).
50 Getz, Donald. "Geographic perspectives on event tourism," in Companion to Tourism, ed. A.A. Lew, C.M. Hall, &
A.M. Williams (London: Blackwell, 2004), 410-422.
Andrea Schöllmann et al., "Rhetoric, claims making and conflict in touristic place promotion: The case of central
Christchurch, New Zealand," Tourism Geographies 3, no. 3 (2001): 300-325.
51 S. Elizabeth Bird, "It makes sense to us: Cultural identity in local legends of place," Journal of Contemporary
Ethnography 31, no. 5 (2002): 544.
52 David Morley, "Belongings: Place, space and identity in a mediated world," European Journal of Cultural Studies
4, no. 4 (2001): 425.
53 Bernadette Quinn, "Arts festivals and the city," Urban Studies 42, no. 5-6 (2005): 928.
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sense of self identity is intricately interwoven with their bonding to locality".54 Many

festivals have as crucial criteria that festivals ought to represent regional values and be

organised in an effort to preserve and promote local history and culture.55 The festival's

popularity is illustrated by boosting "pride of place".

Festivals are given meanings by individuals, communities, social groupings, and

society as a whole, and these meanings are frequently contested. The ongoing debate

over the cultural authenticity of festivals began with the critical concern that tourism

commercialises festivals and erodes their authenticity, while more recent studies reflect

the fact that many festivals are established for commercial and exploitative purposes.56

Nevertheless, another stand is that Festivals and other cultural festivities serve as an

excellent illustration of how tourism contributes to preserving traditions and their

significance. Getz et al. noted from foodies seeking authentic experiences

that interpretation should be applied in festivals and other food-related events for

visitors to make sense of their experiences from a localised and contextual

perspective.57

2.3 Food Geography and Place Identity

Food geography has become a key element in cultural geography in recent years,

and food has become an important component of urban culture.58 Socio-geographical

research on food culture addresses mainly four aspects: the symbolic significance of

food, the cultural politics of food, the cultural economics of food, and the relation

between food and identity.59 Zeng Guojun and others have conducted a set of

investigations on the production of food culture across places based on a theoretical

analysis of the originality of food culture.60 There is a mutually constructive

54 Quinn, "Changing festival places: insights from Galway," Social & Cultural Geography 6, no. 2 (2005): 239.
55 Karen De Bres, and James Davis, "Celebrating group and place identity: A case study of a new regional festival,"
Tourism Geographies 3, no. 3 (2001): 326-337.
56 Donald Getz, and Stephen J. Page, "Progress and prospects for event tourism research," Tourism Management 52
(2016): 609.
57 Getz, et al., Foodies and food tourism.
58 Ian Cook, Kersty Hobson, Lucius Hallett IV, Julie Guthman, Andrew Murphy, Alison Hulme, Mimi Sheller et al.
"Geographies of food:‘Afters’." Progress in Human Geography 35, no. 1 (2011): 104-120.
59 蔡晓梅, and 刘晨, "人文地理学视角下的国外饮食文化研究进展," 人文地理 28, no. 5 (2013): 36-41.
60 曾国军, 刘梅, 刘博, and 蔡晓梅, "跨地方饮食文化生产的过程研究——基于符号化的原真性视角," 地理研
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relationship between food and identity. In studies on food and identity, more research

has focused on the phenomenon of local or ethnic identity evoked by food. Some

studies have demonstrated the impact of dietary practices on immigrants' identity,61

which is often linked to immigrants' nostalgia resulting in unique nostalgic cuisines that

reflect immigrants' local identity and nostalgia for their homeland. People's dietary

habits and taste preferences can also construct and preserve ethnic identity, since

individuals tend to identify food and drink with a specific race, ethnic group, or

country,62 such as the Malay-speaking native Chinese in Malaysia who express their

Chinese identity by emphasising the celebration of Chinese festivals and ancestral

rituals, as well as their native Chinese identity through their localised food.63 The

American anthropologist Emiko Ohnuki-Tierney argues that Japanese rice, more than

staple food, represents the deep historical Japanese national spirit.64 According to Siumi

Maria Tam, tea drinking is a typical concentration of Hong Kong people's identity.65

Richard Wilk explores the cultural identity of Belizeans in Central America by

analysing their diet.66

Food bears a socio-cultural significance. It can serve not only as a marker of

social differences, indicating the social identity of people, but also as a symbol of

locality, displaying people's sense of "where I am from". People's culinary preferences

reveal their emotional connection to a region or the culture it represents.67 Beer plays

an integral role in the alcohol culture and people's social life. Research on beer and

place identity has increased in recent years. Previously, Marion Demossier employed

her vast knowledge of wine production and consumption in France to examine how

"through wine consumption, individuals compete and construct their identity and relate

究 32, no. 12 (2013): 2366-2376.
曾国军, 李凌, 刘博, and 陆汝瑞, "跨地方饮食文化生产中的原真性重塑——西贝西北菜在广州的案例研究,"
地理学报 69, no. 12 (2014): 1871-1886.
61 Rachel Slocum, "Race in the study of food," Progress in Human Geography 35, no. 3 (2011): 303-327.
62 Arjun Appadurai, "How to make a national cuisine: cookbooks in contemporary India," Comparative Studies in
Society and History 30, no. 1 (1988): 3-24.
63 陈志明, 段颖, and 巫达, 迁徙, 家乡与认同: 文化比较视野下的海外华人研究, 北京：商务印书馆, 2012.
64 Ohnuke-Tierney Emiko, Rice as Self: Japanese Identities through Time, Princeton: Princeton University Press,
1993.
65 谭少薇, "港式饮茶与香港人的身份认同," 广西民族学院学报: 哲学社会科学版 23, no. 4 (2001): 29-32.
66 Richard R. Wilk, ""Real Belizean food": Building local identity in the transnational Caribbean," American
Anthropologist 101, no. 2 (1999): 244-255.
67 Richard Tellström, Inga-Britt Gustafsson, and Lena Mossberg, "Consuming heritage: The use of local food culture
in branding," Place Branding 2, no. 2 (2006): 130-143.
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to concepts of what it means to be French, exploring the relationship between regions

and the nation".68 Thurnell-Read has investigated how belonging and identity are

constructed and how "others" are excluded through the rich symbolism of Real Ale,

which frequently draws on imagery of long-gone industrial, imperial or pastoral

Britain.69 The Copenhagen Beer Celebration is used as an example of beer properties

venue as a liminal space for performativity that is crucial to the formation of both

individual and community identity as craft beer enthusiasts.70 In recent years, some

scholars have studied beer consumption and craft breweries based on the perspective of

neolocalism. They argue that small breweries and craft breweries are one of the most

important tools for the construction of people's place identity through the use of local

names, people, events, landscapes, etc., which are related to the peculiarities of the

place.71 From the neolocalist perspective, consuming local beers provides consumers

with a sense of placeness, a means of support for local businesses, and a feeling of

connectedness to the local landscape and community. The craft breweries in Montana,

USA are taken as examples to determine whether, in addition to taste, the brewery's

connection to local identity is important to tourists' visit, as evidence of the role of craft

beer in place-making.72 However, the social and physical settings where beer is drunk

and the many ways and modes of activities taking place inside these venues have

garnered relatively less attention. Despite the popularity of beer cultures that have

developed their own social conventions, the many social aspects related to beer

gatherings such as beer festivals have been insufficiently studied.73

68 Marion Demossier,Wine drinking culture in France: a national myth or a modern passion? (Cardiff: University of
Wales Press, 2010), 29.
69 Thomas Thurnell-Read, "Beer and belonging: Real Ale consumption, place and identity," in Drinking Dilemmas:
Space, Culture and Society (London: Routledge/BSA Sociological Futures, 2016), 61-77.
70 J. Ikäheimo, "Exclusive craft beer events: liminoid spaces of performative craft consumption," Food, Culture &
Society 23, no. 3 (2020): 296-314.
71 Steven M. Schnell and Joseph F. Reese, "Microbreweries as tools of local identity," Journal of Cultural
Geography 21, no. 1 (2003): 45-69.
Steven M. Schnell, "Deliberate identities: Becoming local in America in a global age," Journal of Cultural
Geography 30, no. 1 (2013): 55-89.
72 Ann M. Fletchall, "Place‐making through beer‐drinking: A case study of Montana's craft breweries," Geographical
Review 106, no. 4 (2016): 539-566.
73 Thomas. Thurnell-Read, "Atmosphere and Activism at the Great British Beer Festival," in Untapped: Exploring
the Cultural Dimensions of Craft Beer, edited by N. G. Chapman, J. S. Lellock, and C. D. Lippard (Morgantown:
West Virginia University Press, 2017), 137–154.
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3 THEORETICALFRAMEWORK

3.1 AHistorical and Geographical Approach to Place Identity

A contextual framework based on essential elements of history and geography is

introduced in Ma and Lew’s paper.74 While other dimensions, such as politics and

economics, can be investigated, the primary concerns of symbols, meanings, and

identities are best comprehended via the dimensions of time and place.75 By

cross-tabulating the geographical (or spatial) and historical (or temporal) axes, four

forms of festivals are distinguished: local heritage festivals; local modern festivals;

national heritage festivals and global modern festivals, each of which is concerned with

a distinct set of secondary issues. The four issues central to the development of festivals

are local identity and uniqueness on the geographical scale, authenticity and liminality

on the historical scale.76

Figure 3.1 A contextual Framework proposed by Ma and Lew

The issue of local identity relates to whether a festival effectively involves and

enhances its connection with the local community. Local identity is socially constructed

74 Ling Ma, and Alan A. Lew, "Historical and geographical context in festival tourism development," Journal of
Heritage Tourism 7, no. 1 (2012): 15.
75 Ibid, 26.
76 Ibid, 16.
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and used to distinguish individuals as members of a specific group.77 It derives not only

from a particular geographic location with its physical setting, but also from the

tradition, culture and histories regarding that place. Festivals provide a platform where

local identity is constructed and contested through ritual display and performance.78

The symbolism of a festival, from a semiotic standpoint, is a sign informing attendees

of its significance.79 Festivals, such as Carnival celebrated in many Roman Catholic

countries, can generate strong symbolic meanings and identities. Through participating

in such a festival, the outsider perceives and consumes local identifiers in ways that

enable them to connect with and hopefully better comprehend the local people and their

culture. Tourists, according to Culler, are semiotic armies that travel the world gathering

signs of local identity, such as Frenchness, Americanness and Chineseness.80 Such

tourists engage in cultural sampling, as they assemble symbols that normally symbolise

the cultures of their destinations. Festivals particularly provide a fruitful chance for

cultural sampling.

The issue of uniqueness arises in response to the increasing homogeneity and

imitation of festivals as a result of modernisation and globalisation processes.

Uniqueness is most often handled in the operation and growth of National Heritage

Festivals (such as a harvest festivity) and Global Modern Festivals (such as a modern

film fest). Communities organising these sorts of activities for a broader local or

worldwide tourist market must examine how they differentiate themselves from

other competitors and resolve the underlying homogenisation of these activities.81 This

can be accomplished by creating a distinct viewpoint on the festivity, capitalising on the

notoriety of the location where the festival takes place, or building a powerful marketing

picture for the festival.

Concerning liminality is the extent to which a celebration is integrated with

possibilities for participants to have pleasurable, meaningful, and transformative

77 Johan van Rekom, and Frank Go, "Being discovered: A blessing to local identities?," Annals of Tourism Research
33, no. 3 (2006): 769-776.
78 Karen De Bres, and James Davis, "Celebrating group and place identity," 326-337.
79 Dean MacCannell, "Staged authenticity: Arrangements of social space in tourist settings," American Journal of
Sociology 79, no. 3 (1973): 589-603.
80 Jonathan Culler, "Semiotics of tourism," The American Journal of Semiotics 1, no. 1/2 (2007): 127-140.
81 Dianne Dredge, and John Jenkins, "Destination place identity and regional tourism policy," Tourism Geographies
5, no. 4 (2003): 403.
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experiences. Liminality can be defined as a sense of escape from everyday life, the

potential for role shifting, and the experience of "flow".82 One of the appeals of a

festival is that a justifiable excuse is provided for deviated behaviour, revelry, or role

change.83 This is a manifestation of liminality, as outlined by Turner,84 which is also

reflected in rituals, especially in the rites of passage. Liminal experiences are frequently

displayed at traditional festivities, religious and spiritual ones in particular.85

Turner differentiates traditional society's obligatory rituals from modern society's

voluntary liminal rituals.86 Liminality can be identified in both the transformation of

daily spaces into arenas of special powers and meanings and the firsthand experience of

the participants.87 Liminality is intimately associated with existential or experiential

authenticity,88 and it can surely be seen as part of a traditional carnival's authentic

experience.89 Liminality is associated with communitas. Communitas refers to the

social bond that, via ritual, binds people to new status; it is the feeling of togetherness

and communion.90 In this regard, the term alludes to social identification since

the process of rituals and festivals promotes a feeling of belonging and connection with

a community.91 This identification may occur inside the community, fostering a deeply

entrenched feeling for a place,92 or via the ritual engagement to which visitors have

access through their experience in the festivals.93 However, it is a more vital

ingredient of festivals with contemporary roots for the reason that the majority of

participants assess them not in terms of authenticity, but rather the degree of experiential

82 Mihaly Csikszentmihalyi, Flow and the Foundations of Positive Psychology: The Collected Works of Mihaly
Csikszentmihalyi (Dordrecht: Springer Netherlands, 2014), 239-244.
83 Donald Getz, and Stephen J. Page, "Progress and prospects for event tourism research," 604.
84 Victor Turner, "Liminality and communitas," in The ritual process: Structure and anti-structure (Chicago: Aldine
Publishing, 1969), 125.
85 Xudong Zhao, and Duran Bell, "Miaohui, the temples meeting festival in North China," China Information 21, no.
3 (2007): 457-479.
86 Turner, "Liminality and communitas," 126-130.
87 Roger D. Abrahams, "The language of festivals: Celebrating the economy," In Celebration: Studies in festivity and
ritual, edited by Victor Turner (Washington, DC: Smithsonian Institution Press, 1982), 160-177.
88 Ning Wang, "Rethinking authenticity in tourism experience," Annals of Tourism research 26, no. 2 (1999): 352.
Carol J. Steiner, and Yvette Reisinger, "Understanding existential authenticity," Annals of Tourism Research 33, no. 2
(2006): 313-314.
89 Hyounggon Kim, and Tazim Jamal, "Touristic quest for existential authenticity," Annals of Tourism Research 34,
no. 1 (2007): 193-195.
90 Turner, "Liminality and communitas," 126-127.
91 Jillian M. Rickly-Boyd, "Lifestyle climbing: Toward existential authenticity," Journal of Sport & Tourism 17, no. 2
(2012): 85-104.
92 De Bres, and Davis, "Celebrating group and place identity," 326-337.
93 Hélène B. Ducros, "“Fête de la Soupe”: rural identity, self-representation, and the (re)-making of the village in
France," Journal of Place Management and Development 11, no.3 (2018): 297-299.
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satisfaction. The focus is on how much festival-goers can immerse themselves in the

moment of the experience. Settings ranging from amusement rides, colourful lighting,

music, dancing to carnival-like atmosphere, all facilitate this. Role reversals and role

play may also be intended liminal themes, which are commonly seen at Renaissance

Fairs. While liminality is not always assured in celebrations steeped in local legacy, it

has become a primary issue for both Local Modern Festivals and Global Modern

Festivals. Therefore, it is not surprising that a lot of the most popular modern festivals

are centred on sensual experiences, such as food and drinks, visual arts and musical

performances.94 These kinds of festivals thrive on the creativity of people to

offer attendees a flavour of liminality, if not exactly authenticity.

The conflict between commercialisation and the preservation of traditional or local

culture with other resources is at the heart of the question of authenticity. Authenticity is

a critical issue for festivals rooted historically in heritage either on a local level or a

broader regional even national level. An authentic purpose for the majority of people

is achieving a sense of fidelity to an original condition of existence. As cultures are the

consequence of an ongoing, dynamic process of contestation, negotiation, and identity

construction, the existence of an objectively recognisable primordial state seems

improbable.95 Modernity poses less of a challenge for traditional festivals than

maintaining a sense of authenticity and meaning in the face of various interest groups'

attempts to transform them by fostering their sensual and social display, as well as to

facilitate more attendees and marketing scales.96 The commodification of heritage and

tradition may enhance the popularity of festivals to mass tourism and tourist businesses,

but it may decrease the festival's authenticity. Culture commodification has frequently

been criticised for resulting in the damage of original forms and meanings.97 Culture,

94 Ma, and Lew, "Historical and geographical context in festival tourism development," 19.
95 Wang, "Rethinking authenticity in tourism experience," 349-370.
Steiner, and Reisinger, "Understanding existential authenticity," 313-314.
96 Erik Cohen, "Authenticity and commoditization in tourism," Annals of Tourism Research 15, no. 3 (1988): 383.
Erik Cohen, and Nir Avieli, "Food in tourism: Attraction and impediment," Annals of Tourism Research 31, no. 4
(2004): 775.
97 Davydd J. Greenwood, "Culture by the pound: An anthropological perspective on tourism as cultural
commoditisation," In Hosts and guests, the anthropology of tourism, 2nd ed. V. Smith (Philadelphia, PA: University
of Pennsylvania Press, 1989), 171– 185.



20

on the other hand, is inherently adaptable, resilient and transformative.98 It is claimed,

for instance, that new cultural components established with the tourism intention can

be absorbed into and seen as representations of local culture over time.99

Commercialisation is interwoven into the public display of local culture through this

process of emergent authenticity, and can attach new meanings to place identity.

The four aspects raised above with respect to festivals are well familiar to tourism

researchers. They are, nevertheless, typically addressed as distinct and separated issues,

with a brief mentioning of the geographical and historical contexts within which they

are placed.100 This suggested framework provides a more cohesive tool for evaluating

and thereafter managing a variety of reoccurring special events including festivals.

Semi-structured interviews and analyses of the beer festivals are carried out based on

the four issues central to the framework. The local identity section (Question 1-4) is

developed in light of William’s classic framework of place attachment.101 The

uniqueness section (Question 5-9) is based on previous tourism studies on

distinctiveness, destination management and place identity.102 The questions are

modified by indicating the features of beer festivals. The authenticity section (Question

10-15), drawn upon Kolar and Zabkar’s scale on heritage tourism, consists of

object-based and existential variables.103 The liminality section (Question 16-20),

primarily motivated by the findings of Kim et al.104 and Rodríguez-Campo105, includes

the following questions divided into dimensions of liminal experience and communitas.

Two additional questions are set for interviewees who have attended both beer festivals

and who have been to the festival more than once.

98 Xiaobo Su, and Peggy Teo, "Tourism politics in Lijiang, China: An analysis of state and local interactions in
tourism development," Tourism Geographies 10, no. 2 (2008): 150-168.
99 Cohen, "Authenticity and commoditization in tourism," 383-384.
100 Ma, and Lew, "Historical and geographical context in festival tourism development," 27.
101 Daniel R. Williams, "Notes on measuring recreational place attachment," Unpublished report supplied by Dr. Dan
Williams, Rocky Mountain Research Station (2000): 93407-0259.
102 Suosheng Wang, and Honggang Xu, "Influence of place-based senses of distinctiveness, continuity, self-esteem
and self-efficacy on residents' attitudes toward tourism," Tourism Management 47 (2015): 245.
Thi Lan Huong Truong, et al., "Destination distinctiveness: Concept, measurement, and impact on tourist
satisfaction," Journal of Destination Marketing & Management 8 (2018): 216-218.
103 Tomaz Kolar, and Vesna Zabkar, "A consumer-based model of authenticity: An oxymoron or the foundation of
cultural heritage marketing?," Tourism Management 31, no. 5 (2010): 657.
104 Jong-Hyeong Kim, et al., "Development of a scale to measure memorable tourism experiences," Journal of Travel
Research 51, no. 1 (2012): 19.
105 Lorena Rodríguez-Campo, et al., "The liminality in popular festivals: Identity, belonging and hedonism as values
of tourist satisfaction," Tourism Geographies 22, no. 2 (2020): 229-249.
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Table 3.1 Interview Design

Basic Information

Age:

Occupation:

Attended the festival in the year:

Local Resident/Visitor:

Local Identity

1. What are the main reasons for you to take part in the beer festival?

2. Can you relate the experience of the beer festival to other parts of your life?

3. To which extent do you feel connected with the related history, legends, traditions

and historical personalities? Why do you feel so?

4. How important is the beer festival to you?

Uniqueness

5. Do you think the Munich/Qingdao beer festival is a festival with distinctive features?

6. To which extent do you think the festival’s attractiveness is different from other

festivals you have known/participated in?

7. Do you think the experience you had at the festival is special?

8. To which extent is participation in the festival meaningful to you?

9. What impressed you most at the festival?

Authenticity

Object-based authenticity

10. What’s your impression of the design (style, architecture, facilities) of the beer

festival?

11. How do you like the peculiarities of the interior design/furnishings/layout?

12. How do you like the information (content/ accessibility/ effectiveness) about the

festival?

Existential authenticity

13. How do you like the arrangements, activities and celebrations connected to the beer

festival?
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14. How do you feel about the atmosphere during your visit?

15. To which extent does the festival provide insight into the local history?

Liminality

Liminal Experience

16. How do you like your experience at the beer festival?

17. Have you experienced anything new at the festival?

18. To which extent do you behave/think/feel differently in the festival from your daily

life?

Communitas

19. Do you feel a sense of belonging to the group of participants? Why do you feel so?

20. To which extent do you feel close to the participants of the festival?

Additional Questions

What do you think can be done to enhance your experience at the festival?

For those who attended both:

In your experience, what are the main differences between these two beer festivals?

For those who attended more than once:

What changes in the beer festival have you noticed over the years?

3.2 Place Identity in the German and Chinese Context

3.2.1 Germany: "Heimat" and "Heimatbewegung"

There is no single English word that adequately translates "Heimat" since it

connotes several diverse meanings. This term merely referred to a person's birthplace

in the 18th century.106 As a reaction to Germany's growing urbanisation, the 19th

century saw the emergence of emotional implications. Writers, artists and local activists

of the "Heimatbewegung" championed what they perceived to be imperilled

traditions.107 The concept was mostly associated with local or regional identities in the

106 Seth Peabody, and Amanda Randall, "Unpacking Heimat: A spiraled approach to identity and belonging for global
German Studies," Die Unterrichtspraxis/Teaching German 52, no. 2 (2019): 178.
107 Elizabeth Boa, and Rachel Palfreyman, Heimat-a German dream: regional loyalties and national identity in
German culture 1890-1990 (Oxford, England: Oxford University Press, 2000), 33.
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face of levelling influence of urbanisation. These local connections were forwarded to

the national level after the German unification in 1871. "Heimat" was employed to

promote affiliation with an abstract contemporary state during a period when the

majority of Germans associated exclusively with local regions and communities.108

The period of the Deutsches Kaiserreich (1871-1918) was a time of dramatic

transformation in German history, with an unprecedented shift towards modernity in the

political, economic and social spheres. This modernisation was characterised by the end

of long-standing political divisions and the establishment of a modern, unified

nation-state, the rapid economic transformation from a traditional agricultural state to a

modern industrial state,109 and the social transformation from a predominantly rural

society to an urbanised state with a predominantly urban population in a very short

time.110 The rapid modernisation of German society eventually led to a violent collision

between modernity and tradition, resulting in the so-called "Modernisierungskrise"

(modernisation crisis) in German history.111 Amid this modernisation crisis, the

"Heimat", as a safe place in the childhood memories of the majority of Germans,

became a spiritual bastion to cope with and counteract the many negative effects of the

rapid modern transformation., resulting in the broad-based Heimatbewegung (homeland

movement).112 However, research has shown that the Heimatbewegung was not only a

socio-cultural movement to overcome the crisis of modernisation caused by rapid

industrialisation and urbanisation, but it also had a powerful function in relieving the

contradictions within the new empire and was a remedy for the political and social

tensions within the new empire.113 Not only did it serve as a means of reconciling the

traditional German sense of local loyalty with the new modern nation-state identity, and

consolidating the newly unified German nation-state, but it also served as a means of

soothing the fierce conflicts between the various modern political forces and interest

108 Peabody, and Randall, "Unpacking Heimat," 178.
109 Walther G. Hoffmann, Das Wachstum der deutschen Wirtschaft seit der Mitter des 19. Jahrhundert (Berlin,
Heidelberg: Springer Verlag, 1965), 454- 455.
110 Gerd Hohorst, Jürgen Kocka, and Gerhard A. Ritter, Sozialgeschichtliches Arbeitsbuch, Band 2, Materialien zur
Statistik des Kaiserreichs, 1870-1914 (München: Verlag C. H. Beck, 1975), 52.
111 Christian Schwaabe, Die deutsche Modernitätskrise. Politische Kultur und Mentalität von der Reichsgründung bis
zur Wiedervereinigung (München：Wilhelm Fink Verlag, 2005), 41.
112 Peabody, and Randall, "Unpacking Heimat," 178.
113 Alon Confino, "The nation as a local metaphor: Heimat, national memory and the German Empire, 1871-1918,"
History and Memory 5, no. 1 (1993): 42-86.
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groups of the German empire by virtue of the traditional sense of local community.

From a historical perspective, the creation of a unified Deutsches Kaiserreich in

1871 was not politically unified, although it was the result of the long-awaited efforts of

the majority of Germans. In the words of the scholar Alon Confino, the period of the

Deutsches Kaiserreich "was characterised by deep fractures in German society, mainly

regional, but also by social, political and religious divisions".114 In other words, the

German empire faced three types of "Reichsfeinde" (enemy of the empire) from its

inception: the first was the sense of local loyalty or regionalism that had historically

developed as a result of the long division of the country. The second was the real

separatist forces that threatened the newly unified German nation-state, including

political forces such as the Poles, the Danes and other minorities in the Reich, the

Alsatians who demanded more autonomy, and the Catholic Central Party, which

staunchly defended the Catholic tradition of autonomy. The third group were those

hostile to the existing state system and order, with the Social Democratic Party,

representing the interests of the working class, at its core. In addition, there were class

conflicts between the working class and the bourgeoisie, between agricultural and

industrial interests, and between heavy and light industrial groups within the industrial

sector. The newly established German empire was thus "deeply torn".115 Under such

circumstances, one of the questions that had to be faced and solved was: "How to cross

the various boundaries that divided Germans and construct a clear conception of

German society and a German identity that could represent them all."116 In other words,

to search for a universally accepted public factor in German society that would soothe

the various contradictions within the empire and ease the hostility towards it, to

consolidate the newly unified nation-state and promote social stability and development.

In this context, the popularly cherished local sentiment, with its strong memories of

childhood, became the most important factor in resolving the contradictions between the

114 Ibid, 44-45.
115 Edgar Wolfrum, Geschichte als Waffe: vom Kaiserreich bis zur Wiedervereinigung (Vol. 4028. Göttingen:
Vandenhoeck & Ruprecht, 2001), 7; Shulamit Volkov, "Nationalismus, Antisemitismus und die deutsche
Geschichtsschreibung," Nation und Gesellschaft in Deutschland, Historische Essays, Munich: CH Beck (1996):
208-219; Oliver Trevisiol, Die Einbürgerungspraxis im Deutschen Reich, 1871-1945 (Göttingen: V&R Unipress,
2006), 38.
116 Confino, "The nation as a local metaphor," 45.
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sense of local loyalty and the identity of the unified national state that had emerged as a

result of Germany's historical development, and served as a spiritual platform for

relieving all kinds of hostility towards the existing political system and social order of

the German empire, as well as a communal tool for easing the antagonism between

classes and interest groups.

3.2.2 China: Urban Nostalgia and Nostalgic Narratives

Increasing modernisation, globalisation and urbanisation have given rise to the

contemporary phenomenon of nostalgia, which, from its medical origins as

"homesickness", has extended its connotations to include elements related to missing

the past, a sense of vanished place, a longing for and attachment to place, and has

become a cultural practice of the present.117 Boym argues that the objects of nostalgia

are often no longer physical entities such as homeland and countries of origin, but

spiritual homes detached from reality, such as Anderson's "imagined communities" and

Weber's ideal model of rational bureaucracy.118 When the term "homeland" is no longer

a definite geographical location but a state of mind, nostalgia becomes a kind of

imagination and utopia,119 or an "idealised state of authenticity".120 Particularly in the

face of the sense of crisis brought about by dramatic social change, people inevitably

turn to the search for a common discourse of tradition, history and nation, and nostalgia

becomes a means of identification.121 As a result, nostalgia has gained widespread

social acceptance, shifting from being seen as a problem to being seen as a certain local

facet of modern life.122

Since the 1980s, scholars have studied nostalgic consumption from the disciplines

of psychology, consumer behaviour and marketing123 and have begun to construct

117 Alastair Bonnett, and Catherine Alexander, "Mobile nostalgias: connecting visions of the urban past, present and
future amongst ex‐residents," Transactions of the Institute of British Geographers 38, no. 3 (2013): 392-393.
118 Svetlana Boym, The future of nostalgia (New York: Basic Books, 2001), 251.
119 Christopher Shaw, and Malcolm Chase, eds, The imagined past: History and nostalgia (Manchester University
Press, 1989), 9.
120 Robert Hemmings, Modern nostalgia: Siegfried Sassoon, trauma and the second world war (Edinburgh
University Press, 2008), 4.
121 David Frisby, Fragments of Modernity (Routledge Revivals): Theories of Modernity in the Work of Simmel,
Kracauer and Benjamin (Routledge, 2013), 64-66.
122 Bonnett, and Alexander, "Mobile nostalgias," 393.
123 Morris B. Holbrook, and Robert M. Schindler, "Some exploratory findings on the development of musical tastes,"
Journal of Consumer Research 16, no. 1 (1989): 119-124; "Echoes of the dear departed past: Some work in progress
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models of nostalgic preferences,124 measuring consumers' attitudes and feelings

towards the past through the historical nostalgia scale.125 However, from a geographical

perspective, more attention is paid to the spatio-temporal characteristics of nostalgic

consumption. The sense of nostalgia is set in a local cultural context interconnected with

place. Geographers have been concerned with the spatial nature of consumption,

emphasising how consumption connects place and space and produces meaning.126

Some scholars point out that nostalgia can only occur in a cultural context of linear time

(history), with "a certain sense of present deficit", with sites and artefacts left over from

the past becoming the material presence of nostalgia.127 It is evident that the essence of

nostalgia is an emotional state constructed for a bygone era, and through the symbols

and tokens of the past, attempts to reconstruct what the past holds.128 The concept of

nostalgia has been used in experiential consumer spaces, such as historic streets,

cultural monuments, museums, cafes, restaurants and events.129 For example, the

renovated hotels of colonial times of Southeast Asia are not only places of consumption

but also "symbolic sites of memory" that showcase the history and memory of the

colonial era in Southeast Asia.130 Nostalgia transforms the past into a kind of

macrocosm and symbol for consumption, where tradition and modernity intermingle,

indicating the process of alienation and reconstruction of a space.131 The "nostalgia for

the present" is rapidly evolving as a result of social change,132 and the nostalgic space is

on nostalgia," Advances in Consumer Research 18, no.1 (1991): 330-333; "Market segmentation based on age and
attitude toward the past: Concepts, methods, and findings concerning nostalgic influences on customer tastes,"
Journal of Business Research 37, no. 1 (1996): 27-39.
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products," Journal of Consumer Research 37, no. 3 (2010): 393-408.
125 Morris B. Holbrook, "Nostalgia and consumption preferences: Some emerging patterns of consumer tastes,"
Journal of Consumer Research 20, no. 2 (1993): 245-256.
Vincent J. Pascal et al., "The influence of evoked nostalgia on consumers' responses to advertising: An exploratory
study," Journal of Current Issues & Research in Advertising 24, no. 1 (2002): 39-47.
126 Mansvelt, Geographies of consumption, 44-69; "Geographies of consumption: engaging with absent presences,"
Progress in Human Geography 34, no. 2 (2010): 224-233.
127 Shaw, and Chase, The imagined past: History and nostalgia, 3-4.
128 Alan R. Hirsch, "Nostalgia: A neuropsychiatric understanding," Advances in Consumer Research 19, no.1 (1992):
390-395.
129 Janelle Lynn Wilson, "Here and now, there and then: Nostalgia as a time and space phenomenon," Symbolic
Interaction 38, no. 4 (2015): 478-492.
130 Maurizio Peleggi, "Consuming colonial nostalgia: The monumentalisation of historic hotels in urban South‐East
Asia," Asia Pacific Viewpoint 46, no. 3 (2005): 255-265.
131 Defne Karaosmanoglu, "Nostalgia spaces of consumption and heterotopia: Ramadan Festivities in Istanbul,"
Culture Unbound 2, no. 2 (2010): 283-302.
132 Fredric Jameson, Postmodernism, or, the cultural logic of late capitalism (Durham, NC: Duke University Press,



27

spatial refraction of modernity and urbanisation, with the axes of memory condensed in

the material and emotional space, reflecting a complex social relationship and

construction of place.

With the accelerated urbanisation of China due to the "socialist market economy"

reform initiated by the Chinese government,133 traditional culture has experienced

increasingly harsh impacts and become a breeding ground for nostalgia since the 1980s.

A wave of urban nostalgic consumption has emerged and gradually penetrated into

many aspects of society. Many consumption spaces and cultural spaces with the theme

of urban nostalgia have emerged, such as nostalgic teahouses, restaurants and cafes. The

growth of cultural consumption in a postmodern context (e.g. food, fashion, tourism)

and the industries catering to this consumption have provoked a symbolic economy in

the city and its remarkable ability to create symbols and spaces.134 As a representation

of the cultural economy, symbolic and spatial consumption becomes more prevalent,135

with landscape symbols becoming texts for the reproduction of consumption spaces (e.g.

symbols of restaurant architecture, cuisine, decoration, service, atmosphere, etc.),

interpreting the cultural meaning of consumption spaces through their cultural

presentation.136 Places of consumption are spaces of reproduction, which means the

imagination of space is reconstructed137 by the shaping of the consumer subject and

identification,138 as well as the sociality embodied in the social and spatial connections

within places of consumption.139

Various urban local histories have sprung up in the wake of China's urbanisation

with a focus on "micro-narratives", exploring the everyday life of Chinese cities beyond

the grand narrative, such as tourism, fashion, food, drink and entertainment, and other

1991), 279-297.
133 Wilsonquarterly, "China's 1989 Choice: the Paradox of Seeking Wealth and Democracy," by Joseph O'Mahoney
and Zheng Wang, Fall 2014,
https://www.wilsonquarterly.com/quarterly/summer-2014-1989-and-the-making-of-our-modern-world/chinas-1989-c
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134 Sharon Zukin, The cultures of cites (Oxford, UK: Blackwell Publisher, 1995), 153-185.
135 Scott M. Lash, Scott Lash John Urry, and John Urry, Economies of signs and space (Vol. 26. London, UK: Sage,
1993), 6-7.
136 Bella Dicks, Culture on display: The production of contemporary visitability (McGraw-Hill Education (UK),
2004), 29-36.
137 Lash et al. Economies of signs and space, 6-7.
138 Juliana Mansvelt, Geographies of consumption (Thousand Oaks, CA: Sage, 2005), 11-16.
139 John Urry, Consuming place (London, UK: Routledge, 1995), 1-4.
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urban lifestyles related to modern urban development.140 In Qingdao, the representative

ones are the local magazine Qingdao Pictorial (青岛画报 ),141 the documentary film

Images of Qingdao, 1897-1914 (青岛影像 , 1897—1914)142 and the television series

Qingdao Past Events (青岛往事).143 They examine how social media have created an

urban nostalgia and urban imaginary of the "old Qingdao", and decipher the underlying

cultural mechanisms and discursive structures behind the nostalgia trend. "Discovering"

Qingdao does not mean that Qingdao does not exist, but that there is a need to

reconceptualise it, to construct new meanings from the old buildings, streets, harbours

and other urban spaces. Interestingly, "discovering" Qingdao is not about discovering

the "new Qingdao", but the "old Qingdao".144 Although "old Qingdao" may not have as

many nostalgic urban scenes as "old Beijing", "old Shanghai" and "old Tianjin", the

city's heritage, maritime culture, urban architecture and natural beauty all make Qingdao

a unique city, especially the decades-long history of the German and Japanese

colonisation, which has left the city with a number of sophisticated Western-style

buildings and colonial imprints. This has led to a complex and diverse image of the "old

Qingdao", which offers the possibility of re-narrating the city. Qingdao's urban space is

rich and diverse, displaying a variety of discursive contexts, and its diverse cultural

backgrounds and complex historical identities hint at its specificity. The impression of

Qingdao is not only related to the objective natural landscape but also the popular

"Qingdao imagination".145 Therefore, the construction of the image of "foreign

Qingdao", which is related to the "Western identity", is strategically subsumed under the

nostalgic perspective of "old Qingdao". In other words, the "foreign Qingdao" has been

consciously integrated into the "old Qingdao" and cross-referenced with the "new

Qingdao" to build Qingdao's place identity through the reconstruction of the "new",

"old" and "foreign".

140 Liping Jia, "The Nostalgia of City and the Construction of Local Awareness: The 'Old Qingdao' from the
Perspective of Media in the New Century," Journal of Yantai University ( Philosophy and Social Science Edition) 33,
no. 6 (2020): 58.
141 Qingdao News, "Qingdao Pictorial," (青岛画报), https://www.qingdaonews.com/gb/node/hb.htm.
142 Qingdao Television, "Images of Qingdao, 1897-1914," (青岛影像, 1897—1914),
http://lanmu.qtv.com.cn/documentary/qdyx/.
143 China Central Television, "Qingdao Past Events," (青岛往事), http://dianshiju.cctv.com/special/qdws/shouye/.
144 Jia, "The Nostalgia of City and the Construction of Local Awareness," 58-65.
145 Ibid.
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4 BEERASA SYMBOL

Beer is called Bier in German, and in Chinese it has been translated as "leather

wine" (皮酒 ), "wheat wine" (麦酒 ) and "spleen wine" (脾酒 ) before finally being

named "beer" (啤酒 ). All these terms refer to a kind of drink made from malt as the

main raw material, rice, corn, wheat and other grains as auxiliary ingredients, and hops

as flavouring, which is sweetened and fermented with yeast and contains a large amount

of carbon dioxide gas and a certain amount of alcohol, as well as a variety of nutrients.

4.1 Metaphors: Beer and Modernity

It is believed that beer originated from raw dough that was accidentally fermented

somewhere 9,000 years ago. Some scholars claim that the earliest artificially cultivated

grains were made to make beer rather than bread, and present archaeological evidence

for this.146 The debate over which came first, beer or bread, remains unanswered. But in

Babylon 6,000 years ago there is already evidence that beer was born from bread:

people made bread from sprouted barley, ground it up and placed it in open vats where

airborne yeasts entered to cause fermentation and make the original beer. 3,100 years

ago, the inhabitants of northern and central Europe experimented with the use of hops in

the production of beer for flavouring and preserving, which led to modern beer with a

mildly bitter taste. In Europe, beer not only provided the human body with vitamins, but

was also a safer drink in an era when public sanitation was lacking.147

These beers, which have been known for generations in Europe, are essentially

top-fermented, strictly speaking. Modern beers can be classified according to their

fermentation method as either top-fermented ale or bottom-fermented lager. The former

is produced by hand in the fields and initially without hops, which follows traditional

methods and has a highly random taste. The latter is industrial production, which has

146 Robert J. Braidwood, Jonathan D. Sauer, Hans Helbaek, et al., "Symposium: did man once live by beer alone?,"
American Anthropologist 55, no. 4 (1953): 515-526.
Ken Wells, Travels with Barley: A Journey through Beer Culture in America (Simon and Schuster, 2007).
147 ianVisits, "The myth of Medieval Small Beer," 2 January 2017,
https://www.ianvisits.co.uk/articles/the-myth-of-medieval-small-beer-19763/#:~:text=There%20is%20a%20story%20
repeated,water%20%E2%80%94%20but%20it's%20a%20myth.
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developed since the late 15th century in southern Germany and is characterised by a

precise and rigorous brewing process with a consistent and controlled flavour.148 One of

the best is Pilsner, a Czech beer created in 1839. At the turn of 19th and 20th centuries,

the bottom-fermented Pilsner was introduced to the world with European machinery,

including two of the earliest breweries in China: one was the Wróblewski Brewery,

opened by the Russians in Harbin in 1900, and the other was the Tsingtao Joint Stock

Company of the Germania Brewing Company, a joint venture between British and

German businessmen in the newly opened city of Tsingtao in 1903.149 Their main

products when they first started were both bottom-fermented Pilsner-type beers. The

first impression of beer among the Chinese people was then the golden liquid produced

with the rumbling of machinery. To this day when the word "beer" is mentioned, most

people's minds are bound to conjure up some kind of transparent golden liquid.

This difference in the perception of "beer" between the West and East, forged by

historical factors, has had a subtle but profound effect on the metaphor of beer in their

cultures respectively. Beer in Europe was as indispensable a source of life support for

the toiling masses in the fields as bread, whereas it arrived in the East in a new and

noble guise, exuding an exotic air that is alien to the countryside. While the birth of

wine is attributed to divine grace in western culture, it is contributed to the brewing

techniques of Yi Di (仪狄) or Du Kang (杜康). The archaeological data shows that at

least 4,800 years ago, the Eastern Yi (夷) tribes invented grain brewing.150 But both Yi

Di and Du Kang are cultural heroes rather than gods. Chinese alcohol culture has a

strong humanistic dimension, although its functions are still closely linked to the ritual

of honouring gods and ancestors.

Traditional brewing in China is made from various types of grain. The procedure

was a compound fermentation method with the addition of an artificial tiller. After the

Wei and Jin Dynasties (220-420 AD), tiller brewing is the only way to make wine in

148 Franz G. Meussdoerffer, "A comprehensive history of beer brewing," Handbook of brewing: Processes,
technology, markets (2009), 25.
149 Zhiguo Yang, "'This beer tastes really good': Nationalism, consumer culture and development of the beer industry
in Qingdao, 1903-1993," The Chinese Historical Review 14, no. 1 (2007): 30-32.
150 王赛时, 中国酒史 (山东大学出版社, 2010), 7.
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China today.151 Distilled spirits were introduced to China during the Yuan dynasty as a

process for distilling alcohol. By the end of the Qing Dynasty, Soju (烧酒) made by this

method took up the vast majority of the alcohol consumption market in northern China.

After the Song and Yuan dynasties, the Chinese began to promote spicier and more

bitter alcohol. Objectively, it had a quick effect. Subjectively, it showed the drinker's

physique and drinking capacity. But China is a land of highly diverse national cultures,

so sweet wines, including fruit wines, were also popular everywhere. In the middle part

of China, people drink wine with warmth, and even Soju is warmed before drinking.152

Many ethnic minorities in southwest China traditionally preferred to prepare their own

"bubbling wine" (泡酒 ) and had the custom of gathering in groups to drink. This is

broadly similar to early European top-fermented spirits. But the low alcoholic, bitter

and cold bottom-fermented beers were unusual and uncommon throughout China.

4.2 Interpretation: from the West to China

Beer has undoubtedly played a special and important role in European cultures, not

only because of the popularity, taste and accessibility of this yeast-brewed grain alcohol,

but also because of its complex and profound links with divinity, virtue and even

nationhood and modernity over its long history. The interpretation of beer imagery has

varied in different periods and people. In general, however, three distinctive qualities

including divinity, virtue and affinity remain dominant in Western beer culture.

4.2.1 Beer in the West: Divinity, Virtue and Affinity

The divinity of beer among the peoples of the West is first and foremost reflected in

religious rituals. In the two river basins and North Africa, where human civilisation first

appeared, climatic conditions and farming experience were more suited to wheat than to

grapes. It is easy to understand why beer has played an honourable role in the

mythological genealogy of many early civilisations from Mesopotamia onwards. The

symbolic images of civilisation, holiness and elegance that have been attributed to wine

151 Ibid, 7-10.
152 Ibid, 7.
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in later Western culture were connoted in beer in the first place.

Divinity: The Cult of the "Water of Immortality"

The Sumerian goddess of beer, Ninkasi, is the symbol of beer and the patron saint

of brewing and is one of the earliest and most influential deities in the Sumerian

pantheon. The Sumerians celebrated her in their hymns as "desire satisfier", which gives

her a prestigious status.153 The Babylonian civilisation, which inherited the Sumerian

civilisation, still regards the consumption of beer as a sign of enlightenment and

civilisation, and as a spiritual remedy to ward off misfortune. The epic Gilgamesh also

records that Gilgamesh's rival, the barbarian Enkidu, learned to drink beer and "his heart

became empty, his face glowed, and he sang with joy". He became a civilised man and a

close friend of Gilgamesh. In ancient Egypt, beer was more associated with death and

rebirth, destruction and redemption. The goddess of beer there was initially Isis, the

goddess of the dead, before being transferred to her husband Orisis, the ancient

Egyptian patron of wine and creation as well as the dead.154 Beer appears frequently in

the prayers for the dead of the time. Another myth relates that Sekti, the patron goddess

of Heliopolis, today's Cairo, saved mankind by intoxicating the sky god Sekhmet, who

had come to destroy the blasphemer with beer mixed with human blood and "Tataa".

Beer was thus a holy thing that saved mankind.155

However, from the middle and end of ancient Egyptian civilisation, the divinity of

beer began to split. In southern Europe and northern Africa, the divinity of beer began to

decline. The Greek god of alcohol Dionysis was replaced by Dionysus, who favoured

wine.156 By the rise of the Roman Empire in the third century BC, Bacchus had taken

on the status of Dionysus as the god of alcohol, and the god's exclusive drink became

wine. As the economic and cultural axis of Europe shifted from West Asia and North

Africa to the grape-growing regions of southern Europe, the sacred imagery carried by

153 Peter Damerow, "Sumerian beer: the origins of brewing technology in ancient Mesopotamia," Cuneiform Digital
Library Journal 2, no. 1 (2012): 1-2.
154 Ana María Rosso, "Beer and wine in antiquity: beneficial remedy or punishment imposed by the Gods?," Acta
medico-historica Adriatica: AMHA 10, no. 2 (2012): 238-242.
155 Ana María Rosso, "Beer and wine in antiquity," 240.
156 Albert Henrichs, "Loss of self, suffering, violence: the modern view of Dionysus from Nietzsche to Girard,"
Harvard Studies in Classical Philology 88 (1984): 209.
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beer was eventually replaced by wine.157

But there was also diversity in European culture. In central and northern Europe at

the time, the Celtic mythology of the Germanic tribes still valued beer. It was brewed by

Valkyrie, the famous goddess of war. In these tribes which were martial and proud to die

in battle, the Valkyries were responsible for choosing who would die in battle and

channelling the souls of dead warriors to the Hall of Spirits, and the beer they brewed

was known as the "water of immortality".158 However, to the Romans in southern

Europe, who prided themselves on being civilised at the time, these beer-worshipping

northern tribes were seen as barbaric, dangerous, uncivilised barbarians and beer was

therefore seen as the drink of barbarians.159 The Greek-born Stoic historian Poseidonius

recorded that a group of Germanic Northumbrians, who had migrated to northern Italy,

were "keen to drink an alcoholic beverage served in rough earthenware cups and brewed

entirely from pure wheat". This drink gave off a "rotten smell". In his view, beer was a

"barbarian's drink" compared to the fragrant purity of wine.160

The split in the divinity of beer reflects regional and cultural differences. In the

mutual gaze of wine and beer, the divinity of beer is defined as primitive, aggressive

and populist, in sharp contrast with the elegant, rational, aristocratic and civilised wine.

This had a profound influence on the formation of the imagery of beer in later Western

culture.

Virtue: A Metaphor for Monastic Tradition

The glorious wine civilisation of southern Europe fell into disrepute when the

barbarian Vandal tribes invaded the capital of the Western Roman Empire in 455 AD,

and was sustained only by Christian rituals. The beer-drinking Germanic tribes

dominated a dark age and brought about a revival of beer. Beer was first recognised by

the warrior nobility in power, as in the 8th century heroic epic Beowulf, which talks

about four alcoholic beverages: "Medo", "Win", "Ealo" and "Beor". The first two are

157 Gareth Morgan, and Richard Tresidder, Contemporary wine studies: Dancing with Bacchus (London and New
York: Routledge, 2015), 33-40.
158 Brewminate, "Valkyrie: Carrying the Dead to Valhalla in Norse Mythology," by Dr. Joshua J. Mark, 10 February
2022, https://brewminate.com/valkyrie-carrying-the-dead-to-valhalla-in-norse-mythology/.
159 Max Nelson, The barbarian's beverage: a history of beer in ancient Europe (London and New York: Routledge,
2005), 25-32.
160 Bettina Arnold, "‘Drinking the feast’: alcohol and the legitimation of power in Celtic Europe," Cambridge
Archaeological Journal 9, no. 1 (1999): 71-93.
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honey spirits and wine respectively, while the latter two are both beers.161 This kind of

account not only reflects the widespread popularity of beer among all classes at the time,

but also constructs a cultural image of beer as being associated with loyalty and

fearlessness. Beer also earned a place in the monastery in the new belief system, thus

sharing in the spiritual symbolism. It’s said in the early 7th century, when the Irish-born

abbot of the monastery of St. Columban visited Fontenay Abbey, he took a can of beer

with him and demonstrated the miracle of pouring a steady stream of beer into the

glasses of 60 monks. This shows that beer has been recognised by the mainstream

Church and thus associated with the virtues of fraternity, equality, tolerance, gentleness

and purity.

The merging of these two symbolic meanings carried by beer laid the foundation

for its transformation into a popularised moral symbol, and the results of this

transformation were concentrated in the competition with spirits in the early years of the

industrial revolution. Spirits had an industrial character: minimum input, maximum

speed and maximum satisfaction. As inputs fell with the use of steam engines and free

time was reduced with factory labour, more and more underclass abandoned beer in

favour of the spirits that gave them the greatest pleasure at the least cost. But the

consequent rise in drunkenness and disorder brought the bourgeoisie nostalgic for the

mildness and cleanliness of beer, whose moral weakness had been drunkenness, but

which suddenly paled into insignificance compared to spirits. In 1751 the English

painter William Hogarth produced two paintings Gin Lane and Beer Street respectively.

The former depicts a street degraded by spirits, spreading the smell of intoxication and

death brought on by alcohol, and in the details of the painting one can see people

committing suicide, fighting, and a drunken mother letting her child fall from her hands,

while in the latter there is a thriving and peaceful scene, with people resting peacefully

and others working with enthusiasm.162

Shortly after this painting was completed, the British Parliament issued the Gin Act

161 In Romaunce as We Rede, "Wine in Beowulf: A Guest Post!," 21 June 2013,
http://inromaunce.blogspot.com/2013/06/wine-in-beowulf-guest-post.html.
162 Timothy G. Coffey, "Beer street: gin lane. Some views of 18th-century drinking," Quarterly Journal of Studies on
Alcohol 27, no. 4 (1966): 669-692.
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to restrict spirits. This dichotomy assigned a puritan-like moral metaphor to beer. The

divinity was again interpreted in a new way in Christian culture. It became a symbol of

a new morality that was celebrated as moderate, temperate, tolerant and rational. It not

only echoed the demands of the rising capitalist spirit of the time, but also provided the

premise for its own interpretation of meaning.

While beer competed with spirits in the underclass market, it also faced competition

with coffee at the top end. If the competition with spirits beer concentrates on certain

rationalism, in the competition with coffee it demonstrates more emotional interests,

which is related to another characteristic of beer.

Affinity: From Populism to Nationalism

One of the most distinctive features of beer is its deep-rooted populism. There is no

other drink in Western culture that is as accessible and enjoyable to all, men and women,

rich and poor, even beyond ethnicity and belief. It was once even considered to be a

kind of bread-like food. Some anthropologists, represented by Robert Braidwood of the

University of Chicago, claim that the earliest crops were probably prepared not for

bread but for beer.163 Although this is still not supported by sufficient evidence, it is

certain that beer was part of the local staple diet in eastern and northern Europe until the

introduction of the potato, and that it sometimes made up a larger proportion of the food

than bread. In the history of the West, beer has been the most commonplace of pastimes.

In ancient Egyptian times, labourers building the pyramids were paid roughly 4 to 5

litres per day.164 Since the Middle Ages breweries have proliferated, erasing the gap

between rich and poor at low prices. Drinking beer was also a communal act, with even

strangers toasting each other in a gesture of friendship. In the repetition of similar acts,

this communal bonding, based on a sense of exhilaration, is reinforced, and the sense of

"us" is established through the mediation of beer, which thus acquires the metaphorical

meaning of community, solidarity and de-hierarchisation.165

This meaning coincides with some expressions of modern nationalism. And this

163 Robert J. Braidwood, et al., "Symposium: did man once live by beer alone?," 515-526.
164 Arstechnica. "5,000-year-old pay stub shows that ancient workers were paid in beer." 28 June 2016,
https://arstechnica.com/science/2016/06/5000-year-old-pay-stub-shows-that-ancient-workers-were-paid-in-beer/.
165 Linus Westheuser, "Populism as Symbolic Class Struggle. Homology, Metaphor, and English Ale,"
Partecipazione e conflitto 13, no. 1 (2020): 256-283.
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may answer the question of why, among the many countries that consume beer,

Germany is the only one that has become a spiritual landmark of beer culture, and beer

has always been closely associated with the German nation. Germany has always been

proud of its beer and has made many important contributions to its development. It is

said that the history of beer began with the Augustinian monks in Munich, who

pioneered the brewing of beer with hops. From the 12th century onwards, the

development of the brewing process required machinery and equipment that made the

German states, with their well-developed sheet metal industries, the leading brewers in

their respective countries.166 In 1516, Archduke William IV of the Duchy of Bavaria

issued the "German Beer Purity Law" (das Reinheitsgebot), which stipulated that

German beer could only be made from four ingredients: barley malt, hops, water and

yeast, and that no artificial ingredients such as flavourings or preservatives could be

added.167 It is the oldest food law document in human history and the first in the world

to have remained unchanged for centuries. As one of the Germanic tribes with an

ancient tradition of beer worship, the imagery of beer has always been linked to the

imagination of the self, and all of these achievements are therefore of profound

significance in German culture. In particular, the promulgation of the "German Beer

Purity Law" not only shows a reverence for pure beer but also implies a certain

expectation of a "pure" German national culture.

From the 17th century onwards, cafes gained popularity in Europe, and even

Germany was not exempt from this. In response to this, the Prussian Emperor Frederick

II once angrily thumped the table and shouted: "How can we, who grew up drinking

beer, revel in coffee?"168 The linking of beer and nation, and thus the threat of coffee to

beer as a threat to the nation, is a construct that is quite meaningful when seen in the

context of the political and economic situation in Germany and the Western world at the

time. In Frederick II's time, Prussia was attempting to lead a unified German

nation-state, which required not only arms and money, but also a cohesive nationalist

166 Meussdoerffer, "A comprehensive history of beer brewing," 25.
167 Ibid, 26.
168 Mentalfloss, "The time coffee was banned in Prussia," by Lucas Reilly, 15 Nov 2018,
https://www.mentalfloss.com/article/563778/time-coffee-was-banned-prussia.
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ideology that could be expressed in a sufficiently popular form. On the one hand, the

high taxes on beer had always been an important source of revenue for the state. On the

other hand, the collective consciousness, emotional richness and pre-modern piety that

beer carries, in contrast to the individuality, transcendental rationalism and capitalist

savoir-faire of coffee, was a natural fit with the Prussian spirit of obedience to the group

and the emphasis on common beliefs. Since then beer has been tied to the German

national identity, both physically and spiritually.

4.2.2 Beer in China: Otherness, Modernity and Alienation

As a country with a long history of alcohol, China has a saying that "no rite of

passage can be done without alcohol" (无酒不成礼). But as a cultural symbol to satisfy

the spirit, beer has always lacked intercourse with the Chinese culture. In the days of the

poetic scene "fine wine is poured into glistening cup" when beer was introduced

alongside, it did not receive a similar chant. When it came back into sight of the Chinese

people, it was no longer a leisurely pleasure to be recited in poetry, but a modern

metaphor surrounded by a pungent smell and a strong noise, full of aggression and

urgency.

The Other: "The Furthest Distance"

Beer is the only type of alcohol that has no divine place in the cultural system of the

central plains. Although on a material level, it is uncertain whether beer-like beverages

brewed with auto-fermentation rather than curative fermentation also existed in ancient

China. This is to say, it was a kind of alcohol made from the germinated grain buds of

cereal grains, which were ground, sweetened and fermented. It is suggested that the

ancient Chinese word "li"(醴) may meet this criterion, as evidenced by the occurrence

of the words "jiu"(酒) and "li"(醴) in the oracle bone inscriptions, the oldest of Chinese

texts. The words "jiu" and "li are described separately.169

But this has always been a controversial statement. Mr Fang Xinfang argues that

"jiu" and "li" were the same things in ancient times. It is also thought that "li" was made

from distiller's yeast, but that it was brewed for a short period, which contained more

169 温少峰, and 袁庭栋, 殷墟卜辞研究: 科学技术篇 (成都: 四川省社会科学院出版社, 1983).
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sugar but less alcohol, or was some sort of juice-and-slag mash.170 According to these

opponents, there was no special method of brewing beer in Chinese history. Yet even if,

from the most optimistic view, it could be shown that "li"(醴) was a type of beer, it was

not given an independent symbolic meaning from other types of alcohol in traditional

Chinese culture, nor did it even treated as a type of alcohol. According to the Book of

Han, Mu Sheng, the great official of Liu Jiao who was the king of Chu(楚 ), did not

know how to drink wine. Whenever he was invited to a banquet, the king prepared "li",

a low alcoholic beverage, for him, but when the king died and Musheng was treated

coldly, "li" was no longer served to him.171 This account reveals that "li" is only a low

alcoholic beverage, suitable for those who do not drink, and cannot be defined as

alcohol, nor can it share the spiritual values and social effects that wine has in

traditional culture.

It can thus be seen that "li" or beer has long been marginalised in the cultural circles

of the central plains. It is probably for this reason that the techniques of making "li"

were lost after the Han Dynasty. In the Ming dynasty, Song Yingxing's Exploitation of

the Works of Nature records that "in ancient times, the distiller's yeast made wine and

the tiller made 'li', but later generations were tired of the thinness of the taste of 'li', so it

became lost, and the tiller method also died."172 The preference for richness over

thinness in Chinese alcohol culture is an important reason why the Chinese gave up

developing beer-like drinks. Tasteless alcohol often metaphorically implies certain

unpleasant overtones. In contrast, Western beers are generally around 4％ alcohol by

volume, whereas Chinese yellow wine can be 15-20％ alcohol by volume. Thus

traditional yellow rice wine made from wine malt eventually took the place of what was

probably the original beer "li" among the lower alcohols. Malt-fermented alcohol, and

how it was brewed and consumed, thus receded from the mainstream traditions of the

Chinese cultural circle, and naturally had no way of sharing in the oriental gods of wine

that were recited by later generations of writers and artists. As beer-like culture lost its

place in Chinese culture, when it was reintroduced to China in the modern era along

170 方心芳, "对'我国古代的酿酒发酵'一文的商榷," 化学通报 3, no. 8 (1979): 94.
171 班固, 汉书 (北京: 北京燕山出版社, 2010), 44.
172 宋应星, 天工开物 (沈阳: 万卷出版公司, 2008), 361.
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with the powerful vessels and cannons of the foreigners, it became necessary for a

cultural system to attempt to represent a very different "other" in its logic.

Modernity: "Foreign Objects'' and "Civilisation''

The opening of the Wróblewski Brewery in Harbin in 1900 by Russian technicians

was the first modern brewery in China, but it was not as noticeable as the Siege of the

International Legations in the same year. The significance of beer to the Chinese was

more closely associated with things that had little to do with alcohol itself, such as

foreign guns, foreign cannon, foreign cars, foreign houses and foreigners, a series of

things that were in fact "foreign" in the eyes of the Chinese people at the time, including,

of course, beer. With no place in Chinese cultural tradition, the meaning of beer as

"foreign" was more pronounced than that of "alcohol".

The brewing process of the late 19th and early 20th centuries had already entered

an era of standardisation and mechanisation, with the huge chimneys and rumbling

complex machinery of the breweries on the edge of the emerging cities contrasting

sharply with the silent traditional breweries of the Chinese countryside. The cognitive

impacts it brought were equal to the sensory ones: beers were produced by foreign

factories with foreign machinery, the packaging was printed in unintelligible foreign

characters, and they were mostly consumed by foreigners. Therefore, the imagination

and attitude towards beer were always associated with the imagination and attitude

towards the series of "foreign" objects. But beer is still ultimately alcohol, and people's

attitudes towards it are still inevitably influenced by traditional Chinese alcohol culture.

Thus, the conflict between the meanings of the "self" and "other" was particularly

pronounced in the case of beer, compared to many other foreign products. For the

Chinese, on the one hand, beer is an "other" that cannot be defined in terms of making

process, taste or consumption in the way that "wine" is understood in the Chinese

context. On the other hand, however, beer is a metaphor for modern life. More

importantly, the industrial mass production of beer as an alcoholic beverage brought

about an enlightening and exemplary role for the nation, a role that was centrally

reflected in the cultural mentality that perhaps the advanced and modern can be

imitated.
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It is thus not difficult to understand the transformation of the situation of beer in

China in modern times. In the early 20th century, when the clash between Chinese and

Western cultures was fierce, beer was often derided by the Chinese underclass as "horse

urine"; whereas after the May Fourth Movement,173 Western culture was increasingly

constructed as a symbol of civilisation, and beer, as a foreign object, began to be

regarded as a prominent representative of this civilisation.174 As a result, gentlemen and

ladies in "civilised outfits" began to appear in beer advertisements in the 1920s and

1930s, and many of these advertisements drew on the old cultural associations between

alcohol and medicine to promote the nutritional value of beer, claiming that it could

strengthen the body and even cure all diseases.175 In the 1950s, with the nationalisation

of many foreign-owned breweries, the civilised meaning of beer was detached from

Western culture and reunited with the concepts of national brands and national

products.176 The meaning of beer was then de-Westernised and transformed into a sort

of modern symbol.

Alienation: "A Pastime for the Young"

"You don't usually drink beer when you're treating someone, it's something that

young people drink for fun." This is a statement often heard during the interviews

conducted in this thesis and is representative of the attitude of mainstream Chinese

society towards beer today. Since 1949, the development of China's beer industry has

gone through 4 stages. The country's annual beer production soared from more than

7,000 tons in the 1950s to 44.83 million tons in 2010. Especially since the reform and

opening up, driven by high revenues and high taxes, breweries have been built and

expanded on a large scale throughout the country, with some provinces having

breweries in almost every county and city. According to statistics, there were 104

breweries in Zhejiang province alone in 1987. The growth rate of beer production was

also phenomenal. 1.17 million tons of beer were produced in 1982, and 3.104 million

173 As a youth patriotic campaign, the May Fourth Movement was initiated on May 4, 1919 by a group of Chinese
students denouncing the substance of the Paris Peace Conference. Under pressure from this Movement, the Chinese
delegation declined to sign the Treaty of Versailles.
174 Yang, "'This beer tastes really good'," 31-32.
175 Ibid, 35.
176 Ibid, 42-45.
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tons were reached in 1985. 1988 saw beer production double again to 6.54 million

tons.177 The beer industry in China shifted from a seller's market to a buyer's market

shortly. When beer was no longer a rare commodity that was difficult to obtain, the

drawbacks resulting from its inherent lack of cultural roots in China quickly became

apparent.

According to Liao Binghui, a Taiwanese scholar on food and dieting, the production

of beer in China began in the modern period of the literary view of food. The literature

of this time reflects the impression that modern food is "often about standardised

copying", "making it impossible for the individual to be creative or to come up with

new possibilities".178 The national perception of beer at this time thus lacked the

ritualistic character of the "premodern'', the legends of the drink gods of the

Indo-European peoples and the representation of regional cultures in "early modern"

such as rural and monastic beer brewing traditions, which leads to the stereotyped

image of beer. Most Chinese people, whether producers or consumers, see beer as a

commodity similar to Coca-Cola, produced through a standardised process. It is a

commodity that generates high revenues for the brewer and high taxes for the local

government, rather than a "wine'' with a rich cultural connotation. The producers'

pursuit of quantity rather than quality is reflected in the high degree of homogenisation

and generally low quality of the product. Consumers also buy beer based on price and

taste. The image of beer in China as "instrumental rationality and the supposedly

progressive and calculating logic of the middle class" has not changed.179 Only the

metaphor of modernity has been supplemented by a consumerist dimension. But

attitudes towards modernity and consumption are very different from those of the past.

Since the end of the 1980s, a wave of globalisation has swept into China, which is

contributed to a series of economical and political reforms, endorsed by the Chinese

government as a "socialist market economy" reform, in an effort to enhance economic

prosperity while maintaining a stable society.180 Mainstream society began to attach

177 孟洁, 自我的重塑, 23.
178 廖炳惠, 吃的后现代: 一位台湾学者的餐饮哲学 (桂林: 广西师范大学出版社, 2005), 13.
179 Ibid, 18.
180 Wilsonquarterly, "China's 1989 Choice,"
https://www.wilsonquarterly.com/quarterly/summer-2014-1989-and-the-making-of-our-modern-world/chinas-1989-c
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importance to traditional Chinese culture and its value in a globalised world, leading to

"traditional fever" and "Chinese studies fever". Beer is no longer a medium or a way for

the nation to speak about itself and prove itself to the outside world, but has in a sense

become the target of a national cultural renaissance due to its foreign genes and its short

history. This is in contrast to Guizhou Maotai (茅台), Shaoxing Huadiao (花雕), Jimo

Laojiu (老酒 ) and even Beijing Erguotou (二锅头 ), which are supposedly truly

representatives of Chinese alcohol, which are highlighted for their profound history and

rich culture.

The attitude of the Chinese people towards beer during this period is subtle. On the

one hand, the cultural elites began to draw a line with beer. An article on China Culture

News "What is Beer Culture?" uses the beer festival to criticise the wastefulness of

society and the misuse of cultural concepts.181 The title of this article indicates an

underlying metaphor for the criticism of beer on a psychological level. Among the

general public, beer has begun to lose its status, not only as an "unpopular" drink when

served to guests, but also as a drink consumed by marginalised groups, and even

labelled as immature, uncultured and unclassy.182 But in the sense of consumption, beer

consumption in China has never been more "self-conscious". As a drink not originated

from local traditions, the meanings of beer in China were detached from the western

civilisation and united with the national product. However, the negative image is

reconstructed by conscious practices such as Qingdao International Beer Festival more

than a marketing strategy. With the seeking for belonging to a specific region, the place

identity is constructed through the dynamic interpretation of the symbolic meanings of

beer.

hoice-paradox-seeking-wealth-and-democracy.
181 江北, "啤酒文化是什么文化?," 中国文化报, 2005年 8月 15日, 第 1版.
182 孟洁, 自我的重塑, 24.
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5 MUNICH OKTOBERFEST

5.1 History of Bavaria and Oktoberfest

Munich Oktoberfest is celebrated in the state of Bavaria, Germany. Bavaria is

located in southeast Germany. It was a sovereign principality before becoming a

kingdom, with independence dating back to 500 AD. When Napoleon Bonaparte

abolished the Holy Roman Empire, Bavaria became a kingdom by his grace in 1806 as

a result of the Rhine Confederation in his mission to restructure Europe. The two

neighbouring principalities of Swabia and Franconia were annexed to the existing

landmass of Bavaria, which is now known as Ancient Bavaria. In 1806, King

Maximilian I Joseph of Bavaria was crowned to Prince Maximilian IV Joseph, and

Munich became the new kingdom's capital. The remaining part of the realm was

governed by provinces, which were modelled after French centralism.183 The leaders of

the newly formed domain were aware that the people would not readily accept the new

political system. Many governmental efforts were made to foster cohesiveness,

including establishing a standardised compulsory schooling system to ensure a unified

education and training system. More importantly, occasions were in need that would

allow the people of the entire kingdom to meet and interact socially. Four years after the

kingdom's founding, an opportunity arose: the wedding ceremony of Crown Prince

Ludwig of Bavaria and Princess Therese of Sachsen-Hildburghausen on

12th October 1810.184

King Maximilian I Joseph of Bavaria, the groom's father, organised a celebration of

5 days to honour the newlywed couple. Because the kingdom was composed of regions

with very different histories and backgrounds, the wedding and lavish festivity served

more than just the purpose of commemorating the union of a royal couple. More

importantly, it functioned to foster a feeling of togetherness among the people

from various regions, as well as a sense of identification with the new Bavarian

183 Josef C. Karl, "Bavaria Is Germany, Isn’t It? The Case of the German Land Bavaria: AHistorical and Political
Approach," Revista internacional de los estudios vascos 3 (2008): 121-122.
184 Evelyn Edingshaus, The Munich Oktoberfest: generator and vehicle of Bavarian identity (University of
Canterbury, 2007), 74-75.
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kingdom. The celebrations covered food, drinks, music performances and

parades throughout Munich's central business district. As a grand finale on the fifth day

of the festivity, a horse race was held on the ground in the suburb of Munich. The

ground was named Theresienwiese185 to commemorate this magnificent event and in

honour of the bride Therese. The horse race and celebrations received

wide popularity from the public. King Maximilian I Joseph realised that it would take

more than a five-day festivities to unite the people in Bavaria. Since the festival had

been a resounding achievement, it was agreed to preserve the celebrations for the

succeeding year. On October 12, 1811, a re-enactment of the original horse race was

held, along with an agricultural fair showcasing the quality of pan-Bavarian agricultural

products.

In 1850, Oktoberfest received a boost as a unifying commemoration of Bavarian

nationhood with the unveiling of the 18-metre-tall, 70-ton statue of the female figure

Bavaria. The statue was one of the numerous architectural projects initiated by King

Ludwig I as an effort to demonstrate a sense of shared identity to the Bavarian people.

The Bavaria statue is placed on the Theresienwiese's western end. She stands guard over

the site as a signifier of Bavarian cohesion, a "Statue of Liberty" of Bavaria. The

Ruhnteshalle, a hall surrounding the statue and showcasing figures of renowned

Bavarians, was finished in 1853.186

The parade of the Trachtenvereine and guilds and marksmen clubs (Trachten-und

Schützenumzug), which travels on a 6-kilometre route through the city to the

Oktoberfest venue, provides additional evidence of how the Oktoberfest was promoted

as a platform to stimulate a sense of unity among the people of the new kingdom. This

parade was initiated in 1835 as part of the celebration of Ludwig I and Therese's silver

wedding anniversary.187 It became an established feature of the Oktoberfest festivities

185 Wiese is the German word for meadow. Oktoberfest is referred to as Wies'n by Bavarians.
186 The figure is covered in bear fur, with an oak leaf wreath and a sword in her hands, and is accompanied by a lion.
These characteristics are extremely significant for the image of the Bavaria state: bears were formerly native to
Bavaria, oak trees are one of the most abundant trees in Germany, and the lion and sword indicate fortitude. In
addition, the lion functions as the symbol of Bavaria, alluding to Henry the Lion, the great duke of Bavaria and the
builder of Munich in 1158. In reference to the size of the statue, it has become usual to refer to large, resolute ladies
as "Bavaria", which has a little disparaging meaning. Yet, it is uttered with a degree of respect.
187 Cliffs Notes Beer Guide, "Trachten- und Schützenzug Parade,"
https://cliffsnotesbeerguide.com/trachten-und-schu%CC%88tzenzug-parade-costume-and-riflemen-parade/.
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over the years. With around 600,000 audiences lining its route nowadays, the parade is

one of the major draws of the Oktoberfest.188 Approximately 8,000 people participate in

the display of traditional costumes, which range from historical mediaeval clothing to

more recent variations of regional outfits.189 The primary intention of the parade was,

and still is, to display the rich and colourful Bavarian heritage, whether local or not.190

Toward the end of the 19th century, Oktoberfest evolved into the folk festival that

is known worldwide today. It was rescheduled to the last days of September, which are

usually pleasant and warm due to the Indian summer. Since then, only the last weekend

of Oktoberfest hosts in October. Beer sales were permitted by the city administration

beginning in 1880 with small booths serving. In 1898, the first large marquee was

built.191

Until after World War II, the Oktoberfest was celebrated as a primarily Bavarian

festival. In the 1950s, Thomas Wimmer, the mayor of Munich at the time, launched

an advertising campaign for Oktoberfest worldwide. This promotion was developed to

construct a favourable image of Bavaria while also attracting tourists and thereby

money to the region.192 Oktoberfest's worldwide reputation and popularity are marked

in this advertisement. From 1950 on, the event has been started by the mayor of Munich,

who taps the first barrel of Oktoberfest beer while declaring "O'zapft is!" ("It's

tapped!")in the Bavarian dialect.193 In the 1960s, as more Americans, Italians, and, later,

Australians and New Zealanders visited the festival, Oktoberfest gradually evolved into

188 www.festring.de.
189 Of the roughly 8,000 attendees, 6,500 are from the state of Bavaria, with 2,500 from the city of Munich
(www.festring.de).
190 Cliffs Notes Beer Guide, "Trachten- und Schützenzug Parade,"
https://cliffsnotesbeerguide.com/trachten-und-schu%CC%88tzenzug-parade-costum
e-and-riflemen-parade/.
191 Oktoberfest.de, "Augustiner Festhalle: Reservation, atmosphere, history,"
https://www.oktoberfest.de/en/beer-tents/big-tents/augustiner-festhalle.
192 A contest for an Oktoberfest poster was held in 1952, and the winning design was used to promote the festival
through posters and brochures across the globe. The brochures of worldwide marketing had the following English
text:
Oktoberfest in Munich
On the Theresienwiese in Munich, for sixteen days, the whole state of Bavaria celebrates its national festival,
Europe's largest folk fair. In jovial companionship, millions of tourists from all over the globe spend hours eating
chickens off a spit, sipping festival beer to the accompaniment of mechanical organs, and riding on the spinning,
circular merry-go-rounds with cheerful atmosphere. Munich's customary autumn appeal, "Aufgeht aufd'Wies'n!," is
meant for anybody who want to attend the worldwide gathering of Bavarian Baroque joy or life. (StadtAMü,
Oktoberfest Nr. 333).
193 Oktoberfest.de, "The history of Oktoberfest,"
https://www.oktoberfest.de/en/magazine/tradition/the-history-of-oktoberfest.
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a mass tourist spectacle.

Why do many tour groups take tourists to this festival and make sure to catch the first day of
Oktoberfest? You shall watch this parade at the beginning, you shall see how the mayor
opens the first bottle, and then you shall see how many people flock in and then cheer inside.
Because after a week or two, you don't really get the same atmosphere (SYZ-M8).

Figure 5.1 One of the parades of Oktoberfest 2019194

5.2 Oktoberfest Nowadays

5.2.1 The Largest Volksfest

Munich Oktoberfest is the largest folk festival in the world. In 2018 and 2019, an

estimated 6.3 million guests attended Oktoberfest and consumed at least 7.8 million

litres of beer.195 The most frequently mentioned impression of Oktoberfest is its

incomparable size and the great number of visitors compared with other beer events in

Germany or other countries.

There are many similar beer festivals in Germany and Austria, but they are generally smaller
and not comparable. So the big thing that I feel is the size of Oktoberfest in Munich
(KL-M7).

Oktoberfest in Munich is much bigger. I've been to the Oktoberfest in Nuremberg and it's
really a lot smaller, maybe 1/10th or 1/7th of the size. In Munich it's the equivalent of people

194 Photographed and authorised by the interviewee YXY, September 2019.
195 Muenchen.de, "Press information," 21 April 2020,
https://stadt.muenchen.de/dam/jcr:7aeb6bf0-bcc7-465a-ba04-82cffe7e8067/EN_Oktoberfest2020_will_not_take_plac
e.pdf.
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from all over the world coming together to celebrate the festival (YXY-F3).

After the international marketing endeavour in the 1950s, the economic impact of

Oktoberfest expanded considerably. The quantity of food and beer consumed, as well as

the amount of money spent at the festival, climbed each year as the number of visitors

increased. Even though the boom has slightly slackened over the last few years, the

spin-off of Oktoberfest to Munich and Bavaria remains remarkable: Oktoberfest

brought in 1.23 billion Euros for Munich in 2018.196 In particular, the Oktoberfest

engages 13,000 employees, around 8,000 of whom have permanent positions.197

The rescheduling of the celebration, which first took place in 1872, illustrates the

significance of the economic impact of Oktoberfest. The festivities were previously held

in mid-October, but it was decided to move them to mid-September to maximise the

likelihood of sunlight and pleasant temperatures, thereby attracting more

tourists.198 This also clarifies for many outsiders the discrepancy between the term

"Oktoberfest" and the event's real date in mid-September. The importance of

the financial element is further shown by the decision not to postpone the event in 1892,

despite a cholera outbreak in Munich.199 During the two World Wars, Oktoberfest was

not staged, and in the years immediately following each war, it was substituted by a

smaller autumnal fest. Nevertheless, Oktoberfest has been hosted yearly since 1949.200

As I said earlier about branding, for the individual breweries, for the city of Munich to
position itself internationally, I think the Oktoberfest is of course about attracting foreign
visitors, so it's certainly very international in terms of what it does (SYZ-M8).

I was born in Munich and I grew up in a city close to Munich. Oktoberfest is like the main
event of the various domain festivals that everybody around the world knows and everybody
is talking about around that time (FH-M10).

5.2.2 A Taste of Bavarianness

This thesis focuses on the region of Munich with Upper Bavaria since the

resurgence of Bavarianness at Oktoberfest is primarily based on Upper Bavarian

196 Muenchen.de, "A business perspective: The economic impact of the Oktoberfest," 30 July 2019,
https://stadt.muenchen.de/dam/jcr:69eb7f8a-849a-4605-b285-dfb6dd3d887a/W14_OktoberfestBusiness2019.pdf.
197 Ibid.
198 Oktoberfest.de, "The history of Oktoberfest,"
https://www.oktoberfest.de/en/magazine/tradition/the-history-of-oktoberfest.
199 Ibid.
200 Ibid.
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features. The discussion on the structure of the Free State of Bavaria can be conducted,

taking all three provinces into account. This, however, is beyond the scope of this thesis.

Thus, the other two regions of Franconia and Swabia are excluded from this paper's

specific definition of Bavaria. Rather, Upper Bavaria is referred to as Bavaria,

unless otherwise specified. Oktoberfest is and remains a distinctly "Bavarian" festivity.

According to the Department of Labor and Economic Development of Germany, the

vast majority of participants of Oktoberfest (71%) are from the Bavaria state. This

number is comprised of 58% from the city of Munich and 13% from the remainder of

Bavaria. An additional 15% of attendees are from other German federal states. The rest

14% of festival-goers are from overseas.201 For the majority of the 6 million yearly

attendees to Munich's expansive Theresienwiese, this implies actively engaging in the

world's largest folk culture practice. What began as a royal wedding ceremony and grew

into an agricultural fair showcasing the rural kingdom's production in1810 is a highly

orchestrated celebration today of Bavaria's pastoral heritage for two and a half weeks.

As the day unfolds, the large crowds stumble from one beer tent to another while

listening to Bavarian music with one-litre beer mugs exclusive to Oktoberfest.

Oktoberfest is part of Bavarian culture, to be honest. Something that everybody goes to, it's
something that everybody is looking forward to or at least a lot of people coming towards
summer. And it's a main point of social life in Bavaria. Especially I think those in more rural,
more traditional areas really use it as a central point of their social life (FH-M10).

A lot of foreign visitors come to the festival, and there are certainly a lot of local people in
Bavaria, especially from Munich (SYZ-M8).

201 Muenchen.de, "A business perspective: The economic impact of the Oktoberfest," 30 July 2019,
https://stadt.muenchen.de/dam/jcr:69eb7f8a-849a-4605-b285-dfb6dd3d887a/W14_OktoberfestBusiness2019.pdf.
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Figure 5.2 Inside one beer tent of Oktoberfest 2019202

Oktoberfest Brewery

Bavaria is home to around 42% of German breweries.203 With one brewery per

20,500 residents, Bavaria has the largest regional concentration of historic,

medium-sized breweries. Bavaria is the cradle of almost two-thirds of all German beer

brands, with over 4,000 Bavarian labels.204

The narrative of how Oktoberfest innkeepers and brewers stepped in to celebrate

the beginning of the festival dates back to 1887, when the innkeeper at the time, Hans

Steyrer, relocated his restaurant from Tegernseer Landstraße to the Theresienwiese with

his employees, brass band, and a cargo of beer.205 Since 1935, when all breweries

participated in the relocation collectively for the first time, the shift has generally taken

place in its present form. Ever since, a lady wearing a yellow and black monk's habit

has led the procession as the representation of the Munich child.206 Since 1950, the

Munich mayor has accompanied him in the Schottenhamel family's carriage. They are

then followed by the lavishly adorned horse teams and floats of the breweries and the

202 Photographed and authorised by the interviewee FH, September 2019.
203 The "brewery" refers to the location where beer is produced, whereas "brewer" refers to the legal entity, the
corporation. It is also feasible that many breweries are run by a single firm. Multiple legally independent businesses
may be merged to create bigger brewing groupings (corporations), etc. Each year's official brewery statistics also
include breweries that closed or opened at the end of January. And only commercial breweries are documented.
Numerous home and hobby brewers in Germany are not included in the statistics.
204 Bayerisches-bier.de, "Die Brauereien," https://www.bayerisches-bier.de/bier-wissen/die-brauereien/.
205 Wiesnkini.de, "Arrival of Oktoberfest innkeepers and breweries,"
https://wiesnkini.de/magazin/einzug-der-wiesnwirte/.
206 Ibid.
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vehicles of the remaining innkeepers and showmen. The music bands of the festival

tents accompany the procession. Only beer from historic Munich breweries may be

offered during Oktoberfest, which is now restricted to 6 beer brands: Augustiner,

Hacker-Pschorr, Hofbräu, Löwenbräu, Paulaner and Spaten.207 They are represented

with marquees of different sizes, with the big 14 tents catering for more than 96,000

guests in total.208

Only breweries that produce their beer inside the city boundaries of Munich are

permitted to sell beer during Oktoberfest, which explains why only 6 breweries are

licenced to offer beer at the fest. This regulation was adopted to bring an end to the

incessant wrangling between brewers over Oktoberfest licences, since Oktoberfest is not

only a fun fair organised for recreation; it is a solid business offering a major yearly

boost to the regional economy: around 6 million litres of beer are drunk during the

period of Oktoberfest, which accounts for an estimated 30% of the yearly output of

Munich's breweries.209

Not only is "Oktoberfest" a registered trademark, but is the term "Bavarian beer" as

well. The name "Bavarian beer" is protected by the European Union since 2001 that it

may only be applied to goods produced in Bavaria in accordance with the

Reinheitsgebot.210 Josef Miller, the agriculture minister of Bavaria, presented a

proposal in 2004 to trademark the term "Bavarian beer" internationally. He stated

that the global protection of the name "Bavarian beer," which is synonymous with

excellent quality, should guarantee that only Bavarian beers produced in accordance

with the Reinheitsgebot be labelled as such.211 This could be interpreted as an effort to

secure dominance over the international beer market or to maintain Bavarian beer's

leading position in the beer market worldwide at least. The preservation of Bavarian

beer is motivated not just by financial concerns, but also by ideals of Bavarian identity.

As an interviewee noted, beer at Oktoberfest is a token of Bavarian culture through

207 Oktoberfest.de, "The six Munich breweries at Oktoberfest,"
https://www.oktoberfest.de/en/magazine/eat-and-drink/the-six-munich-breweries-at-oktoberfest.
208 Wikipedia, "Oktoberfest," https://de.wikipedia.org/wiki/Oktoberfest.
209 https://www.bayerisches-bier.de/bier-wissen/die-brauereien/.
210 Edingshaus, The Munich Oktoberfest, 138.
211 Ibid.
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which visitors, especially international participants can get an understanding of the

region.

There are a lot of beer tents, including the fact that beer in Munich is one of the more
important cultures in Germany. It's an opportunity to bring together some of the unique
symbols and culture of the region as a gimmick (SYZ-M8).

The container of beer at Oktoberfest is a one-litre mug mainly used to check the

volume of beer. The large mug is not typical of today's German beer-drinking culture.

Smaller glasses of 0.5 or 0.3 litres are often preferred nowadays. In the 19th century and

before, beer was sold in large mugs, barrels or earthenware bottles. However, the

one-litre mug has been preserved in Bavaria and can be found in some beer inns and the

festivals of southern Germany.

In Germany, I was most impressed by the beer, because you can't buy small glasses, you can
only buy one litre at a time. It's a very big glass (YXY-F3).

The biggest difference is that in my daily life, I don't drink beer out of one-litre glasses. You
kind of go there with the expectation to drink a lot. I normally don't go about life with that
mindset (HB-M11).

Dirndl and Lederhosen

In the 19th century, the first "Tracht"212 craze originated from the Bavarian royal

court swiftly swept to the whole public. King Maximilian I Joseph placed a premium on

the preservation of customs, notably traditional clothing. Napoleon, who vanquished the

area of Bavaria in his battle against Austria (an ally of Bavaria), established the

Kingdom of Bavaria, as mentioned. Regional clothing as opposed to the newest Parisian

fashions became popular from 1813 to 1815, since wearing characteristically Bavarian

attire was seen as a way to display indignation against the French occupation. However,

the donning of regional clothing had a different purpose. It was viewed as a means for

the residents of the kingdom, which had just been constituted in 1806, to connect with

their new nation, thereby fulfilling the similar function as Oktoberfest which began in

1810.213 Beginning in the second part of the 19th century, the Bavarian royal family

212 The phrase for traditional clothing "Tracht" is derived from the German word "tragen", which means "to wear".
213 Oktoberfest Haus, "The History of Lederhosen and Dirndl,"
https://www.oktoberfesthaus.com/blogs/okt/39279873-the-history-of-lederhosen-and-dirndl.
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fostered and funded all attempts to conserve Bavarian culture. Concurrently with the

initiatives of the kingdom's officials, the public took an interest in preserving

the customs and clothing. Thus, in the 1880s, clubs (Trachtenvereine) were created to

preserve Bavarian garments and cultural traditions.214 Regulations for the appearance

of people's "Tracht" were derived from votive images and memorial plaques of

pilgrimage in churches.

Before the establishment of the Trachtenvereine, "Tracht" simply referred to a set

of daily clothing. Nevertheless, when the appeal for "authentic" regional clothing

flourished in the 19th century, the word's connotation altered from utilitarian to

exceptional. In addition, the clothing evolved from simple, serviceable daily wear to

elaborately embellished, special-occasion garments. The Upper Bavarian Tracht is

arguably the most well-known among all traditional Bavarian attire. Bavaria is

immediately connected with Lederhosen and Dirndl not just in Germany but also

globally. The typical Upper Bavarian costume for males is a pair of Lederhosen, leather

pants that were originally worn by hunters due to the garment's extreme durability and

indestructibility. Depending on the specific area within Upper Bavaria, it is worn with

braces, a shirt, a vest, a jacket, a pair of socks and shoes, a hat, and decorations. The

typical costume for females is Dirndl, an outfit consisting of a dress, an apron, a blouse,

a hat, and embellishments that vary by region.215

Men have to wear leather trousers and girls have a very special kind of skirt, with a little bit
of breast exposure. It was only after I went to Oktoberfest in Munich that I learned about the
traditional Oktoberfest costumes. I think it's important to get people involved in this area, for
example by explaining the costumes. Because the atmosphere is already there, it would be
better if you had more activities about the cultural element, then people will get to know
Munich and Bavaria better (YXY-F3).

Dressing traditional clothing for Oktoberfest is a rather new practice that has only

become popular in the last decades. In addition, these clothing are mostly saved

for Oktoberfest and a few minor festivals by the bulk of Munich residents. Since the

mid-1990s, the trend's prevalence has increased tremendously.216 It is considered not

214 Ibid.
215 Edingshaus, The Munich Oktoberfest, 141.
216 Ibid, 102.



53

only trendy, but also a potent symbol and crucial way of expressing Bavarian identity,

particularly during Oktoberfest nowadays.

In my grandma’s generation, it’s normal to wear Dirndl and Lederhosen to the festival. But
the generation of my parents doesn’t like it. Now in my generation it’s becoming popular
again. I always wear my Dirndl to the beer festivals (AL-F5).

You're supposed to wear traditional clothing. Like the Dirndl or Lederhosen, which I do as
well. The traditional clothing for sure, is a nice touch, and makes the Fest feel a bit special
(FH-M10).

The traditional clothing of Bavaria, Dirndl and Lederhosen, may be seen as

emblems that reflect the culture and history of Bavaria. The symbolism that the Tracht

bears fosters a feeling of "belonging together", a strong affirmation of one's roots and

affiliation with one's past.

It might be just a new fashion, but it also suggests that people really like to belong, have a
sense of Heimat, so the traditional costume is part of it, to attend Oktoberfest with family or
friends and have a good time together (RH-F6).

Tracht also has powerful boundary-creating potential. Bavarians employ traditional

clothing, along with beer, to reinforce the distinction between "real" locals and the vast

majority of other Oktoberfest attendees. Besides, not only the wearing and choice of

style of one's Tracht, but also the frequency with which the traditional clothing is

dressed, are categorised according to varying degrees of authenticity. Generally, there is

a widespread view that what distinguishes a "genuine" Bavarian is not just the

dressing of the more "authentic" types of Tracht, but more significantly that these

clothing are proudly dressed on occasions other than Oktoberfest.217

Bavarian Dialects

At Oktoberfest, the Bavarian dialect functions to distinguish the group of "real"

Bavarians as local "insiders" from other visitors. In the same way that Oktoberfest is the

appropriate setting for donning traditional clothing, it also provides the opportunity to

"live out" the languages in Bavaria without the perception of a "country-folk speak"

image.

217 Ibid, 111.
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If you know your way around there, there are some very nice spots with like small bands
like local bands playing also traditional music. And I thought it was quite fun (RH-F6).

For example, there are songs that people should drink at the same time, or you need to hug
the person sitting next to you. I feel it’s more of a collective spirit. I feel that traditional
clothes help, everyone wears the same kind of clothing. And the music adds more to the
atmosphere. The songs played are in dialects from the south, but everyone can sing along
easily (AL-F5).

Language as criteria of differentiation between local Bavarians and non-local

visitors at the Oktoberfest is displayed in the beer tent music as well. Since much of the

music played in beer tents is supposed to be sung along to in the infectious

atmosphere, visitors who can't speak German tend to be the excluded group. Unless

music performed is in English, such as the most renowned Oktoberfest tune Hey Baby,

overseas visitors are noticeably excluded, though they frequently participate by shouting

"la la la" or attempting to grasp the line "Ein Prosit der Gemütlichkeit" (A toast to

comfort).218 Nonetheless, many other German participants also face exclusion

from Bavarians to some degree, since the Bavarian melodies are certainly not the music

they are used to, and some tunes are performed in dialects of Bavaria. As a Chinese

interviewee remarked, the Bavarian dialects different from "Hochdeutsch" (standard

German) make it difficult for him to understand the music, thus separating him and

tourists alike from the specific context.

There may be some cultural differences involved in the events at Oktoberfest in Munich. For
example, if you're from Bavaria or Munich, you can sing and dance along to the songs that
they sing in the main venue. If you're a foreigner, you might not understand or know the
meaning behind the songs, and they might not resonate with you (SYZ-M8).

5.2.3 "It's the Festival Me"

Oktoberfest is a festival in contrast to the everyday activities of people. It is not an

object or spectator type of tourism, but rather a participatory event. The appeal of this

type of event is that it offers a liminal experience beyond time and space that people

cannot experience in their daily life. Liminality implies an escape from daily life and,

hence, a break from the related status and discipline. Based on the conducted theoretical

218 "Gemütlichkeit" means comfort, pleasantness, warmth and quality of being homelike in German language, which
is often associated with "Heimat" (homeland).



55

framework, it has been found that liminality has been involved in the tourist experience,

since it entails crossing beyond the norm and undergoing a transition. In the context of

festivals, there is a feeling of communitas inside the group as a result of a strong social

connection amongst strangers who, regardless of their different backgrounds,

temporarily realise they share something in common.219 Other visitors enhance their

experience since they reify communitas and secure themselves in an unfamiliar

environment via the roles communitas involves.220 Festival attendees transcend the

position from simply viewers to integral players, therefore experiencing belonging and

togetherness.221 The shared experiences, social interactions and collaboration amongst

visitors diversify and enhance festivals.222 From the interview narratives, the

participants' liminal experience of Oktoberfest is manifested in four aspects.

The first aspect is the collective carnival ritual. This highly participatory event

constitutes an atmosphere of mass fun and universal celebration, in which visitors are

drawn in and engaged. The collective carnival celebrations, represented by beer

drinking, provide the participants with a peak experience of the festival.

Probably the most impressive thing is the more boisterous atmosphere. When you first enter
the beer tent, sometimes you don't even know anyone, and then everyone sits at a big long
table and probably raises their glasses to each other in greeting "Hello!" Then we drink and
sing together and that kind of feeling. I think Oktoberfest is good for the participants to
interact with each other because the overall atmosphere is very good and it doesn't give the
impression of Germans being rigid and indifferent. With the excitement of the beer, the
tension is naturally released. So people who don't know each other will be more relaxed in
that kind of scene (SYZ-M8).

219 Rodríguez-Campo et al., "The liminality in popular festivals," 232-233.
220 Zygmunt Bauman, "From pilgrim to tourist–or a short history of identity," Questions of Cultural Identity 1 (1996):
18-36.
221 Robert W. Fry, "Becoming a “true blues fan”: Blues tourism and performances of the King Biscuit Blues
Festival," Tourist Studies 14, no. 1 (2014): 66-85.
222 Massimo Giovanardi et al., "Co-performing tourism places: The “Pink Night” festival," Annals of Tourism
Research 44 (2014): 102-115.
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Figure 5.3 The amusement rides of Oktoberfest 2019223

The second aspect relates to releasing stress. Oktoberfest has become an effective

way to from individuals to escape from their day-to-day tensions and worries as they

march on the joyful journey to lively beer tents, exciting rides and relaxing musical

performances.

I feel that the rides in Germany are much faster and more exciting than the rides in China.
Besides that, the atmosphere at Oktoberfest is very infectious. I went with three girls and we
bought the funny hats that move, and probably everyone was very enthusiastic and tried to
take photos of us. It was great to interact with people we didn't know and it was fun anyway.
I think Qingdao people are actually quite warm and welcoming, and they will talk to you
when they have had too much to drink, but compared to Germany, there's still a bit
difference (YXY-F3).

The third involves transcending the norms of everyday behaviour. In addition to

relaxation, another experience that Oktoberfest offers visitors is the possibility of

transcending and reversing the norms. For example, talking to strangers, which is

unusual in everyday life whether in China or Germany, is given temporary legitimacy

by Oktoberfest, where talking to strangers is accepted by everyone and becomes a major

form of social interaction and entertainment. It's a harmless, transient violation of

everyday norms, a kind of universal, temporary "craziness". This "craziness" is the

transcendental experience that this festival offers to its visitors.

In Qingdao it's actually very strange if you're just there having a good time and then just
talking to random people or taking photos. But at Oktoberfest in Munich, it's totally OK, it

223 Photographed and authorised by the interviewee YXY, September 2019.
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does have a very open feel, you do just feel very free. People see you taking photos and they
come up to you and do all sorts of things with you. Many people are quite concerned about
their privacy in their everyday lives, but at Oktoberfest it felt like everyone was a different
person. It's not the usual me, it's the festival me! (YXY-F3).

I think Germans in general have a hard time opening up in daily life or other settings. But I
think like once you enter the tent then you're getting drunk right next to each other. You start
talking (FH-M10).

I feel there it’s easier to open up to others or do things differently, 'cuz in Germany you
normally don’t talk to a stranger on the street (AL-F5).

The last is about the renewal of roles and a state of egalitarian, honest and natural

communion in the relations between visitors. In addition to the return of the visitors

themselves to their relaxed state, Oktoberfest also brings people closer together and

allows visitors to interact freely and openly. The high level of anonymity and mobility

creates space for interactions between strangers. People give up the precautions of their

normal lives and enter into a state of unity and fun. This is the state of communitas that

Turner refers to.224

At Munich Oktoberfest you are actually more open to having fun, you feel that you are more
open to yourself in that atmosphere, you are very much in the moment and you are having a
good time. In that atmosphere you don't feel that there is any barrier between people you
don't know and you. You can talk to people you don't know (YXY-F3).

There are benches connecting to each other, not separated tables, so everyone just sits next
to each other on a large table. You may don’t know the people at your table, there are really
a lot of tourists. But you don’t care about the nationalities, social status, gender or whatever.
You just drink, talk and have fun together (AL-F5).

I think this is mutual. Everybody's open... just having a good time. I feel closer than
normally to other participants (HB-M11).

224 Turner, "Liminality and communitas," 126-127.
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Figure 5.4 The layout of a beer tent of Oktoberfest 2019225

5.2.4 "Not-ober Fest"

As the largest folk festival worldwide, Oktoberfest is marked 4.5 out of 5 on

Tripadvisor.226 Out of 1590 reviews, the vast majority of visitors (more than 91%) think

highly of their experience, with a recommendation to Oktoberfest.227 The frequently

mentioned are the great vibe, unforgettable beer drinking, diverse activities and rides,

interpersonal interactions and sense of participation, which is consistent with the former

sections of this chapter. However, many online reviews as well as the interviews share

rather negative opinions on the commercialisation and overcrowding of the festival.

Others criticise the drunkenness and misbehaviour, claiming "no place for family or

anybody who dislikes being repeatedly nudged by inebriated revellers". One

interviewee commented on the VIP placement as the counteract of the communal,

egalitarian spirit of Oktoberfest.

What I think is special in Munich is the VIP areas, you can pay a lot and get special tables.
The beer festivals in other places don’t have this kind of thing, only in Munich. In recent
years it’s even more so, some celebrities and rich people would come. I feel it’s like marking
your social status. But I don’t like it at all. It’s supposed to be for the public to have fun
(AL-F5).

Many Germans, even Bavarian residents, decline to take part in the festivities

because of the high intensity and massive scale of Munich Oktoberfest. Germans

celebrate a variety of annual festivals in cities and countryside, including church

commemorations, shooting festivals, spring or autumn festivals and other events. Many

of these festivals can be traced back to 19th century. Some Bavarian festivals such as

the "annual fairs" are essentially similar to Munich Oktoberfest, but differ slightly in

scale and scope. They have their history and explicitly refuse to model on Munich

Oktoberfest. Some festivals in Germany have gained cross-regional and even national

225 Photographed and authorised by the interviewee YXY, September 2019.
226 Tripadvisor, "Oktoberfest,"
https://www.tripadvisor.com/Attraction_Review-g187309-d8820318-Reviews-Oktoberfest-Munich_Upper_Bavaria_
Bavaria.html.
227 Out of 1590 reviews of Oktoberfest on Tripadvisor, 1149 marked "excellent", 302 marked "very good", 76
marked "average", 26 marked "poor" and 37 marked "terrible". This study counts the reviews of "excellent" and "very
good" as highly rated.
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attention,228 but they are still not comparable to Oktoberfest, which is renowned both at

home and abroad.

An interesting phenomenon has emerged over the past few years: more and more

people tend to attend beer festivals organised by the local villages where they originated

from. They are similar to Oktoberfest in terms of style and nature. People dress up in

traditional clothes, play orchestra music, eat local food and drink beer from mugs. Some

interviewees, especially the ones from Bavaria, expressed their preference for smaller

beer festivals in their hometowns over the Oktoberfest in Munich.

These local beer festivals are really like community building and not so commercialised.
With Oktoberfest, I still have a strong sense of it being much more optimised to bring in the
highest revenues than to provide a very cultural experience. In comparison to those local
festivals where you will meet a lot of people that you haven't seen for a while, like
colleagues or someone and then you can get to know them because you bump into them
while Munich is way too large and it's very anonymous. So I'd rather attend the beer festival
in my hometown. It's not large and quite lovely. Many people I know since young go there
every year (FH-M10).

From the perspective of participants, while Oktoberfest enjoys a high reputation at

home and abroad and brings vitality and prosperity to Munich, the high density of

tourists, crowdedness and noisiness make it more difficult to immerse oneself in the

festival.

It's not as enjoyable because it's generally noisy and overcrowded. As I said, it's more of a
tourist attraction so it's very hard to find a place to sit, especially when you're coming in
larger groups. There will be a large mass of people and people may have a hard time getting
into the tents (FH-M10).

The beers are mostly from Munich. But to try different beers is quite difficult because each
beer tent is by one manufacturer. To get a place to sit in a tent, you have to go there very
early or wait for a long, long time (AK-M9).

Some interviewees are not satisfied with the high prices of beer and food at

Oktoberfest compared with the normal price in Germany, making it questionable

whether it is worthwhile to attend the fest. Furthermore, a lack of cultural insight is

what makes people feel pitiful at the festival. The degree of exposition to cultural

228 Of major national interest in Germany are Cannstatter Volksfest in Stuttgart (about 4.5 million visitors per year),
Granger Kirmes in Herner (about 4.4 million visitors per year), Rheinkirmes in Düsseldorf (about 4 million visitors
per year), Freimarkt in Bremen (about 4 million visitors per year) and Schützenfest in Hannover (about 1 million
visitors per year).
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elements or traditions they experience at Oktoberfest is not as much as they have

expected.

The beer and it's very expensive. I guess I paid for one litre of beer for €12, for the price you
can afford much more beer in a restaurant (AK-M9).

First of all, it is not affordable, the price is much higher than ordinary beers and the local
ones sold in Munich. Secondly, for the average participant like me, every beer tent is pretty
much the same. The other thing is that the carnival format is, frankly, a funfair. If I were to
give my opinion, you could, for example, explain the production process of a particular
brewery. Why the brewery is a century-old brand, why it is so famous and sold all over the
world, and why it tastes so good and unique, right? There is no place for such an explanation.
People just come in and order a glass of beer, drink it, and leave when they're done. They
may not even remember the logo of the beer after they leave. As a decision-maker, maybe
there could be some more introductory stuff incorporated, especially something that visitors
could learn. A lot of families come with their children, and international visitors, so it's not
very rewarding if it's all only about the beer (SYZ-M8).

The architecture, whether it was Munich or Qingdao, could be strengthened. Because the
architectural feature is not really present in either place. I think that when there is a more
cultural embodiment, people may have a greater sense of participation, rather than just using
entertainment facilities or just tasting beer. Then people may have a higher sense of
identification with the festival (YXY-F3).

5.3 Oktoberfest, "Heimat" and Place Identity

5.3.1 Regional Identity in the Context of Europe

For the analysis of regional heritage and culture in Bavaria, it is essential to

consider the broader European context, since Germany is positioned in the centre of

Europe and is influenced by European politics.229 Over the last several decades, Europe

has been evolving towards a unitary, expansive entity, with the early

1950s' establishment of the European Trade Union and culmination in 2002 of

introducing the Euro as a uniting currency. With distinguishing ethnic and

cultural characteristics seemingly fading, the anxiety of losing one's identity to integrate

into the vast melting pot of Europe is rising. Some countries including regions within

these nations have started to emphasise their heritage and origin as a counter-movement

229 Karl, "Bavaria Is Germany, Isn’t It?," 135-137; Edingshaus, The Munich Oktoberfest, 44-49.
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to the European "superstate".230 In recent years, the local rather than the international

dimension of a place's culture and identity has received more attention.231 The

resurrection of local heritage can be viewed as a self-aware seeking for security, a

response to the immense uncertainty that the unifying European rise imposes on people.

Amid a vortex of weakened boundaries and receding diversity among European states,

the preservation of regional identity seems to be stable in providing reliability

and solidity.

In "a world of expanding horizons and dissolving frontiers", the concept of

"Heimat" is explored by Morley and Robins.232 They claim that in contemporary Europe,

the abundance of telecommunication, mass migration and intermixture of cultures are

dissolving the physical borders of nation-states.233 Pre-modern societies provided

individuals with a local setting to form their identity, while contemporary

post-industrial ones often lack a solid identity foundation. In the quest for a substitute

for their "lost" belonging, a revival of regional sentiments appears to be a European, if

not worldwide, phenomenon.234 Heimat is defined by Morley et al. as "the location

where you were born" which suggests not only a physical place but also a "memory of

origin".235 Therefore, the concept of "Heimat" entails not only a territory entity, but

also community, a sense of belonging, security, and identification with a set of shared

history, culture and values.

The resurrection of Bavarian flavour in Oktoberfest can be understood as a result of

a wider European trend toward a greater emphasis on regional identity. Hence, the

revival of Bavarianness is not an isolated phenomenon, but rather fits in with a variety

of revival tendencies across Europe throughout the last decades. Nevertheless,

Oktoberfest is unique in that not just European trends but also a series of German

developments have contributed to a growing emphasis on its regional identity.

230 David Morley, and Kevin Robins, "No place like 'Heimat': images of home (land) in European culture," in Space
and Place: Theories of Identity and Location (ed. Erica Carter at al., London: Lawrence & Wishart, 1993), 4.
231 Ibid, 5.
232 "Heimat" means homeland in German. Heimat in Bavaria comprises, in addition to the scenery and regional
characteristics, the concept of "Gemütlichkeit", which may be characterised as comfort, pleasure, a peaceful and
relaxed mood, and a sense of community.
233 Morley and Robins, "No place like 'Heimat'," 5.
234 Ibid, 7.
235 Ibid, 10.
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5.3.2 National Identity and Bavarian Separatism

In addition to mingling with locals who frequent the most coveted beer tents,

festival-goers immerse themselves in the symbols that define the place identity of

Bavaria as a region of natural beauty, conventional farmers and "Gemütlichkeit". The

lively demonstration of regional identity at festivities such as Oktoberfest is the

platform where a much more profound structure of Bavarian autonomy is staged.

Bavaria, different from other German states, has a semi-independent position inside

Germany as a result of demographic and historical factors: strongly catholic and more

socially conservative in general, Bavaria succumbed to Prussian power belatedly in

the unification process of Germany.

Germany is located in the geographic centre of Europe, bordered by France, the

Netherlands, Luxembourg, and Belgium in the west, Poland and the Czech Republic

in the east, Denmark in the north, Austria and Switzerland in the south. Its position in

the centre of Europe has resulted in Germany's diversity in languages, politics, religious

beliefs and cultures, both in modern times and in older eras.236 The current form of the

Federal Republic of Germany has a rather young age. The reunion of the German

Democratic Republic with the Federal Republic of West Germany in 1990 was the most

recent alteration to Germany's boundaries.237 The division from 1949 to 1990 in

Germany is influential in the revival of traditions in Bavaria, particularly in Munich.

The resurrection of Bavarian culture at Oktoberfest began to rise after Germany's

reunification in 1990. As Bavaria and the rest of former West Germany were flowed

with mass migration of East Germans, the stress on Bavarianness can be taken as

a declaration by the original Bavarians, given that reunification did not go as smoothly.

The incorporation of the former socialist GDR into a capitalist system was the major

challenge. The transformation not only caused difficulties for Eastern Germans, but also

imposed a significant financial burden on the affluent West.238

236 Karl, "Bavaria Is Germany, Isn’t It?," 119-141.
237 The reunion was the fourth shift in Germany's form of government in the 20th century. The first
German governmental change of the 20th century occurred in 1918/1919, when the Wilhelminian Empire was
replaced by the Weimar Republic. National Socialists ruled Germany under a dictatorship in 1933. Germany was split
into democratic and socialist states in 1948, and it was not reunified until 1990 by a democratic government.
238 Edingshaus, The Munich Oktoberfest, 50.
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Furthermore, the refusal of national identity in Germany can be retraced to a lack

of national self-confidence due to the Nazi past. With its wars and war crimes, the

formation of a new identity is caught in a paradox: on the one hand, the constant

obsession with the past is viewed as "narcissistic". On the other hand, "indignant

accusations of marginalising Nazi crimes, if not of revisionism" are triggered

by attempting to leave the past behind.239

Given Germany's troubled history, any emotional attachment to the state is seen

unfavourably. The majority of Germans avoid discussing or expressing patriotism.

During the Nazi period, the phrase "Heimat" signified "race and territory" or "blood and

soil", which resulted in not only the exclusion of people who did not belong according

to this ideology, but also their elimination. Particularly in the years after World War II,

expressions of nationalism or patriotic sentiments were taboo in Germany. Former

German president Gustav Heinemann's iconic statement in 1969 is indicative: "There

are some tough fatherlands, and Germany is one of them. I don't love my fatherland; I

love my wife."240

People are more likely to emphasise their regional rather than national roots as a

result of the backlash against nationalism. The preconceptions about Bavaria consisted

of beer, mountains, and cows, as opposed to uniforms, goose-step marching, and

allusions to the Wars. Intriguingly, the history that Munich was the "Capital of the

Movement" and centre for the growth of the Nazis is seldom or never addressed. Instead,

the rather positive image of beer-drinking Bavarians seems to have replaced the

typical German stereotype. This could be contributed to the marketing strategy

for Oktoberfest in the 1950s, launched by the city of Munich, which was intended to

convey a favourable image of the city and thus draw vast numbers of tourists. The fact

that Munich is currently primarily affiliated with Oktoberfest instead of the "Capital of

the Movement" demonstrates the effective reconstruction of Munich and Bavaria as a

positive locale in contrast to the historically stigmatised German state.241 Identifying

239 Ibid, 52.
240 The Economist, "Proud German?," 22 March 2001,
https://www.economist.com/europe/2001/03/22/proud-german.
241 Edingshaus, The Munich Oktoberfest, 60.
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with the region of Bavaria, therefore, is a safer alternative than identifying with

the German nation. Moreover, Oktoberfest with its international fame and popularity,

serves as a significant marker of Bavarian identity: Not only are people proud of their

iconic festival, but also they are provided with a positive image to identify with.

To comprehend Bavarian "separatism", reference must be made to Bavaria's history,

highlighting the long-standing political independence of the Free State. In the late 19th

century, when the state of Bavaria was included in the larger German build, the image

of "hostile" Northern Germany in the frame of the Prussian as Bavarians' archenemy

was developed. In the construction of the farmer image, the distinct traditional clothing

exerts a significant impact, as does the Bavarian dialect, which is seen by "High

German" speakers as an indicative of rural background and even a lack of education.242

This stereotype originated from the 19th-century battle between Prussia and Bavaria. At

that time, Bavaria was a beloved resort for the wealthy from northern industrialised

cities where it was trendy to socialise frequently. They were shocked to confront

individuals who did not share their enthusiasm for talking.243 In contrast to other

regions of Germany, the historic heritage of Bavaria and its pervasiveness in daily life

can be seen as another defining Bavarian characteristic. The recognition of cultural

background might be interpreted as an integral component of Bavarian "separatism" that

creates boundaries. Moreover, this is reinforced as a response to the stigmatisation by

the rest of Germany.244

5.3.3 The Heimat Debate and Place Identity

During the period of Deutsches Kaiserreich, there was a boom in the production of

various local histories, tutorials and anthropology. In this way, it was hoped that the

history of the homeland would be promoted and a sense of place would be fostered.

Although histories of places had been written in Germany since the late 18th and early

19th centuries,245 the compilation of local histories was a product of the homeland

242 Ibid, 70.
243 Ibid.
244 Ibid, 71-72.
245 Edward Muehle, "Regional history in Germany. Inventory-Analysis-Perspectives," Journal for East Central
European Research 48, no. 3 (1999): 447-448.
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movement during the imperial period. With the establishment of local historical

associations, there was a surge in the cultivation of local histories with a strong local

flavour. It was intended that through the excavation and propagation of the history of

the local hometown, the history of the hometown would be "communalised" and

eventually a "common heritage" of history would be constructed, thereby strengthening

people's sense of homeland.246 The compilation and popularisation of various local

histories helped strengthen local awareness from the school to the society at large. They

are richer in content than the tutorials, and they also break away from the educational

context and are aimed at the family and society, and are therefore a more advanced form

of cultivating local identity. They have a wide audience and a strong local flavour, and

are particularly informative in helping people to "get to know their hometown,

understand its history and appreciate its charm". Local histories focus on establishing a

connection between the hometown and each individual through specific materials,

promoting the specific place and thus reinforcing people's impressions of it. For

example, in the Munich Homeland Book, the history and culture of the hometown are

introduced along with the landscape, and each entry is followed by a question that

strengthens the impression of the hometown, such as "find your closest hometown or

your district on the map of Munich". For the renowned Munich Oktoberfest, the book

not only describes the festival and its origins but also ends with the task of "drawing a

small picture of Oktoberfest" to further the impression.247

The German concept of homeland is inherently inclusive and convertible, which is

conducive to the homeland's function as a shared platform for local and nation-state

identity. In Germany, the "Heimat" as an idea has undergone a transformation from the

local homeland to the state to the nation-state as a stratification of belonging. In the

view of many Germans, the strengthening of place identity is a pavement for the

identity of the nation-state. The resurgence of interest in local history, customs and

dialects, as well as the proliferation of local songs and lyric poetry, while all being

246 Arnd Bauerkämper, et al., Eigentum im internationalen Vergleich: 18.–20. Jahrhundert (Vol. 130. Göttingen:
Vandenhoeck & Ruprecht, 1999), 212.
247 Benedikt Hirschbold,Münchner Heimatbuch. Ein Jugendbuch von der Großstadt München und ihren
Landschaften (München: Franzehrenwirth Verlag, 1900), 3, 4, 54-55.
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manifestations of a commitment to the locality, shaped a new myth of the contribution

of place to the German nation-state.248 Many revived or newly invented festivals

provided additional opportunities for the public to celebrate the nation-state and the

region together, and these local celebrations eventually evolved into cultural symbols of

the German nation-state. Munich Oktoberfest is a symbol of Munich, the festival of the

Bavarian capital, and is local in nature, but it eventually transforms into a cultural

symbol of the German nation and state. In this sense, the vernacular town is the cradle

of a larger political entity (the nation-state). It was this transformative inclusiveness that

turned the local place into a bridge over the gulf between the ambitious goals of the

nation-state and regional realities,249 a symbol of a permanent identity of a local and

national community.250 For the Germans, therefore, adherence to local traditions does

not exclude modern nation-state identity. German identity can embrace the diversity of

place.251 Although the German concept of the homeland is regional and aims to create a

local identity, this concept does not conflict with a fundamental national position.

Bavarian states, for example, did not insist on their traditions to reject the German

nation-state, but "only to counter the mechanical centralisation of the German

nation-state with the reservations of federalism".252 This is the essence of the diversity

and unity in the identity of the German nation-state.

It is clear from the above that the German perception of homeland is both a basic

vehicle for local identity and a platform for constructing the identity of the nation-state.

If the nation-state is an imaginary political community, then the homeland is the origin

of this political community, a metaphor of place for the imaginary of the nation-state, or

a popular imaginary of the nation-state.253 As Celia Applegate, a leading American

scholar of German cultural history, says of the relationship between the German idea of

the local place and the identity of the nation-state: "The idea of the homeland implies

248 Peabody, and Randall, "Unpacking Heimat," 178-179.
249 Jost Hermand, and James D. Steakley, "Review: Heimat, Nation, Fatherland. The German Sense of Belonging,"
The German Quarterly, Vol.72, No.3 (Summer, 1999), 310.
250 lna-Maria Greverus, "Wem gehört die Heimat?" inWem gehört die Heimat? Beiträge der politischen Psychologie
zu einem umstrittenen Phänomen (ed. Wilfried Belschner et al. Berlin, Heidelberg: Springer Verlag, 2013), 32-35.
251 Celia Applegate, A Nation of Provincials: The German Idea of Heimat (Berkeley: University of California Press,
2020), 11-13.
252 Confino, "The nation as a local metaphor," 74-75.
253 Winfried Speitkamp, Die Verwaltung der Geschichte: Denkmalpflege und Staat in Deutschland 1871–1933 (Vol.
114. Göttingen: Vandenhoeck & Ruprecht, 1996), 39-40.
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the whole of Germany, from its individual, localised parts to its newly constituted nation

as a whole. It offers Germans a path to reconcile a distinctive heritage of localised

political traditions that transcends the idea of nationhood. The homeland is both a

beloved individual place and a beloved nation-state. It is a resilient and inclusive space

that seems to encompass all places."254 The integrative function of the homeland thus

clearly helped to overcome the opposition between the traditional German sense of

place and the modern nation-state identity.

As seen from Oktoberfest itself, it is actually split into two festivities, reflecting the

ongoing German discussion over "Heimat". There is the bigger, regular Oktoberfest

with contemporary attractions and rides, visitors from worldwide, free entry, and

crowded, boisterous beer tents. A smaller "authentic" Oktoberfest, the "Oide Wiesn"

(old meadow), is next to the main event and divided by fences. The Oide Wiesn, which

began in 2010 on the 200th anniversary of the first Oktoberfest,255 remains each year as

a means for Bavarians to flee the marketed and packed celebration and reimagine a

pre-globalisation festivity. It is described as featuring nostalgic folk charms, colourful

traditional clothing, horse races following the pattern of 1810, museums, circus and

puppet theatre, and most importantly, festival tents where Bavarian traditions are

nurtured.256 Three interviewees also mentioned that they prefer Oide Wiesn's quaint,

old-fashioned setting, which transports them to another time and space. While it is

uncertain where the "Heimat" discussion leads ultimately, a visit to Oktoberfest does

indicate that the nostalgic dynamics and "how things used to be" remain in great

demand.257

254 Applegate, A Nation of Provincials, 11.
255 Oktoberfest.de, "The 'Oide Wiesn'," https://www.oktoberfest.de/en/beer-tents/the-oide-wiesn.
256 Ibid.
257 Timothy Wright, "Visions of the Homeland: The AfD, Bavarian Identity, and the German Heimat Debate," 14
October 2018,
https://medium.com/@timw1814/visions-of-the-homeland-the-afd-bavarian-identity-and-the-german-heimat-debate-7
bb9450769dc.
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6 QINGDAO INTERNATIONALBEER FESTIVAL

The romance of Qingdao is said to be sparkling in two kinds of foams: the foams made

by the sea waves and the foams made by the beer.258

6.1 History of Qingdao and Tsingtao Beer

Tsingtao Brewery, originally known as Germania Brauerei, was founded in 1903 as

a component of the German colonial business on the coast of China. It has become

China's second-largest brewery, accounting for approximately 15% of the domestic

market and has established beer trading in over 60 countries over the world, with a

profit of RMB 44 billion in 2019.259 Qingdao International Beer Festival took

place nearly a century later, in 1991. The festival was launched to promote domestic and

international beer sales. Nevertheless, the local government supported endorsing the

festival and recognised it as an incentive to advertise the city at the same time. Since its

opening, Qingdao International Beer Festival has grown into Asia's largest of its kind,

and now it functions as a popular tourist attraction in Qingdao.260 The festival is

modelled on Munich Oktoberfest, the archetypal beer celebration in Bavaria. Qingdao

International Beer Festival typically lasts more than two weeks and draws millions of

visitors. While the majority of these visitors are from China, tourists from overseas

can also be seen at the festival. The venue's slogan with the main sculpture on site,

"Ganbei (Cheers) with the World!" exemplifies its intercontinental ambitions.

258 Daily Qingdao, "Tsingtao Brewery: Fine brewing and exploration of freshness with innovation,"6 May 2019,
http://www.dailyqd.com/channelzt/2019-05/06/content_466546.htm.
259 Huizhen Zhu, “Research Report on Tsingtao Beer,” (青岛啤酒深度研究报告), 24 June 2021,
https://baijiahao.baidu.com/s?id=1703431373170457077&wfr=spider&for=pc.
260 Christian M. Rogerson, and Keagan JE Collins, "Developing beer tourism in South Africa: international
perspectives," African Journal of Hospitality, Tourism and Leisure 4, no. 1 (2015): 1-15.
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Figure 6.1 The landmark of Qingdao International Beer Festival261

Events have been integrated into larger branding and marketing initiatives. They are

recognised as potentials to attract visitors, revitalise places, and reshape a city's

image.262 Except for the anticipated financial advantages and infrastructural

developments, events provide the opportunity to reimagine a city's narrative.263 This

also applies to Qingdao International Beer Festival. The current Qingdao city was

known as Tsingtao in the early 20th century, which is also the brewing enterprise's

name.264 Kiautschou was the name given to the entire German concession. Tsingtao is

used to refer to the brewery while Qingdao is for the city in this paper. When the

celebrated brand has an undeniably colonial past, questions about the festival's

suitability as a marketing tool may be brought up. The brewery, the tradition of beer

drinking, and the beer festival are all associated with Qingdao's historical past as a

former German colony. When the colony was transferred from Germany to Japan during

World War I, the brewery also changed ownership. Thereby, the brewery demonstrates

Qingdao's colonial narratives of Germany and Japan. However, it can be seen that the

Japanese colonisation period provokes more negative and stronger feelings than the

German era in Qingdao.265 Furthermore, the brewery's "German-ness" has been

261 Photographed and authorised by the interviewee PL, August 2020.
262 Getz, and Page, "Progress and prospects for event tourism research," 606-620.
263 Ibid, 616-618.
264 In 1898, China was forced to agree to the Kiautschou Bay concession to Germany. Tsingtao was the name used as
a colonial city of Germany while the city's name Qingdao (青岛) in Chinese characters is literally translated as "azure
island".
265 Qingdao was a part of the Manchukuo puppet state formed by Japan in 1932 from the three historic provinces of
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practised as its brand component, as a quality indicator. The city's historical correlation

with Germany can thus be used as a distinguishing feature, which has moulded not only

the drinking culture of Qingdao but also its landscape.

Qingdao nowadays is related to beer and the heritage of German

architecture. Figure 6.2 shows a clear instance of German architectural history.

The natural landscapes, a mixture of modern skyscrapers and European

buildings and seaside events are seen as the main ingredients of Qingdao city. These

connections are summed up in the city's long-standing positioning promotion:

"buildings with red roofs, surrounded by green trees, with blue sea and clear sky as

characteristic backdrops".266

Figure 6.2 The original site of Tsingtao Brewery267

One of the most intriguing stories of the city's connection with beer is its colonial

history. As a component of its plan to bring the new German state in pace with its

European rivals, the German navy set up Qingdao. Germany had to establish its colonial

empire from some diffused areas of Africa, a few islands of Oceania, and a concession

along China's coast, having arrived late to the game at the end of the 19th century. In

order to gain a footing on the coast of China, the German authority consulted a

geographer, Ferdinand von Richthofen, who had travelled extensively in China and had

Manchuria (northeastern China) as a basis for expansion into Asia. More than 10 million Chinese were enslaved by
the KwangtungArmy and often died of illness. As they were dispersed and exposed to human experimentation, the
Oroqen, an ethnic minority in northern China, saw a dramatic population drop. The war crimes, drug trafficking and
abuse of ethnic minorities triggered vast national sentiment at the time and later on among Chinese people.
266 Shaojun Ji, Projected and perceived destination images of Qingdao, China (PhD diss., University of Waterloo,
2011), 77.
267 Photographed by the author of this paper, July 2017.
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written a four-volume standard reference work on the country.268 He was especially

keen on exploitable resources like coal, but he also spotted the potential for German

colonial power and suggested Kiautschou Bay as a good choice.269 The bay served as

an outstanding harbour and was near coal reserves which were exploitable but relatively

low quality.270 Germany established a harbour on the Chinese coast that became critical

to global trade and, thereby, European expansion in the final decades of the 19th century.

Kiautschou could be viewed as Germany's response to the British presence in Hong

Kong.271 The German navy intended for a supply foothold for its growing global

aspirations and utilised the harbour as a headquarter for their East Asia Squadron.

Kiautschou was intended to be developed into a model colony. The former Qingdao

town was transformed into the concession's administrative agency. Wide streets, solid

housing regions, governmental facilities, electricity infrastructure, a sewage system, and

safe water drinking supply were all reconstructed in the city. The German state, along

with Protestant and Roman Catholic missions, set up schools.272 Germany devoted

more to Qingdao than to any of its other colonies. The town flourished rapidly, as did

the harbour. Nevertheless, the German colonialists' investment yielded little return.273

Furthermore, the German era was rife with tensions between the local Chinese public

and the German government, which were exacerbated by ongoing conflicts between

Chinese civilian authorities and Catholic missions.274

After Japan declared war on Germany in November 1914, Japanese troops occupied

Qingdao. The old concession was not reverted to Chinese rule in the Treaty of

Versailles,275 but was instead left to Japan. In December 1922, the city was restored to

the rule of the Republic of China, but Japan preserved its economical hegemony over

268 Ferdinand Freiherr von Richthofen, China: Ergebnisse eigener Reisen un darauf gegründeter Studien (Berlin:
Reimer, 1882), Vol. 2.
269 Kiautschou ( in Chinese 膠州, pinyin Jiāozhōu) was a region in the south of the Shandong Peninsula on China's
eastern coast that was leased to the German Empire in 1898. Tsingtao was the capital of Kiautschou.
270 Sebastian Conrad, Deutsche Kolonialgeschichte (4th Ed. München: Verlag C.H.Beck oHG, 2019), 38-42.
271 John E. Schrecker, "Kiautschou and the Problems of German Colonialism," In Germany in the Pacific and Far
East, 1870–1914 (ed. John A. Moses and Paul M. Kennedy, St. Lucia: University of Queensland Press, 1977),
185-208.
272 Joachim Schultz-Naumann, Unter Kaisers flagge: Deutschlands schutzgebiete im Pazifik und in China einst und
heute (München: Universitas, 1985), 10-25.
273 Conrad, Deutsche Kolonialgeschichte, 49-53.
274 Hai Lu, Talk about Qingdao (话说青岛, Qingdao: Qingdao Publishing House, 2008), Section 30.
275 Ibid.
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the rail system and the brewery. In 1938, Japan re-conquered Qingdao. After being

returned to the Republic of China in 1945, the city was incorporated into the People's

Republic of China in 1949.

Tsingtao beer is now considered identifiably Chinese, yet its origins are colonial.

The Anglo-German Brewing Company, a German-style brewery, began producing

Germania (later called Tsingtao Beer) in China in 1903. The brewery primarily served

Germans and other foreigners who were living in Qingdao and other Chinese cities at

the time.276 To monitor the quality and taste of the beer, the factory was initially

outfitted with German machines and equipment, and even the brewing process was

guided by the Reinheitsgebot. As a result, ingredients were imported from Germany.

The beer was endorsed by German colonisers "as part of an initiative to promote the

Qingdao city," as Yang argues.277

The meanings of beer have been reconstructed over time to appeal to Chinese

consumers not used to beer drinking.278 After World War I, the brewery's German

clientele had shrunk, so the new owners had to seek new marketplaces for the brand.

These customers were identified in Hong Kong in portion. Nevertheless, the brewery's

new Japanese shareholders intended to advertise the beer as Asian so as to cater

to Chinese consumers. The strategy of leveraging culturally recognisable themes and

visuals in commercial marketing to increase beer consumption was also used to attract

Chinese customers. For instance, the classic Chinese novel Romance of the Three

Kingdoms (三国演义 ) inspired a Japanese beer advertising from this era. The story

begins with the tale of how Liu Bei (刘备), Zhang Fei (张飞), and Zhao Yun (赵云),

three Chinese folk heroes, convened in a peach garden and vowed lifelong friendship

over a cup of wine.279 This Chinese fable was presented in the advertisement using

authentic Chinese imagery, and the importance of alcoholic drinks in the building of

community was emphasised, indicating the Japanese attempt to promote beer within a

Chinese cultural setting. In the aftermath of World War II, when the brewery was

276 Zhiguo Yang, "'This beer tastes really good'," 30-36.
277 Ibid, 32.
278 Ibid, 36-37.
279 Ibid, 35.
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handed over to Chinese authorities, branding the beer as "Chinese" became even more

significant. Although the German root was still noted as evidence of its authenticity,

Laoshan mineral water, the water source used to brew the beer, became an essential

component in the marketing.280

While the brewery's survival was challenged several times in its early days,

Tsingtao is now a top manufacturer annually selling more than 7 million kilolitres of

beer to domestic and global markets.281 The brewery's subsequent stockholders have

identified incentives to stimulate national customers to drink beer while gaining a place

in the global beer industry. In the 1990s, when barley grown in China was said to

contain risky amounts of fertiliser and pesticides, the brand weathered accusations of

poor quality. Tsingtao has grown into an international brand with a high level of global

recognition and is regarded as a Chinese ambassador.282 This public recognition stems

not only from the beer's export to more than 50 countries, but also from its sponsorship

of mega-events like the Beijing Olympics and other activities like the Asia-Pacific

Economic Cooperation.283 Another crucial platform for promoting the brand is Qingdao

International Beer Festival.

6.2 Qingdao International Beer Festival

6.2.1 "Oriental Munich"

Tsingtao beer has a history of over a century in Qingdao, and some are still

produced in the Germania brewery at the original site. In 2003, a beer museum was

established in Qingdao to commemorate 100 years of brewing beer, capitalising on the

emerging beer tourism niche market.284 Beer tourism, according to Plummer et al.,

conforms to the wider expansion of food and beverage tourism, which provides tourists

280 Ibid, 40-41.
281 Huizhen Zhu, “Research Report on Tsingtao Beer,”
https://baijiahao.baidu.com/s?id=1703431373170457077&wfr=spider&for=pc.
282 Yang, "'This beer tastes really good'," 49-51.
283 Finance People, "Tsingtao Beer is designated to service in the summit of the Shanghai Cooperation Organization,"
(青岛啤酒加入上海合作组织“朋友圈”成为官方指定用酒), 15 June 2017,
http://finance.people.com.cn/n1/2017/0615/c153179-29342174.html.
284 China Discovery, "Qingdao Beer Museum - First-class Professional Beer Museum in China,"
https://www.chinadiscovery.com/shandong/qingdao/qingdao-beer-museum.html.
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with a taste of local culture as an authentic and unique experience.285 Beer tourists who

go to sites linked with brewing and beer consumption and who go to experience certain

brews are distinguished by Bujdosó and Szûcs.286 The first group typically visits

breweries, beer museums, and brasseries to experience local tradition or culture, while

the latter tends to participate in beer tasting, beer-themed dinners, and beer routes. The

beer museum and Qingdao International Beer Festival appear to be primarily geared

toward this latter group of beer tourists. In 1991, Qingdao hosted its first beer festival.

The primary intentions are to brand Qingdao city, advertise the commodities from the

brewery, cultivate a connection with consumers, boost tourism as well as explore new

avenues for the domestic and international market.287 The first Qingdao International

Beer Festival featured several brewery enterprises in China as well as beer tasting and

drinking competitions. The success of the festival's first publication prompted the

decision to make it an annual event. The festival was immediately recognised by the

city as a means of communicating its image to its target audience. According to the

city's most recent tourism plan, the beer festival, the sailing festival and multinational

conferences as annual events can be promoted to appeal to international tourists.

Qingdao International Beer Festival has expanded into Asia's largest beer festival. A

night scene of the festival is captured in Figure 6.3. The amount of

out-of-city visitors rose massively between 2010 and 2013, and a greater number of

overseas tourists were attracted to the festival. According to estimates, the large number

of visitors generated RMB 3.831 billion in revenue for the city, contributing to 0.52

percent GDP growth of Qingdao.288 The festival's success has led to the emergence of

International Beer City, a permanent theme zone in the Laoshan district.289 To

accommodate the growing amount of tourists, the festival has been recently relocated to

the Huangdao district. Covering an area of 1,200 acres and with a construction area of

more than 84,000 square metres, the Beer City is known as the world's largest beer

285 Ryan Plummer, David Telfer, Atsuko Hashimoto, and Robert Summers, "Beer tourism in Canada along the
Waterloo–Wellington ale trail," Tourism Management 26, no. 3 (2005): 447-458.
286 Zoltán Bujdosó, and Csaba Szûcs, "Beer tourism–from theory to practice," Academica Turistica 5, no. 1 (2012):
103-111.
287 Yang, "'This beer tastes really good'," 52.
288 Travel Sina, "The 23rd Qingdao Beer Festival hosted 4 million people," 26 August 2013,
https://travel.sina.cn/domestic/2013-08-26/detail-ifyixipt0842348.d.html?from=wap.
289 Yang, "'This beer tastes really good'," 54.
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theme park.290 A second beer culture museum was established there, with architecture

and designs resembling a small Bavarian town.291 Some interviewees as locals

recognised Qingdao International Beer Festival as a unique event exclusive to Qingdao.

One interviewee marked the festival as a must-see in Qingdao which is the largest and

most distinctive beer festival in China and there are few replicas, compared with

Munich Oktoberfest. And another interviewee mentioned that cultural contextualisation

makes the festival more of an authentic experience of Tsingtao beer and Qingdao culture

compared with other food-themed festivals.

When I was in Qingdao, I took my friends to have fun at the beer festival, and it's a cultural
output to a certain extent. Because my friends are not local to Qingdao, taking them to the
beer festival is a way to experience the unique event in Qingdao. In Germany, although
Munich is the birthplace and host of one of the biggest festivals, there are also beer festivals
of various scales in other places. But Qingdao International Beer Festival is the only one in
China, so it's the most unique. Oktoberfest is all over Germany and is much more popular,
but Qingdao International Beer Festival has developed into an exclusive city event that has
become Qingdao's calling card (YXY-F3).

The focus of the beer festival is not on the food, it's on the beer, and it's a very specific
category of beer, so the cultural contextualisation is stronger because it's a bit more
specialised, unlike food events where there's usually a variety of food, about a particular
region or many regions. If you compare it to wine, when you go for wine tasting, it's more
about the wine itself, the estate where it's made and the barrels, and these things are not so
exciting. Qingdao International Beer Festival is actually in the middle of these two, in that it
focuses on the beer alone, but at the same time it creates a kind of passionate, authentic
atmosphere, so it's more interesting, I guess (HSH-M6).

Qingdao International Beer Festival was inspired by the renowned

Munich Oktoberfest. Many practised Oktoberfest traditions including tapping the first

barrel of beer, parades, beer tents with long tables and musical performances were

introduced. A variety of oddities, such as Bavarian-style stone mugs and a pet rooster in

Lederhosen, are available for purchase as souvenirs of the festival. A closer

observation reveals an intriguing mix of Bavarian and Chinese signs and symbols. The

shape and size of the pottery seem to be Bavarian, but the scenery illustrated on the

mugs is Chinese. Similarly, wearing Lederhosen resembles traditional Bavarian attire,

290 Qingdao International Beer Festival, "The Beer City at the Golden Sandy Beach,"
http://www.qingdaointernationalbeerfestival.com/qingdao_festival.html.
291 Ibid.



76

while a rooster wearing it indicates the Chinese year of the rooster in 2017. A

semblance of Oktoberfest can also be noticed in photos from the festival's website,

TripAdvisor reviews and interviewees.

Figure 6.3 The architecture of Qingdao International Beer Festival 2020292

Festival sites with multiple beer tents are displayed in those

images, representing different international brands. The tents' front entrances are

decorated with brand-specific logos and signs, usually with Chinese names, and lit up

by neon lights and laser beams. It is evident that the decorations involve Bavarian

elements. For instance, the Paulaner tent is adorned in a Bavarian manner, with the

blue-and-white Paulaner symbol and Bavarian flags. The event venue's appearance

likewise conveys a Bavarian vibe, such as the Maibaum placed between beer tents. A

Maibaum (maypole in English) is an essential fertility symbol for spring in Europe

which is typically located on the green in villages every year around the first of May.

The connection to beer is unclear, but maypoles are a longstanding Bavarian tradition.

This German symbol has found its way to the beer festival in Qingdao. One interviewee

also confirmed that the beer festival is associated with the city of Qingdao, given its

geographic features and historical relations to Germany.

Qingdao International Beer Festival has two main styles. The first is beer-related and the
second is sea-related, because Qingdao is a coastal city and many of the facilities at the
festival are related to the sea and waves. The other is the beer symbols, drinking or mascot
symbols. Different breweries have their own beer tents built in different styles, like Tsingtao

292 Photographed and authorised by the interviewee PL, August 2020.
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beer in Qingdao style, and Munich beer in German style. But they are similar to a degree
since the beer festival is based on the German tradition (WYS-M5).

Though the German association appears to be evident in the festival's decoration, it

is a materialistic mixture of generic Bavarian stereotypes rather than the German

colonisation. The colonial history of the beer, on the other hand, is noted on Qingdao

International Beer Festival's official WeChat account as the introduction of Qingdao

International Beer Festival Museum.293 One interviewee drew a connection between the

beer festival arrangements and the German colonial past, and compared the beer

festivals in Qingdao and Munich.

The city of Qingdao is still more related to beer itself, as the brewery was left behind during
the post-World War I German period, the kind of craftsmanship that was in operation even
until the founding of the People's Republic of China, and has built its brand selling beers to
all the world. It's similar to Munich Oktoberfest, but the German side probably has the added
feature of wearing traditional costumes. The beer festival in Qingdao is more of an
amusement park with a lot of elements (HSH-M6).

6.2.2 "Ha Pijiu, chi Gala"294

In contemporary Qingdao, beer dominates alcohol consumption. Firstly, beer is

widely consumed in Qingdao. From roadside stalls to hotels, from everyday meals at the

family table to important annual gatherings, Qingdao people tend to choose beer for

most occasions. In addition, there is a wide range of beer consumers, whether men or

women and even children who have been "dipping their chopsticks into beer from as

early as they can remember".

Beer is light alcohol, but it's also part of the chemical industry. There were always parents of
your classmates or people you know who worked in breweries. It was very easy to drink
beer if you had this convenience, so every household would drink beer. Beer itself is
considered a tradition, something that you are exposed to as a child and even before you
reach adulthood your family will let you drink (HSH-M6).

There are two main reasons why people like to drink beer. Firstly, the low alcoholic

degree makes it easy to use beer as a convenient and friendly communication tool. And

293 WeChat is a Chinese app developed by Tencent that integrates instant messaging, social networking, and mobile
payments. It became the top standalone mobile app in the world in 2018 and surpassed 1.26 billion monthly active
users in quarter 1 2022.
294 "Ha Pijiu, chi Gala" (哈啤酒，吃嘎啦) is a local dialect saying in Qingdao which means drinking beer with eating
clams.
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secondly, the recognition of the brand and quality of Tsingtao beer.

Fresh beer, known locally in Qingdao as "bulk beer", is not sterilised and has a

short shelf life, although it tastes fresh. It is therefore usually distributed to the shops

every morning by the brewery's delivery truck, along with kegs. These silvery-white

stainless steel kegs are sealed and insulated to prevent the beer bubbles from escaping

and to keep the beer crisp and tasty in the summer. The preference for fresh raw beer is

one of the main characteristics of beer consumption in Qingdao, and the stainless steel

kegs in front of restaurants, pubs and even every shop in the city attest to the

widespread acceptance of this hobby. Bulk beer was already available in state-run

restaurants and catering departments in the 1960s and 1970s as a supplement to the tight

supply of bottled beer at the time.295 After the years of scarcity, most Qingdao people

still consider bulk beer to be more "authentic" and the act of drinking fresh beer is not a

loss of status due to its low price, but rather is recognised and encouraged as a symbol

of local knowledge that one "can drink" and "know how to drink".

People may know more about beer because Qingdao people do like drinking beer. And
Qingdao people are not bad drinkers either. You can learn about the culture of Tsingtao beer,
the brand and the history of Qingdao. The brand was first made by the Germans, the
Germans brought the brewery to Qingdao during the War, but the brewery has since
developed into its own brand (WYS-M5).

Two important players accompany the consumption of bulk beer. One is the plastic

bag, minimalist local drinkware that has now become an iconic element of Tsingtao beer

consumption and Qingdao in general. "There are things you never know, like people in

Qingdao buy beer in plastic bags and go,"296 this has been the opening line used by

countless people in Qingdao to introduce the city. One interviewee as a local

"Qingdaoer" gave a vivid description of the development process of the container of

Tsingtao beer and the reason why beer in plastic bags is beloved by the locals and also

interesting for visitors as a unique and authentic experience of Qingdao culture.

There have been several stages in the container of Tsingtao beer. At an earlier stage, fresh
Tsingtao beer was drunk from a can. The cans had an obvious feature that they were closed

295 Yang, "'This beer tastes really good'," 42-43.
296 Translated from a local saying "青岛人一大怪，啤酒装进塑料袋", which indicates the peculiarity of the drinking
beer in plastic bags in Qingdao.
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at the top and when you put your nose to them, you could smell the aroma of malt, which
made you want to drink it, right? The reason for the plastic bag is that it's more portable. The
beer comes in tin cans, which are packed in boxes of about 40kg, and are filled with high
pressure and carbon dioxide to cool them down to a relatively low temperature. The beer is
usually drunk more in summer, but after May there are more beer sellers on the streets. Why
do people use bags? Because it's easier to fill up a bag. You might take a little bit at night,
drink a couple of pounds, but it's not easy to carry a bottle. A glass bottle is dangerous, a
plastic bottle is inconvenient, and then a plastic bag is the best choice, you just have to carry
it. It's just like buying groceries, you go to the market and buy two pounds of fresh beer and
some peanuts and go home, nothing can be more pleasant. The beer is inexpensive either.
When I was a kid it was only 2 yuan per pound, but now it's probably 5 yuan, but it's not
expensive at all, so it's affordable for anyone who wants to drink it, whether they're rich or
not. Because it is filled with carbon dioxide and has a lower temperature, it is also great for
relieving the summer heat. The taste of fresh beer is not quite the same as cooked beer, it is
easier to drink and has a slightly lower alcohol content (WYS-M5).

Figure 6.4 Tsingtao beer in plastic bags297

The second is seafood. Drinking beer with seafood is not only popular with tourists,

it is also a widespread dietary habit in Qingdao. And Qingdao International Beer

Festival has always been associated with summer, the sea and seafood.

It's close to the sea, there's seafood. Beer and seafood are very compatible. I feel like I have
to take a holiday when I come to Qingdao, and it's better to come in the summer (XLB-F1).

Any other event or festival would not be linked to a specific season. I'm not talking about a
legal holiday festival, but an event that would be more abstract. But Qingdao International
Beer Festival, cannot be separated from the summer atmosphere. It's linked to the seafood,
the summer heat and the waves (PL-M1).

297 Photographed and authorised by the interviewee PL, July 2022.
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There is a saying in Qingdao "Ha Pijiu, chi Gala" (哈啤酒，吃嘎啦). That means you should
drink beer with eating clams, no matter boiled or stir-fried (WYS-M5).

Another distinctive feature of beer consumption in Qingdao is the high level of

recognition of Tsingtao beer, especially by the locals. Qingdao International Beer

Festival has become a channel for such "identity rituals". The theme of the festival,

"Ganbei (Cheers) the World", also reflects Qingdao's international vision. Through the

promotion of the Olympic Games, the World Cup and other events, Qingdao

International Beer Festival has begun a "rejuvenating" era, avoiding the "overwhelming

sense of history" and seeking to create an image of "passion, pleasure and fashion".

Therefore, the new meaning given to Tsingtao beer as a brand is strongly consumerist.

The emphasis on passion, pleasure and fashion and the association with sporting events

implies an affirmation of individual desire and self-fulfilment.

The greatest risk of homogenisation of the "passionate culture" is also the voice of

many participants in Qingdao International Beer Festival. The imagery of Tsingtao beer

is beginning to split, with the festival as a brand and Tsingtao beer as an identifying

symbol no longer overlapping. The latter is judged by three main criteria: in local terms,

a good recipe, good water and good quality. These three keywords suggest three

rationales for the people to identify with Tsingtao beer: historical, modern and local.

Together, the three combine to construct the localised meaning of beer consumption in

Qingdao.

The best thing about the fresh beer is that you can't get that taste in the market, the taste is
excellent and the foam is dense. I have never got that taste after I left Qingdao (SXW-M2).

It takes a lot of water for a brewery to make beer, and with Laoshan in Qingdao, it would
label Laoshan to mark the quality of the water. I think the water source is the most important
(XLB-F1).

Unlike Qingdao International Beer Festival dedicated to an international vision,

contemporary folks are more interested in telling the history of Tsingtao beer, with

locals often claiming it to be "the first beer in China", especially with its German roots.

"German quality" is the most common argument used by locals to justify the excellent

quality of Tsingtao beer. Moreover, beer consumers in Qingdao place a unique emphasis

on the quality of beer.
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Among all the sub-brands of Tsingtao beer, the local Tsingtao beer is the best. Among the
local Tsingtao beer, many locals say that the first factory of Tsingtao Beer Brewery is the
best because it is of German heritage, and the beer from the factory which has been in
production since 1903 is what they recognise as the real Tsingtao beer, with the best taste
and quality (JN-F4).

In the case of beer, what people identify with is not a concept packaged by Qingdao

International Beer Festival, but local knowledge, a collective memory. Although this

memory is partly influenced by the imagery of capital, it is more often rooted in history,

in the active interpretation of history by the self, in the unique cultural identity

constructed in the process. The consumption of Tsingtao beer as an identifying marker

is not simply a response to the brand's publicity, but a reflection of some local identity

pattern. Many of the behaviours associated with beer and consumption that have been

inherited from history are still common, or even more common, but the attitudes of

people towards this behaviour are no longer common, and habitual practices have

become symbols.

6.2.3 "Lost and Delirious"

Qingdao International Beer Festival is a space that features a variety of activities

such as singing and dancing shows, games, carnivals, drinking competitions, parades,

light and firework shows. It is these activities, in addition to the venue itself, that

attracts everyone who enters the festival. As an important part of the beer festival's

landscape, these activities create a joyful atmosphere where everyone can feel the buzz

and revelry of the beer festival. Although the experience of the audience varies

depending on gender, age, education, status, motivation and place of origin, the festival

creates a shared experience of fun, sound and light, pleasure and the thrill of consuming

cultural goods. The influx of people into the beer festival at the same time and being

present is itself one of the great sights of the festival. Visitors to the beer festival are

temporarily detached from their daily lives and exposed to a liminal space where they

can experience the concept and theme conveyed by the organisers through sight, touch,

taste, smell and hearing. The lighting, the stage, the singing and dancing, the alcohol,

the hawking, the noise, the beer goddesses and the various competitions titillate the
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audience and bring them into the world of "carnival", into a state of non-dailyness.

Daily life is a little bit more routinised because of the people you come into contact with, the
scenery you see and the things you see when you go to and from work every day. But the
beer festival presents you with different things. Anyway, I was impressed by the different
cultural landscapes. The beer festival stimulates your senses in diverse ways, with the
exchange of different cultures. You might think how could this be the case with the locals?
It's not like what you might normally imagine. Maybe you know enough about the people,
but it's not the same as what you used to think. So it stimulates you to think, to understand,
to be interested, and it's a revolution in your perception (ZT-M3).

As societal norms and identities are temporarily loosened, participants are

immersed in a memorable carnival atmosphere. Liminality can be identified in both the

transformation of ordinary environments into venues of special significance and power,

as well as the participants' firsthand experience. Some deviant behaviours in Chinese

social norms, such as showing intimate gestures in public space, dressing in revealing

clothes or shouting are regarded as "uneducated" or even "uncivilised". Nevertheless,

the beer festival provides visitors with an in-between space where they can take off their

social masks and explore new possibilities.

There was a gorgeous place so I said (to my ex-boyfriend) let's take a picture. He kissed me
suddenly and kept kissing me. I think (the beer festival) is supposed to be the kind of place
where you're lost and delirious. It is not quite the same as it used to be (XLB-F1).

I remember looking at my photos, I never normally wear shorts, I wore shorts that time and I
took photos showing my belly, I couldn't even post them to my friends but I felt so high. It
felt like it didn't matter if I went to the beachside. But I wouldn't normally dress like that
(MK-F2).

Under normal circumstances, it's hard to find the right way to let off steam, because most of
the time there are a lot of rules to follow, especially for Chinese people, who are not allowed
to shout or behave in an unruly way and still have to follow the traditional etiquette. But at
the beer festival no one cares if you are dressed elegantly and behaving properly. All they
care about is that you fit in. You can shout and scream, you can have a heated discussion
with your friends while drinking, it doesn't matter. It's all about having fun and drinking and
being more relaxed (HSH-M6).

Whether traditional or modern, festivals are set in a certain time, place and

periodicity. The difference is that festivals in the past are often timed according to

seasons, whereas in modern times they are artificially regulated. When the two-week

Qingdao International Beer Festival ends, people return from the liminal space to their

daily lives where social norms dominate and start looking forward to next year's beer

festival. Annually, the opening and closing ceremonies reinforce the local associations
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between beer, the festival, and the city. They remind the audience of the connection and

create a sense of anticipation for the next beer festival, thus creating a time loop from

the role and experience in people's day-to-day lives. The history of Qingdao is

re-narrated by these massive spectacles.

It's more like a habit for me. (Qingdao International Beer Festival) is quite special because
it's only once a year, and for me it's most likely during my summer vacation. As soon as the
summer vacation is around the corner, I think of the beer festival and I might have
something to look forward to (LZG-M4).

6.2.4 "Hit-and-Miss"

The sections above demonstrate how Qingdao International Beer Festival

contributes to the city's image. It is, however, critical to investigate not only the

connections outlined by reviews, but also how the festival is evaluated. As of 2021,

Qingdao International Beer Festival has been held for 31 consecutive years, bringing

millions of visitors to the city every August, and has become Qingdao's calling card. It

has become not only one of the top ten festivals in China, but also the largest beer event

in Asia, rivalling Munich Oktoberfest in Germany. However, Qingdao locals and

tourists alike are somewhat ambivalent about the festival. While it has become an

unwritten tradition for people to take their family and friends to the beer festival in the

summer, the feedback on the festival is divided.

On the whole, the reviews on TripAdvisor are positive with a recommendation for

the festival: "in China a must-do if you can make it in the area by August" or "Well, it is

one of those places that is compulsory." Other reviewers do not suggest changing one's

travel plans solely to attend the festival: "it is fun in a way and worth visiting once, but

it is not worth coming to Qingdao just for that." The interviews also demonstrate an

interest in attending the beer festival as well as recommending other people for coming.

Before I came to Germany to study, I used to go to Qingdao International Beer Festival
every year. As a local, I would definitely recommend my friends to come to the festival if
they want to visit Qingdao (YSY-F3).

The chance to sample various beer brands at home and abroad, the entertainment

including parades, musical performances, acrobatics and dances, and the general
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atmosphere of the festival are appreciated. One interviewee praised the festival'

flexibility and innovation to adapt to the changing environment and keep pace with the

social trend. The beer festival is not only a bridge for cultural diversity at an

international level, but also a window for the world to get a taste of Qingdao.

The general content of the festival may be similar every year, but every year it may change
depending on the hotspot at the time. For example, when it comes to the World Cup, there
might be some football carnivals. I remember one event, the World Cup in South Africa, so
the main style of the beer festival that year was like the one in South Africa, and there were
also some adjustments to the style based on the culture or the big events each year to attract
visitors. In addition, Qingdao has a theme every year, like the World Expo, which is
combined with other events of the year to showcase the city's development. It varies every
year, and it is also combined with the current trend of the year, and it may have something to
do with the leaders or the ideas of the organisers of the main event (MK-F2).

Another interviewee viewed Qingdao International Beer Festival not as a mere

imitation of European-styled architecture, but rather as a unique reconstruction of the

city landscape in Qingdao.

There is the possibility of ongoing cultural exchange activities. In addition, the European
windmill-like pastoral wooden buildings can also be seen. It's unique because it creates a
kind of idyllic landscape in contrast to many skyscrapers along the Gold Coast. I think it's
quite impressive that the organisers have put their heart and soul into it (ZT-M3).

The beer museum in Qingdao is mentioned by some interviewees as a historical

reference to the beer festival. The history of beer and its production process is shown in

a more flexible and visual way at the beer festival.

The beer festival has an annual section that focuses on the history of Tsingtao beer, it also
talks about the historical development of the city of Qingdao. It brings out some of the
objects that are on display in the Qingdao Beer Museum. I think it reflects the development
and growth of Qingdao (WYS-M5).

Even though I did try some beer in the museum, it didn't have the same strong summer
atmosphere as the festival. So it's a good idea to bring the museum's stuff out and talk about
it, to make it more enjoyable for people to visit. If you put the beer festival in the museum, it
is a display of objects to your senses, including its manufacturing process. But if you're in
the atmosphere of a beer festival, you'll be able to taste the brew from the original syrup that
comes out of each process to the final product. The different flavours may be a stimulus for
your taste buds as well (ZT-M3).

However, in more than 30 years since the festival was held, many people have
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lamented that the festival has become more and more "extravagant", but more and more

"vulgar", with the commercial flavour becoming heavier and the local character fading.

Some interviewees disliked the loudness and crowdedness; some complain about the

high prices of food and drink sold at the festival; some compared Qingdao Beer Festival

to Munich Oktoberfest, saying that the festival emphasises internationalisation and

neglects the cultural characteristics of local beer, which limits its connotation and taste.

These comments express concerns consistent with the potential negative influence on

festivals discussed in the literature review.298

One terrible aspect is that there are too many people all over the place. If you want to have a
good time, you'll probably have to wait until the end of the festival, when most of the
tourists have gone back and the rest are mainly tourists or locals who are a bit closer to
Qingdao (WYS-M5).

I think (the beer festival) could have made the prices more transparent, so that people could
see what the prices of the items are respectively and know whether they are acceptable or
not. Otherwise, I'm afraid to go into the beer tents or I feel like I'm gouged if I do (XLB-F1).

An interviewee concluded his experience in the festival by referring to the cultural

memory of the city Qingdao. The connection between beer, the beer festival and the

German colonial past is once again reconfirmed.

Qingdao is a city with red tiles, green trees, blue skies and white clouds, which has
enjoyable scenery. The architecture has retained some of its old-fashioned styles. But the
cultural experience of the beer festival itself is not profound or lasting, unlike in some of our
cities where there is some historical memory. Because beer is an imported product, so the
sensory impact is short-lived, maybe a few days, a week or two, and the heritage itself is not
very strong historically. The meanings that beer can carry are still rather limited. You can't
expect a beer festival to carry too much history. For example, the ice lantern festival in
Harbin, for example, probably has more to offer. I've seen Qingdao's efforts in this aspect,
and it's actively demonstrating its development, but after all, it has limited capacity, and at
this stage it's also confined in its own ability to brand itself. It's not so much about history
and culture as it is about attracting tourists (ZT-M3).

298 Getz, and Page, "Progress and prospects for event tourism research," 609; Ma, and Lew, "Historical and
geographical context in festival tourism development," 22-23; Yang, "'This beer tastes really good'," 52-55.
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Figure 6.5 The city landscape of Qingdao299

6.3 Localised Beer Festival and Place Identity in Qingdao

When the first beer festival was held in the square outside Qingdao's Zhongshan

Park, few people revelling in the unprecedented carnival atmosphere realised that a

protracted tug-of-war was about to unfold. It was about Tsingtao beer, and it was about

Qingdao. The implication became even more pronounced when the first shovel of earth

was dug in the eastern beer town and rows of skyscrapers rose from the middle of Hong

Kong Street. Globalisation swept in with powerful forces, such as local governmental

performance, commercial interests, consumerism and cultural hegemony. People in

Qingdao eventually found themselves faced with the same problem as their

predecessors: how to retain their voice, discover their values and reshape their identity

in the face of the powerful assimilation forces from outside? Their forefathers inherited

the products of the Germania brewery from 1903 on. Almost a century later when the

first Qingdao International Beer Festival took place in 1991, they see in the historical

projection of Tsingtao beer the trajectory of their "self" and the possibilities of their

future. The consumption of beer has been transformed from a preference into a symbol,

an anchor of identity. By emphasising the localised way of consuming beer, the locals

are trying to respond in their way to the encroachment of capitalist power on their

homeland.

The first beer festival was a metaphor for the rise of an era in which wealth

299 Photographed by the author of this paper, July 2017.
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determined power and desire dictated rules. Two years later, the third beer festival was

moved to the recently built and still deserted Shilaoren Beer City in the eastern part of

the city. Many Qingdao residents at the time complained about the need to move the

well-participated festival to such an isolated and inaccessible location.300 For the people

of Qingdao in the early 1990s, their circle of life had not changed much since the

opening up of the city a century earlier.301 The old city was like a modernised village:

small in size and population, people went to work daily, except that instead of the fields

they went to the offices or factories. After nine o'clock in the evening, even the

commercial areas were silent. People kept to themselves and were content with their

modest fortune. There was a sense of neighbourliness between the united households

and the inner courtyards.302 The metaphorical pattern of spatial hierarchy has been

deeply internalised in the minds of the inhabitants through generations of experience,

and is combined with the old northern Chinese nostalgia. People tended to choose

locally produced industrial products, ranging from cooking oil, calcium milk biscuits to

Vodafone shoes and Hisense TVs.303 Although the gap in living standards had widened

somewhat by the early 1990s, it had not yet led to a psychological crisis and identity

gap among the members of society, and the ideology of egalitarianism, formed by the

combination of ancient egalitarian concepts and the ideological discourse of "common

wealth",304 still dominated the moral sense and world view of the locals.

On this basis there was a mixed identity of "homeland": the city was where their

life was, they had settled down there and had a rather strong attachment to it. But the

object of this identification was neither the land nor the fields, but the exotic

architecture, the clean streets, the established infrastructure, the modern industrial

system, the tolerance and diversity of lifestyles, and the sense of honour for the country.

The result was a mixed identity paradigm that combines Chinese culture and Western

experience, local nostalgia and modern beliefs.

But this idyllic landscape was soon changed when, in 1994, the Qingdao municipal

300 孟洁, 自我的重塑, 90.
301 Ibid.
302 Ibid.
303 Ibid.
304 Wilsonquarterly, "China's 1989 Choice," Fall 2014.
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government took the lead in moving out of the building that had been used by the

governing bodies of China, Germany and Japan and was known locally as the Old City

Hall, and the curtain was raised on the development of a new urban area to the east of

Qingdao. Modern skyscrapers towered over the former farmland and fishing harbour,

and the area around Beer City became a paradise for real estate developers. A century

later, Qingdao was once again a bustling construction site, but this time the main driving

force was no longer the interests of the foreign powers in the colonialist discourse, but

the profit-seeking impulses of the new capital in a consumer society and the

rent-seeking behaviour of the government in a growthist discourse.305

In April 2012, the "tree planting event'' brought Qingdao to the forefront of the

domestic media. In the face of the local government's costly "Forest City" project,

which threatened to destroy the city's landscape, Qingdao citizens launched an

unprecedented public opinion campaign against the project.306 The post-80s and

post-90s, who were the main protagonists of the campaign, called for a boycott of the

project through every possible means such as microblogs, postings and forums, and

even the slogan "Qingdao is the Qingdao of Qingdao people, not the Qingdao of the

local government". The proposal was temporarily postponed and amended under

pressure. In fact, in contemporary Qingdao, every destructive transformation of the old

city's landscape has provoked a surge of opposition from the public. The sentiment for

the "tree planting event" has common cultural roots with the local people's feelings

towards Tsingtao beer. When the consumption of Tsingtao beer was articulated as a

symbol of identity, the regional culture of Qingdao had taken on a distinctive

appearance. But since the reform and opening up, the trend of globalisation and

consumerisation has deepened gradually. In the case of Qingdao, the transformation of

the post-industrial society has led to a series of transformations in the cognitive schema

of the locals.307

Firstly, the shift in capital interest has led to the development of local cultural

305 Yang, "'This beer tastes really good'," 52-54.
306 Ifeng.com, "The tree planting event in Qingdao,'' 20 April 2012,
https://news.ifeng.com/opinion/special/qingdaozhongshu/.
307 John Hill, "Film and postmodernism," In The Oxford guide to film studies (ed. John Hill, Pamela Church Gibson,
Richard Dyer, E. Ann Kaplan, and Paul Willemen, Oxford: Oxford University Press, 1998), 96-106.
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industries, particularly tourism. On the one hand, the promotion of tourism has led to an

unprecedented emphasis on Qingdao's regional feature as a fusion of Chinese and

Western cultures, making this imagery visible to tourists and locals alike. On the other

hand, in the name of tourism development, many of the original old buildings have been

altered or demolished and replaced by uncouth modern replicas. In the minds of

Qingdao citizens, these buildings carry a significant sense of local identity, so it is not

only the houses that are demolished or altered, but also the erosion of the historical

memory that is the basis of identity. The depth of history flattens out and disappears

rather quickly, leaving the locals in the area with a panic of self-orientation. It gives rise

to what Jameson calls "nostalgia for the present''.308

Secondly, the consumerist trend represented by the "post-Ford" production mode,

through the construction of what Baudrillard calls the "mimetic" chain, shapes

consumption as a way of defining the self. Changing the objects consumed becomes a

way of changing one's status. It is not status that determines consumption, but

consumption that determines status. Thus in Qingdao, many brands developed the art of

packaging and advertising rendering, and citizens began to consume appealed by

advertising. However, it is the emphasis on individual desires and needs that has

preserved the "right to tell stories" and space for multicultural cognitive schemata,

prompting locals to gain more insight into their own identity.

Thirdly, the white-collar class in Qingdao, which determines the mainstream will of

popular culture, has a rather heterogeneous composition. They come from different

regions, nationalities and even different countries, and hold very different habits and

attitudes to life. It at the same time determines the high degree of pluralism of the

popular culture that leads the cultural life of Qingdao society. The increase in exchange,

on the one hand, reinforces the stereotype of difference between them, but on the other

hand, brings with it the need and possibility for convergence and integration.

Finally, the disappearance of familiarity and the increase in socio-cultural

heterogeneity under the influence of all these factors has created a certain unpredictable

308 Fredric Jameson, "Nostalgia for the Present," In Classical Hollywood Narrative: The ParadigmWars (edited by
Jane Gaines, Vol. 88, no. 2, Duke University Press, 1992), 253-274.
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new environment. The individuality and instability of identity confirmations have led

people to give more thought to their own identity. This leads to a feeling of nostalgia

with a certain emotional structure embodied. Within a larger cultural formation,

nostalgia provides a socio-psychological stabilisation and reconciliation of the world

and one's place in it. People begin to reflect on the larger narrative behind

modernisation and the linear logic of culture that emphasises technology, progress and

the perpetual pursuit of novelty. Thus, the search for nostalgic landscapes of the local

past is a response to the massive cultural tourism of globalisation, the all-pervasive

corporate, transnational and information industries, and the ways in which people have

been made to lose sight of their bodies, environment and the world around them.

So people in Qingdao are trying to find something in history that can rebuild a

sense of belonging. What can be the vehicle for this in Qingdao? For many northerners,

Qingdao is more like a southern city, while for southerners it is undoubtedly a northern

city. In China, Qingdao is famous for its "European flavour". The indefinable face of

Qingdao is always under the veil.

The question of "who I am" and where is our "self" became more and more evident.

After mourning the disappearance of old buildings time and again, the locals finally

realise that the self does not exist elsewhere, but on the edge where the historical

memory of the colonial era is given a new interpretation: it is no longer a symbol of the

"other", but a basis for the re-imagination of the self. In this process, many related

things, including beer, are given new interpretations. Beer, because of its rich history,

has become the focus of local attention. The once unique Tsingtao beer and Qingdao

International Beer Festival have been given many labels, just like the once red-tiled and

green Qingdao has been filled with the homogeneous modern architecture as the other

emerging cities. The tendency towards cultural homogenisation, including the

homogenisation of food, has triggered a panic of identity among the regional cultural

subjects and a desire for expression.309 At the same time, however, the

non-homogeneity and plurality of consumption and production brought about the

pursuit and emphasis on plurality and heterogeneity, offering the possibility for Qingdao

309 Lu, Talk about Qingdao (话说青岛), Section 30; 孟洁, 自我的重塑, 95.
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people to use Qingdao International Beer Festival as a way of expressing themselves. A

similar scenario to that of a century ago has emerged again, where the "self" of the

regional culture is once again challenged by an outsider, only this time the "other" is no

longer the German beer and way of thinking, but the logic of consumerism. The

regional culture tries to reinterpret a distinctive regional cultural identity through a

consumerist approach, and in the case of Qingdao, through the beer festival.

The contemporary emphasis on the history and recipes of Tsingtao beer in the beer

festival is rooted in a certain nostalgia for the "old Qingdao". The beer that has come all

the way from the colonial era carries with it the city's rapidly disappearing romance,

which, although it did not belong to their forefathers back then, has been embedded as

part of the self through generations of Western or modern symbolic metaphors it carries.

And through the self-realisation of the city's early achievements, the locals have also

self-realised their beer. The new identity mechanism presents a mixture of Chinese and

Western cultures, and the local Tsingtao beer festival, with its combination of Western

connotations and local elements, modernity and accessibility, fits in well with these

characteristics of contemporary Qingdao culture, and thus plays an iconic role in place

identity.

The obsession with local beer customs such as plastic bags reveals certain hybridity

in the structure of identity mechanisms. The plastic bag maximises pleasure with saved

preparation time and maximum efficiency. This type of consumption reflects time

anxiety: The enormous productivity of technology has led to a lack of free time (or

rather to a perceived lack of free time) for individuals, not the other way around.

Because of the pressure of time, people condense the pleasure they get by consuming

different things into one piece to get the most enjoyment in the least amount of time.

This anxiety roots in all aspects of everyday life shaped by the restructuring of working

in the modern world. As one of the pioneer regions of industrialisation, the sense of time

has been firmly internalised in the cultural psyche of Qingdao citizens and has been

repeatedly reinforced and passed on from generation to generation through education

and life experience. The convenience of using plastic bags for beer is a perfect echo of

this cultural imperative of efficiency. Yet the plastic bag is only the latest stage in the
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development of a local solution to alcoholism. Before that, large porcelain bowls and

canning jars were also used by locals to drink beer. When empty bottles were not

available, some other readily available containers were used instead. Thus the choice of

drinking utensils by Qingdao people is very spontaneous. When people use the term

"convenient'' to explain the choice of plastic bags, the meaning of the word in the local

cultural context is in fact "habitual", more of an empiricist consideration that tends to

place their qualities, needs and preferences over the things external to them.

The special scene of beer along with seafood is similar. The abundance of seafood

in the region has made it a custom to serve seafood as a dish with drink since ancient

times. Before beer became widespread, seafood with Soju (烧酒) was a widely accepted

pattern in Qingdao, a traditional food schema. In contemporary Qingdao, the substitute

of beer for Soju has not changed this pattern of "drinking + seafood".

In short, both of these beer-related consumption habits reveal a certain hybrid

cultural picture of Qingdao in which modern consumerism and nostalgia are united.

Qingdao people have promoted Qingdao Beer Festival through the marketing strategies

of businesses and official tourism campaigns to the outside world, while at the same

time reinforcing its significance as a confirmation of identity. Through feedback from

both internal and external sources, a sense of cultural belonging is regained.

Ultimately, a unique identity has been formed in contemporary Qingdao. It's a city

that has a belief in technology and wealth, that is overwhelmed by all that is fashionable

and foreign, yet is suffused with a strong sense of nostalgia and localism. Where the

length of history is more lacking is more emphasised and contrasted with newer areas

that seem even more lacking, being dismissed as "parvenus". People believe that the old

town is the most beautiful, that the old houses are of the best quality, that the old streets

are the best laid out, and that even the old sewers are the most durable. People are used

to trusting the products here, from beer to television sets, and relishing the history of a

particular building or brand, even though the longest of them has only existed for a

century. In the nostalgia of the past, memories of segregation, discrimination, violence

and other disciplines are selectively weakened, especially European (mainly German)

cultural imagery is detached from the general modernity and emphasised as a way of
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countervailing the cultural homogenisation in North America.

In a sense, therefore, the result of the German social experiment in Qingdao was not

the creation of a "model colony", but the emergence of a distinctive regional culture.

Thus, in contemporary times, Qingdao International Beer Festival has been transformed

from China's calling card into Qingdao's calling card, and the consumer behaviours that

have developed around it have been connoted with a distinctly localised symbolism.

The locals of Qingdao, through their practices in Qingdao International Beer Festival,

link the dominant discourse with regional identity, demonstrating their recognition of

this unique regional culture in the context of consumerism. This identity is a mixture of

the East and West, consumerism and nostalgia, a familiarity with each of the cultures

that have influenced the region, yet a new paradigm, an independent diversity, and a

remaking of local identity.
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7 CONCLUSIONAND DISCUSSION

7.1 Historical and Geographical Horizons of Beer Festivals

Deeper below the beers tasted at the beer festivals is the historical discourse. The

difference in the concept of "beer" between the West and East, forged by historical

factors, has had a subtle but profound effect on the metaphor of beer in the context of

Germany and China respectively. While the birth of wine is attributed to divine grace in

western culture, it is contributed to the brewing techniques of ancestors in China. Beer

has undoubtedly played a special and important role in European cultures, not only

because of its popularity, taste and accessibility, but also because of its complex and

profound links with divinity, virtue and even nationhood and modernity over its long

history. In the context of Germany, the collectiveness that beer carries resonates with the

nation-state construct. However, beer as a low alcoholic drink was long been

marginalised in China due to the preference for richness over thinness in Chinese

alcohol culture. With no place in tradition, the meaning of beer as "foreign" was more

pronounced than that of "alcohol" when it was reintroduced to China in the era of

industrialisation. With the nationalisation trend in the 1950s, the civilised meaning of

beer was detached from Western culture and reunited with the concepts of national

brands.

It is then not hard to make sense of Munich Oktoberfest and Qingdao International

Beer Festival on stage when the curtains are raised. Dating back to the wedding

ceremony of Crown Prince Ludwig of Bavaria and Princess Therese of

Sachsen-Hildburghausen in 1810, Munich Oktoberfest has been maintained as the

yearly unifying festival in the region of Bavaria. It originated in vernacular culture, was

not initiated for tourists, but arose from indigenous social demands, and is honoured in a

particular region.310 Thus, Munich Oktoberfest can be classified as a Local Heritage

Festival concerning its origin, based on the historical-geographical framework. People

are drawn to visit and feel these traits since they provide visitors with a sense of

authenticity and detailed knowledge of Munich and Bavaria. Through cultural symbols

310 Ma, and Lew, "Historical and geographical context in festival tourism development," 21.
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such as breweries exclusive to Munich, traditional Bavarian clothing and local language,

Munich Oktoberfest stands out from other festivals with its uniqueness and authenticity.

It not only provides liminal experiences of revelling in Bavarianness out of German

norms, but also promotes communal and unifying feelings among visitors. The

resurrection of Bavarian flavour in Oktoberfest can be interpreted as an emphasis on

regional identity in the influx of Europeanisation and globalisation, as well as divisions

between West and East Germany after the reunion in 1990 and identifying with the

positive image of Munich as the backlash against the trouble national Nazis past. In the

quest for their lost belonging, the concept of "Heimat" smooths the tension between

local communities and the broader nation-state, which helps Germans overcome the

opposition between the traditional sense of place and the modern nation-state identity.

Over two centuries, Oktoberfest has evolved from a folk festivity to a worldwide

renowned tourist spectacle celebrated at the national level. The popularity of

Oktoberfest has resulted in the growth of similar beer festivals and a high degree of

repetition and homogeneity across festivals in Germany and throughout the globe.

However, the vast homogenisation of Oktoberfest, which was originally

only celebrated in Munich, has eroded its distinctiveness and authenticity to some

degree. In this sense, Oktoberfest is gradually transformed into a National Heritage

Festival.311 Local inhabitants can celebrate traditional Bavarian festivals with a rising

number of visitors as a result of tourism advertising, enhanced transportation and a

booming international economy. Nevertheless, the tendency for Oktoberfest has been

towards elevated commercialisation, a process that transforms traditional festivities into

pseudo-events, which may result in the discontent of locals and visitors.312 The

success of "Oide Wiesn" is an indication of a self-conscious search for "Heimat"

through regional identification. The challenge remains for Oktoberfest to maintain its

uniqueness, authenticity and most of all, local identity amidst the expansion of tourism

and the commercialisation of Bavarian culture, along with the continuing "Heimat"

debate in Germany.

311 Ibid, 24-25.
312 Åshild Kolås, "Tourism and the making of place in Shangri-La," Tourism Geographies 6, no. 3 (2004): 262-278.
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As the "Oriental Munich", Qingdao International Beer Festival resembles Munich

Oktoberfest in both organised festivities and decorations. Associations with Germany

are demonstrated primarily to evoke a Bavarian vibe via the use of Bavarian colours

and flags, Lederhosen, and symbols such as maypoles. In this regard, the festival venues

are placeless with themed experiences that lack a feeling of locality.313 The colonial

past is only clearly demonstrated in the historic brewery museum connected to Tsingtao

beer and the beer festival. Located at the original brewery building, this museum

exhibits the history of Tsingtao beer and brewing, which includes references to the

German and Japanese occupations. During the interviews, several respondents shared

their thoughts on this portion of Qingdao's history. However, they do not conjure the

sense of a disputed past. In contrast, the German origin is seen in part as a

quality marker for Tsingtao beer and has been employed as a testimony of the beer's

authenticity in marketing initiatives.314 German colonialism is also portrayed as a

relatively brief interval in the city's lengthy history. This stands in stark contrast to the

Japanese-built factories abandoned and deteriorating throughout the city,315 as there is

an allusion to the national anguish caused by the Japanese invasion of regions of China.

Qingdao International Beer Festival conforms to a Local Modern Festival, which

contributes to local identity while emphasising recreation and enjoyment above tradition

or heritage.316 People feel a connection to the event, and some interviews indicate that

the festival and the beer culture it symbolises are integral to the local flavour. The local

beer-related customs such as plastic bags and drinking with seafood reflect the

cultural hybridity of Qingdao in which consumerism and nostalgia are combined in

reaction to the vast tourism generated by globalisation and modernisation. The beer

festival has been advertised at home and abroad via the marketing of companies and

public tourist initiatives, while simultaneously strengthening its value as a

reconfirmation of local identity. The beer festival began as a Bavarian-style

313 Ma, and Lew, "Historical and geographical context in festival tourism development," 23.
314 Yang, "'This beer tastes really good'," 52-55.
315 Xiaolin Zang, and Bouke van Gorp, "Assessing the Potential of Resident Participation in Local Heritage
Conservation, the Case of Qingdao, China," In Urban Renewal, Community and Participation, (eds. Julie Clark et al.,
Berlin: Springer International Publishing, 2018), 141-159.
316 Ma, and Lew, 23.
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festivity replica to encourage beer sales in the early 1990s, but it has evolved into

the biggest beer festival in Asia. Since it is required for festivals to be authorised

when public space is concerned, the level of local government's involvement in their

management tends to be high.317 When the political and economic support of the local

government terminates, as a result of a change in policies or political leadership, the

majority of these festivals are also likely to perish.318 The challenge of Qingdao

International Festival is to connect with the local identity through the reconstruction of

"old Qingdao" while offering entertainment and a respite from the everyday

routines. As stated previously, themed festivals are frequently identified as having a

certain degree of connection to the place identity. However, they tend to overlook the

significance of a genuine bonding with people especially the locals as primarily driven

by politics and financial interests, but instead in favour of providing opportunities for

liminal experiences.

7.2 Broadening the Paths for Future Research

In terms of methodology, this thesis mainly employs textual analysis and interviews.

The primary literature addressed in this paper was crafted in European and Chinese

contexts and is considered relatively mainstream productions. The purpose is to

highlight that the analysis of beer festivals should pay attention to where they take place,

how they are constructed and how they are perceived by relevant actors. Since

Oktoberfest was cancelled in 2020 and 2021 due to the Covid-19 pandemic, it was

impossible to initiate participatory observation to get first-hand data. The

semi-structured interview was designed and conducted based on the qualitative research

method. A limited number of 17 participants aged between 20 and 30 including tourists

and locals of Bavaria and Qingdao were interviewed. Considering the sample size and

methodology, the findings and conclusion are not representative to some degree. Future

work on beer festivals could explore a variety of beer events in other historical, national

and contextual settings, as well as different ages and perspectives such as of the beer

317 Ibid.
318 Ibid.
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producers and employees of beer festivals and so on. A quantitative research can be

designed and applied on a larger scale to study the more general pattern of a certain

population.

The emergence of different versions of voices and identities that demonstrate in

existing dominant constructions of beer festivals is explained using a social

construct approach. As a result, many alternative expressions and experiences of beer

festivals can be studied further beyond a heterosexual, middle-class viewpoint. Some

event studies, for example, notice a lack of non-hegemonic narratives and gender

analyses.319 For instance, the image-building of females on beer festival posters and

beer goddess competition as well as other activities, the gendered waitresses in

Oktoberfest are worthy of further research. However, they are beyond the scope of this

thesis. In addition, these varied experiences of those who may not adhere to the status

quo set of how a participant of the event should be, look like, and behave are

invisibilised and silenced consequently. Research on the genderisation of beer festivals

will contribute to the ongoing discussion of events in relation to local identity. It will

also address the power gap in which females have historically had little autonomy over

the image-constructing process. It would stress the significance of females as cultural

constructors, negotiating and reconstructing events through innovative practices, as well

as reforge feminist studies to substantial progress and resistance in the field of event and

tourism.

319 Ikäheimo, "Exclusive craft beer events," 301-302; Thurnell-Read, "Beer and belonging," 73-74.
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APPENDICES

Appendix 1: Information Sheet and Consent Form

Information Sheet

Beer Festivals and Place Identity: An Analysis of Munich Oktoberfest and Qingdao

International Beer Festival

You are invited to participate in a one-to-one interview online or offline in English

based on your schedule. The interview takes 30-60 minutes regarding the experience,

personal feelings and identity of Munich Oktoberfest/Qingdao International Beer

Festival. This interview does not collect identifying information such as your name,

email address or residency. The data collected will be used for research purposes only

and will be kept anonymous. You have the right to withdraw from the interview

anytime, including the information provided in the interview. The analysis of the

information gathered in the interview may be published, but you are assured of

confidentiality.

The thesis is being carried out as a requirement for the Master of Arts degree at

Georg-August Universität Göttingen and Uppsala University under the supervision of

Matta Raúl and Ernils Larsson. If you have any concerns or questions, you may contact

the researcher Rucheng Wang of this study via email: icenwrucheng@gmail.com.

Your contribution to the study is highly appreciated.

Rucheng Wang

37075 Göttingen
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Consent Form

Beer Festivals and Place Identity: An Analysis of Munich Oktoberfest and Qingdao

International Beer Festival

I have read the information sheet and understood the description of the study. I hereby

agree to participate in the interview and consent to the information I provide to be

used for the analysis in the thesis. The information collected may be used in the final

version of the thesis.

I understand that my participation in the interview is voluntary. I have the right to

withdraw from the interview anytime or decline to answer any question. I also have

the right to withdraw any information I have provided.

I understand that the interview and information I provide will be kept anonymous.

I have reviewed this Consent Form. I likewise understand my rights set in this form.

I accept this agreement and consent to the interview.

Signature:

Date:

Rucheng Wang

37075 Göttingen
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Appendix 2: Gerneral Information on Interviewees

Interviewees320 Age Gender Tourist/Local Attended beer festival(s) in

PL 27 M Tourist Qingdao

XLB 23 F Tourist

MK 23 F Tourist

SXW 28 M Tourist

ZT 28 M Tourist

LZG 24 M Local

WYS 25 M Local

HSH 24 M Local

JN 24 F Local

YXY 27 F Local Qingdao; Munich

KL 27 M Tourist Munich

SYZ 27 M Tourist

AK 26 M Tourist

AL 25 F Local

RH 24 F Local

FH 25 M Local

HB 28 M Local

320 Abbreviations are used for the interviewees' names to ensure their anonymity.
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Appendix 3 Statistics of total visitors and beer consumption of

Munich Oktoberfest and Qingdao International Beer Festival321

321 The data is collected and analysed from muenchen.de and qingdaointernationalbeerfestival.com. Some statistics
on Qingdao International Beer Festival are lacking.
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Appendix 4 A general comparison of

Munich Oktoberfest and Qingdao International Beer Festival

Munich Oktoberfest Qingdao International Beer Festival
Speciality of the city The third largest city in Germany,

the capital of the Bavarian state, a
historical and cultural city, and one
of the most prosperous cities in
Europe.

A famous seaside tourist city in
China with pleasant scenery and
climate; a developed economy; a
high degree of openness to the
international community.

Beer Production Munich is a major brewery in
Germany with over 70 breweries
and is home to the oldest brewery
in the world, the Weihenstephan
Brewery. The city is known as the
"Beer Capital" and has a long
history of beer culture.

Tsingtao Brewery Co., Ltd. is the
cradle of one of China's leading
breweries. Qingdao has a custom of
drinking beer along with eating
seafood. The city is known for its
beer nationwide and internally.

Origin of the festival It originated from a series of
celebrations held in 1810 to
commemorate the marriage of
Prince Ludwig of Bavaria.

The first festival was in 1991,
initiated and hosted by the Tsingtao
Brewery.

Time Period Every year between the third
Saturday of September and
the first Sunday of October.

The first few were irregular, but since
the 11th festival, the dates have been
fixed between the second Saturday in
August and the first Sunday in
September.

Variety of Beers at
the festival

Mainly local beer brands from
breweries in Munich.

A variety of domestic and
international beer brands. In 2019
more than 1,400 brands from over 40
countries worldwide were in the
festival.

Activities and
Celebrations

Horse-drawn carriages of Munich's
breweries, tapping "O'zapft is!" by
the mayor, traditional costume
parade, amusement rides and mass
drinking in beer tents.

Changes every year with few old
traditions, such as opening and
closing ceremonies, beer tastings,
band performances, parades, drinking
games, trade fairs and amusement
activities.
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